
 

 

Category: Travel, Leisure or Tourism Campaign 

Company: Jaywing PR and Best Western 

Entry title: There's more to explore in Great Britain 

 
 
Brief and objectives: 

Best Western is the largest collection of independent hotels in Great Britain. As Best 

Western’s retained PR agency, Jaywing PR was briefed to support its summer campaign, 

with the following objectives: 

• Raise awareness of the Best Western brand during its peak summer period, by 

generating a high level of coverage and links to the Best Western website 

• Work alongside the internal marketing team to activate the summer campaign via PR 

channels and contribute towards an overall increase in revenue 

• Communicate key campaign message that there is “more to explore” in Great Britain 

during summer. 

KPIs: 

• 100 pieces of coverage linked to the summer campaign 

• Increase the overall revenue generated from the summer campaign 

• Build a strong link profile to support SEO objectives and drive an increase in site 

traffic during Best Western’s peak period. 

 

The idea, research and planning: 

Alongside audience insight from the marketing team, target audience insight and profiles 

were built using YouGov Profiles as part of a comprehensive media audit for the brand. 

These were then used to inform Jaywing PR’s campaign activity and media targets: 

• Travellers aged 40+ with a good general brand perception 

• Millennial travellers with little brand awareness. 

The team used YouGov insight to determine that a shared interest among these audiences 

(beyond travel, which was a natural consideration) was television, which was factored into 

campaign planning. 



A calendar of events for the summer was created to ensure that the campaign had multiple 

touch points throughout the season that would resonate with the target audiences and tie the 

content into the news agenda seamlessly. 

These events were: 

• The Royal Wedding 

• The World Cup 

• National Dog Day. 

 

Strategy, tactics, creativity and innovation: 

Jaywing PR was responsible for the creative ideas and implementation. Using one core 

consumer survey, the team developed a strategy to maintain consistent media coverage 

throughout the summer, covering three major touch points for the brand during the 

timeframe (World Cup, domestic tourism and the brand’s dog-friendly offering). Three stories 

were created, all linked to the “More to Explore” theme. 

Combining search trends data with Best Western's own booking data, the team collated a list 

of 20 tourism hotspots across Great Britain. To stay true to the overarching message of 

"more to explore", the campaign needed to focus on views that were off the beaten track in 

each location, which was achieved through a combination of desk research and 

recommendations from hoteliers in each location. 

The consumer survey was then launched to the nation, asking which of the summer’s big 

events people were most excited for. Using the views gathered during the planning stage, 

the research also asked respondents to select which view made them feel happiest. Finally, 

the survey also gauged the nation’s attitude towards the World Cup, as well as asking 

questions specifically related to travel in Great Britain and travelling with dogs, to support 

each story throughout the campaign. 

 

Delivery:  
• Don’t Talk About the Football (there’s more to explore beyond the World Cup this 

summer) 

The survey revealed that a high number of people showed no excitement for the World Cup, 

which was used to launch the campaign ahead of the tournament kicking off. The team 

worked with Jaywing PR’s in-house development team to build a Chrome Extension that 

blocked mentions of the World Cup from web pages, for people who were sick of hearing 

about the football. 

 

 

 



• Britain’s Happiest Views (there’s more to explore beyond the most famous 

landmarks) 

As the summer holidays began and once the World Cup excitement had died down, the 

results of the happiest views question were shared with the public, crowning Broadsands 

Beach as the view that made British people happiest. 

With a creative approach to building the consumer survey, by using imagery from each 

chosen location to explore the emotions that they evoked, a more creative angle on the 

news story was taken, which gave the team something unique to offer to press. 

• National Dog Day (there’s, even more to explore for your four-legged friend) 

Following this, National Dog Day in August was used as a key opportunity to push 

messaging around Best Western’s range of dog-friendly hotels. Using the data relating to 

people who travel with dogs, a photo competition was launched to find pictures of dogs on 

their summer holidays. 

 

Measurement and evaluation:  

The campaign exceeded all expectations and targets: 

• 26 pieces of coverage in national media and 204 in trade and regional titles 

• 230 pieces of coverage overall, versus a target of 100 

• 16 followed links with an average DA of 72, contributing to the overall link profile of 

the Best Western website. (Followed links are very different from regular links as they 

directly contribute to improving a websites search visibility, and as such are even 

harder to get) 

• 131 no-follow links 

• Referral traffic to the site increased by 43% compared to the same period in 2017 

• Campaign overall generated £2,543,000 revenue compared to £1,248,000 in 2017. 

 

Budget and campaign impact:  
• £4,000 per month retainer fees from June – September 

• £2,500 survey cost 

• £1,540 Chrome Extension build 

• £770 copy costs. 

Total: £20,810. 



The team met and exceeded all the objectives and KPIs set out at the start of this campaign. 

The innovative use of data contributed to the strength of the stories, leading to a huge 

volume of coverage and high authority links being acquired. 

This campaign had a huge impact on Best Western’s revenue results, increasing from 

£1,248,000 in 2017 to £2,543,000 in 2018. 

Andrew Denton, Head of Member Services at Best Western, commented: "Last summer we 

wanted a campaign that went beyond a press release or gimmick and delivered stories that 

would get our audience talking. That's exactly what this campaign did. Through a creative 

approach to the content and a tenacious attitude towards media relations, we were able to 

far exceed our expectations for the campaign and deliver consistent, high-quality coverage 

throughout the summer. As well as the campaign becoming a talking point both in the press 

and among our member hotels, it played a massive role in supporting our marketing team to 

exceed our revenue targets." 

 


