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BACKGROUND
Active Ramsgate started in 2013 as a project initially developed in conjunction with Visit Kent, and then taken over by Ramsgate Town Council until 2022, using specialist contractors to build the content base, test ideas, and develop communication channels.
During this time Active Ramsgate became a key part of Ramsgate’s product as a tourist destination. Active Ramsgate has since become an ongoing rolling programme subject to annual review by the Town Promotion Committee of Ramsgate Town Council.
1) AIMS
· Maintain and continue to develop and promote Ramsgate as a vibrant coastal destination with plenty of opportunities to get out and about and involved in physical activities to suit all ages, interests and fitness levels, under the branding “Active Ramsgate”.
· Increase the economic benefits accruing from active tourism in Ramsgate linking the town to the countryside and coast. 
· Achieve health, well-being and leisure gains for the local community living and working in the area, and to tourists visiting the area. 
· Work with partners such as (but not exclusively) Visit Kent and Thanet District Council’s Tourism Team, to access and develop research and a knowledge base of the demographics and issues relevant to the Active Ramsgate product and promotion of the town of Ramsgate.
2) OBJECTIVES

· To promote activities in Ramsgate that appeal to the following audiences: 
· Social contemporary seekers (“Predominantly the millennial market aged 18-35, comprising of couples and small groups of friends pre-children. Likely to be from London and the Southeast”)

· The changing family dynamic (“Families with children of different ages, moving away from the traditional nuclear family composition to include more intergenerational members and single-parent families, which should be reflected in messaging and marketing content”)

· Green spaces (“Older couples of different ages, interested in the outdoors, with either more traditional or cultural experiences”)
· Hyper local (“This includes local Kent residents and encouraging them to explore their local area for a day trip or short break”)

Coastal traditionalists
(Visit Kent: Experience Project Audience Segmentation: Key Audiences January 2022, NB. there is also audience segmentation as identified at VisitBritain - https://www.visitbritain.org/visitor-segmentation that could be used.)
· To encourage and enable the local community (businesses, community groups) to organise sustainable active pursuits that local residents and visitors can partake in.

· Each year there should be a campaign that links the principles of “Active Ramsgate” and ties in with relevant national campaigns, eg, 2023 Year of the Coast.     

Marketing and PR to work to a promotional ratio of 70:30 (visitors : residents) on the understanding that local residents will also benefit from marketing targeted to visitors.

· To use existing media outlets and in-house media platforms to promote Ramsgate as an area for active and recreational pursuits that can be reached.  Promotional channels as relevant to the audience being targeted will be used.

Internal Note: (Visit England : Experiences Research 2019) identified that most visitors use the following when planning a trip:
· General internet searches
· Traveller review sites (e.g. Trip Advisor)
· Guidebook/leaflets
· Visitor Information Centre          
· The need to be sustainable, accessible and carbon neutral should underpin all “Active Ramsgate” undertakings.

· An annual plan of actionable steps and initiatives to be prepared for the Town Promotion Committee for submission as part of the Council’s annual budget setting.  The plan should be evidenced and informed by relevant external and internal research as available.     




· Existing/previous activities and promotions have included:
· kitesurfing
· paddle boarding
· walking
· cycling
· birdwatching
· geocaching
· sea kayaking
· dog friendly
· pickleball and tennis

· Further opportunities for development could include:
· Hidden Heritage
· Gardens/Gardening Courses
· Wildlife
· Walking & Cycling
· Water Sports
· Foraging
· Fossil hunting
(Thanet District Factsheet: The experiential Offer – Opportunities & Gaps September 2020).  
· Maintaining the Active Ramsgate brand of activities and can be carried out in-house by Ramsgate Town Council officers, supported by the Active Ramsgate Working Group, and with access to ad hoc external specialist services and consultants as and when required; and within the overall budget of the “Active Ramsgate” project.  The use of external specialists and consultants will begin with the principles of the Preston model of using local providers as a first choice, as long as their skills are sufficient to meet the needs of the product.
· Active Ramsgate Working Group will support staff and providers as a space to discuss and test ideas, etc, provide a link to the wider activities of the Council, through its membership including staff involved in working on the Active Ramsgate project, two (or more) councillors, representatives from outside bodies such as TDC Tourism, and others as deemed supportive by members of the Working Group, and subject to approval by the Town Clerk and Chair of the Town Promotion Committee.

3) EVALUATION PROCESS
The evaluation will assess the extent to which the initiative’s core objectives have been met, along with the effectiveness of the marketing campaign in a) generating awareness of the Active Ramsgate tourism offer and b) driving traffic to the Active Ramsgate web page/social media.

The evaluation will draw on relevant and available research and data sources, such as, but not exclusively:     
· Online pay per click campaign results
· Google statistic measuring Explore Kent and Visit Thanet web traffic and number of downloads
· Footfall counters on two walks
· Media clippings and Advertising Value Equivalent (AVE) of coverage secured for Ramsgate through PR activity
· Through the workshops, feedback and regular communication during the project, conclusions will be drawn about the effect on local businesses directly involved with the project.
· Extrapolation of Cambridge Model data to these results.
· Digital Place Informatics.

An annual evaluation report should be submitted to the Town Promotion Committee at the end of each project year. 



