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« Our content journey
» Content development Eco-system

» Content Distribution

» Secret Escapes & Product development

Jersey



Jersey isn’t different,
but it is special

() A

500 A unique Microclimate

beautlful miles of heritage
beaches spectacular walking
150 42 IC
Restaurants Attractlons Events Castles

Jersey



VISITS

So..... What the hell happend?
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. Global International visits

. UK outbound holiday visits

. Jersey holiday visits

Jersey
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Content Content
Strategy Research Methodology

Hero | Hub Data driven People | Place

Hygiene insights Seasonal
Bookable




S m a rt Iy Distribution partners

Media partners

distribute our
message to

Email

BUILD

the right I S
Our activity needs to engage potential visitors across: Influencers
paid, owned, shared and earned media - which all serve CONVE RT
a different purpose through their path to purchase. PR
We try to strike the right balance in order to build

Visitors

demand for Jersey. Engage with users and ultimately
Convert them to be a potential visitor.

Jersey









onway

Jersey
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Great content lives forever

3rd party converters Website/copy/video/images

3rd party brands Email

PR: Adventure holidays VJ Social: Insta/FB live

VJ Social:
Video Edit

Influencer social:
Video edit
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Converter: secret €scapes

= We used a variety of
networks that specialise
in high engagement,
video interactions while
serving the content
in the right environments.

= A combination of
creative rich format
video to generate brand
awareness, engagement
and ultimately conversion.

Win an island escape to Jersey

INCLUDING E300 TO SPEND WITH EARBOUR

‘1 Ready to feel reconnected?

ALWAYS BETTER TOGETHER

Enter below to be in to win!

@ Secret Escapos 4 new phoios.

We've teamed up with ¥
this auturmn, with o

Offers

neélp you estape somewrere idyllic
egant Jersey breaks. Choose
digs, cosy cattages and sward

Qv A

Liked by longuevillemanor, anglesilverspoon and 211

Scenic Jersey break at a luxury waterfront
others hotel
secretescapes We've teamed up with [@visitjerseyci @ RADISSON DAL WATERERONT HOTEL, 5T AURIN'S BAY

to help you escape somewhere idyllic this autumn,
with our collection of elegant Jersey breaks. Choose
between five-star Relais & Chateaux digs, cosy
cottages and award-winning spa hotels, Head here to
QD% us o find out more: hitp:/mp.secretescapes.com/jersey/

'! Muuresn Rossmayes ANDTHER PLACE ON THE LST X
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Ready to feel relaxed?

RELAXING ISLAND WEERKENDS IN JERSEY
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Influencer: Sean Conway

We don’t just tell
a story, we give
a story to tell




and life
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= Family business \
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= We used real people in the
campaign content. We invited'
them to slow down for a minute
to relax, revitalise and recon

* These were lawyers, doctofs:
and teachers — normal peoplé
who will play a partin |
our future content.







» We created an autumn campal .I;] _*

custom guide generator and data‘ :

T 4 &
o o
.

= Users were served with 1 of 3 v&i\_”, _
itineraries and offers based around 3 feeling:
‘relaxed’, ‘revitalised’ or reconngct

-
1‘\\:’

. Users received a follow up email (w
functionality) including itineraries alsi'd
offers based around their selected:f’&

Ry e U
& ‘ ‘:\ .,\ .\Q\_ = v

= Users subscribed to an automated ema :
September, October & Novembgr
offers across travel, accommo_ ion a
holiday providers. SN T
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secrel €scapes
paign results

’ | ‘r
! Wi -.
' contirly s to act as a great case study for the wider business. It’s a great
of how we can influence our members at a key browsing stage...especially
u have good content.

have seen moderate growth of 5% in the rest of the domestic market Jersey
tperformed this in September with close to 8% growth YOY on overall
and a 9% growth in room nights. It seems our members love your Island!”

George Hiles, Global Head of Media

K+ 5.5m 27%

e Jersey hub dwell time email open rate

6k 32%

competition entries want more

+59

sales up Jersey




@ Expedia‘”“\
/' secret Escapes
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