


Renew, Research, Reinspire, Reimagine 

This is a working session, your input will shape 

future product development.

• Shared understanding of 

VisitGuernsey’s marketing plan

• Travel trends and insights

• Identification of priority product 

opportunities

• Actions or ideas to take forward

















Raising our profile & connecting with partners

• Weekly calls with buyers & existing partners

• Monthly training calls & events

• Annual global trade event calendar

• Online training platform

• Familiarisation itineraries

• Collaborating on themed programmes 

• Repackaging/adapting product e.g. for cruise

• Pitching to publications & TV / film 

• Visitor Information Centre team



Food festivals

British Airways - Heathrow

Wellness retreats

Coastal saunas

Golf performance centre

Michelin guide & keys

Gin bunker 

Bathing pools

Visitor Information Centre



The global gastronomy/food tourism market 

value in 2024 was approximately £707 billion 

and is anticipated to increase four-fold in the 

next 10 years. 

Research reveals that:

• 84% of travellers state local cuisine influences 

their destination choice

• 76% of food tourists spend more than they 

planned on unique local dishes

• 50% of food tourists seek authentic dining 

experiences

• 48% of travel companies offer food-themed travel 

packages

• 64% of tourists believe food contributes 

significantly to their overall travel satisfaction



Case study

• 40+ events and menus celebrating 

local produce

• Boost tourism during the shoulder seasons 

• Position Guernsey as a leading 

foodie destination

• A series of immersive experiences

• Dedicated VisitGuernsey marketing campaign

• Wide exposure via press, social media, 

trade mailers and a new festival website



Prompt

“Where could food, place, and storytelling come together in a way that visitors couldn’t replicate at home or elsewhere?”

“What could we create that rewards visitors for coming back year after year?”

“What partnerships could transform a simple meal into a multi-moment experience before, during, and after dining?”



• Think about the experience

• What makes us unique 

• Collaborate

• Easy booking

• Added value

Next steps

• How are people going to find 

out about and book this?

• What is your digital footprint?

• How visible is your business?

• Use VisitGuernsey to support 

your own marketing

• Last minute availability? Use 

the Bailiwick Staycation Club
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Gen Alpha (Born 2010-2024) are 

the influencers of Millennial 

Parents (Born 1980-1994). They 

control when and where the 

holiday is. Where the annual leave 

days are used and money is spent.

Case studies

• From Lego Land to Lyme Regis

• Multi-gen cruise: Excursions

• Tails of Blackwoof – Dog Park

• How can you tap into this 

market?



Change Response

BioTech / BioWearables

Sleep tracking, heart monitoring, step counting

• Wellness retreats : Silent, dark, longevity clinics, 

bio-hack clubs, Social clubhouse spaces, rituals, 

mindful studios, sober sauna raving, nutritional 

counselling, sleep hygiene 

Weightloss:

Weight-loss jabs (GLP-1 drugs) 

Changing spending and eating habits

Dining out and drinking less 

More people going to the gym

• Producing more protein-rich products. 

Focus on gut health and Microbiom.

• Desire for smaller portions: tailored menus rather 

than breakfast buffet style serving

• Eating more mindfully. Healthier menus. 

• Low and no-alcohol options.

• Time saving options, meal prep, protein shakes

51% of travellers using generative Ai to plan

Ai ‘hallucinating’ (providing incorrect info)

• Using humans and creating a personal touch

• Make it easy for people to book

• Fact checking, and producing your own content. 

People can tell, if its too polished or in-authentic. 

Loneliness Epidemic: Seeking connection • Hobby retreats, writing, renaissance fairs, 

romantic/fantasy events, mermaid convention

• Creating community events and spaces



Prompt

“What would make visitors stay one more night?”

“What could be bundled that isn’t today?”

“What experience could only happen here?”

“What’s missing for first-time vs repeat visitors?”



A rise in solar activity, has 

contributed to a spike in 

‘astrotourism’, referring to 

travellers seeking out nighttime 

experiences such as:

• Star bathing

• Constellation tracking 

• Moonlight hikes

• Dine under the stars

• Celestial events photography

• Plannable calendar

Extras

• Telescopes

• DIY rocket ship 

• Lectures: Science experts



• Tour operator enquiries

• Search volumes: January to March > 

Spring/Summer

• Wedding Packages – tiered 

• Hen/ Stag Do 

Wellness weekend

Low/No Alcohol

Activity weekend

• Popular Wedding Search Trends & 

Keywords

• Unique and Scenic Locations

• Sustainable and Eco-Friendly Weddings

• Themed and Non-Traditional Weddings

• Alfresco and Destination Wedding 

Trends



Accessible Tourism is worth $200 Billion.

The Purple Pound – The friends and 

family of a disabled person $13 Trillion.

Demographic of our longest returning 

visitors

• Education

• Research

• Ask an expert

• Follow an expert

• Adapt & improve – Share you 

updates with us

• Invite a content creator

• Work with an accessibility specialist  

tour operator



• ‘A Shared History 

Across Europe’

• Working with tourism bodies: 

France, UK, Ireland, Belgium, 

Holland, Denmark

• TV Show ‘King and 

Conqueror’ (2025)

• European Route

• Festivals

• Exhibitions

• Museums & Galleries

• Walking trails

• Artist and culture exchanges

• Language

• Architecture

• Storytelling



• www.guernseytrademedia.com

• 2025 Marketing Plan

• VG & TPA Latest Travel Trends

• WTM Global Travel Report

• Youtube: World Travel Market 

(WTM) London

• ABTA Trend Report

http://www.guernseytrademedia.com/
http://www.guernseytrademedia.com/


• New initiative encouraging a 

positive experience for visitors

• 2025 net promotor score : 71

• The training guide will be free to 

download from the new trade 

site from the end of next week 

• Designed to incorporated into 

existing training by businesses 

and industry groups

• Sole traders - sign up to an online 

or classroom training session





JO.FERGUSON@GOV.GG
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