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Put yourself on the map… 
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…using Google Places 
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Why we’re here today 
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Challenges – new roles for the 
information service 
Welcoming customers 

Influencing their decisions and spending 

Helping them have a trip that exceeds their 
expectations! 

…and 

? Persuading them to come again 

? Encouraging them to recommend NI to their friends 
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TIC training – the 8 modules 
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1. Maximise your visitor spend: 8/9 Feb 

2. Managing stakeholders/marketing your TIC: 16/17 Feb 

3. COMMUNICATING ONLINE: 8/9 Mar 

4. Effective communication skills: 15/16 Mar 

5. Income generation: 5/6 Apr 

6. Understanding your customers: 12/13 April 

7. Team building skills: 10/11 May 

8. Managing difficult customers: 17/18 May 
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Today’s programme 

Morning 
• Introduction 

– What is “online”? 
– Your personal objectives 

• Websites and managing content 
• Email 

Afternoon: 
• Mobile 
• Social media 
• Staying in touch with visitors 
• Feedback, action planning and close 
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New media, new methods 
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Introduction 

Researching and buying holidays 

HOW MANY USE ONLINE? 

• Just over half research and buy holidays online 

• Another 30% research online but book offline.  

• Only 15% said that research and purchase all takes place offline 
…so the internet is involved in 85% of holiday purchases 

LEAD TIME: 

• One-third take a week or less to research their purchase 

• Two-thirds take two weeks or more 
 

 

E-consultancy.com, February 2011 
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Where do customers find online info? 

• 53% use travel agents’ websites  

• 49% use Google or other search engine 

• 40% are influenced by recommendations from 
friends and family 

• Social media: 

– 39% use TripAdvisor reviews  

– Under 10% use Facebook and other social sites 
 

 

E-consultancy.com, February 2011  

Your objectives 
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What can technology do for us? 

• Delivers lots of imagery (especially video), info, opinions 

• Interaction, which can be 1 to 1 

• CAN be timely 

• Easy monitoring and step-by-step improvement 

• It works 
– Visitor-to-visitor 

– Visitor-to-tourism business 

– Business-to-business 

• Can work in a joined-up way before, during and after the visit 

• Enables partnerships 

Your objectives 
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Challenges - current NI information services* 

• Well signposted 

• Good airport provision 

• Carry NI material – not ‘parochial’ 

• Friendly and helpful 

• Prompt responses to phone and email 

But 

• Lack of weekend and evening service 

• Scope for more customised approach 

 

Your objectives 

*Survey, NI Visitor Information Plan, TEAM Tourism Consulting, 2010 
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Challenges - current NI visitor 
info sources* 

• Pre-visit info 
– Internet  is main info source 

– Internet has grown most (last 3 years) 

– Use of brochures and TICs static 

• Info during visit 
– Many visitors don’t obtain info in destination 

– TICs and leaflets are key sources 

– TICs and internet have grown in last 3 years 

– Penetration of ‘new’ channels is limited 
 

 

Your objectives 

*NI Visitor Information Plan, TEAM Tourism Consulting, 2010 
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• Achieve enhanced visitor 
satisfaction, repeats and 
recommendations - through quality 
of welcome and information, 
delivered via 

– Taking welcome and info to the visitor 
– Seamless location-based services 
– Downloadable data 
– Proactive delivery of information 
– Enhanced opening times (via out-of-hours 

services?) 
– ‘Read’ the visitor, personalise, tell the 

‘stories’ 
– Taking advantage of UGC, social 

networking, and mobile services 
 

Your objectives 

Challenges - objectives in the vision for 2020* 

*NI Visitor Information Plan, TEAM Tourism Consulting, 2010 
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More statistics, 
and some predictions… 

 
…to help you decide 

your own personal priorities 

Introduction 



phone 

print reader 

emailer 

diary 

radio 

alarm clock 
texter 

camera + AR 

music player 

word processor 

social hub 

information sharer 

satnav 

games console 

web browser 

bill payer 

TV and video 

address book 
spreadsheet 
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Internet and wireless 

Internet 

• Near 50% world coverage using PC 
 

Mobile phones 

• Already near 100% world coverage 

• Smartphones are 50% of all European phone 
sales* 

 
*Gartner, February 2011 
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Ireland has a high % of people online 

New Media Trend Watch, February 2011 
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Death of the printed word? 

• News Corp launch “The Daily” 

• The Independent launches “i” 

 

US kids read for only 5 mins 
per weekend day* 

 

 

 
*US Bureau of Labor Statistics, 2010 
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Death of the printed word? 

• Amazon: 
selling more 
Kindle e-reader downloads 
than 
printed books* 

 

 

 

*January 2011  



SMARTPHONES = all phones soon 
• ‘Location-based services’ 
• Mobile websites (not very user-friendly) 
• ‘Apps’ – easier to use than websites 
• Mobile video (eg watched by 50% -79% of British visitors 

to Scotland*) 
 

• *VisitScotland, 2010 



SMARTPHONES 

• ‘AR’ – Augmented Reality, eg Google Goggles – you point 
the phone, get info overlaid on what you see 

• 100m phones with AR capability 
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3D 

• Autostereoscopic = 
no glasses! 

• TV 

• Phones 

• Games consoles 

 

 

 

 
http://www.youtube.com/watch?v=P3Y

mUx1rM8M&feature=related  

http://www.youtube.com/watch?v=P3YmUx1rM8M&feature=related
http://www.youtube.com/watch?v=P3YmUx1rM8M&feature=related


Social media 
• Socialise, hang out, buy things, play games 
• Share reviews 
• 3 in 10 people in the US rely on social media ‘friends’ when 

planning a trip* 
• Using video, pictures, texting, words 
 
*Phocuswright, 2010 
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http://www.newmediatrendwatch.com/
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Web 1.0   

Email  

Websites  

Email Newsletters 

Web 2.0  Web 1.0 plus: 

Blogs and vlogs  

Social and business networking 

Mapping and content combined 

Mobile media 

Tagging  

Video, podcasting 

Consumer generated content, Wikis 

Ratings and reviews 

Content syndication… and more… 

 

Mostly read-only 

 

Suppliers publishing their content 

Read and Write 

 

Experiences 

Sharing 

Community 
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But…“You ain’t seen nothing yet” 

• Giant leaps in connection speed and capacity 

• Moving from wired to wireless 
Data combinations – maps, pictures, words 

More personalisation (upload speeds already fast) 

Video and voice replacing written word 

• “Convergence” – access your life via TV, PC, mobile, 
phone, kitchen table, car 

• Smartphones the key device for growth short-term 

• Most sales online, driven by social media 

Introduction 
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The technology is driving the trends 

Knowledge 

from social networks, not from organisations 

universal knowledge 

Ever- widening spectrum of tastes 

As many market segments as people 

Ceaseless demand-led product development 

Instant demand and gratification 

Image and branding always in flux 

Globalisation…but localisation too 
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Challenges for you 

• Increasing  your knowledge and skill 

• Needing constant updates to keep pace 

• Sorting the wheat from the chaff 
and… 

• Finding and working with partners 

• IT systems? 

 
= time and money 

Your objectives 
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Group exercise 
 

 

“Identifying your priorities” 
 
 

Share ideas on 
what means of online communication 

are important in my area of Northern Ireland 

Your objectives 
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Communicating 
Online 

Thank you for participating! 


