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AGENDA:

• Welcome, introductions  & context setting
• The Tasks

- Digital vision
- New & flexible network

• Group Terms of Reference
• Partner Updates
• A.O.B.
• Schedule of Meetings



The Tasks:

Digital Vision



The Tasks:

New & Flexible Network
o State of the nation
o Close to home markets
o Strategic Priorities



Visitor Information Centres

All data sourced from Tidi
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Visitor Information Centres
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Visitor Information Centres
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Visitor Information Centres

Enquiry Subject*

2017 2013
Local Accommodation 0.6% 1.1%

Outside Accommodation 0.3% 0.8%
Camping & Caravan 0.3% 0.6%

Transport & Travel 6.9% 4.8%
Directions 7.1% 8.5%

Entertainment 10.0% 8.0%
Where to Eat 2.2% 1.9%

Places to Visit 9.3% 10.9%
Sales 5.9% 4.9%

Activities 2.5% 6.1%
Local Enquiries 10.6% 14.6%

Bureau de Change 0.2% 0.4%
Miscellaneous 2.8% 3.2%

Council enquiries 25.5% 23.7%
NI enquiries 8.6% 7.2%

ROI Enquiries 0.8% 1.5%
Other enquiries 6.5% 2.0%

• ‘Council’ enquiries account for ¼ of 
enquiries

• ‘Local’ enquiries a further 1 in 10

• 10% of enquiries are ‘entertainment’ 
related

• 1 in 11 enquiries are ‘places to visit’

* Excludes Visit Belfast 



Visitor Information Centres

Enquiry Subject by VIC type* (2017)

Gateway* Destination Local Seasonal
Local Accommodation 0.3% 1.3% 0.2% 2.7%

Outside Accommodation 0.2% 0.4% 0.2% 0.5%

Camping & Caravan 0.1% 0.7% 0.1% 1.2%

Transport & Travel 18.3% 1.8% 0.4% 8.5%

Directions 13.8% 5.9% 1.7% 14.7%

Entertainment 0.4% 5.8% 21.9% 12.1%

Where to Eat 2.0% 1.7% 2.5% 4.6%

Places to Visit 7.0% 16.3% 5.6% 16.8%

Sales 4.9% 5.0% 7.6% 4.0%

Activities 1.7% 3.7% 1.3% 22.1%

Local Enquiries 11.3% 14.4% 7.2% 10.2%

Bureau de Change 0.5% 0.0% 0.0% 0.3%

Miscellaneous 4.1% 1.8% 2.6% 0.6%

Council enquiries 17.5% 34.7% 26.9% 0.2%

NI enquiries 15.4% 4.0% 6.2% 1.4%

ROI Enquiries 1.1% 0.9% 0.5% 0.2%

Other enquiries 1.6% 1.6% 15.1% 0.0%

No. enquiries 465,384 396,060 515,046 23,908

33% 28% 37% 2%

*Excludes Visit Belfast 



Visitor Information Centres   Income Generation  

£3,507 in 2017 -
£24,160 in 2013

Accommodation Retail

Accounts for 99% or 
more of income at 
£1.72m in 2017 –
46% from Local VICs

Total income

Growth of 27% from 2013 to £1.73m

98p in 2017 –
consistently highest for 
Local VICs at £1.36
Seasonal VICs lowest 
at 75p in 2017 and 18p 
in 2014

Retail sales per enquiry



Closer to Home Visitor Information Structures:

• Failte Ireland
• Visit Scotland
• Visit England
• Visit Wales



Failte Ireland:
 3 pillar approach

 Centres
 Outreach
 Web/social/digital

 Network Centres
 Discovery Centres  

enhanced services - Cork
 Community Centres
 Information Points
 Seasonalise

 Licence agreements with 
partners to become lighter

 Deeper I Know outreach
programme



Visit Scotland:





Visit Wales:

 16 Council areas
 15 Full time Information Centres
 3 Seasonal
 Info Points (Swansea and Newport VIP’s only)

V.I.P is local trade





Strategic priorities

Recognise
importance of

online channels
for planning,

experience and
feedback

Develop wider
and more flexible

information
network

Consistency
across all media

channels

Ensure
professional
quality data,

editorial content
and imagery

Ensure
proactive use

of social media

Focus on prime
locations and

tailor information
to relevant
segments

Assist
information
providers in

contributing
content

Promote
the need for 
high speed

web access for 
visitors and 

business

Review
opportunities to

extend the use of
volunteers

Review the
role of print in

information
provision

Review the
role of Visitor
Information

Centres



A new visitor information network

Prime locations
(High footfall &

high value)

Visitor
Information Hubs

(City or town
centre)

Online
information and

social media

Local and
community
information

centres

Local
information

points



A new visitor information network

Locations
Major attractions
Major events
Cruise ships
Gateways to NI
Motorway service stations

Roles
•Roving ambassadors, with

tablets and key print items
•Electronic kiosks
•Information displays
•Mobile Visitor Information Centres

Responsibility
National partners
Local authorities

Prime locations
(High footfall &

high value)



A new visitor information network

Locations
Primary (top 5 or 6) tourism destinations

Roles
• Information Hubs, responsible for all forms of   

information transfer in their areas – dealing with 
visitors, partners and businesses

• Role model VICs providing local & national  
information and ticket sales

• Content acquisition
• Social media engagement
• Brand representation
• Recruitment, training and management 

of volunteer force

Responsibility
Local Authority / Tourism NI
Partnership

Visitor
Information Hubs

(City or town
centre)



Suggested Criteria: for consideration

 Visitor centric / Enhanced visitor services
 Multi lingual staff
 Integration of tourism trade / experiences 
 % of OOS v local visitors.  
 Enquiry types
 Back office capability  - monitor all platforms 
 Network of volunteers
 Ticketing function for national and local events
 Trade engagement capabilities
 Social and digital capabilities
 Left luggage facilities? 
 Agree to principles of network 



A new visitor information network

Locations
Towns and villages attracting significant numbers
of visitors

Roles
• Personal welcome/information
• Local ticket sales
• Poster displays and leaflet racks
• Interpretation and storytelling
• Local guiding

Responsibility
Local authorities
Local tourism
Community associations

Local and
community
information

centres



Suggested Criteria for consideration:

 % of OOS v Local Visitors
 Enquiry type
 Provide visitor information in a range of formats
 Promotion local arts and crafts
 Provision of local tours from VIC
 Ticketing / Booking service
 Back office capability to support local itinerary 

development and content creation
 Agree to principles of network (to be agreed)



A new visitor information network

Locations
Accommodation, Pubs, Restaurants, Shops,
Attractions, Taxis, etc.

Roles
• Poster displays 
• Leaflet racks
• Personal welcome/information

Responsibility
Local businesses
Voluntary organisations

Local
information

points



Suggested Criteria for consideration:

 Commitment  to customer care & tourism training
 Carry agreed branding (light touch)
 Provide visitor information (in a range of formats)
 Be welcoming 
 Agree to principles of the network (to be agreed)



Terms of Reference:

o To champion the roll out and delivery of the Visitor Information Plan within 
respective organisations and wider tourism stakeholders.

o Review the role of the VI Network and agree a national delivery framework to 
support a wider and more flexible VI network, incorporating the new Experience 
Brand, that can be replaced at a local level.  This should include criteria to  support 
each of the five tiers of information provision once agreed.

o Define the role of volunteers and private sector in the new information network 
structure.

o Review the role of print in VI and agree ways to achieve efficiencies whilst 
continuing to meet visitor needs.

o Agree outputs and develop an implementation plan including timeline, 
budget and resources for this work stream.  



Partner Updates



o A.O.B
o Schedule of Meetings



Thank you


