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Julie o’grien

RUNDA
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. Why stories?

We are storytelling Stories have a SOUL. Stories need to be found,
animals. revealed & shared... by

They tap into our the people who own
emotions.

70—

Stories “hook and hold”
We feel and visualise
them.

&Inspi

grabbing the atter

'::ey have a rhythm & They thereby hold our the listener.
ape.

COMPELLING the listener

Much like a song, we to engage!

thereby rememberthem.

Fopijcl

S 7 R — |

Ry ol - H
#: storytelling®withif = Tourism(Gontext . tine withthe present
» TER |zpmern
" "‘ Y e m “THE TRICK!
- ! ' | l To know how to share a COMPELLING STORY. This requires thought and preparatior
¥ Let me share a story... t The POWER of Collaborative Storytelling

1 The scenari !

« A destination in Ireland competing B

against a destination in Spain I

E Lone voices are hard to hear

2 The client: :

« a luxury French incentive house l . .

* the client has never travelled to ] Lone voices struggle to make a narrative understood

Ireland before |
3 The remark: . X

but, maybe somewhere ik Lone voices struggle to make a narrative heard

Barcelona in Spain is more

interestingthan a destinationin

oy see [ has he ity and The road to success takes way longer for lone voices
#4 The reaction!

TED [Efegmemn ’ TED |2t
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| The Collective is KEY for Success!

_—

| The collective is KEY for Success!

Individual & With Unified

Ireland is FULL of 18, T €72 Sl

Collective Voices Communications

more well known

beautiful places... than others?

TER |z

TED | e

7R
—— T Y, e

| The POWER of Collaborative Storytelling

—

gtogetherto puttheir
+ Creating asstrong sense of pride andidentity
+ Bringing people and communities together
+ Creating economic benefits including increased jobs for the community and destination

Collaboration

[

Individually & Collectively Stories &
Communications areShared

ina Collaborative Framework j
Tep

i
e
Frapeees

7 —— VW
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Placingyour storywithinthe context of its destination

b your pestination Experience Brand

Northetin
freland

——— TR W, | T
i

In world-fullofcontentandi jon-brandsoffera
welcomeshortcutforourbusybrains!

« Consistent colours

« Logos

. Identity

« Typeface and design

Bysharingthi inyour offi inecollateral

. ild thi iant Spirit

« Yougive the brand a VOICE!
« Youclarify your event/festival identity within it
« Youbuild your story and destination NI'sstory

TEP |

30/03/2021

E Placing your story within the context of its destination

wier e
Gl VSIS R BN

Northern Ireland

+ Your county

— Rrerbe A —
Your Destination il - o

Your event/festival
story within this

context

TED |z

b your pestination Experience rand

¥ ise| Your romisein this Story

+ Itisour commitment to share the very best of who weare, our ‘giant spirit.’
+ Andto unlock that giant spirit of adventure, discovery and inspiration for our visitors.
+ Everythingwe do, no matter howvaried, is rooted in this:

Northetn Ours isalandbuilt by a giant spirit. It's in oursoil, our seas and

freland everyoneyoumeet. It's what puts the warmth in ourwelcome

Embrac and inspires us to go that extra mile.

aGial

s fﬁt Agiant spirit that builds our cities, shapes ourlandscapesand
\J flows through our words, music and craft.

You'llalways find it close to hand, much like every discovery in this
vivid, mythic place. Ours is aland built by a giant spirit. Let us
awaken yours.

This s the umbrella under which your event/festival stands

Thisis the story that your event/festival must share.

Thisis the promise your event/festival must live up to. TEP o S—
Brand must be used on all offline and online collateral:reinforcing the story and promise bl

7 ——
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b your pestination
§ Placing your event/festival within the Context of its home

_—

| Your pestination: seeing your home from the outside

« Findingits soul

Appreciating its soul

+ Communicatingts soul

« Celebrating its soul

« Sharing your destination story | COMPELLING people to come and explore

o po—

v

The heritage,

Landscapes Secrets s o
Destination Northern Your city, town, village, & known to habits & ";:‘l:’affe;";vs
Ireland and your county community.... Waterscapes locals - them?

k about this

et point the KEY points relating to your destination TEP | s s
* THINK ABOUT how you can drip feed your communications/story offline and online e

TED |z

T -

7R —

I} your Everit/Festival and your Destination:

Positioning your event/festival within the context of its home
Piacing your story within the Context of its home 9

o v

Through sharing your

Yourevealwhoyouare&what Destination/

Place

story within the yourdestinationstandsfor....

context of its You stand outfromthe crowd.
inati Yo NIQUE
LESENL fouemergeas UNIQUI

TED |z

7T ——
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h your event/festival story within the Context of its destination & expetience brand

+ YOUand your colleagues/team are your own BRAND
* YOUreflect EVERYTHING
* YOU present acompelling story & people will want to engage with YOU

ZV .

N

YOU create
a compelling
story

The people:
will engage &
follow

YOU are
your brand

YOU reflect
EVERYTHING

The POWER of YOU!
—
YOUR Brand sets you apart. TED |

S w—— VY W

' Positioning your STORY based on diverse MARKETS

_—

s B

N

Global Markets
destination: level

NI counties: ROl counties:

Locals:
the destination or unknown? or unknown? °
¢ : Shared cultural
BlaEmiD Not wishing to be Not wishing to be g

treated like a
tourist.

treated like a
tourist.

them Language

differences?

Celebration of the
Extraordinary
Ordinary

TED [z

7T ——

b

7V 7

positioning your STORY based on diverse

CUSTOMER SEGMENTS

General Interest:
bringing this customer into

your story | speaking to the
needs of a wider audience

Special Interest:
capacity for greater

understanding| niche
events OR premium priced
opportunities

30/03/2021

TED |z
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| positioning your SToRY based on diverse
| SALES CHANNELS

e

Direct Sales

Indirect Sales
Channels:

Channels:

website (first person) |
social media (snappy first
person language)

professional travel buyers |
indirect language

TED iz

0 | -

_—

| Planning the Narvative Components of your Story t Planning the Narrative Components of your Story

| | [} Creating cor C TOSS COM hannel:
Bl 1. Clarifythe Destination Context B+ visual storytelling: the Power of animage
i . i « Verbal storytelling: drip fed into conversation
4 2.Definethe MOTIVATIONfor/SPIRIT of theevent £ + Writtenstorytelling: offline and online
= | 1)Destination [Whyisit 3.Planvisual, verbaland written content.
Experience Brand: hapyp'gr'mq,
B | Emoeceaciant 4, Clarifywhatisavailableforsale [ |
5 Your brand F
Whatisits . Clarify booking
? - > . q
L |2vour purpose Visualimagesthat | e | S Visual Verbal Written
destination/place share/ celebrate | oo et .
What willvisits tsste - Coreofferings? || Give ) ! !
gainbyattending? | Eig Basicticket || instruction: make Storytelling Storytelling Storytelling
it easy forvisitors
Words: mental price ieasy
| images & bullet . tobook
points! + Premium
offerings: e.q, - Offline and online
exclusive events
* Upsel — .
merchandise etc. TED | i st TED |ficfsemtiomt
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Planning, Building & Clarifyingyourstory |

allowingtimeforyourvoicetobeheardbysharingit

PlacingyourEventona  Calendar|Leadin Time
+ Aleadintimeis required tomaximise sales & revenue
generation for your event
+ International marketsare REALLY interested in engaging B2c&B28
with Ireland events/festivals
« Feedback: we often inform them too late, not allowing
enough timeto book and travel AdhocBusiness
eg.groups:
« Blending commercial and storytelling strategies general & specialinterest
« Building business for the immediate, near and distant
future
« Across diverse sales channels, markets and customer

segments BaseReliable Business

RegularClients| Contracted Business.

Y[
TED |Fifefeen

Frogrieen

H ar%%*EXPERfEhitE i

\ g )
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The PITCH 2nd the EXPERIENCE

« Difference inhow the narrative is shared

Pitch

visual, verbal, written

Addressing
Safety and
Anxiety
Concerns within
the context of
tourism &
hospitality

0.
S50

Experience

THEFULL
EXPERIENCE

30/03/2021

Planning the narrative in
light of Covid-19: achieving 2
balance

Compelling
customers to
engage

TED e

TED |z



_—

| The pitch

REVENUE

CONVERSION GENERATION

TEP | Efzrm

e
A

Fleshingoutthe Narrative Compagnents for Your Event/Festival

| TED [z

30/03/2021

_—

| The Experience

POSITIVE
EXPERIENCE

70—

REVENUE

GENERATION

) NEW
CUSTOMER 4 CUSTOMERS 4

The EXPERIENCE must live up to the PITCH! T
TED |

S 7 R — |

+ Definewhoyou are and what youstand for
+ Share your story!

+ Size does not alwaysmatter! A

International GREAT interest in

engaging with
Markets destinations via

events/festivals
including
indigenous, local
festivals

U

i} Making your story SING!
i

7

Tep |z

7 I ——)
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| Fleshing out the NatYative Components t 1. pefine the NatYative Proposition: USP

(nm your bryand (tone of voice) Hello,mynamefs[.-JandIrepresert
offtine and ontine [nameevent/festival].

- Through written, verbal and visual Communications Throughouroffering expect to experienca

atoetapping, heartsoaringcelebrationaf
Trish Danceinrural [name place]

1 [ 3.
Define the KEY . Lay out your market
proposition/USPfor
your event/festival

A Giant Celebratory Festival When Vibrant

Define your story [name place] Comes Alive for New Year

and highlights stall: define what is

available for sale
A Toe Tapping Heart Soaring Celebration of
Irish Dance in Rural [name place]

Connect with Ireland’s literary giants at
the foothills of [name place] mountain

5.

@il Reinforce with

imagery

Dive into a Cutting-Edge Performing Arts
Festival in [name place]

TER |z

S R SV /T —— —
—— A S, T

2. pefine your story& Highlights 3. Lay Out Your Market Stall e

eaommy anb‘ Ime“ ipfeedwhatyouh: red
ol atyouhavepreparedto

néandonkne . ENLIGTEN,INSPIRE anlCaER ECLARITY L] ShartDescription PublicPrice Weoffermorethan200eventsovera10-
- Through witten, verbal and visual forthecustomer.. e person dayperod.letmesharejusttwoofthose

COMPELLINGthemtoexplore... I [EIEIEUTRY At a ity centre garden venue | 230 | Approx. o withyoutogiveyouaninsightintowhat
Name: Harvest Moon Food Festival (fictitious business) SRS that wil be disclosed %0 iy wedo..

minutes before the starttime, Strattuilsend
. ¥ experience an unforgettable Restassure sendyouonmore
Anannual 10-day event that takes placeon the first weekin S i o

September private garden...

Inclusians: welcomeglassof
XX(approx.125mis)

g
F

Acelebration of nutritious and flavoursome food crafted by
contemporary food artisans from cheese makers to
beekeepers and organic farmers.

MultipleEvents?
* Categorise them
* General, premium, exclusive etc.

Meet pioneering food producers gaining insights into the
centuries-old single ingredient methods that they honour

The place: mingle with the generous and high-spirited locals
inaplace of breath-taking beauty surrounded by rolling
hillsides, waterfalls and mountain views.

« Enjoy a picnic of artisan foods overlooking River [name
place] whilewatching the fireworks

S W/ ——— —

10



| Always Remember!

21
T

Who is in
control of the

narrative?

Reimagining PR
« Date: Tuesday, 30t March 2021

- Time: 14:00-15:00
Be 2 GIANT. 19 e - FaCilitator: Mati 0’'Leary
share your STORY! |

S N ) VTV ——
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