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This Is your guide to using the visitor destination proposition for theCaieloaigy e Destination Hub.

Thigroposition wasveloped by the business@nmdunityroups who signed up to the DAERA Rural Tourisn
Collaborative ExperiencesHragramnuaelivered between A@rdlandMarch 2022.

Through a facilitated sugpodrammehebusiness and community groups worked collaboratively to define
agree a unique visitor destination hub proposition thisdwid basis for alturgourism development and
marketing.

This guide outlines

A The rationaleehind theollaborativepproach;

A The key elements of a Visitor Deskiudtion

A The insights and ratiobal@nd the developnefrtheproposition;
A The key target markets and [magihents;

A Howo use it in your own markelng;

A How it aligns with other visitor experience anahds

A Where to access visual assets and aduiipoat/information.
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The management and marketing of rural places as sustainable visitor destination hubs.

Build consensus around a collective, realistic vision for tourism development and an agreed visitor pr
based on the strengths and opportunities that differentiate the place.

Put sustainability and the local community at the centre.
Strengthen the connection between people (locals), place and visitors (Regenerative Tourism).
Provide a framework to review existing tourism, regeneration and community plans and shape new p

Provide a framework to objectively assess the assets, cultural and social identities, image and distinc
define a place, from the perspective of eatArgettiiesitonarkets (user experignce

Inspire people to collectivamagine and-neventisitor experiences hamhesses inspiration jaoigntial.



WHAT ARE THE KEY ELEMENTS TO A VISITOR
DESTINATION HUB?

Experiences and Itineraries

Attractions, guided tours, storytelling, food and drinkgrafts a
land and water basetlvities.

Tourism Assets

Walking &yclingrails harbour$grestsheaches, buildings, places
ofhistoricabr culturaignificance.

Visitor Service Provision

Accommodation, hospitality, retail, transport, amenities, Vis
iInformatiorgommunitgevelopmentolunteers.
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Sense of Place

Eventdestivaldraditionsgulture, history, heritaggths and
legends, famopsople.
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INSIGHTS.

Differentiates from other areas by offering something distinct and meaningful to target consumers.



CORE TRUTH.

LANDMARK IMAGES PORTRAY A DISTINCTLY
MEDIEVAL, HISTORIC AND AUTHENTIC LOOK AND FEEL

Examples above include; Glenarm Castle and Walled Garden, Shambles Workshop,
The Ma d ma WMWindow, Carnlough Harbour (with Game of Thrones connection),
Glenarm Forest and Sculptures, Native Red Squirrels, Barbican Gate, Cranny Falls



THERE I S AN NnAT ONE WITH NATUREO FEEL
WEALTH OF ACTIVITIES AVAILABLE

CORE TRUTH.

Examples above include; Mini Landrover Experience, Ocean View Pods, Straidkilly Nature
Reserve, NI Survival School, Watersports (rowing, scuba diving, canoeing, paddleboarding)
Carnlough Bay Boat Tours, Storytelling, Guided Walks, Glenarm Road Train, Tulip Festival



RETAIL LOOK AND FEEL STAYS TRUE TO THE SURROUNDING LANDSCAPE
ALBEIT WITH A CONTEMPORARY OUTPUT
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CORE TRUTH.

Examples above include; The Londonderry Arms Hotel, Art House Tea Emporium,
Twilight Coffee & Bunkhouse, Water's Edge Self Catering, Steensons Jewellers & Economusée,
Heritage Hub at Carnlough Town Hall, Sasha McVey Ceramics, The Potting Shed



THE FOLLOWING PRIORITY SEGMENTS FORM OUR
CREATIVE BULLSEYE

NORTHERN IRELAND ROI MARKET GB / INTERNATIONAL
A Natural Quality A Open-minded A Culturally Curious (GB and
Seekers Explorers mainland Europe)

A Social Instagrammers A Active Maximiers A High-end Leisure (US)

PHASE 1 PHASE 2
INDEPENDENT TRAVELLERS
COUPLES FAMILIES
SMALL GROUPS

CONSUMER SENTIMENT SURVEYS HAVE CONSISTENTLY SHOWN THAT MOST VISITORS TO
NORTHERN IRELAND DISPLAY SIMILAR WANTS AND NEEDS FROM THEIR VISIT; NAMELY A
DESIRE TO GET AWAY FORM IT ALL, TO HAVE FUN WITH FRIENDS/FAMILY AND TO
EXPERIENCE SOMETHING NEW AND DIFFERENT.

TARGET MARKETS.



INSIGHTS.

CONSUMER TRUTH CULTURE TRUTH

Consumers havenot C(I)ncs)u?nérs v&illri]ngreasin I
desire to travel, but their gy

. use short breaks to manage
needs and expectations for

. _thejr well-being. And with so
Sshor't breaks I n Nt e r at
. many. great gptions out there,
outdoor so have

. 2 ¢ Y46 'destihations that offer
new and heightened . .
something new will feel

meaning. more desirable.
Tapping into:
CATEGORY TRUTH A Bringing our unigue USP for the
As consumers increasingly destination hub front and centre
spend time researching of our communications.
possible destinations online, A Finding differentiated channels
we need to ensure we mirror through which to connect,
what our target audience regardless of the budget.

wants at key search
moments, to encourage
conversion.






