e Proposition
Guidelines

A land shaped by Sea & Stone




This Is your guide to using the visitor destination proposWword¢betteand Islandmagee Ydsgonation Hub.

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

Through a facilitated sugpodramme, theasiness 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 experienceardnds

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 each of the target visitor markets juser experience

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



WHAT ARE THE KEY ELEMENTS TO A VISITOR
DESTINATION HUB?

Experiences and Itineraries

land and water basetlvities.
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Tourism Assets ,_m__,__‘.gm..n“ﬂ B R /\ S

Walking &yclingrails harbour$orestsheaches, buildings, place
ofhistoricabr culturadignificance.

Visitor Service Provision

Accommodation, hospitality, retail, transport, amenities, Vi
iInformatiorgommunitgevelopmentolunteers. -

Sense of Place

Eventdestivaldraditionsgulture, history, heritaggthsnd
legends, famopsople.
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INSIGHTS.

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



LANDMARK IMAGES PORTRAY A DISTINCTLY
COLOURFUL AND (PERHAPS SURPRISINGLY) MODERN LOOK AND FEEL

CORE TRUTH.

Examples above include: Blackhead Lighthouse and Coastal Path, The Gobbins
Cliff Path, Whitehead Railway Museum, Whitehead Promenade & Coloured
Houses, Browns Bay Beach, Portmuck Harbour, Magheramorne Estate



THERE IS AN EVIDENT LEANING TOWARDS SEASIDE ACTVITIES AND THE
ARTS AS A SOURCE OF ENTERTAINMENT. THERE® A BUZZ OF ENERGY
FROM THE ACTIVITIES ON OFFER.

Examples above include: Foraging Walks, Gobbins Sea Safari, Coastal
Watersports (rowing, kayaking & sailing), Gobbins Crafts (Economusée), Audrey
Kyle Art (Economusée), Swifts Forge Blacksmith, Lighthouse Yarns Crafts &
Yarnfolk festival, Wildlife/Birdwatching plus Horseriding at Islandmagee

CORE TRUTH.



CORE TRUTH.

RETAIL FEELS BRIGHT AND CONTEMPORARY,
EVEN WHEN I T COMES TO MORE nTRADI

Examples above include; The Bank House, 2020 Art, Icecream at The Rinkha,
Lighthouse Yarns, The Gobbins Visitor Centre, The Gobbins Cafe and The
Lighthouse Bistro
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TARGET MARKETS.

THE FOLLOWING

PRIORITY SEGMENTS FORM OUR

CREATIVE BULLSEYE

NORTHERN IRELAND ROl 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
NORTHERN IRELAND DISPLAY SIM

HAVE CONSISTENTLY SHOWN THAT MOST VISITORS TO
LAR WANTS AND NEEDS FROM THEIR VISIT; NAMELY A

DESIRE TO GET AWAY FORM I

" ALL, TO HAVE FUN WITH FRIENDS/FAMILY AND TO

EXPERIENCE SOMETHING NEW AND DIFFERENT.



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,
out door so have

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

meaning. more desirable.
Tapping into:
CATECORY TRUTH A Bringing our unique 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.






PROPOSITION.

We want to juxtapose Whitehead & Islandmagee with the
Image of the traditional sleepy seaside town, in which
nothing ever happens. Our destination Is bursting with

energy, activity and potential by comparison.

THERE® NOTHING SLEEPY

ABOUT THIS SEASIDE ESCAPE
—

Our seasi de I s uni gue. | t OsS

different to other seaside This speaks to two things
resorts. Our seaside is packed This may sound obvious, but our 1. The fact we are unknown,

with unigue artisan seaside location is hugely important creating a sense of mystery

experiences and outdoor In the wake of COVID-19. We need and adventure for the visitor.

activities, as well as all the to emphasise the natural 2. We enable a break away from
traditional benefits of being by advantages of being beside the sea. the stresses of every-day life,

the sea. to manage well-being and

iIndulge ones-self.



ALIGNMENIT.

T HI

S PROPOSI TI ON WI

L L

ALSO SUPPORT BOTH OUI
STONEo AND NEMBRACE A GI ANT SPI

THERE® NOTHING SLEEPY
ABOUT THIS SEASIDE ESCAPE

SHAPED BY SEA AND STONE

V' Leveraging the coastal location
and natural seaside environment

V' Purposely leaning into one part
ofthen Seaad St one. O
proposition as a way to
differentiate from Glenarm &
Carnlough, which leans into the
other.

EMBRACE A GIANT SPIRIT

V' This proposition has a natural
energy to Iit, which is consistent
with the warmth and passion of
our Glant characteristics, notably
our Glant welcome.

V' Our emphasis on the natural
seaside location also leverages
our elemental and legendary
spirits, In particular.
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WAKE UP TO
WHITEHEAD & ISLANDMAGEE

This platform line is active and actionable.

Wake up has a sense of energetic discovery and also suggests early-morning freshness — a new

dawn. The 'W' alliteration makes it zip along.



VERSIONS AVAILABLE FOR GENERAL USE




VERSIONS AVAILABLE FOR USE ON

FACEBOOK & INSTAGRAM

Mid & East N -
: orthern »é:ﬁj Embrace 2
Antrim lre!aml Giant Seitit
A land shaped by Sea & Stone Mid & East N rul
Antrim tr"esanﬁ ’a E‘;%mascg%t

A land shaped by Sea & Stone




VISUAL APPLICATION

AT & East
“Mla & Las Northets
Antrim u”esanﬁ

A land shaped by Sea & Stone

’_ =22 Embrace 2
' Giant Seirit

Social media examples



