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Theimportance of YOU in commercial strategies

Where do all commercial strategies begin?
The KEY role of COLLABORATION
Prioritising low and no cost solutions

The importance of measurement

Tourism
1'ED Enterprise Development
" Programme

Building commercial opportunities to grow your event/festival for the future
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ﬁ;; The People Behind Events & Festivals

* Inthetourismindustry, successful experiences & services blend magicingredients
* Theseingredients are HIGHLY evidentin the people behind events and festivals
. * Theseingredientsinclude:

DRIVE PASSION

INTEGRITY

SOUL




g, From the Customer’s Perspective:

* Thereis nothing more compelling than an event or festival thatis built on a desire

To create
To share a A special
hassion > memories for
locals &

visitors

//To connect

people within
all kinds of
communities

To enlighten,
engage and
delight
people

The MOTIVATION for events & festivals comes from a good place: people want to be part of that




Commercial Strategies are about MATCHING

Theright offer,

theright event-
festival Customer’s

needs, interests
& budget

MATCHING applies to Events & Festival too.
Yet, there is something about the passion, soul, drive and integrity of the Event/Festival Organiser/s and the
connected environment/communities they create that can compel a wider audience to book.




The Festival/Event Organiser | Examples

& noirireland david torrans festiva About us — Mo Alibis Bookstore X +

&« c O & noalibis.com/about/

. (Vs Alibiz

BOOKSTORE

HOME ABOUT SHOP ~ EVENTS CONTA!

ABOUT US

No Alibis is an Independent Bookstore based in Belfast. We have been selling b
on Botanic Avenue, within the Queen's Quarter, for almost 25 years.

We are a community bookshop. We are a general bookshop with a particular interest in ch
books, Irish literature, history and politics, the humanities and, of course, mystery fiction.

We are also a hub for the creative arts. We regularly host concerts, book launches, poetry
readings, and lectures.

Meet the Booksellers

David

David is the owner of No Alibis. He loves
work. He has the least amount of hair bul
the shortest.

[t all started with a
LOVE of books in
childhood

4 MNOIRELAND

&«
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* About us — Mo Alibis Bookstore X | =+

8 noireland.com

NOIRELAND

INTERNATIONAL CRIME
FICTION FESTIVAL, BELFAST

NOIRELAND 2021

Dear Crime Pals,

Boy has it been a long 12 months! Last March with Coronavirus cases on the rise we were forced to cancel NOIRELAND 20, but
hoped to hold something in the autumn. But if 2020 has taught us anything, it’s not to make plans too far ahead. Consequently,
we have decided to pause and keep a watchful eye on events with the hope that we will be able to host some sort of crime
gathering in 2021.

So please bear with us. We will let you know what exciting plans we have just as soon as we can. But in the meantime sign up to
our newsletter and the first to hear about future NOIRELANDs. In the meantime - be safe, wear a mask and get a vaccine when

your time comes!

For all enquiries please email info@noireland.cor-

From David’s PASSION & CHILDHOOD LOVE, NOIRELAND
celebrates crime fiction
showcasing Ireland’s talent in this genre.
exploring crime writing from across the world
looking at the impact Ireland has had on the genre
HAS A POSITIVE SOCIAL, COMMUNITY & ECONOMIC

IMPACT ON DESTINATION BELFAST AND NI

TED
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The Festival/Event Organiser

* Allof the above begins with the festival organiser
* Thespirit of the organiser filters down through teams, volunteers and onwards into commercial strategies
= This SPIRIT becomes a brand that compels us to engage and book

"'//— |

Knowing this is
KEY for
commercial and
communications
strategies

It starts with
YOU.

Your passion
stimulates desire

YOU reflect
EVERYTHING.
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Where do all commercial strategies begin?

Build Strategies
according to
Know-How &

Resources:
human, time &
financial

Begin with low
& Nno cost
solutions

All selling starts
oh your own
doorstep

Collaboration is
KEY
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' Defining your Next Steps

Everyone’s Strategic Planis Unique
 StrategicInputs Expand and Grow as the Event/Festival Expands and Grows

* (Choosingstrategiesaccording to know-how and resources: building as these increase
* Build annually in a stepwise manner as know-how & resources grow

@

I

Resources:

time, human
and financial

i
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Local
community

* 50

counties

miles?

« 100 miles?

* Neighbouring
e Beyond

* Closest
* Beyond

 GB

Europe
US/Canada
Emerging

14



Clearly identify know how:
What you know. What you need to learn to build for the future

Clearyidentify resources: what you have. Ways to secure more.
TIME- community/volunteers | HUMAN- volunteers | FINANCIAL

Map out the audiences you have the potential to reach

Local | NI Counties | ROI Counties | Global- starting where?

) | Enterprise pevetlopment
Programme

*Map out HOW you will reach these audiences using a) your know-how and b) your TED Tourisn

availableresources:
‘immediate future (within 1year) | near future (2-3 years) | distant future (3-5 years +)
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It is step one of
commercial strategies & a
hallmark of successful
event/festivals and
destinations

Without Collaboration, you

will not gain traction

Tourism
‘rED Enterprise Development
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Building Your Event/Festival within your Destination

» Thinkabout people
* Inyour community/destination

* whoyou cansupport

* who cansupportyou
 toraiserevenue for your event/festival
* yourdestination
* destination NI

» Think TEAM! By working together, you create:
* Revenue generation for your event/festival
* Revenue generation for other businesses
* (Creating economic benefits and employment
* Socialimpact: raising pride and identity in your community

18



Building Your Event/Festival as a community within your Destination

Y T VY Do
£ SRRl - milin 1 &

Diverse offerings coming together to
MATCH diverse customers interests, needs and budgets!
Selling for one and for all is a winning strategy for everyone and the destination as a whole




The approach:

Knowing how Stepwise

Destination

from
Success

resources

Responsibility Responsibility

Taking LEL T , to lean on ) | Growth &

Individual ) Collective / and benefit

20




Ways to collaborate

Referrals / Packages /

Suggested
HHEHCRES

Natural F|t

21



Accommodation
Providers & Other

Referrals: starting in your community

. Community
* Draw up a list of your contacts Businesses
Councils, BIDs &
* Recordthem Charbar of TN Team
e Recordthe outcomes Commerce SHABEES
* Reachout
* Knowing how to present yourself
* Beingclearonwhat you needto ask REferra IS
* Beingclear on when/how you can reciprocate referral
. . . . IS Associations &
* Nurturing this relationship Organisations
* Knowingthatit takes time to build relationships Contact in a y]?ur. ¥
« Expressing THANKS for opportunities delivered via referrals Corporate e;’fiir;g tgztlv\\//?tr:s
* Building the relationship/partnership year after year Organisation

Relevant
Education
Institutions



¥ Referrals: starting in your community

EXAMPLE: ACCOMMODATION PROVIDER

Hello,my nameis [...] and I represent [name event/festival].
Through what we do visitors getto...]
We are REALLY passionate about raising the profile of our event/festival because...

Most importantly, we want to raise the profile of our destination... To that end, we would
love to figure out ways that we can work together to achieve that...

For example, do you think you could refer our festival on your website year-round to raise
awareness?.... Could we find a way to inform your team including reservations and
reception team so that they can let others know what we do?.... Could we discuss ways that
you can promote our festival to your social media channels?... Could you copy our offering
to guests enquiring or booking over our festival dates?... Could we offer tickets as a prize so
that you raise awareness among your guests through a social media campaign?... Could
we create a package?....

From our end... this is what we can do to promoteyou....




! Packages
&  Whentwoormore parties come togetherto create an offer
® Define which business/es would be the right fit for you
® Drawup alist
® Reach out and ask for the opportunity

® Remember to say THANK YOU for opportunities that arise

® Record the contact, the opportunity and the outcome

® the outcome: number of bookings, enquiries etc.

® Build for the future

24



Sample Itineraries

Show the customer what can be done| spell it out for them

® Giveinsightsinto
® yourevent & festival with things to do | places to visit

® |ocal secrets: a hidden beach |a wonderful woodland | a delicious dish

® awaken theirimaginations & delight them! [ give them reasons to book/visit

® Define which business/es would be the right fit for you

® share suggesteditineraries | offline and online

25




Natural-fit Partnerships

® Food festival & craft brewery or local distillery?
® Horticultural festival & garden centre?
® Dancefestival & wellness business?

® Partnering with organisations: Translink? Libraries?

Think about natural-fit partnerships for your festival

® Reachouttocreate opportunities

® Recording contacts, opportunities and outcomes

26



Define minimum 10 referral opportunities in your destination/community
Plan your approach. Then reach out to create opportunities.

Define minimum 2 package opportunities in your destination/community
Plan your approach. Then reach out to create opportunities.

Define minimum 2 itinerary opportunities in your destination/community
Plan your approach. Then reach out to create opportunities.

| programme

. 50 . . . . . Tourism
*Define minimum 2 natural-fit partnership op;r)ortunltles inyour TED | enterrse vevetoment

destination/community. Plan your approach. Then reach out to create opportunities.
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Hallmarks of Successful Events & Festivals

Know to
ioritise Low
Begin selling on Know how to Prioritise

& No Cost
rate )
own doorstep / collabo / Solutions

°* TNIand Discovernorthernireland.com
* TourismIreland

* Lead Generation and Conversion
* Digital

29




Hallmarks of Successful Events & Festivals

Digital & SOCia! opportunities discovernorthernireland.com: official website
Tourism NI manages a range of digital and social channels. Find out what these are and how you can get involved. fO r TO u ri S m N O rt h e r n I re | a n d

DiscoverNorthernireiand.com Opportunity to upload your event/festival

The official website of the Northern Ireland tourist

T . s s . FREE . . y .
board, providing an international audience with Inclusion on discovernorthernireland.comis

inspirational and informative content. free of charge.

Partners receive a dedicated product listingand fromthat ~ Whotocontact: Fu rt h e r O p p O rt u n iti e S i n C | u d e p Ote nti a | tO b e

there are opportunities to be considered for; tidi@tourismni.com

+ online editorial inclusion Thereisan opportunity to.s‘howcase what you havg to C O n S i d e re d fO r

+ email marketing offer by providing competitive and, where appropriate,

, complementary accommodation rates or hospitality for
+ socialmedia

+ competitions i ‘ O n |i ne editO rial inC| U SiOn

+ digital partnerships Top Tip:

» influencer marketing Check out our

photography quide

on tourismni.com/
toolkits.

3

Email marketing

In 2019" the consumer website received over 3million

visits from tourists seeking information on events,

attractions, accommodation and thingstoseeand doin

Northern Ireland. ’

Social Media

(*Figures based on period Jan - Dec 2019)

: )
Partners are encouraged to keep their listing ‘*& {d% 0 h ke to

up to date with fresh content and inspiring

Images. You can also submit offers atan - ¥ g

e sritoesatony - (LYY co\/er7 e, 5
time of the year, and where possible, we b 560

shall identify opportunities for promotion 4

in line with our content plan.

Competitions

Digital partnerships

Influencer Marketing

https://tourismni.com/globalassets/grow-your-
business/marketing/marketing--sales-opportunities-2020.pdf 30




discovernorthermireiand.com

&E’n }

Local tourism providers can use Tounsm NI's consumer website discovernorthemireland.comto
® Viadiscovernorthernireland.com: 3 million visits

promote their offering. In 2019" the consumer website received aver 3 million visits from tourists
seekinginformation on events, attractions, accommodation and things to seeand doin
Marthern Ireland.*(Figures based on period Jan - Dec 2019)

For more information on promoting your tourism business on discovernorthernireland.com
please download and read our Contributor Agreement (for events please download the Events
Contributor Agreement).

Vi a i re | a n d . CO m : + 2 3 m i | | i O n g | O b a | Vi SitO rS If your offering (e.g. attraction, certified tourist accommodation premises or event etc.) meets

the criteria please contact a member of the Visitor Inforrmation team at tidi@tourismni.com or
telephone 028 20441551

FB: +190,000 foll
° 9 O Owers Once your tourism business isincluded on Tourism NI's consumer website

discovernorthemireland.comit will be automatically included on Tourism Ireland's international
consumer website ireland.com within 48 hours. Theireland.com website delivers <23 million

I G © + 6 9 O O O fo | | Owe rS annual web visits from consumers all over the world.
e )

To make the most of your unigue listing on discovernorthernireland.com check out our guide to

TWitte r: + 70 9 O O O miaking the most of your online web presence.

Toview the content plan for our digital and social platforms 2019, please click here.

Email database:; + 100,000 users arketing campaians

The destination marketing team delivers a compelling all-Ireland marketing and
communications programme, designed to change perceptions of Northermn Ireland through
increased positive messages inthe domestic and intermational markets. Arange of advertising
campaigns are delivered throughout the year in Tourism MNI's key markets of Republic of Ireland
and Nerthem Ireland.

Tofind out about our current campaigns please click here.

How to get involved:
® E: tidi@tourismni.com |T:028 90441 551 S datamarkeing

With a continuously growing consumer and corporate footprint on sodal media, Tourism NI have
a significant online presence.

Facts & Figures

Our Facebook page has over 160,000 hikes and the figure is growing every day
We have over 100,000 followers on @DiscoverMI Twitter

Already involved?:
® Checkyourlisting|update annually

We have over 60,000 followers on @NI TouristBoard Twitter
We have over 40,000 followers on Instagram
We have anemail database of over100,000 users

Rapidly growing presence on LinkedIn

® Reachout|leanonthesupport|makeopportunities happen https://tourismni.com/Grow-Your-

Business/marketing/



mailto:tidi@tourismni.com

What can | contribute?

discovernorthernireland.com™

This 1s a difficult and worrying time for all of us and your cbvious business prionty I1s supporting
your team and local partners, but it you would like to join the conversation and align to these five
themes on your social channels you can do so via #discoverni or #EmbraceAGiantSpirit,

and on Instagram (@discoverMl), Facebook (@discovernorthernireland) and Twitter (@discover

In |ight of Covid-19 NI)

‘ The T()urism NI team iS |00king for COntent We would also very much welcome the below from ourindustry:

® NorthernIreland Recipes (includeimages and video where possible)

® AIM:tokeep NI presentinthe mindsof NI, ROl and

® Playlist suggestions (featunng your favourite NI bands and singers)

» ® \irtual matenal (such aswvirtual video tours of museums)

® (Quizideas and trivia questions

Global Customers

Bei n g awa re Of th ese O p pO rtu n it'i eS ® Anyotherinnovative ideas you may have of how we can maintain a warm dialogue with

consumers about Morthern Ireland at this time.

. Regu|ar|y Checking in You can email us digital@tounismni.com with this content and your thoughts and ideas.

How can I getinvolved?

® Beingproactive

® [fyou haveinteresting stones or quirky facts about your tourism business or local area, share
your stones. If you are out and about, take great pictures. You can share your content using
our #discovern.

® Makingthings happen!

® Encourage yourvisitors to share their expenience using #discoverni.

® Tourism NIrunanumber of activations and campaigns each year. In line with this, why not
upload a special offer to our website?

® ‘You can submit offers at any time of the year. These may be themed or seasonal such as
Halloween events, Belfast festivals etc.

® Forsometips on how to getinvolved inour Spring marketing campaign, click here.

» You can send all content, features, ideas and suggestions for consideration to
Busmess/marketlng/ digital@tourismni.com.

https://tourismni.com/Grow-Your-
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& > C {Y #& tourismirelandindustryopportunities.com/home

 Tourism Ireland Industry Opportunities | reach global markets

&) Tourism Ireland Opportunities  How We Can He

% Top things to do in Northern Irel- X &% Tourism Ireland - Opportunities X & Tourism Ireland Opportunities

< a O @ tourismirelandindustryopportunities.com/opportunity-listing

é%)murism Ireland

:u:|+

Your search is for Festivals X ﬁ

X Clear search categories

ik
Fol ymr Feor® el ll'EIII'Id

Mo opportunities available for the current f

#FYHWI Spr
Global

Would you like ow

More Details Dow

#FYHWI Spring Campaign
Activities: Advertising. Direct & e-marketing. Publicity activities, Trade activities, Social media
Suitable for: Accommodation groups and associations, Outdoor actmity providers | Wellness, Arr and Sea carmiers, Attraction groups and
associations, Business tounism, Transport - Car hire & Coach hire, Dining and entertainment, DMC, Festivals, Golf, Indnvidual accommodation
properties, Indvidual attractions, Market tour operators, Tourism networks, Shopping, Guided tours

From: 15/02/2021
To: 30/04/2021

Sign up by: 28/02/2021

For More Info: Geraldine Egan Tounsm Ireland Dublin

Help us fill our overseas consumers' hearts with Ireland!

Tourism Ireland has been working with our overseas audiences to keep the island of Ireland top of mind in these most difficult times through
our engaging Fill Your Heart With Ireland social campaign. Because people aren’t travelling right now and cannot experience our warm
welcome, unspoilt nature or rich tapestry of cultural expeniences first-hand, we are bringing Ireland into their homes.

Using the hashtag #FillYourHeartWithIreland, we are sharing nspirational content that speaks to the world at this difficult time and
connects people with the island of Ireland #FillYourHeartWithIreland covers a range of themes m alignment with our passion points:
Views and Landscapes, Living Culture, Built Heritage, Food and Drink, TV & Movies and Soft Adventure, to bring the best of
Ireland onto people’s screens and make them smie. Anything from enjoying a trad music session, to leaming how to Inish dance, taking a
virtual tour of a distilliery or visitor centre, exploring colourful towns and villages, tuning in to theatre and film_ trving out recipies, going on a
virtual surfing lesson or hike or even enjoying a fun TikTok video from Ireland We need your help to bring our passion pomts to hife.

To date the campaign has had a total of 1047m mpressions (eyeballs) on Tourism Ireland’s Facebook channels with S0m views and 9.1m
engagements (reactions, likes etc.). There have been 245k engagements (reactions, likes etc.) on Twitter and 8.7m engagements (reactions,
likes etc.)and 8.4m likes on Tounsm Ireland’s Instagram channels. Our engagement levels on Facebook are +39% on the same period last
vear. It has also helped to drive a publicity EAV of €150m since March 20th

Our am is to engage overseas audiences with content that they will share with friends and family and we need your help to do ths!

To learn more about the best performing tvpes of content that we share on social media with overseas consumers and further information
about #FillYourHeartwithIreland, click here or get in touch with gegan(@ tourismireland.com.

For examples of our weekly communication of FYHWI posts to our overseas partners click here

. i .
T a kavianner Search
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Lead Generation

Finding contacts | reaching out | bringing leads to conversion

Research and Aim to bring the
: . Plan Reach out to the &
identify strong D lead to

: communications lead .
potential leads conversion

Leads can come from a variety of sources. E.G:

® Localbusinesses|Top 100 Northern Ireland businesses
® NI, ROI & Global associations/societies

® NI, ROI& Global academicinstitutions

® THINKABOUT THE LEADS THAT ARE EASILY REACHED

® Viayourown contacts|contactsin yourlocal community | contacts from outside your immediate community

NB: when a lead you have pursued, offers an opportunity...

show appreciation | be prompt replying on the day or within 24 hours

34




Digital

The channels available to you:

Be consistent.
4 N
g | A E.G. 3-5 compelling posts g Blogger.s, A Paid ads- Google,
Website, blog, per week. 8-10 stories? Collaborations, Social
app, social media User generated Display Ads etc
\_ . N content Y, \_ y
‘ \ o o 4
Fahaio®
W O w Fahe®eob
Customers . Prospects




Digital | paid social media campaigns

Locations ©

People living in or recently in this lecation »  Locations © Paople living in or recer

Ireland Ireland
ﬂ Ireland g Ireland
Include
“ @ Include -
Horth 5 il
America Elyap Horth
AmMPrIca
Atfamtic Ocean
Al
P ifie O it i
Pacific O ear

Add Locations in Bulk

Add Locations in Bulk
Age® 35w - 50w

Age® 5w - 3w

Gender ©@ Al genders

_ Gender @  All genders
ptailed Targeting € Include pecple who match €@

led Targeting @ Include pecple who mateh
Interests > Additional Interesis

Holiday Demographics > Relation:
Interests > Family and relationships In a relationship

Family Interests > Additional Intes

Holiday

Locations © People living in or recently in this location w

ireland

@ Ireland

@ Include

North 5 Fy

AMerica

Ationtic Geean

O

Add Locations in Bulk
Age © 260w - 40 w
Gender € All genders

ailed Targeting @ Include people who match ©

Interests > Additional Interests

Holiday

Interests > Hobbies and activities > Pets

dian, Oceon)

Browse

@ Drop Pin

Suaaestions

Browse

/\ Your audience

selection is fairly
/ broad.

—

f
)
(44
&2
0
[

Potential Reach: 740,000 people ©

Estimated Daily Results

Reach ©

8.6K - 25K

The accuracy of estimates is based on factors
like past campaign data, the budget you
entered and market data. Numbers are
provided to give you an idea of performance
for your budget, but are only estimates and
don't guarantee resuits

Were these estimates helpful?

36



I Low on Resources?

-

Achieve more by leaning on your community | volunteer, contra-deal or low-cost basis
Retired experts? | volunteers?
Schools, colleges that can support lead generation, digital campaigns etc.

Radio station: tickets in return for spot prize or mention?

Corporate companies that will work in partnerships: offering pro bono support?

® Non-for profit organisation?
® Research FREE supportsincluding advertising via Google

® Research FREE database management systems via SalesForce

® Training? Research FREE opportunities

® Google Analytics- monitoring/tracking website activity: https://analytics.gooagle.com/analytics/academy/

® Facebook, Instagram & Whatsapp: https://www.facebook.com/business/learn

37



https://analytics.google.com/analytics/academy/

I Low on Resources?

< C 1) & analytics.google.com/analytics/academy/

Google Analytics Academy

Learn analytics with free
online courses

Analytics Academy helps you learn about Google's i ;
measurement tools sothatyou € > C (b @ facebookcom/business/learn B a9 N e
through intelligent data collecti
FACEBOOK for Business Solutions Platforms and products Inspiration Education and resources Q Support
FACEBOOK Blueprint Courses  Programmes  Certification IEI Help Centre ~ Q Search Blueprint

Analytics Academy Co

¢ FACEBOOK BlUeprim

| Discover online learning courses, training
.' . programmes and certifications that can help
you get the most out of Facebook marketing
platforms:

Google Analytics for
Beginners

Learn the basic features of
Google Analytics including how to
create an account, implement
tracking code, analyze basic
reports, and set up goals and
campaign tracking.

Learning programmes

Find the training, courses and

certifications most relevant to you.

Learn More

Free online courses

Facebook certification

Explore fast, free, self-guided courses to help build your marketing skills

across Facebook, Instagram, Messenger and WhatsApp. B vl (R e et

Learn More

marketing.

Learn More

38



Create/update your discovernortherireland.com listing
*Review and update annually
*Checkin monthly for opportunities and be proactive about creating opportunities

Tourism Ireland | Industry Opportunities
Review monthly. Be proactive about creatinc% opportunities. NB: allowa leadintimeto

raise awareness of your event (global markets need time to book)

Lead Generation

Research andidentify 10 leads. Plan the resources to bring these leads to conversion.
Track outcomes. Build for the future.

5o . . Tourism
*Digital: know your resources. Plan to expand resources if possible. Choose your TED Enterprise Developmen
strategy based onresources: owned, earned, paid




Top1c5 By
Thelmportance of m@asurement




Commercial strateqies:

All INPUTS must be MEASURED for their associated outcome

* CRUCIAL for measuring ROI
* CRUCIAL for achieving sponsorship and/or funding

41
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Commercial
Activity:

inputs and outcomes

' What needs to be measured?

Revenue
Composition:

Sales channels
Markets

Customer segments

Repeat Customer
Data

42



l What needs to be measured? | Commercial Activity

i
- - - Delighted with this, aim
to send out a similar
Drive advance offer for 2022. Repeat
purchase tickets. Fun quirky message with 10% off |8% of recipients booked |with new offer in March
1|January Direct Customers |Target: min. 60 Customer database Ezine 07-Jan|In house NA advance purchase tickets by end Feb 2021 2021.
Festival included on hotel
Create direct referral |website. Staff informed This is a test promotion for 2021.
bookings via Rose about how to promote Will regularly check in with this
Hotel. Target: min. 20 |festival. Festival included new partner. Arrange a meeting |Will update post event |Will update post event in
2|January Referral ticket sales on hotel's social media. |Partner 07-Jan|In house NA post event for full data outcomes |in September 2021 September 2021
By end May 2021, there
Convert 2 new are two provisional 30 new leads have been
bookings equating to This is a learning promotion for bookings X 24 tickets identified to target for
minimum 30 ticket Proactively contacting a us. We will build the activity based |and one confirmed new opportunities. Grow
3 |February Leads sales database with 30 leads Lead Generation 01-Feb|Volunteer NA on outcomes. booking X 15 tickets this activity for 2022
Ad 1: Family message
Ad 2: Young Couple message Sucessful. But feel we
Increase social media Ad 3: Pet-friendly message ‘ could achieve a better
traffic to website by Each ad will use event campaign ROl with tighter
10%. 3 X targeted ads to run on branding but have a unigue 95 tickets booked. targeting. Will repeat
Potential reach XX,000. |FB and Insta repeated message. Social media trafficto  |activity with these new
June and Achieve min 100 etc.  |over 5 weeks. Repeat the Call-to-action: Visit website book |[website increased by learnings and monitor
3| July Paid Social Media |direct bookings. ad forweeks X, Xand X |Social Media 01-Jun|Community partner|£2890.00 now page for tickets XX0e. outcomes

STRATEGIC

INPUT

MEASURED
OUTCOME

43




Sales
Channels

e \Website
e Email/Phone

e L ocal Partner
Referral

e Online travel
agent?
e Tour Operator?

Markets

Ireland
based

e L ocal
o N|
e ROI

e GB?

e Europe?

e US/Canada?
e Emerging?

Tourism
TED Enterprise Development
| pProgramme



What needs to be measured? | Sales Channels and Markets

F Q) R b

Repeat

C D

‘ Sales
SN Booking Dateld channel @ segment B Booking PE0OPle Lounty Country ~ Potential
_ﬁ{‘ 5 .
ﬁ , 2 22-Mar-21|Referral Group Direct 23 [Antrim MI MO
3 22-Mar-21|Websit Busi Direct
ar ebsite usiness ire 6|Birmingham |GB VES
4 24-Mar-21|0TA Lelsure Agent
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: What needs to be measured? | Repeat Customer Data

Repeat Customers | VALUABLE revenue source

* ONLY collect necessarydata
* GDPRcompliantdata
* Onlyusedfor compelling and respectful communications

REPEAT CUSTOMERS

YOURFAMILY & CLUB

Personal
data Address

Preferences?

End Customer Data

Global

Market: Telephone
Country & Email
GB: Address

Location?

Ireland
Coun ty TED E:;'g:ﬁn;ise pevelopment
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Additional Measurement Considerations
Additional measurement tools
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!,. * Wrist bands |local community discounts (e.qg. for free events)

==
-
el

. . Follow up meetings with partners | recording data and booking via (e.g.) accommodation provider

i’ bookings
~
=

* Professional surveys | Surveys conducted by volunteers
» Measuring and taking feedback for a defined audience (e.q. 50/100 participants) on
* how customers booked: sales channels
* wherethe customer comes from: markets
* eventfeedback

Tourism
TED Enterprise Development
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*Clarify how you will measure

Create necessary tools and supports

Implement the strategy and assign resources for same.

Tourism
. . . ¥y | Enterprise Development
*Record and Measure outcomes. Retain for comparison purposesin the future. TED Programe
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Building commercial opportunities to grow your event/festival for the future

Immediate | Near | Distant Future

* Maximise immediate opportunities
=  Viaavailableresources and know-how
=\  Definethe period: e.g.12 months

i » Look tothe near future for how you can grow
= * 2-3years
 Building asresources and know-how grow
* VISION for thefuture
* 3-5years
* Where would you like your event/festival to be
* Whatarethestepstoqgetthere

Tourism
Enterprise Development
Programme

There are NO shortages of commercial solutions. TED

Itis allabout planning your ROUTE AND BUILDING.
Mindful of Know-How and Resources!
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Sales Revenue/Demand

Proactive & Reactive Management
CRM & Database

Management
Marketing PR &

Offline & Online Brand Awareness
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Reimagining-
Commercial Strateqgies

Julie O’Brien| RUNDA

day, 25""March =
4:00-15:00.
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