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Agenda VisitWest

09.30: Welcome
09.35: Update from our hosts The Old Market Assembly

09.40: Heloise Balme, General Manager at Bristol Food Network will introduce the
Bristol Good Food 2030 programme and its new sustainability guide for hospitality.

09.55: Louisa Jackley-Davis, Senior Partnership Manager will share information on
how Virgin Experience Days can promote your business.

10.10: Head of Marketing, Jon Chamberlain, will offer valuable insights on the
opportunities to work with the travel trade for group dining.

10.25: Natalie Clayton, Visitor Ready Partnership and Project Lead - Is your restaurant
or pub Visitor Ready?

10.40: Dan Newman, Managing Director will be introducing Hospitality Rewards - The
first dedicated benefits platform for workers in the UK hospitality industry.

11.00: Close
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Bristol Food Network is at the heart of food systems change in the city.
We support, inform and connect individuals, community projects and organisations who want to see
Bristol become a genuinely Sustainable Food City.

A NS

n BRIL ] Sp‘f;%‘é“"ﬁm BR'STOL
J e I

SUSTAINABLE hagaiiall GOING FOR GOLD

| FOOD CITIES £}
AWARD 2016

SILVERE

W D AN FOR 'i'.
peeadtd BRISTOL - iea

s AN ! Garden Trail

OPPORTUNITIES SUPPORT
FOR LOCAL COMMUNITY

PROTECT KEY
INFRASTRUCTURE

BRISTOL - : 8 5 . g —
28303 FOOD Events Stories Action plans Who's working on it Your questions Libr: ) Jy & £ \ ; S N &‘ ‘\ % 2 ‘

THE HOME OF
BRISTOL'S GOOD OF BIOECONOMY RESEARCH

Welcome to Bristol Good Food - your route to everyone and increasing urban agriculture and protecting

climate and nature.

®
Foo D MOVEME NT Bristol Food Network and the Norwegian BRISTOL
Institute of Bioeconomy Research (NIBIO) GOOD FOOD
share mutual interests and goals around

everything making Bristol’s food system better for communities, high quality growing land. 2030



BRISTOL
GOOD FOOD
2030

A city-wide collaboration to continue
transforming our local food system within this
decade

Engagement with 50+ organisations:
Public sector, community organisations & charities,
businesses

A Vision for Good Food:

As well as being tasty, healthy, affordable and accessible,
the food we eat should be good for nature, good for
workers, good for local communities, good for local

businesses, and good for animal welfare. This is what we

mean by Good Food.

BRISTOL
GOOD FOOD
2030



Themes & Activity
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EATING BETTER FOOD JUSTICE FOOD WASTE GOOD FOOD LOCAL FOOD
GOVERNANCE ECONOMY

Cook, eat well and Access to good food Reduce, Ensure strong food Help diverse food
share more and good food jobs redistribute, recycle policies and plans businesses thrive

» Quarterly Working Group meetings: » Partners include:
» Sharing updates, initiatives and opportunities » The Assemblies Group
» Collaborating on shared goals » Kate’s Kitchen
» Box-E
» Local Food Economy: » Five Acres Farm

» Hospitality Sustainability Guide
» Improving Diversity & Inclusion
» Promoting and Supporting Local Businesses
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URBAN GROWING

Grow good food in
and around the city

BRISTOL
GOOD FOOD
2030



Hospitality Guide — launching soon

LA™

SUSTAINABLE LOW CARBON
SOURCING

BRISTOL

WASTE REDUCTION MARKETING OTHER RESOURCES GOOD FOOD




Find out more & get involved

BRISTOL
GOOD FOOD Events Stories Action plans Who's working on it Your questions Multimedia
2030

SOCIAL

POLICIES CONTACT

Cookies Get in touch

Privacy statement

Newsletter sign up

BRISTOL

GOOD FOOD Stories

2030

Action plans Who's working on it Your questions Multimedia Joinin

Search

SUBMIT YOUR

If you're hosting a good food event in Bristol, share the
details here to spread the word far and wide.

©

OWN EVENT

www.bristolgoodfood.org
hello@bristolgoodfood.org

Social:

Twitter: @bgf2030

Facebook: https://www.facebook.com/bristolfoodnetwork
Insta: @bristol _good food 2030

ARE YOU WORKING ON GOOD
FOOD IN BRISTOL?

If you or your organisation is involved in making food better for
communities, climate or nature, then you are Bristol’s good food
movement. Being part of Bristol Good Food shows that you're part of a
united movement to make our city's food system better, and helps
people find out about the work you're deing and how to support you.

Download the graphics pack for logos and more to help tell Bristol that
you're part of Bristol Good Food., and get in touch to tell us what
you're doing and find out how you can feature on this website.

GET IN TOUCH (> ]

DOWNLOAD MEDIA PACK (>]

Required field

JOIN THE
CONVERSATION o

So, what change do you want to see happen that will
transform food in Bristol by 20302 Do you already have

an idea for how Bristol can make this happen? Join the
conversation now.

COMMENTS

BRISTOL
GOOD FOOD
2030


http://www.bristolgoodfood.org/
mailto:hello@bristolgoodfood.org
https://www.facebook.com/bristolfoodnetwork
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This is us.

Put your experience in front of motivated gift buyers

VisitWest



A Short

Introduction EXPERIENCE

Number 1 Over 35 Years 1 million+

The UK’s leading gift Surprising and Customers enjoy a
delighting customers Virgin Experience

Part of the Virgin since 1988 every year
Group

experience company

e o1l
I EXPERIENCE Choice
Investment mﬁs

Over 5,000
Operating in the US as experiences across the
Virgin Experience Gifts UK

Backed by Private
Equity firm Equistone



V_Vhat we do

With these at the heart of what we do,
we are able to inspire gifters, leaving
them confident that their moment of

giving is going to be a glorious one.

We believe the best things in
life aren’t things

We champion the shareable, the
unique and the exciting

We serve people who want to give
great gifts that are meaningful

We do this with the best experiences,
curated to deliver

the perfect gift



The \/_
Experience <
L.conomy

"Consumers today are
catching on to the notion that
experiences make you
happier and are as valuable -
or more - than buying fancy
things.”

£1 Billion

The U.K. Experience Gift market is estimated at
£1 billion - and growing

1.4 Million Purchases

Virgin Experience Days (UK) and Virgin Experience Gifts (US) together
account for 1.4 million purchases each year

63% of UK Adults

63% of U.K. adults would prefer to give an experience gift
over a material gift

..........



The Gifting

Broad reach, with no Affluent customer base, '
N

M l dependency on any one actively searching for gift
ar (et ...and WhY? demographic or location - experiences: average household
everyone likes to give gifts! income of £57,263
Economically resilient;
Our & 5 A We uniquely target the ‘gifting”’
Lia customers prioritise 4 e | self
. i _ sector, not traditional self-
Demogra pth _ : mefmll.lgful gnfts, purchase or tourists
Split , especially in hard times

Y

What it means for you

23% 19% 20% 12% 18%

Increase secondary Build a strong I emental _
62% live in an urban environment ineline for th e
spend and return PP or the
following 12 ths and revenue from a brand IS
visits oliowing montns an j2ic

mare new audience

33% 21%

=
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Our Customer
Journey

Customer visits

virginexperiencedays.co.uk to
find the perfect gift

Customer is sent an eVoucher Customer gives the gift
or physical voucher experience to the recipient

Recipient loves it so much they
buy one in return for the original Recipient goes on their
customer, their friends and tell chosen experience
everyone about it!

Recipient visits

virginexperiencedays.co.uk to
book their experience


https://www.virginexperiencedays.co.uk/

Leverage our
Brand & M EXPERIENCE
Reach to DAYS
Drive
Incremental

Sales

22m Unique

90% Brand

I1m+ customers

Visitors

Recognition

Over 1 million customers 22m unique visitors to the UK
enjoy a Virgin Experience site per year; 35m sessions
every year and growing

Huge, global awareness
through the Virgin brand

L A 8 8 8 Combo 78% of
Reviews Experiences Millenials
Excellent TrustPilot score of 4.5, Standalone Experiences as well as 78% of millennials say they would
and multiple best-in-class service combining with others to increase rather purchase an experience than

awards exposure and sales a physical gift




Our Categories & Partners - to name a few!

Food & Drink Afternoon Tea
Spa & Beauty Adventure
Days Out & Tours Creative

THE SHARD

LoNDON SteakHOUSE Co.
Crry + CHELSEA
S
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RAMSAY Fistatnants MUSEUM
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Flying
Theatre
Music Events

Sports & Stadium Tours
Driving
Animal Experiences

W
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CATEGORY SPOTLIGHT

Food & Drink
No.1 Category!

FOOD EXPERIENCES

Brunch
Afternoon Tea
2/3 Course Lunch
2/3 Course Dinner
Tasting Menus
Sunday Lunch
Cookery Classes

DRINK EXPERIENCES

Cocktail Making
Experiences
Wine Flight Experience
Distillery Tours
Vineyard Tours

Hemneds

LoNDON SteakHOUSE Co.
Crry + CHELSEA
F

| i
&

GALVIN

Combos with:
LiChapelle

APl Bookings

FORTNUM & MASON

Attractions Sevenrooms - Live
Tours Fareharbor - Live
GORDON o | \r 0 Yl Hotels
RAMSAY AR

Cookery Classes
Spa/Pamper Treatments
Distillery/Vineyard Tours

Design My Night - 2025

BRASSERIE

BLANC

D&(D



Bath & Bristol - Current Food & Drink Partners

THE ROYAL CRESCENT ABBEY HOTEL
HOTEL = SPA - DINING BATH THE ﬁRn ROVSIIE:%.TE

BATH

THAIKHUN

ALDWICK

ESTATE

THE

FRANCIS

HOTEL

BREWHOUSE
KITCHEN

~ REVOLUTION

BARS GROUP

geeno

Six Course Tasting Menu for Two at The Royal Crescent Hotel & Spa, Bath

Spa Day with Massage, Lunch and Fizz at DoubleTree by Hilton Cadbury House

Champagne Afternoon Tea for Two at The Bird, Bath
Afternoon Tea for Two at The Francis Hotel, Bath

Cheese Tour and Tasting with Lunch for Two with Bath Soft Cheese Co

THEBATII SoET Greese (o. CHAMPAGHESN .
FROMAGE = .

z"g’( Voaf |/ sf: Lol [
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%’ EXPERIENCE

DAYS

MACDONALD

HOTELS & RESORTS

L

BIRDZ v
BLEND TEACO.

DOUBLETREE

BY HILTON™
BRISTOL = CADBURY HOUSE

Thaikhun Thai Cooking Masterclass with Drink
Aldwick Estate Vineyard Tour and Tasting for Two

Veeno Sicily Wine Tasting for Two

Bird and Blend Tea Co. Cocktail Tea-Mixology
Workshop for Two



Bath & Bristol - Current Partners to Combo with v

heli adventures ) ) E@ @@

ROMAN
o
Spa & BeauTy
YV VESPUCCI
T TBUS ADVENTURES
" TOUSE OF
FRANKENSTEIN Bannatyne
BRISTOL

OLDVIC DIRBIEL Ao



The
Marketing

\Y D%

We support our partners with a fully

integrated channel mix, using in-house

expertise and market-leading agencies.

EXPERIENCE
DAYS




1, Food & Drink @ 55w ( virginexperiencedays

Marketin o |
g 3 g &) 3 & . (e virginexperiencedays # With #AfternoonTeaWeek just around

the comer, discover some unforgettable experiences that will
make your tea time truly special & @@
Product placement in broadcast and ‘ _
. ¢ i ¥ i.‘ - . . [®! Discover refined elegance at @kingsttownhouse, where
a uto m ate d e m a I | S ' < " | b f Ed stylish décor and sophisticated service create a setting that

b . exudes classic charm.
' UNFORGETTABLE AFTERNOON TEA | : -
o . EXPERIENCES @.thExpenenckea:h: Ible;d of cLasslc Iand contemp:s)rary a} A
Influencer, UGC or in-house content BN EXPER eprinceskatokilondon, where legance meets exquisite

flavours.
o . ~ -
VI S I ts { Save this for your next tea adventure! <*

: @morethanacrumble @into.trends @foodyouluv

b
N
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Elevate your senses at @shangrilalondon, where panoramic
views of London provide a breathtaking backdrop for an
afternoon of champagne and elegance.

# Step into a royal experience at @blenheimpalace, where the
grandeur of a historic estate enhances an afternoon tea that feels
both majestic and refined.

i o | #VirginExperienceDays #AfternoonTea #LuxuryExperience

| ; #TheShard #FortnumAndMason #BrigitsBakeryBlenheimPalace
its.chloeh and virginexperiencedays 1 #KingStreetTownhouse #PrinceAkatokiLondon #ChampagneTea
= . y 1 #TeaTime #FamilyFun #London #Oxford #Manchester

Editorial content via standalone blogs or
press visits (e ;

Paid social and PPC support

#Tealovers

The Mother
of All Gifts

From days out to share,
to treats just for her

o
A/%Cssmsucs O\ Valentine's Gifts




E-Commerce &
Merchandising

Drinks Experiences &
Tastings !

Exclusive to Virgin
Fortnum & Mason

(i
%f EXPERIENCE

DAYS

Best-in-market Al Merchandising tools, managed by a team of in-
house experts

Category curation for smaller, niche and alternatively merchandised
categories

Opportunities for homepage and key landing page promotion
through bespoke banners

Separate Marketing and Merchandising opportunities for
Exclusive Partnerships

‘Featured’ promotion opportunities in high-
traffic site areas




Multiple
Routes to

" S pum—
(e gy

£15-250

~Over 3,000
Experiences
to Explore

Have a great story to tell

il
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GIFT CARD

(i
%f EXPERIENCE

DAYS

Direct sales via our E-Commerce website, focus on “gifting” vs
traditional tourism or self-purchase

Virgin Experience Days Gift Cards cards sold across multiple High Street

retailers, including Tesco and Morrisons

Strategic partnerships with retail platforms such as
Next, CostCo and Amazon

B2B corporate arm through Virgin Incentives
unlocks rewards customers

Incremental business through our partnership with Virgin

Red (points programs)




Don’t just
take our word
for it.....

Our Partners are at the
heart of everything we

“Virgin Experience Days has given us the platform to grow the visibility and the sales of the Camden Town
Brewery experience. The bookings and revenue gained from the Virgin platform has become invaluable. The
service of the Virgin team and the useability of the platform are fantastic. A crucial platform for experiences to
sign up to.”

Duncan Rendall - Experiences and Tour Manager

“Working with VED has been a great experience. The onboarding process was seamless, and the sales results
were immediate. The introduction to a new audience has proved to be very productive just a few months into
the partnership and we expect to be working with VED for the long term”

Dan Visser. Director of Sales & Marketing LAN G DAL E

“Mharsanta Scottish restaurant launched its first exclusive dining experience with Virgin Experience Days. We
have been overwhelmed by the interest in this experience, leading to the creation of new and exciting products
across our sister venues including the launch of a brand new Kentuck-Tea product at Van Winkle, a Kentucky
inspired twist on afternoon tea. Our partnerships manager Danny has been fantastic throughout the process
and working closely with the product teams to ensure the experiences look fantastic. I’d highly recommend
working with VED”

Sophie Mallon, Chief Marketing Director, Lomond Leisure Group
-
[
MHARSANTA

restaurant & bar
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DAYS

Thank You!

Louisa.JD@virginexperiencedays.co.uk
Senior Partnership Manager

Catherine.Gauld@virginexperiencedays.co.uk
Food & Drink Partnership Manager


mailto:Louisa.JD@virginexperiencedays.co.uk
mailto:Catherine.Gauld@virginexperiencedays.co.uk

VisitWest

Groups &
Travel
Trade
Forum

- 6 Junhe 2024
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VisitWest
Quick overview

?

Key take-aways

VISIT BATHAMBRISTOL




VisitWest

Tour
Operators

OTA Groyp
Organisers
Bookings
Travel
Agents /
DMCs Advisors

visit
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VisitWest
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VisitWest

« Set menu

¢ 3-3-3

e Include drinks
« USP

Offer

Ask questions
Be responsive
Be consistent
Be honest

Relationship

 Welcome
 Pre-order
« Speed

« Accounts

Process

visit
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BATH AAE
BRISTOL

Bristol — Bath
} Road: 30 mins
Rait: 12 mins
Boat: 5 hours
Bicyde: 1 hour 20 mins

Gy BRISTOL A3 BATHABRISTOL
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VisitWest

Travel Trade activity

September — UKinbound Convention, Taking England to the World training in
Weston-super-Mare, Australia Travel Trade Mission

October — Group Leisure & Travel Show (stand share available), Great West Way
Marketplace

November — World Travel Market, Destination Britain Middle East & Asia

January - Britain & Ireland Marketplace and post-event FAM trips, with buyers
from France and South Korea

March - ITB, Berlin (shared with Cotswolds LVEP), British Tourism & Travel Show
stand share (2025 opportunity now available)

Spring (date tbc) — member event focussing on travel trade with speakers from
the industry as well as local case studies

VISIT BATHMBRISTOL
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VisitWest

Free training!

VisitEngland’s ‘Taking England to the World’
programme offers a full day in-person
experience and extensive online resources,
completely free.

https://www.visitbritain.org/training-and-
events/taking-england-world-trade-
education-programme

VisitBritain also have a market snapshot and
deep dive for all key markets

visit
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https://www.visitbritain.org/training-and-events/taking-england-world-trade-education-programme
https://www.visitbritain.org/training-and-events/taking-england-world-trade-education-programme
https://www.visitbritain.org/training-and-events/taking-england-world-trade-education-programme

ﬁ'EKB'V Dashboard Profile Logout

Dashboard Profile Logout

i i
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ACT H‘Eﬂiv Dashboard Profile Logout

AC Travel Group *
1,199
What is Your Type of Business? | Jorgon Buster |
Please select the most appropriate
category for your business and then
select the type of buyer that you would
, / like to assess your product’s TravelTrade

readiness against.

visit
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https://www.visitwest.co.uk/business-support/travel-trade-ready
https://www.visitwest.co.uk/business-support/travel-trade-ready

%
.‘ "-J

Accommodation
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Visiting Bristol and Bath

VisitWest

Bath & Bristol
travel trade website

« B2B website

« >20,000 views so far in 2024

 Listings can/should be targeted at the audience
» Dedicated trade-friendly content

« The England You Already Know......But Better!

» https://www.visitwest.co.uk/trade

visit
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https://www.visitwest.co.uk/trade
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Stand share & other
Make Britain Bookable. oppo rtunities

» Group Leisure & Travel Show
* Milton Keynes, October (1 day)

* British Tourism & Travel Show
* NEC Birmingham, March (2 days)

* Visit Britain events

« Trade memberships
» Domestic groups — Coach Tourism Association, AGTO
* International — UKinbound, ETOA

 TXGB and other online distribution solutions

| AWARDS FOR EXCELLENCE
J GALA DINNER

visit
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The Future

NEXT EXIT N

VisitWest
Key take aways

Review your welcome & processes
Consider a ‘'travel trade’ menu/product with pricing

Check your listings on travel trade website (Silver+
members)

Sign up for free training and check out resources
Identify any particular target markets

Consider stand-share opportunities and trade
memberships

Get full team buy-in
— it's a marathon, not a saekers sprint

Host FAM trips

visit
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VisitWest
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[end]
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Introducing Visitor Ready

Natale Clayton
Partnership & Project Lead




Visitor
Ready-

Brand New Scheme

Accessible to the entire hospitality industry
Free digital accreditation

Completely online process

Quick and easy

Supports regional tourism agenda

A trust mark for consumer confidence



Visitor
Ready:

Key Benefits

« Document identification and validation
e Support team assistance

« Secure digital wallet

* Robust and credible

* Independent accreditation mark

* Visitor Ready upgrade



Testimonials

Visitor

Ready’
Visitor
Ready’
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Industry Supporters

AA

eviivo

UAF

UKHOSPITALITY

L‘—‘?-| J

Glamping Association

@)

VisitEngland

| 1 ST
.) STAY IN A PUB

SCOTTISH
TOURISM
ALLIANCE

The Bed &
Breakfast
National Association
ationa UK HOUSEKEEPERS
Trust ASSOCIATION
O aInstitute
HOSPA %*OfHOSpltallty
e MAs,

OYAL
ACADEMY o U
CUNNARY

/’\RTS ST. JULIAN

SCHOLARS

EEPA
® PASC

www.pascuk.co.uk
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EDWARDIAN
HOTELS
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MAKING HOSPITALITY THE MOST
REWARDING PLACE TO WORK



HOSPITALITY RECRUITMENT
AND RETENTION IS TIME
CONSUMING, EXPENSIVE
AND HARD!

& B @




HOSPITALITY EMPLOYEES NEED
HELP WITH THEIR FINANCIAL,
PHYSICAL AND MENTAL
WELLBEING

E g X € Z



HOSPITALITY VENUES AREN’T
AS FULL AS THEY USED TO BE
AND AS OFTEN

V%

L
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WELCOME
TO

HOSPTALITY

REWARDS

THE UK’S FIRST REWARDS APP FOR HOSPITALITY
WORKERS AND EMPLOYERS



WHAT DO WE OFFER?

/7 online doctor and prescription
E‘E::]: service

Discounted gym memberships at
4000+ gyms across the UK

P Discounted cinema tickets with up
< to 55% off

I Exclusive member PERKS at
venues across the UK

oal— Exclusive trade discounts to help
EE oo you and your business

REWARDS

ONLINE GP

Ul

GYM MEMBERSHIPS

&

CINEMA TICKETS

:

EXCLUSIVE PERKS

PERKS DIRECTORY MEMBERSHIPS BLOG

HEALTH & WELLBEING

CASHBACK CARD

SHOPPING VOUCHERS

BRAND DIRECTORY

DISCOUNT CODES

counselling sessions

24/7 wellbeing support inc. Q @

Free cashback card giving money back on ———
everyday shopping

Discounted shopping vouchers from
70+ brands [

All our brands and offers in one
convenient place, explaining where to | |'——=
find them.

High street discount D
codes




moms] + VisitWest

SUPPORTING BUSINESSES IN BATH, BRISTOL,
SOUTH GLOUCESTERSHIRE AND NORTH
SOMERSET WITH FREE PERKS



AS A MEMBER YOUR TEAM
GET FREE ACCESS TO:

21:02

& Search Rewards
DISCOVER AMAZING REWARDS

Helping hospitality professionals save money
everyday

(Rrweon 5 fitbit Saiinsburys M&S oFHs VUE

BrewDog Bristol Harbourside
DAN, EXPLORE REWARD CATEGORIES

50% off on Mondays & 20% off Tuesday - Sunday
12mi

B

CASHBACK CARD

Pizza on the Park - Bristol

20% off food & drink
12mi
Rewards Favourites Member ID

) ]

Rewards Favourites Member ID




PERKS IN BRISTOL, BATH AND NORTH SOMERSET

N24 Y 'he
cLIETON Y1t AcS House
Clinics

KiLEIDOSCOPE BATH .A
CIDER S o MOLLIE’S
HOUSE 2 %) S

REVOLUTION

BARS GROUP PLC

[HELANES Rewnoc®
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4 BRISTOL

beds & bars . BREWHOUSE ACTIVITY CENTRE
KITCHEN
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VisitWest

21:02 W FTE

< Search Rewards

CRAFT BEER FORTHE PEOPL

BrewDog Bristol Harbourside

50% off on Mondays & 20% off Tuesday - Sunday
12 mi

Pizza on the Park - Bristol

20% off food & drink
12 mi

@ & L

Home Rewards Favourites Member ID

ADD A DISCOUNT AND DRIVE EXTRA FOOTFALL WHILST
SUPPORTING FELLOW WORKERS

WARD

Perks

21:02 W TE

Local Perks / Racks - Bristol

Racks - Bristol
20% off food & drink

GD https://www.racks-bristol.co.uk/
About

Racks is buried in the cellars of Bristol's old wine
merchants. Full of historic charm and warmth, Racks is
the perfect place to pop in for a drink or sit down to
enjoy a meal. We also love parties here at Racks and
can cater for all kinds of events and accommodate
parties of up to 200 people with free venue hire. P.s, we
are also dog friendly!

Home Rewards Favourites Member ID




VisitWest = MEMBER
BENEFIT

CONTACT HOSPITALITY REWARDS
TO FIND OUT MORE



=%4s Thankyou
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