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How are we promoting Chilterns 
visitor businesses?



New Chilterns AONB 
website



Promoting Chilterns 
Experiences with 
Chiltern Railways



Promoting Chilterns experiences – blogs, adverts and media campaigns

Adverts in the Chiltern 
Society magazine and Tring & 
Berkhamsted Living magazine 



Promoting Chilterns experiences – blogs



Using influencers as part of our marketing campaign 



Muddy Stilettos 4 months Bucks/Oxon campaign June – September 
2022

Online blog on Muddy site, and e-newsletter 

June blog ‘Family Days 
Out/Breaks’ 

Unique users 1,872
Pageviews 2,443
Dwell time 4.15 minutes

July ‘Kids summer 
Holidays/leisure days out’

Unique users 1,676
Pageviews 2,398
Dwell time 3.42 minutes

August Summer 2022 
Things to Do

Unique users 1,723
Pageviews 1,984
Dwell time 3.45 minutes



Collaboration with London influencers

Visit Buckinghamshire collaborated with 
London influencer Kseniia. The reel from her 
day trip to Bucks in November achieved 
213,433 plays of the Reel and 4,999 likes



Digital marketing campaign by Fabbrica Dec to Feb – Social 
adverts, Google Search and display ads 



What were the results?



Activity results



Facebook & Instagram findings…

o Most successful campaign type was “Pure Indulgence” followed by 
“Great Escapers” 

o Best performing demographic were females over 65 

o However, younger males (25-44) were more engaged with the other 
target segments “Culturally Curious” and “Great Escapers” 

o Most traffic came from London followed by Chesham, Watford and 
Hemel Hempstead 

o Facebook massively outperformed Instagram

o 99% of people use mobile devices 

Overall Facebook was our best performing channel with over 15k link clicks and 30k overall clicks. 



Creative performance – Pure Indulgence



Creative performance – Culturally Curious



Creative performance – Great Escapers



Google Paid Search findings…

o Achieved 2481 link clicks 

o Best performing ad groups overall (impressions and clicks) were “Things to do” and 
“Walking in the Chilterns” 

o Females registered more clicks in total, however males had a higher CTR 

o The 35-44 and 45-54 age groups achieved most clicks and impressions, however it 
was fairly consistent amongst all age groups

o More people in London clicked on the ad itself, but Gerrards Cross, Tring and 
Amersham achieved the highest click through’s to the website itself

Paid search performed very well in comparison to industry average with an average cost per click of 
34p verses industry average of £1.38. The campaign was divided by ad group into different search 
interests and then optimised to the best performing. 



GDN (Google Display Network) findings…

o Peaks of about 700 clicks per day (particularly in the second half of the campaign) 

o Males registered more clicks, however females had a higher click through rate 

o Attracted a much younger audience with majority of clicks, impressions and highest 
click through rate achieved by 25-34 age group 

o By clicks – London achieved the highest number, although specifically people from 
Hampstead Heath, Southall and Cricklewood went on to click through to the website

Google Display Network (GDN) is a group of more than 2 million websites, videos, and apps where 
your Google Ads can appear – Guardian, BBC etc. Our campaign achieved a huge number of 
impressions with 4.7 million throughout the campaign. 



www.chilternsaonb.org website findings…

o Majority of traffic came from organic search 
o Paid social (Facebook) sent the most traffic to 

the website throughout the campaign, 
followed by GDN and lastly Search…

However…

o Google Search activity performed the best by 
Sessions, Engaged Sessions and Engagement 
rate* overall – quality not quantity! 

Engaged sessions
The number of sessions that lasted longer than 10 seconds, or had a conversion event, or had 2 or more screen or page views. 

Engagement rate
The percentage of engaged sessions (Engaged sessions divided by Sessions). The benchmark engagement rate is 55%*.



Key Learning points

o Clicks/impressions etc. were tailing off in the second 
stage of the campaign

o Generally younger audiences were less engaged and did 
not perform as well

o London audiences had a high number of clicks to the 
website, but didn’t engage once they were there

o Different people are motivated in different ways – we 
achieved completely different results for all our 
campaign methods

o Organic search still highest volume of traffic to website 
during the campaign period

o Quality not quantity
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What’s next? 
o Build upon the learnings from the campaign last quarter. Split future 

campaigns so that Pure Indulgence isn’t optimised over the other 
segments.

o Consider other media channels such as TikTok and Snapchat to reach 
new and younger audiences.

o Mix up the creative and offering with events-based campaigns; for 
example the walking festival and new and improve chess valley walk.

o Focus on Father’s Day and other upcoming holidays 

o Run a boosted post competition – comment, like and share our post to 
be in with a chance of winning a prize

o Collaboration with Visit Chilterns

o Possible regional audio ads through Spotify 

o Look into In-store posters opportunity at Costa  

o Build upon relationships with influencers



Can you help?
o You don’t need to give money to help – you could 

promote the work we are doing through your own 
networks by sharing our blogs and posts 

o Donate a prize for our Facebook competition

o Stock Outstanding Chilterns Magazine in your 
shops/business outlets

o Share your images – we get the great engagement when 
we use the best images 

o Any ideas for a campaign let us know 
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