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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.
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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

f |Classical Music Radio Statio... */ [*] happening pass Terms ... ¥ >

% happening Pass

Terms & Conditions

1. Passes are issued one per househald only. However, the
pass is transferable within that househaold.

2. The pass is not to be used in conjunction with any other
offers, vouchers etc.

3. There will be no cash equivalent for this offer and the

card has no cash value.

. Duplicate copies will not be accepted. Participating

attractions will enly accept official numbered passes.

5. Offers are based on seasonal availability and participating
attractions reserve the right to "black out dates” and to
cancel or change their offer at any time. For a full updated
list of offers please click on Guide to Offers.

6. visitTeesvalley will not be responsible for lost or stolen
cards.

7. The happening pass does not entitle the bearer to "jump
the queue” at attractions.

ES

happening pass I

Please note:
Guide to Offers
+ Offers for free children's admission are based on one free
child per paying adult
Offers for free goody bags are while supplies last
While all attempts have to made to print correct
admission prices and opening times please contact
Toplo attractions directly for updated information.
The happening pass is valid until 7th April 2009.

happening pass
Terms and Conditions

) Happening_Pass_Guide_to...

<« C || €7 hitp://www.visitteesvalley.co.uk/site/happening-pass/happening-pass-terms-and-conditions » O~ F-
B BBC NEWS |NewsFr... 3 Grenada Hotels & Acc... [ ] TTC International - W... m The Irish Times - Busi...  [B] 1&1InternetLtd. > [T Other bookmarks
— = = 2 p—— T — e
4—1 y l'= y H
?‘5 & Y?rm 5HopD
Search: B ///EF/
b
ETETES ~| HOME / HAPPENING PASS / HAPPENING PASS TERMS AND CONDITIONS

tinerary Planner

Welcome to the Itinerary
Planner. Use this tool to build
your own journey or choose from
an exciting range of specially
selected tours.

To build your own Itinerary, click
to add an item to

your Itinerary basket.
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¢_to_Offers_v2(1).pdf - Adobe Reader =X |

—

Vew
5;- & /s "‘”“"id‘&'j -

Guide to Offers visitTeesvalley

A

Aston Hotel Dag“ng(on [ "L{ Whenever you're m meed of food or refreshment, or just a place to enwind
Newton Pack Coatham Mundeile \LL\',.[! with friends aod family Beassenie & har 59 o the Astoo Hotel & ded

RHoN X R Choose fram an wnaginative sdecton of faeshly prepasd dishes and
Daringtea, County Durham, DL1 3NL beverages ol seved in 3 comemponay and relared stmospher
1: 01325 329600 .astonhotels.co.uk FREE GLASS OF WINE PER PERSON WHEN DINING. Table Resenation

subjet to avalabdity

Best Western Parkmore Hotel FREE 3 HOUR TASTER SESSION i the Lessure Tub Must be gre-booked
and Leisure Club Limited spaces avaflable. #lease ask about children's tenms - exchides

s : = T T AR Saturdays L Chub faciboes include a desk level swimmeng pool,
636 Yam Road, Eaglesciffe, Stockton 1516 00H sauna, spa hath steam rcom and well equipged gymnasium with a range
1: 01642 792860 parkmorehotel.co.uk of candicvasostor machines. Beauty treatments are also available in our

salon Estrance is comphmentany to all Parkmore’s residential guests

Best Western Walworth Castle Hotel 1, waworth Casthe Hotel b bicated within o short detve from the A10M) ot
Darington, Tees Yalley DL2 ALY l—vff S‘-J;;A:t n 113 acres if lawns and woodlands, it is the ideal vesue to refax

& AN WwiIngG
1: 01325 485470 walworthcastle.co.uk (1) FREE GLASS OF WINE TO EVERY DINER IN THE HANSARD'S RESTAURANT
(2) FREE CHILOREN'S GOODY BAG WHEN STAYING OVERNIGHT

Blackwell Grange Hotel gfi""lz The Havedock Restaurant at Backwedl Grange Hotel & renommned for its

gladhwell Grange, Darington, Tees valkey OL3 8QH ‘;LVJ_‘J excelient food and offers 3 fine selection of wadtionad and contimental

1: 0870 609 6121 forestdale.com SUMOAY LSO PERCNASED.

food aod wines 1 FREE GLASS OF HOUSE WINE WITH EVERY 3 COURSE @I
-

25The Norfolk Tourist Attraction 6Great Days Out 6
The Norfolk Tourist Attractions Association (NTTA) is a trade association for tourist

attractions in Norfolk - its aims are to promote tourism in Norfolk and help its members by

developing products and projects that bring mutual advantage. NTAA has a dedicated
webstewher e visitors can search f or doltinedantFighbays Ou
2.8.

The 6Great Days Out d br anMsitNosolk pite.oONiAA hasdaroond t he of
80 members and membership fees vary from £80.00 - £150.00 depending on size and visitor

numbers. NTAA is managed by a part-time Project Officer whose post is funded through

membership fees and the East of England Development Agency. Members attend up to four

Network meetings a year including the AGM. All members are inspected and classified

under the Visit Britain Quality Assurance Scheme for Attractions. There is no equivalent

scheme in Ireland North or South.

The NTTA site is well designed and makes excellent use of Google Mapping technology.

The interactive map is very impressive with eight search options - two of which i Di spl ay
attractions nearo and ADi spl aopend atptrroantottieo n an enriched on
experience responding to individual customer needs. Visitors can request free Visitor

Attraction booklets to be posted out or can print off eCoupons.

TTC International 8 January 2009


http://www.norfolktouristattractions.co.uk/
http://www.visitnorfolk.co.uk/norfolk/default.aspx
http://www.norfolktouristattractions.co.uk/

Pilot Visitor Attractions Passport Incentive Scheme

Fig 2.8 0Gr eselbsite(Day s Out

2 Great days out in Norfolk
(L N 1 il

lilsl0 WAQAS Accreditation Booklet Request Group Travel Countryside All Attractions  Attraction Offers

P Welcome to Norfolk Tourist Attractions Association

Animals, wildlife &
2008 The Norfolk Tourist Attractions Association is a trade association for tourist attractions in Norfolk - its aims are to promate tourism in Norfolk and
help its members by developing products and prejects that bring mutual advantage.

Family Fun & Theme | Great days out, so many things to do.
Parks

Whether your interest is historic buildings, wildlife parks, military museums or working steam railways, there will always be something new for the
Heritage, Stately visitor to enjoy. An action packed day out for the kids, be it wet or dry, is assured in our theme attractions. A fascinating experience is offered at
3

b our crafts centres and stately homes. If you want family entertainment, to be informed, to learn, or to follow a specialist interest - the wide range
Homes & Gardens | of Norfolk Tourist Attractions is sure to be able to supply your needs.

Museums
Display On Ma (LS ENE SRR Number of attractions disp What do I do? Search Options
.Anima\s. Wildlife &
Railways, Steam Zoos
Attractions 8 v
|

Family Fun & Theme
Parks
Shopping, Craft &

v
Information Centres Heritage, Stately
. Homes & Gardens
N Y - 5 =
\Wooltam™ ) b Museums

Railvays, Steam
Attractions & Transport
v

Shopping, Craft &
Information Centres

Somerleyton Hall & . .
Gardens Display attractions open:

Al Atractions -

. | ST
Feitwgll \ 2
Vs ; - Strstion

8 PR Display attractions near:
) / = S S Z All Atractions -
— Lakenheath ™
10 mi,

This is an advanced membership based scheme, adequately resourced and continues to
benefit from core regional tourism development funding. Subject to appropriate support, the

model could be replicated in a WRTP scheme particularly the interactive mapping, clustering
and online vouchers.

Fig: 2.9 E Coupons for Attractions

hy

¥ ®
Snettisham Park Somerleyton Hall & Oasis Camel Centre Pleasure Beach

ens

Save up to 3 for the
£4.00 price of 2
£1 off admission for 3 admissions for
up to four people. e
Excluding Bank P

" (Full Hall & Garden tickets).
Holiday weekends. e
May not be nsed in.

g weekends May noy be used in

e A el confurmetion with any othey

SHEY V‘h‘““"j““ 20 offers. Falid until October
sesson orly.

NTAA 2008 W)

Half Term Special Save £5 All day

Offer H
One Child wr(',sftf'fr"d

Free Redeern this vouchey when you
with a full paying purchase five wnistbands
adult - standard simltenecnsly and receive £5
il discount May not be wsed in
admission rates. e
Yot to'be used in conjunction e
with any other offer. ¥alid o ‘“Sem::' m“y‘é
fiom 25th October il 2nd
Hovereher 2008 (7 AAL200611)
NTAA W QHT

NTAA 2008 W

o

£ 2
Time and Tide North Norfolk Poppy North Norfolk Poppy
Museum Line Line
Save up to SAVE 20% £1.00 off £1.00 off
£6.00 20% off WonFri fexchding colour souvenir calour souvenir
£1 off per person bk holidays) Book cline i guide
for up to 6 people il Maymothe wed in May notbe wed in
May mot be wsed in THQOOI ox call 0245 643 conjmation with any other conjunetion with any athex
conjunstion with any other 1729. May not beused in offers. Validuntil 28 October offers. valid during the 2008
offer. Valid during the 2008 “;“"”"::f;;’“;‘ﬂ‘;‘; other 2008 season only
season ol S T e NTAA 2008 W NTAA 2008W
NTAA 2008 W] v

NTAA 20088

Grimes Graves Great Yarmouth Row Dragon Hall

(English Heritage) Houses (Eng.

Hertge.)
Go Elephants! Child sinne £1 ~Fff =
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2.6 City Passports
These Passports are perhaps the best known and most publicised of any and they are

widely promoted. They work on the basis of buyi
all ows uncharged or oO0freed entry to a wide range
often the ability to bypass queues having got the Passport which is usually now in the form of
a Smart Card that can be read through a scanner and which activates the card when first
scanned thereby setting the pre purchased time limit. There will also be a range of special

offers and added value discounts in the accompanying guide.

Fig: 2.10 Dublin City Pass

DUBLIN . PASS s

}E%; dublinpass.ic ~ f&=

The Dublin pass is a prime exampleand costs (031 for one day; ua49

days and u89 for 6 days. The <card i si dhad oduced
leading professional tourism network promoting and linking the interests of tourism within

European cities. The network connects1 34 maj or ci ti es Pdésspormcards2 count
are available for 34 cities ranging from Dublin to Tallinn. Dublin is the only Irish city card while

GB has London and Edinburgh.

The Dublin Passport provides free access to 29 attractions and special offers at a similar
number of shops, restaurants and pubs. As with many cards not all attractions are included
as free and for example the popular Viking Splash simply offers a 10% discount. (In Sydney

the card for that city does not included the famous bridge climb).

These passes are increasingly bought on line in advance of a visit to a country. Leading

international cities all have Passport cards such as Vancouver, Sydney, Melbourne etc.

One company that focuses on such cards for the UK and Ireland is Britain on Track i which

originally sold the Britrail pass 7 prior to internet days. This pass provides discounted rail

TTC International 10 January 2009



Pilot Visitor Attractions Passport Incentive Scheme

travel around the UK and Ireland. As well as selling rail passes aimed at the North American
market the focus is also on passes such as the London, Dublin and Edinburgh passports plus
passes that apply at heritage sites across the UK. These include all National Trust properties
including Northern Ireland. They are in the Great British Heritage Pass which includes 600
properties and cost US$64 for four days. The pass can be validated for a period up to one
month but must be bought before entering the UK. A one month pass costs US$181. Other
commercial ticketing websites such as Keith Prowse also sell city Passports including Dublin

and London.

We understand from BVCB that Belfast cannot sustain a City Passport of this nature as there
are simply not enough paid for attractions to provide a worthwhile purchase. The prospective
buyer needs to see that by buyialtogetwluedfaynédney pass t

by visiting at least three or four venues as well as being able to bypass queues.

2.7 Touring Passes
These are the most popular passes found across Ireland and the market is dominated by two

market leaders T Ireland at a Glimpse and Heritage Island. Both include properties in the
WRTP region.

Ireland at a Glimpse

This passport has been in production for some fifteen years. It is produced annually by Peter
Little from Newtownards and it is aimed at the travel trade 1 it is used by some 40 tour
operators. It is aimed squarely at Free Independent Travel (FIT) and is likely to be provided

either free or at a reduced charge by a tour operator who has sold a package to Ireland

N

including car hire. The guide can be bought on line butitisnotpr omot ed to the O&6or
consumer and the site is hard to find. The retail cost of the booklet is £7.99 pus 95p post etc.

The booklet provides One Free Admission to 76 attractions across Ireland North and South T

this is the only form of discount used and this is deliberately so as it is easily understood by

all nationalities. The booklet is only printed in English and a non English speaker can
understand the diG¥%ooaht kel edis nigdifiRdtifdk ambo | i day s 6
native speaker.

Members pay a varying range of fees with an initial £1,000 entry fee and annual fees roughly

in the £300-500 range. For the first three years of the Passports life entry was free as it had

to prove its use to members. (The booklet was originally known as Passport to Ireland but

this was changed due to copyright issues). Some 60,000 are printed each year. The booklet

is at maximum size due to its print size and pagination issues therefore to join now as a new

member requires an old one to drop out.

In addition to Ireland at a Glimpse a co-booklet known as Northern Ireland at a Glimpse is

available only through Tourism Ireland although it can be bought on-line for £5.99 plus 95p. It

covers 31 attractions in Northern Ireland and again is based on One Free Admission.
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This booklet covers 12 properties in the WRTP Region while the Ireland at a Glimpse booklet

covers fewer properties but with National Trust as one entry.

The strap line on t hseavael lupl raad faki® QNavtoem Krélaand is 6
version 6 s av e u p. TheobooRlatsOrépiesent exceptional value for money for a visitor

with the <cost of a bookl et saved possibly in on
tourism holiday is a great value proposition. Our discussions with members in WRTP region

indicate that they are very happy with value and impact.

Fig: 2.11 Ireland at a Glimpse

Heritage Island

This is an equally long established company which provides a passport type guide as one of

its portfolio of services to the tourism industry. In addition to the consumer passport Heritage

Il sl and provide group facilities and educational
Il relandbs major visitor attr asatvieoruyp anmddovEwer0idot ag e
93 attractions on the island. Northern Ireland is covered as a region and has 17 properties

included. Of these six are in the WRTP region i Tower Museum; Ulster American Folk Park;

Marble Arch Caves; Enniskillen Castle Museums; Castle Coole and Belleek Pottery. This
bookletofoffer s can be purchased for u5.99. I't i s ai med
all its offers based on One Free Admission. Some attractions have % reductions and some

have restrictions on use by children. Heritage Island membership cost is somewhat higher

than Ireland at a Glimpse we understand but the members in WRTP region whom we have

discussed it with believe that it too represents good value for money and effective promotion.
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Fig: 2.12 Heritage Island Essential Touring Guide
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2.8 Roar Card
The Roar Card is a Northern Ireland Visitor Attraction Scheme targeting families. The website

promotes £250 with discounts, free child entry and meals in 60 venues across Northern
Ireland including Belfast Zoo, Movie House Cinemas, Waterworld and Exploris Aquarium.
Ten venues in the Western Region are members. The card is priced at £15 and one
redemption can be made per venue when accompanied by one full paying adult. The card
focuses on leisure rather than heriatge or attractions but does cover venues such as the tour
boats on the Erne and Foyle as well as the UAFP.
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Fig: 2.13 The Roar Card

| Buy Roar Card .
R

Kids Go Free in over 60 Family Attractions in Northern Ireland

Therebs so much goi ng ormm thenwelNcoown dtteactions like e |

Belfast Zoo and Ulsterfolk and Transport Museum to little treasures like Aunt Sandras
Candy Factory and a host of boat trips on your doorstep. Now there really is no excuse
to hear the kids say AMum I 6m bored!!!
Click on a county on the map above and list below to view the venues at which the Roar Card can be used.

http://www.kidsroar.com/card/accessed on27/10/08

2.9 Conclusions
The range of passport type schemes examined above is comprehensive and indicates the

main schemes seen in Ireland. All have their strengths and weaknesses and the benefits
from the more costly schemes can only apply to major attractions. There is little or no
available research on which schemes work best but the longevity of the main Ireland at a
Glimpse and Heritage Island schemes, coupled with feedback from Northern Ireland
participants indicates that they are sustainable and bring added value to members which
repays the reasonably high cost of participation. Newcomers such as the Roar Card are
clearly carving a niche in a market aimed principally at Northern Ireland itself. At the other
end of the scale the West Cork type scheme is modest in ambition and result but is almost

costless to operate. The intermediate schemes are harder to assess and value.

TTC International 14 January 2009
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3. Consultations

3.1 Overview
Developing a Visitor Passport Scheme is a complex task especially when it is spread across

three counties, four tourism marketing groups and seven local councils. The focus of the
consultation exercise was to establish opinion on the viability of a scheme. This was
achieved by conducting an electronic survey, by facilitating a workshop and through

telephone consultations.

The prevailing message running through was the recognition of the commitment needed to
implement a scheme matched against practical cost and market demand

3.2 e Survey
An e-survey of visitor attractions in the Western Region of Northern Ireland was carried out.
24 responses were collected giving a response rate of approximately 17%. The main

attractions falling into the following areas were contacted:

Ya, Country, forest parks and gardens;
Ya, Historic properties;
Ya, Museums, art galleries;

Entertainment venues;

Ya
Ya Visitor/heritage centre;
Ya Wildlife/zoo;
Ya, Sport and leisure;
Ya, Places of worship;
Ya Tours;
Ya Other.
The first section of the survey gatheresgde i nf or me
Appendix1). The length of time in operation for the attractions was mixed with most of the
businesses opened five years or more. Visitor numbers varied between the respondents with
the majority of attractions receiving 10,000 or more visitors per annum. Most of the
attractions surveyed are open all year round suggesting they may benefit from working

together on a passport scheme with other attractions also operating throughout the year.

From the survey it is evident that that the majority of the attractions are not currently part of a
discount scheme, have never been a member of such a scheme or have not been asked to

join a scheme previously. The response towards the prospect of joining a passport scheme

for the Western region was fairly positive. Only
in joining, with the r enmaeirneisntge dé yoers 6t htahte yt hweoyu | wdo |
i nformati onbo. This result suggests that i f provi

could benefit their business, the majority of the respondents may become members.
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When asked on what basis they would like a scheme to operate, (e.g. county or product
basis) the response was fairly mixed, indicating respondents required more information on
how such a scheme could work successfully before deciding whether to join one or not. Most
of the attractions surveyed indicated they would be willing to contribute financially towards
such a scheme, with the bulk of responses falling between £25 and £100 per annum. The

type of incentive most popular was A% offodo foll ow

77% of respondents do not have any informal arrangement with another attraction or
property. Schemes that were mentioned include the Roar Card, Tesco Card, Heritage
Ireland and Membership Plus (see Appendix 1). In relation to attending a workshop in the
region to discuss the potential of a passport scheme the response was positive, with 45.5%
replying o6yesbo, 50% 0 p ols thd dvéntytlbe nambers wha actuallyd . 5% 6 n
attended the workshop represented a far smaller percentage than those who indicated they

would attend.

It is evident that survey respondents were curious to learn more on how a scheme might
operate. Due to the low sample size it is difficult to draw substantial quantitative results but

the survey provided useful feedback and served to act as a reminder for the workshop.

3.3 WRTP Passport Workshop Ulster American Folk Park 1° October 2008
3.3.1 Overview

Following the e-survey the attractions were contacted via email to invite a representative from
the attraction and a colleague/family member to attend a workshop to discuss the potential of
a Passport scheme for the Western Region. 20 people attended the workshop (Appendix 2).
The main purpose was to update the group on project progress and to explore and discuss
practical solutions for progressing the concept of a scheme. Participants were provided with
an overview of schemes in the UK and Ireland as seen in Chapter 2 above. A workshop

discussion followed where two groups were asked to review the following questions:

% Why did DVCB discontinue?
%4 What are the views of those presently in a scheme?
% s there a need for another in the region?
%  Will it add value?
%  How will it be run?
%  Who will pay for it?
3.3.2 Group 1 - This is a synopsis of the discussion
Q What is a workable scheme?
o Pilot online scheme, Poster Scheme or a Card Scheme?
A Poster scheme - simple scheme where a poster is located in for instance, three
attractions, and informs the visitor that if they mention this poster/code on the poster

they will receive discounted entry into the other participating attractions
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O O o o o

(0]

(0]

A Card scheme - user gets a card and the card is stamped upon entrance to each

attraction and user receives a discount. Download card and then print it off
Card - Supervalu idea is a good case study where customers collect stamps on a card
for every time they spend. When card is filled customer can choose a weekend of
their choice in participating hotels throughout Ireland and receive it at a discounted
rate.
Through passport scheme - each county hold a free draw to win a weekend in WRTP.
Need good incentives to get it to work
2 for 1 is best incentive
Measurement of effectiveness of scheme is important.
Brand/name to promote WRTP as many people do not know what is or agree with the
name.
WRTP - contrived region.

Best proposal is the stamp idea.

Q How will it be run?

o Virtual WRTP - no staff, NITB rationale.

0 Income generated (e.g. £40 per attraction).

0 Website critical.

0 Brochures - 10,000 (approx £1 per copy).

o Printed option.

o No online purchasing capacity currently for many websites.

o Paid for by whom?

Other views

o0 Local market is key and day-trippers (not solely overseas market).

o0  Should the scheme be free for members or a small fee charged?

o Admission free visitor attractions should not be excluded, and could receive free
advertising space on poster/card.

0 Many participants willing to be involved in any scheme that raises profile of their
business - mutual benefit to all attractions.

0 The possibility of a combined transport and attractions pass.

o0 Consensus - workable scheme based on stamp card.

3.3.3 Group 2 - This is a synopsis of the discussion

(0]

Target market definition - who is the target visitor? What size is the target market?
Domestic/international?

Route visitors take - do they visit the entire region? Some participants felt visitors do
not visit the entire region as it is too far to travel between attractions. Therefore a
scheme for the whole region may not work i cluster of visitor attractions in different

areas may be more effective for a passport scheme.
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Views of those presently in a scheme

0 Weaknesses of current schemes i marketing, monitoring and management of current
schemes. Often generate no new business just returning visitors.

0o Measurement of effectiveness of schemes can be difficult.

Will it add value?

0 Length of stay of visitors - many visit for only a few hours or one day i passport
scheme may encourage a longer stay in the region.

o Passport scheme may be more beneficial if operated in the off-peak season to attract
more visitors to attractions at the slower time of year.

How will it be run?

o0 Simple scheme - poster in every venue, show ticket and get discounted entry into
other attractions.

o  Cluster of visitor attractions in one area work in partnership on a passport scheme.

0 Link to accommodation on NITB website to add value for the visitor

0 Some participants would like a passport scheme to operate on a cross-border basis.

Who will pay for it?

o Many tourism operators currently have little budget to put into marketing and
managing a passport scheme. Also may not be able to afford to offer incentives such
as 2 for 1 - % off discount more realistic and cost-effective for smaller businesses.

0 Return on investment for attractions involved is a significant issue.

Other issues

0 Seasonal nature of certain businesses - differs between regions/attractions. Some
attractions may only be open during peak times of the year therefore it may not be
effective for an attraction that is open all year round to join together on a passport
scheme with an attraction that opens on a seasonal basis.

o Admission free visitor attractions should not be excluded - perhaps advertise these on
passport scheme poster/brochure/website

0o Exchange rates affecting number of visitors to the region particularly from the USA

o Consensus - many felt a scheme may not work but if one was implemented a simple

scheme is likely to be most effective:

pl

Clusters of 3/4 local attractions;
A Poster in every venue, show ticket and get discounted entry into other attraction(s);
A Low financial contribution required from attraction.

3.3.4 Emerging position from Workshop
There was a good exchange of views at the workshop with different perspectives emerging

from the groups. Group 1 favoured a stamp-card scheme and considered this as an option
for the whole region. There was more concern in Group 2 as to the actual cost and practical
working of any proposed pan-regional scheme - a themed cluster idea was preferred at a

sub-regional level possibly as an extension to existing marketing arrangements.
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3.4 Other Consultations
A number of telephone consultations were carried out - the pertinent points are summarised

here.

% Flavour of Tyrone have been promoting themed holiday packages entitled
fLearn2Tyrone0 whi ch could run alongside a Passport
encouraged to try out different activities on a multi-centre package.

%, A clustering approach is key to the success of the scheme ; heritage, food, specialist
activities, special interests - this will take time to evolve

%, A major PR effort is required if attractions are to partake.

Ulster American Folk Park is a major attraction but visitors are not staying in the

region and are moving on to Donegal or the West of Ireland.

%4 The scheme needs to address the core questions of WHY COME HERE? and WHY
USE THIS VISITOR PASSPORT?

Y 6Cheque out d Klet pperatedangtie pdstowith some success. A recent
Fermanagh/South Donegal marketing promotion based on a joint passport scheme for
visitor attractions met with a poor response and was shelved.

Participants need to be convinced that real benefits will accrue.

oy
N

Promoting discounts over and above visitor attractions is fraught with difficulty

-
N

Y

Under the &irtualdRTP status who will run a scheme and where will key funding come

from?

-
N

Y

A key question for any scheme is what is the distribution method? The web ought to
be a priority.
%, The cost of marketing regional schemes could outweigh the benefits.

3.5 Conclusions
The views expressed in the telephone consultations reflect the breadth of opinion on the best

way forward. Commercial viability, appetite for the scheme and its management are critical
success factors. The main aim of the consultation process was to evaluate practical
suggestions for the future development of a proposed visitor passport scheme. Opinion was
divided on the best scheme with a regional stamp card, a simple poster based scheme or
small clusters of attractions emerging as the front-runners. However there remained with
many consulted a major query as to whether or not yet another scheme of this nature was
necessary at all. Following on from our primary and secondary research, in Chapter 4 we put

forward four options for consideration.
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4. Options

4.1 Option 1 - Do Nothing
In any project appraisal at present it is normally a requirement to insert a Do Nothing Option.

This is intended to set the options examined in a context of reality i through providing a
picture of what the position will be if no action is taken. This is often means keeping on doing
what is being done at present rather than purely inaction. The Do Nothing Option is normally
dismissed quickly as it can rarely help achieve the intended outcomes of the action under

review.

In this instance this Option does deserve further analysis and therefore we have sought the

agreement of the project team to develop it further.
There are several reasons why this might be a workable Option:

V A passport scheme used to operate in both Derry and Fermanagh and both were
discontinued as having no measurable impact;

V  Existing schemes are covering the region 1 Ireland at a Glimpse; Heritage Island
and Roar Card 1 albeit with relatively few participants;

V Substantial funding will have to be found to run a mainstream scheme at a time
when funding for 2009 is uncertain;

V  Private contributions will only part cover costs in a modest way;

V Attraction operators did not attend the workshop in any large numbers and those
who did were not supportive of another scheme;

V  Voucher schemes in Belfast and Armagh/Down operate at no cost to members as

did previous Derry and Fermanagh schemes.

In short there are reservations within the industry and among the tourism organisations

about whether or not the scheme is either necessary or affordable.

4.2 Option 2 - Low Cost Scheme
Within the workshop process there was a good level of support for the concept of a lost cost

scheme such as that operated by attractions in West Cork and detailed above at 2.2. This is
the simplest of all schemes to put together and operate because it is essentially self help and

involves almost no expenditure.

Proposal
To encourage self selecting attractions operators to join together as a group to offer
discounts to those who have already visited another member.

How will it operate?

Three, four or more attractions which have a common theme can get together and set up a

simple system whereby they offer a discount of 20% to any visitor holding a ticket from one
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of their partners within the past week. The scheme is advertised by poster at each of the
attractions at the ticket desk and/ or at an exit point.
Benefits

Simple advertising to attract a satisfied customer to a partner attraction;
Low Cost;

Proven value in West Cork;

HE oHd oH =

Increases length of stay by visitors.
Challenges

B Choosing partners who are compatible and natural partners in similar market
segments;
B Targeting workable geographic areas;

B Making an impact.
Practical Implications

B Finding a lead attraction for each group to seize the opportunity;

B Leadership must come from an attraction not WRTP.
Making it happen

B Identify a potential leader in each of the three counties;

B If necessary bring them to West Cork or bring up the Director of Skibbereen
Heritage Centre to brief them;

B WRTP offer to print posters for each premises at a cost of £1,000 including design

and print for three groupings.

4.3 Option 3 - Online Scheme - Whole Area/Part Area
Proposal

To implement a pass scheme where users register online for a discount card mirroring the
Tees Valley Happening Card (2.4) and incorporating key features of the Norfolk Tourist
Attraction Association initiative - operated on a regional or county basis.
How will it operate?
%4 Users register online on the WRTP website. The scheme will also be promoted on
the websites of the seven Councils in the West of Northern Ireland, Cookstown,

Derry, Dungannon & South Tyrone, Fermanagh, Magherafelt, Omagh and Strabane

and on the websites of the constituent tourism bodies for the region, Derry Visitor

and Convention Bureau, Fermanagh Lakelands Tourism, Sperrins Tourism and

Flavour of Tyrone.
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Ya

X XX

Y,

Y,

The Pass is a plastic credit card type and will be posted out to the customer. Visitors
can download a pdf file of details of the offers and can also collect a Pass at Tourist
Information Centres in the region.

The Pass is presented at participating attractions to receive applicable discount.
Incentives include % discount off, free child entry or 2 for 1 admission offered by
attractions.

Qualifying terms and conditions are limited to avoid confusion and to encourage
usage.

It is estimated that 3,000 plastic Pass cards will be produced at a cost of £0.50p per
card with a unique identification number.

The Pass is free of charge for visitors.

A small contribution charge of £25 per annum is required to become a member.

It is proposed that one of the four constituent tourism bodies for the region will
manage the scheme.

Records of admissions to attractions using the Pass must be recorded by each
attraction in order to evaluate the scheme.

Validity of pass - options:

o Unlimited

0 One year from date of purchase
0 Six months

0 One month

o0 One week

o Three days

o One day etc.

Validity will depend of the number of attractions involved e.qg. if 30 attractions participate in

the scheme it is unlikely a visitor would be able to visit all of these in three days.

Benefits
%4 Increase new visitor numbers.
% Encourage a longer stay in the region.
% Promote greater spend in the region.
% Encourage repeat visitors.
% Online pass is a cost effective option compared to a brochure/booklet -

X

considerable saving on distribution, administrative and production costs.
Technology trends - users are increasingly going online to research a trip and may
not visit a TIC. Therefore a Pass that can be registered for online will have greater
market visibility and may be more successful than a physical card or brochure in a
TIC.
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Challenges

Wi

Funding for the scheme.

Cost of production.

Promoting the scheme to visitors.

Management of the scheme.

Monitoring and evaluation of the scheme.

Encouraging participation and uptake of the scheme among visitor attractions.
Lifespan of the scheme.

Practical Implications

Cost - It is estimated that £20,000 will be required to operate the scheme over
three years. Because of the Innovative Nature of the project T particularly the
concept of on-line vouchers and discount card it may be possible to secure the
new NITB Innovation Fund which is aimed we understand at marketing
innovation. This may be able to provide 75% support subject to DFP approval

otherwise it may be 50% support.

Management - This scheme will require a Lead Partner to take ownership and
manage the process. This is not perceived as an onerous task but one that

requires the implementation of a simple systems approach.

Barriers to participation - This initiative should be supported by a positive PR
campaign. Laying the foundations of a network and facilitating regular meeting
will ensure that the value of participating in the scheme reverberates throughout

visitor attractions in the WRTP region.

Making it happen

Ya,
Wa
Wa
Wa

Y4

Appoint one of the tourism constituent bodies to promote, manage and monitor the
scheme.

Secure £20,000 funding for the scheme over three years.

Develop a dedicated logo, image and e Brochure for web marketing purposes.
Develop a specific visitor passport scheme PR pack outlining rationale and
membership benefits.

Arrange two passport scheme networking meetings per year - focus on good
practice from elsewhere and on-going performance of the scheme. Invite Guest

Speaker to share lessons learnt.
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4.4 Full Voucher Scheme Passport Option 4 - Whole Area/Part Area
Proposal

To implement a full voucher scheme either on a county or regional basis similar to the BVCB

Voucher Booklet and the Armagh & Down Discounts.

How will it operate?

Ya

Ya,

Ya,
Ya,

Y4,

Y4,

Y4

A tangible brochure will be produced containing discount vouchers for participating
visitor attractions in the region/county.

Visitor attractions taking part offer incentives such as 2 for 1 admission, free child
entry or % discount off. It is proposed that the voucher is handed in at the applicable
attraction with a unique identification number for evaluation and monitoring of the
scheme.

Qualifying terms and conditions would be limited to avoid confusion and to
encourage usage.

It is estimated that 3,000 brochures will be produced at a cost of £1 per booklet

The booklet will be distributed through Tourist Information Centres, hotels and main
visitor attractions.

The brochure is free of charge for visitors.

A small contribution charge of £25 per annum is required to become a member.

The Scheme will also have an online presence on the WRTP website. The booklet
will be available to download online, can be posted out to visitors or can be collected
at key locations. The scheme will also be promoted on the websites of the seven

Councils in the West of Northern Ireland, Cookstown, Derry, Dungannon & South

Tyrone, Fermanagh, Magherafelt, Omagh and Strabane and on the websites of the

constituent tourism bodies for the region, Derry Visitor and Convention Bureau,

Fermanagh Lakelands Tourism, Sperrins Tourism and Flavour of Tyrone.

The scheme will be monitored in terms of brochure production, distribution, take-up
and usage. 3,000 brochures will be produced and distributed to outlets within the
region. Numbers of brochures picked up from each distribution channel will be
monitored. Each booklet will have an individual code which will be printed on all of
the vouchers e.g. F1000, T2000, D3000. This will enable effective monitoring,
tracking and evaluation of the scheme.

It is proposed that one of the four constituent tourism bodies for the region will
manage the scheme.

Attractions will be encouraged to distribute booklets to genuine visitors only i

appropriate guidance and discretion is required.

Benefits
% Encourage repeat business.
% Increase new visitor numbers.
% Encourage a longer stay in the region.
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% Promote greater spend in the region.
% Tangible brochures/booklets still have currency in the marketing of visitor attractions.
Challenges
%,  Funding for the scheme.
Cost of production.
Promoting the scheme to visitors.
%4  Management of the scheme.
%4  Monitoring and evaluation of the scheme.
%,  Encouraging participation and uptake of the scheme among visitor attractions.
W4  Lifespan of the scheme.

Practical Implications

A Cost - It is estimated that £40,000 will be required to operate the scheme over
three years. This is substantial and in the absence of any EU or IFI support the

cost may prohibit realisation of this option.

A Management - This scheme will require a Lead partner to take ownership and
manage the process. This is a time consuming task placing a considerable

demand on resources

A Barriers to participation - as in Option 3 this initiative should be supported by a
positive PR campaign. Because of the higher costs involved the need is to focus
on how the scheme will deliver return on investment. This may prove difficult to

quantify especially in Year 1.

Making it happen
%  Appoint one of the tourism constituent bodies to promote, manage and monitor the
scheme.
%,  Secure £45,000 funding for the scheme over three years.
% Develop a specific visitor passport scheme PR pack outlining rationale and
membership benefits
% Arrange two passport scheme networking meetings per year - focus on good

practice from elsewhere and on-going performance of the scheme.

4.5 Conclusions
These four options represent a range of extremes for a Passport type project. This includes

Doing Nothing due to a variety of external and industry reasons and three other solutions one
of which is low cost and the easiest to implement providing willing attractions take a lead. The
two other alternatives will take a serious funding commitment above and beyond what may
be raised from participants but at least one of which may be eligible for Innovation Fund

support.
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5. Potential for Success

51The 4P6s
Establishing and maintaining viable visitor attractions in rural areas of Northern Ireland is a

formidable task. Passport schemes are a credible promotional tool and are widely used to

spread the benefits of tourism throughout the year. Potential for success is dependent on a

range of factors predicated on the management and cost of the scheme. Ultimately the

customer value proposition needs to focus on rationale and benefits where a potential visitor

is encouraged to avail of the scheme. In its simplest form this could be a poster at

participating attraction or a call-to-action image on a destination website. The underlying

message is the need to encourage attractions to participate and to focus on visitor uptake of

t he scheme. The potenti al for success iis represe
Platform and Partnership.

WRTP Passport Scheme Potential for Success

customer segment

Scheme will Who is
not work going
unless to use the
attractions are | scheme?
willing to work
together

perceived
benefits?

What is the best | How is it
channel for going to work?
marketing the Who is going
scheme? to manage,

monitor and
evaluate
progress?

network?

?

Platform

attractions?

The Four Ps are interconnected yet require individual attention if the scheme is to flourish.
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5.2 Multi Channel Marketing
Contemporary destination marketeers are coming to terms with the implications of Web 2.0

technology and as an increasing number of visitors turn to the web, businesses have

responded by changing the way they use the web to reach their target market.

Al rish Tourism businesses irrespective of their
initiatives which are being used in international tourism and in particular competitor markets

to good' effectod

The second-generation of web-based communities and hosted services such as social-
networking sites aim to facilitate collaboration and user-generated content between users.
There are opportunities to embrace multi-channel marketing activities by combining both
traditional and contemporary marketing tools. The lead partner could consider promoting
the new visitor passport scheme using Web 2.0 tools such as Tripadvisor, Flickr, YouTube
and Google Maps. Encouraging visitors to record their own experiences on an audio or
video podcast or travel blog will assist the destination website in terms of search engine
marketing where search engines will attribute greater relevance to the site because it is

linked to a trusted Web 2.0 site such as YouTube or Tripadvisor.

Technology does not work in isolation and any posters or offline promotional activity should
focus on driving traffic to a WRTP website i assuming the partners are focused on such a

development.

5.3 Preferred Option
Successis dependent on e offPeople Process, Platferm dnd Bastnership.

as outlined in 5.1. The roll-out of a Full Voucher Passport Visitor Scheme has major
resource implications. Recognition of the constraints is a starting point when contemplating
any development proposal. Arising from the research process it is recommended that there

is considerable scope for adopting a phased approach over three years.

Phase 1 01 Jan 09 - 31 March 2010. Implement Option 2
Low Cost Scheme
I To encourage self selecting attractions operators to
join together as a group to offer discounts to those
who have already visited another member.

Constituent Tourism Body - facilitation role

1 ITIC, December 2007. Tourism SMEs and the Web. A Research project commissioned by The Irish Tourist
Industry Confederation conducted by Amas Consultancy.
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Phase 2 01 April 2010 - 30 Dec 2011. Evaluate
progress on Option 2. Implement Option 3 Online
Scheme
I To implement a pass scheme where users
register online for a discount card mirroring the
Tees Valley Happening Card (2.4) operated on a
regional or county basis.

Constituent Tourism Body - lead role

Option 2 is realistic and obtainable and is not dependent on significant capital investment. It
is anticipated that by adopting this option that the benefits of networking will stimulate
greater tourism demand and develop new ideas for collaborative marketing. This is an

effective way of making progress.

A Lead Partner will be required to play a pivotal role in the implementation of Option 3. With
an 18-month lead-time there is sufficient time to explore the commercial viability and to
develop a workable online solution. The Tees Valley Happening Card and the Norfolk
Visitor Attraction Association Scheme clearly work and are adequately resourced. The
challenge is to secure a £20K funding package and to agree partnership roles and
responsibilities. The recommended route is to apply for NITB Innovation Fund which is
aimed at marketing and for which this type of nhew scheme seems ideal. It would not be
possible to secure this funding to have a 2009 start as the scheme is not yet approved and
may only be launched in the New Year. It will be competitive and most likely oversubscribed

so decisions are likely to take some time T hence aiming for 2010.

5.4Summary

Success is underpinned by a commitment to working together - tourism agencies can
accelerate the rate of progress through facilitation and implementation. A poster based
scheme has high visual impact, low running cost with a low administrative burden. Moving to
an online scheme is only pragmatic where a there is a proven track record of collaborative
marketing - albeit through participation in an innovative scheme which could be replicated by

other parts of Northern Ireland.
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6. Conclusions

6.1 Need
Tourism brochures and posters are an important part of tourism marketing and still have a

role to play in persuading visitors to experience the tourism product - in this case a visitor
attraction in the WRTP region of Northern Ireland.

The benefits of a clustering approach applied to the marketing of visitor attractions in
Northern Ireland have yet to be fully realised. Network creation is an important dimension in
the development of any local/regional based tourism product. Any initiative that encourages
greater linkage is likely to bring about improved competitive position for a destination. In the
absence of a designated lead partner in the WRTP, the process will follow an ad-hoc format

where the benefits may be marginal but the costs will be minimal.

Marketing is now a dynamic activity; visitors are taking more control of booking their holidays
and excursions. The tourism industry is well placed to avail of new technology and
destinations that have adopted an innovative approach have gained increased market share.
Visitor attractions are faced with a series of challenges, many of which are a function of
tourism demand and supply and others a function of the external environment in which
tourism operates. The next two years are likely to be very challenging for the local visitor
attraction sector in Northern Ireland - one of anxiety where within the current economic
climate it is difficult to contemplate what will happen in the near future. For this reason it is
prudent to consider implementing options on a more phased approach whilst encour aging

spirit of networkingandco-oper at i on®o

6.2 A Workable Outcome
Embracing technology is a pre-requisite to running a sustainable visitor attraction in Northern

Ireland but real success is reliant on a relentless focus on listening to the visitor and
responding with an offer that they perceive is of value. Accordingly in the preferred option,
Phase 1 isng hphaseadbtamd Phase 2 corresplhends to
success of this pilot visitor attraction scheme largely depends on the ability to interpret and
analyse visitor demand for themed/linked offers. The low cost Option 2 provides an
appropriate platform. Partnership marketing is no longer an opt-in choice for visitor attraction
managers but an economic reality of doing business. Finding appropriate partners and
selecting the optimum channels will dictate success - the adoption of a phased approach as
outlined herein will encourage visitor attractions to work together. By aiming for a 2010 on

line /card scheme a workable and innovative pilot project can be realised.
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Appendix 1
Results of eSurvey

Responses to questions 1 and 2 provided contact details for the respondents and the type of
business they engage in.

How many years have you operated this business?

= 3-5 Years: 0%

How many visitors did you receive in your last full year of operation

100.0

90.0

80.0

70.0

60.0

50.0

Percentage

40.0

30.0

20.0
0.0~

Under 1,000 1-5,000 5-10,000 10-20,000 Over 20,000

Number of visitors
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Are you open? Please treat these as rough categorie

All Year: 86.4%
Easter -
October: 13.6%

Page 2: Existing Passport Schemes
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