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Purpose and Role of the Jersey Conference Bureau

The role of the Bureau

The Jersey Conference Bureau is a marketing body, working on behalf of the Island and with
its conference and incentive suppliers to encourage the development and growth of business
tourism to the Island from the UK, established markets in Europe and to explore potential
growth markets further a field. Our mission statement is:

To place Jersey as a first choice destination for meeting, conference and incentive buyers by
providing focus and co-ordination for the industry with the result to generate an increase in
the meeting, conference and incentive business in Jersey.

Formed in 1996, the Bureau is a public private partnership between Jersey Tourism on behalf
of EDD and conference industry suppliers. In 2008, the JCB will receive £235,000 worth of
funding from the Economic Development Department and an anticipated £111,000 from the
private sector through partnership fees. The Bureau also receives business support, PR
activities and advice, rent and IT services on a gratis basis from Jersey Tourism worth
approximately £60,000 per year. This support enables us to direct approximately two-thirds
of our total funds to direct marketing activities.

The Bureau is not a booking agency nor a destination management company. The Bureau
actively promotes customers to enquire direct to hotels, venues and service providers and
gives impartial and balanced information to customers upon request which, in the Bureau’s
belief, is in the best interests of the customer.

Management Committee

Bureau partners elect a management committee who are responsible for
three officers. The committee currently comprises a Chairman, Deputy (Senator elect) Alan
Maclean, an EDD representative, a Jersey Hospitality Association representative and up to 5
elected partners. Currently these are John Vibert (Hotel de France), Martin Kelly (L'Horizon
Hotel), Mathew Jones (Jersey Pottery) and Colin Stanier (Fort Regent). David de Carteret
represents the EDD and Gerald Fletcher the JHA.

Political Support

Deputy (Senator elect) Alan Maclean is Chairman of the Bureau and is currently Assistant
Minister of Economic Development.

Awards and Recognition

The 2008 stand at International Confex won the overall Best Stand — ‘Business Excellence’
Award. The judge commented the stand was “contemporary, cool... reflecting the modern
branding of the 'new' Jersey. The feel is upmarket. A triumph of style and content".

The 2008 Print Advertising won the Silver Award at the Meetings Industry Meetings Awards.
(MIMAs) It also won the silver in 2007.

The 2008 Brand Marketing won the Silver Award at the MIMAs.

The 2008 Conference Guide won the Gold Award for Best Brochure at the MIMAs - it also
won the award in 2007.

The JCB is the only company since the awards started to have retained a Gold Award in the
same category and was the only recipient of three accolades at the 2008 Awards.



Overview of Jersey’s Meetings, Conference and Incentive Market

Value of Conference Business to the Island and future expectations

Statistics are collected from those hotels which are Bureau Principal Partners, Partners and
Destination Management Companies.

2008 has seen the continued development of the large corporate conference market and
enquiry levels for larger events throughout this year and 2009 have increased.

With the completion of major works at many of the hotels and venues, as well as other
investments being made in the Island, there is every confidence that the increased number
and quality of 4 star bed stock available in Jersey will attract a significant increase in
business. The number of 4 star rooms in Jersey has doubled since 2000 to almost 1,200. We
now offer 3 of the AA’s top 40 rated hotels in the UK outside of London and with the levels of
private investment made (and being made) within the Island we are confident that the
perception of Jersey as a conference destination will shift with an emphasis on a quality
product.
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Bednights

Visit Britain’s ‘Delegate Expenditure Survey published since 1997 and supported by UK
National Tourist Boards, calculates that each corporate conference delegate is worth an
estimated £459 per day to the local economy (£461 for association delegates). We prefer to
use figures of £375 and £345 which take into account local factors, VAT and reflection of
lower duty rates in Jersey. In 2007 conference business of 30,000 bednights was worth
approximately £13million. In 2008 the estimated figure is £15million. It is estimated the
spend is broken down as follows:

CORPORATE ASSOCIATION

Individual spend £ % £ %
Overnight accommodation before/after 10 3 35 10
Local travel at conference destination 5 1 20 6
Food & drink at conference 20 5 25 7
Food and drink before/after conference 5 1 30 9
Evening events/entertainment 10 3 25 7
Shopping & gifts 20 5 20 6
Activities 5 1 20 6
Company spend
Overnight Accommodation 140 37 115 33
Food & drink at conference 50 13
Activities 25 7
Delegate rate 50 13 35 10
Audio visual 15 4 10 3
Transfers 20 5 10 3

375 100 345 100



We believe that with the increased facilities and with continued investment in conference
marketing, business levels could grow towards 45,000 bednights in 2009. The acquisition cost
will be approx £1:£70-73

Average Delegates
The figures represent averages collated for the period 2002-2008.

The average number of delegates for an Association conference is 180 and for a Corporate
conference 40, 70% of delegates are corporate and 30% from Associations. 80% travel to
the Island by air and 20% by sea. 85% of the market originates from the UK and Ireland, 5%
from Germany, 6% from France and 4% from other European countries.

Type of Market

Types of conference range from pharmaceutical companies holding sales conferences for
around 250 delegates, to associations holding annual conferences for 900 delegates, as well
as small executive meetings for 5-10 people, incentive/activity/team building groups,
exhibitions and product launches. In 2007 the Island hosted over 300 events and in 2008 the
Island will have held a similar nhumber.

Due to the size, and nature of product, many of the hotels are often competing in proposals
with UK and European hotels, rather than against each other. We sell both horizontally across
industries to promote the Jersey brand and vertically to individual segment to promote the
industry’s product positioning within the meetings market to ensure that the different types of
product available are all represented.

Average Length of Stay

The average length of stay is just over 3 nights with association delegates staying on average
4 and corporate delegates 2.5. Typically, delegates combine their conference with a long-
weekend stay, to enable them to explore the Island, either individually or through organised
tour and partner programs. The main conference seasons are from February to June and
September to November. The market complements leisure tourism by being predominantly in
the shoulder periods and assists in extending the main summer season.

2009 and challenges from the economic climate

There will be an impact of the economic challenges that will undoubtedly continue through
2009; already some financial institutions have put on hold much of their event activity, that
said the anecdotal evidence suggests that companies will continue with their marketing
communication events. A mistake realised after the last recession was the failure of
companies to continue to invest in their staff and their customers. The marcoms industry has
been part of the corporate procurement department (as well as the marketing department)
for several years so events which have been scrutinised for their ROI will most likely continue
— however the client is going to want more value for their event.

If lower demand levels happen in the corporate accommodation market, London and other
European cities will, it is likely, reduce prices for their hotel stock and this tends to have a
ripple effect across UK supply. Service suppliers, hotels and venues will continue to need to
deal with enquiries highly efficiently and accurately to compete in a market with more supply.

In Jersey the C&I product appeals (and we also market) to several different audiences. Next
year we will continue to aggressively promote the Island as one that offers good value,
particularly against the Euro, and one that offers a good range of choice. We will particularly
increase our direct mail activity and strive to continue to deliver a high profile marketing
campaign for the Island.



Marketing Plan 2009

The Jersey Conference Bureau offers a wide range of services as part of each partner’s fee.

These services are outlined in this document. We have also given details of target markets,
audiences and the methods we will be using to promote Jersey as a conference, meetings
and incentive destination.

Marketing Opportunities — How to get involved

In addition to the services included in membership fees we also offer a variety of further
marketing opportunities for partners to take advantage of. There are charges for some of
these but they are significantly better value than trying to go it alone. These opportunities
exist in a number of areas including internet marketing, traditional mail shots, exhibiting at
trade shows and PR.

By taking advantage of these opportunities, partners are able to communicate in a cost
effective way with a wide audience of buyers. The Jersey Conference Bureau seeks to
increase the volume and value of business tourism to each of its partners through the
provision of a range of both tangible and intangible benefits, many of which are included in
the membership fee.

Brand

At the very nucleus of the Jersey brand adopted in 2007 was the question of how we can
position Jersey as a sophisticated and contemporary place to visit and hence we are fully
committed to the new brand. There are complexities involved in capturing the essence of a
multi-attributed destination with a succinct and focused brand position, and we feel the new
brand allows us to do this in a way that is both meaningful to the multiplicity of target
audiences and effectively differentiates the destination from our competitors.

Brand Promise
The new Jersey brand promise is “Life Enriching”. We have a line extension of this:

“We promise that every conference visitor to Jersey will feel enriched. They will feel
motivated and enjoy an Island that is easy to get to and get around. They will experience a
‘can do’ spirit in a dynamic atmosphere. They will be relaxed and unhurried, yet informed,
stimulated and inspired. They will get pleasure from first class facilities and services in a
destination that has a commitment to the future and values its environment and preservation
of its heritage”.

Why have a Brand Promise

The promise describes the attributes we believe our partners possess and we need to
embody if we're going to add to a more successful destination and bring greater economic
return to the Island.

Our ‘brand promise’ is not an external tool but the pledge we want to make to ourselves that
everyone will experience when they hold an event in Jersey. It is a promise that we feel
captures the essence of the Jersey visitor experience and highlights our unique attributes that
make us distinct from other competing destinations. It allows us to begin with the end in
mind and forms the basis to our decision making for our creative work and is a cornerstone to
how we promote the conference suppliers of the Island.

It should be emphasized that the brand promise is not a new logo or an advertising tagline
and it works along with the Life Enriching promise. It's more of an attitude and a call to
action. If we're not consistently at the top of our game and don't deliver on the promise, we



will not be able to fully benefit on the attributes that differentiates Jersey from other
destinations and not reach our potential as a conference destination.

Brand Personalities and key attributes
The brand personality is the brand image expressed in terms of human characteristics and

the attributes the functional and emotional associations which are assigned to Jersey by
customers.

Personalities Attributes

Natural Graceful Relaxing ambience Escape

Tranquil Timeless Easy access Minimal down time

Inviting Dynamic Heritage & Culture Scenery

Invigorating Ecologically aware Modern infrastructure
Value for money High standards

We will use these, and more, throughout our sales and marketing activities to emphasise the

brand image and to sell our brand identity.
MARKETS

Key Markets

Our key markets are professional conference organisers, venue finding agencies, corporate
conference bookers, Association and other not for profit organisations

Geographical Focus

The major market is conferences originating from the UK. In recent years there has been a
steady growth in events originating from Europe. We conduct some of our European activities
through Jersey Tourism and with their retained agencies. With the improved standard of
Hotels and the Spa products now available we also believe there is potential to sell Jersey as
an incentive destination alongside London and other UK gateway cities for international
groups. We have discussed with Visit London and Marketing Manchester the potential of
selling Jersey as part of a twin destination incentive trip (which are commonly purchased) and
the appeal of a city/island combined trip. Sales trips will be undertaken with the help of Visit
Britain and on occasion in conjunction with a leading UK inbound incentive operator, and
other UK destination marketing organisations, to establish the potential of these markets and
to start relationships with key buyers in these markets. We have discussed this with US
incentive organisers who are always looking for a new product to promote and with
Scandinavian operators who have previous knowledge of the Island and are keen to promote
using a UK city as a gateway.

United Kingdom Markets

Our primary market will be the UK, and in particular, Associations and intermediary agencies.
The agency segment is getting larger with the growth of full service agencies.

Intermediaries offer a cost effective way of building knowledge within a number of their
clients, creating awareness for all types of meetings of different size and budget. There are
almost 750 recognised agencies in the UK of which 80 are regarded as key accounts.



Association conferences play an important part of our market mix. These have become
increasingly professional and the distinction between them and corporate conferences is
becoming less clear than it was a few years ago. Associations now have target goals of
running conferences comparable with those of corporate companies.

Sales appointments are conducted year-round with these buyers and we visit over 150 a
year. We also ensure that relevant individuals attend educational trips to the Island.

European Markets

For 2009 the plan is to continue to concentrate our European marketing into the following
markets: France, Benelux, Germany, Denmark, Norway and Sweden. In addition using the
idea as selling Jersey as a two-night add on leg to incentives groups travelling to London we
will, working with Visit London and Visit Britain, also continue to explore the emerging
Russian market and the potential for US derived incentives.

We will also continue to produce the website in French and German. This will include details
on partners’ services and facilities. Furthermore, specific direct mail marketing will be
conducted in the relevant language.

Communicating with our Target Markets
Database Management JCB spend £1000
The Bureau has a comprehensive database consisting of conference and incentive buyers.

The database comprises in excess of 13,000 buyers of which over 6,500 are opted in for third
party mailings. These are refreshed on an annual basis and are drawn from a number of
marketing campaigns, attendance at trade shows and purchasing of third party databases. It
reflects the key conference purchasers in several geographic markets. The Jersey Conference
Bureau database content is as follows:

Feographicel hix
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The database is predominantly made up of corporate companies, associations and
intermediary agencies. The business type mix is as follows:
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The business types are then further broken down into a number of different market segments
to reflect the principal activity of the company.

Over the last few years we have also built up an extensive e-mail address database to
complement this. We now have over 4000 e-mail addresses of names of conference buyers
and organisers in the UK. In addition we also have over 1500 for European organisers. We
also buy into various other databases such as Target Response, M&IT and RGA.

Our database is subject to and adheres to the UK Data Protection Act 1998 (as that is where
Data is collected). Therefore we are allowed to conduct e-mail and mail campaigns on your
behalf as owners of the data.

Full breakdowns of all available market segments and client industries and costs are available
from Hamish.

Mailing Communication
Conference and Incentive Guide  JCB spend £13,500

The 2008-09 Guide won the 2008 Gold Award for Best Destination Brochure at the MIMA
Awards which recognise marketing excellence in the events industry.

The Jersey Conference and Incentive Guide will be produced in June 2009. The guide is a
buyer-friendly reference guide to the Island’s facilities, transport links and services available.
The guide will reflect the brand guidelines as part of the new Jersey brand.
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We mail out copies of the English language guide in both electronic and printed versions to
over 15,000 buyers. Approximately 600 are distributed on Island as part of the Ambassador
Programme.

In addition we are able to produce short run-offs targeted to specific markets, such as the
Association market, whereby we can promote specific points of interest such as the
Subvention Funding Policy.

Also an e-book version of the Conference Guide appears on the website. This can be viewed
as an e-book or downloaded.

Direct Mail JCB spend £36,000

This will be an area of increased activity in 2009 — with a move towards more printed items.
E-mail marketing whilst very cheap has a low open and click thru and whilst we will continue
with this there will be an increase in the amount of creative mail shots to our key accounts.

Direct Mail will be done in house and with the blind data from companies such as Conference
Blue and Green, Target Response, RGA as well as other suppliers. E-mail marketing will be
done by the Bureau and also with 3™ party mailing suppliers such as Venue Directory and
Black Pearl.

These mailings are done throughout the year, however to assist with marketing plans please
consider the trade shows we attend as useful opportunities.

All partners are welcome to submit ideas for inclusion. For instance these may be tailored
mailings with a call to action for attendance at the trade show and other generic information.
Special offers may also be included.
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World-class businesses
demand world-class
event facilities...

The mailings are creative — always with a call to action to visit a specific website landing
page. We also have a microsite for more interactive messages that can also be used for
specific projects by partners offering a different and stimulating information portal.

Want to see what we’ve packed into
your client’s event?

Visit www.openthesuitcase.co.uk
then enter your special code ﬂ

Trade Shows JCB spend £79,660

Trade shows represent a significant investment. They are a key activity as they offer a cost
effective way to meet new buyers and existing clients. They are also an important part of
keeping the image of Jersey as a conference destination firmly in the buyer’s mind.

The Bureau maintains a presence at many UK and European major conference trade
exhibitions and niche shows. As partners you are entitled to buy into our attendance at these
shows. This represents a significant cost saving to exhibiting alone and has additional
benefits of increased pre-show marketing.

The cost of attending key shows is normally included for Principal Partners. There is an
additional fee per show for Partners as detailed in the membership benefits and Support
Partners who are interested in attending should contact us for costs. 100% cancellation
charges will apply for partners agreeing to exhibit and then changing their minds
as this affects the amount of space/delegates we purchase.

Additionally if there are additional events not listed that members wish to attend please

contact the Bureau to discuss joint activity . Last year we also attended IMEX, ILTM, and
Rotary International so do please contact us for additional opportunities.
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International Confex — London

JCB spend £51,000

This is the major UK show and a focal point for the meetings industry.

Date:

Venue:
Website:
Target Market:

Geographical focus:
Attendance figures:

Size of show:
Size of stand:
Show activity:

Partner limit:
Cost:

Venues & Events Show

24-26 February 2009

Earls Court 1, London

www.international-confex.com

National and International buyers from Corporate,
Association and Intermediary agencies.

UK wide

2008: 8,500 — largest yet.

1200 exhibiting companies

55 sq metres

We conduct a mailing to 10,000 pre-registered buyers
through Target Response.

10

1 individual from Principal Partner - free

Per individual from Partner Hotels £1250. Other partners
£400. Additional member of staff from Principal Partners
£400.

JCB spend £10,500

This is an excellent show for corporate bookers from the City, in particular those that book

small events.

Date:

Venue:
Website:
Target Market:

Geographical focus:
Attendance figures:

Size of show:
Size of stand:
Show activity:

Partner limit:

16-17 September 2009

Old Billingsgate, London

www.squaremeal.com

Buyers from Corporate, Association and Intermediary

agencies.

City and SE England

2008: Approx 7000

Over 2000 exhibiting companies

10sg m

We conduct a mailing to last year’s attendees through Target
Response

5 partners

12



Cost:

EIBTM

Date:

Venue:
Website:
Target Market:

Geographical focus:
Attendance figures:

Size of show:
Size of stand:
Show activity:
Partner limit:
Cost:

FORUMS

1 individual from Principal Partner - free
Per individual from Partner - £350
Per individual from Partner Hotels £750

JCB spend £6000

1-3 December 2009

Fira Gran Via, Barcelona

www.eibtm.com

Buyers from Corporate, Association and
Intermediary agencies.

European - but with a strong UK focus

2008: Approx 6000

Over 2000 exhibiting companies

Part of Wedgewood Britain or Visit Britain thc stand
We conduct several mailings to pre-registered hosted buyers
3 partners

1 individual from Principal Partner - free

Per individual from Partner - £500

Per individual from Partner Hotels - £750

JCB spend £9,500

We also attend a nhumber of Forums as the Jersey Conference Bureau. Some of these there is
the possibility to participate with the Jersey Conference Bureau, at 50% of the total cost and
at others there is the Partnership Support funding available.

CONFEC Red
Date:
Venue:

Sharing cost with JCB:
Support for own participation:

5-8 February 2009

Malta

£2200

£700 sole or £500 each if two partners sharing.

Conference and Incentive Travel Agency Forum

Date:
Venue:

Sharing cost with JCB:
Support for own participation:

Event Organisers Forum

Date:
Venue:

Sharing cost with JCB
Support for own participation:

August

London

£2500

£700 sole or £500 each if two partners sharing.

78 September 2009

Park Inn, London Heathrow

£2250

£500 or £300 if two partner sharing
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Advertising JCB spend £45,000

We use advertising to raise brand awareness and build the image of Jersey as a conference
and incentive destination.

We also place monthly adverts in trade media magazines with the opportunity for Principal
Partners to place a special offer splash. These adverts are predominantly taken on IFC or
OBC positions. The decision of which splash offers to use is that of the Jersey Conference
Bureau and there is no charge made.

Our other advertising concentrates on supporting articles written about the Island’s
conference and incentive industry in UK and European media. The typical magazines we
support are:

Meetings and Incentive Travel Magazine CAT Publications
Conference and Incentive Travel Magazine Haymarket
Square Meal Venues & Events Bradmans

We also promote the Island through a number of reference publications of Associations we
are members of such as EVENTIA.

Other directories we support are:

Square Meal — online Bradmans
Venue - online Haymarket
The Conference Blue and Green Book CMPi

The adverts we will use are similar to those shown below, with text and pictures altered to
ensure relevancy to target audience.

Advertising support

On a PR front we work very hard to secure articles about the Island in the relevant media.
The meetings media is very advertising driven and to secure articles the publishers need to
know they will get a return from the article being included. The magazines are all free to
business subscribers and therefore advertising is their only means of revenue.

Therefore to secure articles we often agree a minimum advertising commitment with the
magazine. It is also important and beneficial that the article features adverts from a mixture
of Island facilities and therefore to assist Principal Partners and Partners in advertising we
offer to reimburse 40% of the cost of the advert net of any VAT and upon receipt of the
publication’s original invoice. We will advise you when this opportunity is available.

Adverts
The advertising we do has two goals.
1. Short term ROMI (return on marketing investment) by increasing sales enquiries to
venues and other service providers so there is immediate revenue generation.

2. Long term ROMI by increasing the brand equity and changing customer perception
with extended awareness from the activity.

14



These are typical of the visuals we will use in adverts along with accompanying messages
which are individually tailored to the specific audience for each publication.

an
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sty

We have used the “Who says you can't please everybody” strap line with a good level of
success. As these adverts are aimed at the intermediary and corporate/association buyers
there is a strong need to get across the following:

The redevelopment, choice and quality of the hotel infrastructure
The ease of access and number of departure points

The range of activities

To position Jersey as a major choice destination.

PN

At the 2008 MIMA Awards the advertising won the Silver Award. It also won the Silver in
2007. It has a is high impact and creates a huge awareness of the destination.

We use various systems to measure our advertising reach and relevance including focus
groups, client interviews and statistical measurement through questionnaires using
Kirkpatrick’s Levels to measure awareness.

The call to action on our adverts is normally to the website where specific landing pages can
be constructed to emphasise the specific message.

Website

The website is used very much as an information and introduction portal to partners services.
Principal Partners and Partners get a 50 word synopsis of their facilities and services and an
additional full page of 300 words on the site, plus 5 images and contact details. Support
Partners get a 50 word synopsis of their facilities, accompanied by an image and contact

details. It is the responsibility of each individual partner to ensure their content is correct.

An e-book version of the Conference Guide appears on the website. This can be viewed as an
e-book or downloaded.
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Over 6000 unique users visited the website last year — the most popular landing pages being:

37.6% www.jerseyconferences.com

26.5% www jerseyconferences.com/mail
8.2% www.jerseyconferences.com/create
7.9% www.jerseyconferences.com/colour
6.2% www.jerseyconferences.com/mit

Public Relations JCB spend £4,750

PR is important as it establishes goodwill between the destination and potential buyers. PR is
perceived to be a neutral source of information and in turn this information is viewed with
greater credibility due to a perceived lack of bias.

The PR for the Conference Bureau is managed by the local office in partnership with Jersey
Tourism who conduct local PR activities on our behalf. This relationship gives the Bureau
access to numerous magazines, journalists, a huge support function and the net of agencies
retained in Europe. Without this relationship it is unlikely we could have a fraction of the
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support for the costs we currently incur. An example of this is the use of the Guild of British
Travel Writers video produced by Jersey Tourism and used by us at trade shows such as
International Confex.

Regular press meetings are held with media in the UK and Europe and partners are
encouraged to contact Gemma Owen so that news stories such as refurbishments and
redevelopments, reach a wider audience. There are no charges for this.

Journalist visits are co-ordinated by the Jersey Conference Bureau and the Jersey Tourism PR
team to ensure the journalist gets to see and hear what is relevant for their article and in a
timely and professional manner.

Proactive PR in the form of press releases and journalist meetings is conducted around major
trade shows to ensure that any developments are circulated prior to the show.

The Jersey Tourism PR team also look after local issues to ensure that the Conference Bureau
and the industry as a whole are recognised by the local media as an important part of the
visitor mix.

Promotions and sales calls JCB spend £23,900

Members are invited to contact us to discuss support for promotions in target markets such
as entering Awards schemes, attending Awards Dinners and other industry events.

The Bureau also conducts numerous sales appointments, organises and participates in client
events such as golf days, MPI and MIA functions, NTO client meetings and corporate
entertainment during the year — special offers and news should be communicated to us to
ensure we are able to best promote individual partners. We also deliver a number of
Christmas and Easter seasonal hampers as gratitude to specific clients — please inform us of
clients you consider it would be worthwhile for us to thank.

Familiarisation Visits / Educational Events JCB spend £29,755

Familiarisation trips and site inspection trips are an important activity. They can change any
negative perceptions into positives. It gives key buyers and influencers a chance to sample
the product and generates positive word-of-mouth.

We host a number of organised familiarisation trips with designated itineraries. These trips
are market led, such as Associations or Intermediaries. We do not agree with inviting
personal partners as we feel this changes the focus of a business event into a social event. It
is not a cost factor and even if they wish to pay their own way, we do not feel it relevant to
the educational trip.

We also support partners in bringing potential clients with provisional bookings to the Island,
by air or sea in order to secure confirmations. Hosting can also be done on these occasions if
the partner is unable to arrange a suitable itinerary.

In 2009, we envisage bringing approximately 100 buyers to the Island. Partners wishing to
lend their support are encouraged to let us know.

Partnerships with other Industry Organisations JCB spend £3,500

We work closely with trade show organisers and national bodies such as the British
Association of Conference Destinations, Meetings Professionals International, Eventia, Visit
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London and Visit Britain to ensure we are offering the largest range of benefits and the best
possible value to partners. These close links are often destination led and not offered to
private parties, however the benefits most certainly are.

Jersey Conference Bureau Ambassador Programme

This was set up in summer 2008 to stimulate local business individuals to consider bringing
events to the Island. One of the points of the new branding was to reawaken a sense of pride
amongst the community. By communicating the improvements and choice of venues in the
Island on an ambassador platform we believe this can deliver growth from within the Island.

The Ambassador programme will make it easier for these individuals to learn about the
various facilities and where they can go for free assistance to successfully bring events to the
Island.

This will not only cover corporate companies based in the Island but a key objective will be to
drive more association, especially regional, meetings to the Island by targeting the members
from these associations based in the Island.

A series of events will be held locally to promote this initiative with a deliberate effort made
to recruit high profile business leaders. This is not a huge investment — some printed
collateral will be distributed locally and a specific landing page created for ambassadors off
our main website allowing them easy access to information will also be created.

What we do to

help \mﬁruestions

You don't have to go far for the

perfect

conference venue...

u._Jerse_\/ * Become an

has everything . H ambassador
you could ask for B =g for your Island

D 4
Jersey

Association Business
Subvention JCB spend £25,000
The Association sector is an important part of our business mix and the benefits are filtered

throughout all levels of the industry. We operate a Subvention Policy to encourage this
business, the details of which follow.
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Securing Business from Associations

Purpose

To encourage associations and other not for profit organisations to hold their conferences in
Jersey. This is to ensure that Jersey is not disadvantaged by being un-competitive in the
association market, particularly when pitching against other destinations for events.

Applications

All applications for funding are to be made by the venue on behalf of the organisation to the
officers of the Jersey Conference Bureau, who will give an indication of the probable outcome
of the application within two working days, and ensure that Board approval is gained at the
earliest opportunity.

Qualifying Organisations

Organisations which are non-profit-making to include associations, institutes, unions or
charitable bodies qualify.
Minimum Requirements

The qualifying organisation should have a minimum of 300 delegates / accompanying persons
staying for a minimum of 2 nights or equivalent. Organisations which do not meet
numerical criteria will still be considered by the Board, with each application being
decided on its own merits.

Meeting Room Requirement

It is the policy of the Jersey Conference Bureau to provide funding for the hire of the main
meeting room only for the conference. Further funding requests for additional rooms will be
considered in the context of the overall event structure and value to the Island.

Venues — States Owned

Funding will be offered for each day of the conference and for a maximum of one set-up day
/ rehearsal. The terms will be negotiated directly between the Bureau and the venue. It is
