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Pilot Visitor Attractions Passport Incentive Scheme

1. Introduction

1.1 Background

TTC International was appointed, following a tender process to undertake a review of the

potential for a Pilot Visitor Attractions Passport Incentive Scheme for the Western Regional

Tourism Partnership (WRTP) area of Northern Ireland. The WRTP is a regional partnership

comprising seven local authorities and four tourism delivery organisations that is responsible

for the delivery of a regional tourism development strategy and plan for the three Counties

region of Derry, Fermanagh and Tyrone.

The WRTPO6s business and tactical action plan fo
programme of intervention to support, enable and mobilise product development and

industry capability activities for the industry and Region. The plan comprises a series of five
O0Product Development &6 programmes and three 61 ndu
fits under the Product Development category - the study is a key project under the Product

Development Programme and forms one element of it.

1.2 Terms of Reference
The Terms of Reference (TOR) describes the aspiration behind the work as being:

fi @ develop a networked cluster of participating attractions to work in partnership to design,
develop and implement a region-wide visitor attraction discount/concession admissions
schemea

The study aims are then detailed as:

firhe purpose of this commission is to produce a pilot visitor attractions passport incentive
scheme by encouraging a networked cluster of participating attractions to work together to
design and develop a visitor attraction concession scheme for the Western Region. The
project has the following key aims:

i To foster and promote the proactive engagement with and involvement among

t he Regionds tourist attractions and visitor

i To establish specific clusters of networked products and/or services, based on

sectors, themes or other common or shared orientation;

i To develop and implement a region-wi de O6passport schemed f o

admissions to visitor attractions or specific products/service provision; and

1 To enhance the market profile of attractions, and increase and spread the flow of

visitors across the region and within specific sectors of visitor provision.d

Following discussion with the Steering Group the TOR were refined further to focus on the
feasibility of introducing a Pilot Visitor Attractions Passport Incentive Scheme rather than to

make the assumption that such a Scheme was both desirable and feasible.
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1.3 Methodology
The methodology used in the work was as follows:

\Y

Extensive desk research was carried out relating to incentive passport schemes used
in Ireland, GB and further afield;

Meetings were held with experienced Passport operators in Northern Ireland and
Ireland;

A database of attractions across the WRTP area was prepared;

An on line survey of operators was undertaken;

Discussions were held with a number of key tourism organisations in relation to a
potential scheme;

A workshop was held at the Ulster American Folk Park on 1 October 2008 for

industry members in relation to a scheme.

1.4 Layout of the Report
The report Chapter layout is as follows:

1)
2)
3)
4)
5)
6)

Introduction;
Benchmarked Schemes;
Consultations;

Options;

Potential for Success;

Conclusions.

TTC International 2 January 2009



Pilot Visitor Attractions Passport Incentive Scheme

2. Benchmarked Schemes

2.1 Introduction & Definition
There are many differing meanings to the concept of a Passport Incentive Scheme. Some

schemes are very simple discount offers such as those familiar to travel in the USA where
6clipping couponsd for discounts is part of the w
in ordinary newspapers or specialist free sheets offering a few dollars off the admission price.
In recent years much more sophisticated Passports may be found offered in most
international city destinations 1 including Dublin, Sydney, London, Edinburgh and Vancouver.
These wild.l focus |l argely on attract-oongaé. b0t hemay
attraction schemes may focus on historic properties or heritage and often may only be bought
before the visitor arrives in the country i to ensure that the focus is on additional business
and not the substitution of local business. The key characteristic of these heavily marketed
schemes is that the Passports are paid for on a daily basis and involve payment in advance.
Lastly there is the booklet of discounts that may cover a much wider area than attractions 1
including retail, restaurants of sporting venues. These are to be found in Northern Ireland run
by BVCB and Armagh Down Partnership. These schemes are characterised by their being

available free of charge but aimed principally at visitors to Northern Ireland rather than locals.
In the following sections of this Chapter the various types of scheme are examined in detalil.

2.2 West Cork Scheme
A small group of visitor attractions in West Cork have formed themselves into a marketing

group that operates in a very simple fashion, offering a discount if a visitor has paid to enter
one of the attractions. The scheme is marketed simply by a poster in each of the three
attractions participating which offers a straightforward 20% off the admission price if the ticket
to the current attraction is produced. The costs therefore are simply the poster production
(done in house) and the actual discounts themselves. The scheme has operated for some

seven years and is considered a useful tool by the participants.
The participating attractions are:

B Skibbereen Heritage Centre - which focuses on the Famine and Lough Ine i
Il relandbés first marine nature reserve,;

B Cobh i the Queenstown Story i a major attraction in the region focusing on
emigration;

B Mizzen Head Lighthouse & Visitor Centre i the most south westerly point in Ireland.

Ski bbereen heritage Centreds management have ad
annual assessments of ticketing that the scheme provides some 5% of their total business

and that this is additional business to them.
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The number of participants is kept deliberately low and they are considered to complement
each other and not compete with each other. For example the nearby town of Clonakilty has
a number of attractions such as the Model Village but they are not invited to be scheme

members as they are considered too close to Skibbereen for example.

Fig: 2.1 Skibbereen Heritage Centre

Ar r il

Reference Library

Gil Shop, Hot sed Cold Drinks
Full Wheekhuir Access

s

This simple scheme is considered by its members to be both costs effective and efficient in
that it generates a modest amount of new business to each centre at low cost and helps hold

visitors within the wider area.
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2.3 Belfast and Armagh /Down Discount Voucher Booklets
These two schemes have been operating for a number of years and are provided in some

part as an added bonus for Members of each of the two regional partnerships i the Belfast
Visitor & Convention Bureau (BVCB) and the Armagh Down RTP.

Belfast

The Belfast booklet was first produced commercially by Peter Little for BVCB in 2003 and is

now prepared in-house prior to commercial printing. Bel f ast 6s pri nt run in 2
booklets at a rough cost of 75p each i excluding in house costs.

The current Belfast Regional Voucher Booklet is undated and therefore can be used across

years but is updated annually. Participation is free to BVCB members and discounts range

from 10% across most retail entrants and restaurants to 20% off an ice hockey ticket. 2for 1

offers apply to some attractions such as Exploris in Portaferry or W5 in Belfast.

The booklet is aimed at visitors to Northern Ireland and especially at cruise visitors. It is not

meant to be freely available to locals as that means discounts applied indiscriminately.

However it is freely available in some TICés in N
No actual research on usage is available but we are advised that members feel it is a useful

tool and the booklet will be printed once more for the next season.

Armagh Down

The Armagh Down O Diss cloeusnst sgpl obsosoyk Itetan Bel fast ds,
and slimmer. It covers attractions, golf clubs and some retail and restaurants. The favoured

approach is 2 for 1 at attractions with 20% discount the norm off food at restaurants. Armagh

Down had a print run of 5,000 in 2008 and each booklet costs roughly £1 for printing and

design. As with BVCB the collation and soliciting is done in-house now.

As with BVCB the original production was by Peter Little. There is no charge for the booklet

and it is kept at TI Cbs to be handed out to O6ge
problems with locals getting copies of the booklets and then using them for regular weekly

discounts at a participating restaurant for example.

As with BVCB no actual research exists on usage but members feel it is a benefit of
membership and should be continued. No decision has been taken on a 2009 booklet as yet.

A discount booklet such as these two was provided by Derry Visitor & Convention Bureau for

several years up to four years ago. However members did not consider that it generated any

real business for them and as a consequence it was dropped.

These particular discount booklets are a version of a Passport Scheme i free to members
and providing incentives to visitors. They are cc
but are labour intensive and reasonably costly to produce. The DVCB experience was that

such a booklet did not produce cost effective results.
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Fig: 2.4 Belfast Regional Voucher Booklet
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Fig: 2.5 Armagh Down Discounts
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2.4 Teesside Happening Pass
The Teesside Happening Pass is a free Passport that can be signed up to on-line by

potenti al visitors andcriedipto sctaerdd 6o utty paes paans sa. c tTuhael
to have no constraints on the applicant either by location or type. The Teesside region has
very limited international visitor traffic and some 90% is domestic market sourced. There is
therefore no real concern about only attracting international users. Arguably the scheme is a
sophisticated way of building up a database for VisitTeesValley as the application form
requires a fair range of information to be provided and has a consent box for agreeing to

receive other information from them by post, e mail, and telephone or text message.

Another reason for lack of concern re who acquires the card lies in the actual incentives
available to the user. These are limited to say the least in their value although geographically
well dispersed. For example the 2 for 1 offer is limited to children at Butterfly World while
another applies to children except for school holidays. The famous Captain Cook Birthplace
Museum offers 10% discount in the shop and the Museum of Hartlepool offers a free drink in
the cafe with a meal purchase (excluding alcohol). Accommodation and restaurant deals

focus on a free glass of wine when dining.

In summary this is quite a sophisticated marketing scheme but as a Passport scheme it is of
limited direct value.

Fig: 2.6 /2.7 Tees Valley Happening Pass Website
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