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Workshop Objectives

• Northern Ireland going strong

• Who are your customers?

• Embracing your impact on the customer experience

• Identifying customer needs

• Selling skills

• Recommendations & unique experience

• Maximising customer spend & sales opportunities 



Rate Yourself….Where do you sit?

Star sales person / relishes the challenge

Fancies him/herself in this role – not bad 
at all!!  

Can fulfill a sales role, if required but 
happy for other people to do this.

Significant anxiety / lack of any real 
confidence in the sales role

Morbid fear / sleepless nights in the lead-
up to a sales meeting



Northern Ireland tourism going strong

4.6 million visitors

£850 million for economy

£2.3m spent by visitors per day

61,500 jobs 

2016 2.3 million visitors

£417 million for economy

£2.3m spent by visitors per day

7% increase visitors from OOS

17% increase in OOS visitor 
spend

4% increase in business visitors 

Jan- June 17





Home of Thrones



Game of Thrones Set – A 
Tourist Attraction?



Our track record...

VIC (only)
2016 
Summer 

2017 
Summer

Highest 100% 100%

Average 90% 85%

Lowest 50% 40%



Our track record...  

VIC & Trade
2016 
Summer 

2017 
Summer

Highest 100% 95%

Average 84% 74%

Lowest 67% 44%



Maximising Customer Spend



VIC impact on spend 

• Based on Visit Belfast visitor satisfaction surveys

• Encourage repeat visit?

• Visit Belfast – 95% yes

• GBBCA – 100% yes

• BIA – 69% yes
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VIC impact on spend

• Increased spend?

• Over 2/3rds said there was a positive influence 
to spend more than they had planned.

• Airport VIC locations similar results
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VIC impact on spend

• VIC interaction resulted in a visit to somewhere they hadn’t planned?

Overall Network research in 2010 showed 55% of visitors went onto 
visit an attraction they hadn’t planned to as a result of interaction 
with VIC staff
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Sales Opportunities

• Ticket sales

– Local festivals

– Attractions

– Tours

– Transport

– Concerts

• Local crafts/artisans/souvenir



Your impact on the VIC

• Selling 1 craft or gift item 

priced at £19.99 in the 

centre each week 

equates to £1,039 per 

annum



Embracing your impact on the  

customer experience

Do you think you have an impact 

on the customer journey?



Customer Journey - Planning

• But equally, almost 30% of visitors prefer to use 

maps, books and more traditional methods for 

planning purposes



VIC role in the customer journey ....

• Dreaming/Planning/Booking

– website up to date

– www.discovernorthenireland.com

– social media presence

– sample itineraries

– images

– Videos (youtube discovernorthernireland)

– processes in place for email enquiries

– Monitor review sites and respond to questions



VIC role in the customer journey....

• Experiencing

– make the customer the centre of the experience

– Post relevant events on your website & social 

media – festivals, events, exhibitions

– Promote your online presence at offline touch-

points – posters, brochures ,clothing, 

– Respond quickly to online enquiries



Promote events



Promote your services



Promotion of Services

Ballycastle VIC - Promotion of services 

• Collect your Game of Thrones Itinerary
• Buy your tickets 
• Promotion of opening hours. 



What is our role in it ....

• Sharing

– Ask customers to share their experiences off and online

– Direct them to specific sites eg Facebook, TripAdvisor

– Prompt them with hashtags when sharing photos/videos

– Incentivise posting with competitions

– Post/share photos of people enjoying themselves (with 

permission)

– Post/share photos of celebrities visiting the area

– Keep in touch with visitors to encourage a return visit



Celebs dropping by...



TripAdvisor & Reviews - VIC



TripAdvisor...



Trip Advisor Forums



Competitions



Key to this… Itineraries



Itineraries/Top 10



Itineraries



Itinerary ideas

• Top 10....

• Local

• Days out

• Family

• Free things 

• Walks

• Rainy day

• In the car

• Art

• Heritage



Itinerary/Linked Up approach



Exercise
Work in groups with representatives 

from other areas.  Identify 1 gem 
from your area that would create a 
unique experience for your visitors



Recommendations & Unique 

Experience



Unique experience

• Tailored for the visitors needs

• Mix of attractions, events, eateries, walks, roadtrips

• Local and further afield

• Itineraries/Top 10

• Hidden gems

• Insider information 

• Passion



Your impact on the local area

• Suggestions:

– Go for lunch

– Visit an attraction

– Pick up souvenirs

– Book a tour

– Stay an extra night

– Come back again



Recommendations – how to do it

• Don’t feel comfortable making a recommendation?

• Ask questions

• Listen 

• Give options

• Cluster suggestions



Recommendations – mystery visit

• Query – I want some suggestions for where to have coffee 
and lunch.  

• Response - She explained she could not recommend any 
but happily and diligently made many suggestions and 
marked their location on the map.  She highlighted 
benefits of each and made suggestions...if you like 
seafood you might like this restaurant etc.... 

• We left armed with enough information to make an 
informed choice of where we would like to visit but 
without an actual recommendation!



Customer centric



Exercise

Mystery Shopping Case Studies

Work in groups to identify:

• The best practice in each of your case

studies; and

• Areas where there was room for

improvement



Identifying a customers needs



Identifying customer needs

• No assumptions

• Questions

– Who?

– How long?

– When?

– Local? Further afield?

– Interests?

– Budget?



Selling skills



“Sales are contingent upon the attitude 

of the salesperson, not the attitude of 

the customer.”





Effective sales people

V

Ineffective sales people

.....What’s the difference??

What makes a good salesperson?



Effective Sales People….

• Think about how to sell and of the individual
opportunities in each scenario

• Seek to take control of the sales exchange from the
outset.

• Establish immediate credibility by positioning themselves
/ their business as being expert in their field.

• Identify the specific needs of the potential customer that
they are talking to in order that they can tailor their sales
pitch accordingly.



Effective Sales People cont….

• Articulate clearly what differentiates the product /
service and what are the features and benefits.

• Deal with possible objections / concerns on the
part of the customer.

• Take time to understand the customer in front of
them.

• Aren’t afraid to close the sale.



"People like to be 
persuaded, they 
just don't like when 
it's done badly" 

- Richard Bandler



Who are your customers?



Who are your customers?

Visitors

Trade
Local 

Residents



•Who are the 
typical customers?

•What is their likely 
spend level?

•What is the likely 
level of product 
knowledge?

•What are the key 
motivators for 
them? 

Know Your 
Customers



• Who they are

• What they do

• Why they buy

• When they buy

• How they buy

• How much money they have

• What makes them feel good about buying

• What they expect of you

• What they think about you

• What they think about the product offering in the 

area?

Quesions



Preparation, preparation & 

preparation



Establishing immediate credibilityYou need to: 

• Grab …and hold the attention of the person /

people that you are talking to.

• Assure the person / people that you are talking

to that they are experienced in your field.

• Convince them from the outset that the product

is worth visiting! Make them interested



How to identify the specific 
needs of the visitor

• The single most common mistake made in any sales opportunity is

to forget to ask questions.

• If you don’t understand the specific needs / headaches / hassles of

the individual sitting in front of you, you are making ASSUMPTIONS

– these are frequently:

– Inaccurate.

– Incomplete.

– Plain wrong.

• Asking the right questions ….and digesting the information given is

a critical selling skill.



Critical to….

Figure out what are the key parts of your service provision that:

• Are essential / deal breakers for a visitor.

• Are desirable.

• Are neither very important nor very unimportant.

• Are not at all important.

Think about why your customer needs you.



Exercise

Asking the right questions

You can only have time to ask 3 when the 

customer is with you.  What would those 

questions be to ensure that you can make the 

best recommendation?

5 minutes



• What are they & how to overcome them?

– Price;

– Need;

– Loyalty;

– Timing;

– Fear of Purchasing Online; and

– Fear of Change.

Objections



When you get the signal….
• Make sure everything you talk about is customer

focused;

• Think benefits not just features;

• Assume the sale will be made. Believe your prospect is

going to buy until he or she corrects you;

• Sell the differences. These could be against what the

competition are selling or what will happen if they don’t

buy;

• Focus all your energy on building customer relationships

rather than simply making sales;



The Pitch: Top Tips

– Key points about the product – what makes

it special?

• Focus on the how…not the what you

say….think body language, expression, eye

contact

• Get in the zone



The Pitch: Top Tips

• Empathy….think customer problems

• Manage objections….think of these in advance and 
practice responses.

• Negotiate….know your price…keep quiet

• Anticipate rejection and know how to deal with 
it…make it a possible future sale

• Ask for referrals



Upselling

People don’t mind being tempted – if 

it’s done elegantly.

Preferably by experts who are real 

enthusiasts and keen on their 

subject.

Klaus Kobjoll



• When you can persuade a customer to buy

something additional or more expensive.

• Needs to be done elegantly – no room for

pushiness!

What is Upselling?



• Identify which items are most likely to be

upsold;

• Identify when are the best times to upsell;

• Do not annoy the customer – don’t be pushy.

It is important to be elegant and subtle with

your upselling techniques;

• Provide useful suggestions - Upselling should

seem like good service rather than a sales

pitch;

• Make the upsell enticing;

Tips for Upselling



• Upsell to uncertain customers – Give a range

of options (at a range of price points) to

customers who seem indecisive as they are

most open to suggestion;

• Make assumptions as well as suggestions –

Offer the more expensive option first;

• Ongoing training – Never stop learning about

the product range – both features and benefits

and who the product is targeted at.

Tips for Upselling



• Preparation, preparation, preparation!

• Know your product range and what are the

best;

• Customers are likely to say no for 2 reasons –

they don’t want it/need it or its too expensive -

Prepare your responses.

The Key to Upselling 



Upselling….Cross 

Selling…..Suggestive Selling……

• Up-selling is when you call a person’s attention 
to an item of greater quality (and cost)

• Cross-selling is when you inform a guest of a 
related item that naturally “goes” with the main 
product

• Suggestive selling, you are acting as a 
consultant (the most professional technique)



How to make suggestions…..

Recommend: "I think you should think about also getting ..." 

Suggest: "You might also want to add ..." 

Consult: "I have personal experience with this, and I believe you 
should ..." 

Question: "Have you thought about? ..." "Have you ever tried? 
..." "Do you know about? ..." 

Power phrases: "My experience has shown me ..." 

Comfort them: "Most guests take ..." “Others usually..." 

Ask: “Would you care for? ..." "Would you like? ..." 



Making it a Win Win

Up-selling can be a win-win for everyone, but the 
customer must win first.

Short-term “overselling”, putting your guests in 
situations where they feel put on the spot or 
embarrassed into buying more expensive menu 
items, or where they feel a loss of control with 
respect to this business transaction will hurt your 
business.

You have to put the needs of your customer first, 
the money follows!



What are we 

selling

• Local

• Events

• Experiences

• Rest of NI

• A return visit to NI 

– what you can 

see the next time



#DiscoverNI





New attractions







Landmark hotels







Outdoor experiences



Our food story





Home of Thrones



Building more authentic 
experiences





Trad
Music Trail



Catch 
and Sea



Lakeland 
island hop



Away a 
‘wee’ walk



Long Line 
Surf School



Street 
Art Tour



Moonlight 
kayaking



Food and 
Mindfulness 

Tour



Game of 
Thrones air  

tours



Boutique 
hotels and 

B&Bs







What’s coming in 2018 and 
beyond?







Thank You


