18/03/2021

Embrace
ot ; st
Getting NI Ready to Reopen: 2oy ‘ Getting NI Ready to Reoren: i

Visitor AttraCtions @ Visitor AttraCtions

ViCtoriz Wilkiams - Victori2 Wiliaims Consultina Ltd

D Enterprse bevlopment S ()] it — R o
Progranme nosthesnitzelond L northernireland

John McGtilien - Irish Times

. Getting Ready

Agenda

Noquestionthis s a completely
challenging time—Pain endured
by the decimated Tourismsector
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Prospect for full recoveryin3-4
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! * Being Human
* Business Deep Dive
i . . . i Reduced discretionary spending
« Capturing ALL possible Opportunities ~ Better Value

- Better Choice
- Increased Flexibility

Competition from the Republic
willbefierce

TED | e Attractions need to look for the
~ Oprortunities... TED | Eispmeems
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How are YOu?

Humanisetheapproach

* Challenging time for EVERYONE:
* Your Staff
*Your Customers
* Your Business
*You

« Every aspect of Recovery/Relaunch process mustfocus aroundimpact on PEOPLE
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Danny Meyer (Founder & CEO of Union Square Hospitality Group)

“Never 292in in our Careerswill we be able to
take the boat out of the water and put it in dry
dock for 2 year to inspect every inch of its
underbelly and make it seaworthy 292in”
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we want to make sure whenwe put the boat
back initis sounder and does businessin 2
betterway”
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putting the Boat back in the water

Covid Guidelines/Executive Pathwayfor recovery
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* Health and Safety Considerations WHY CHANGE?
* Operational SOPs WHY CHANGE?
« Staffing levels WHY CHANGE?
' « Visitorinteractions WHY CHANGE?
«‘Good to Go'/*Safe Travels’ scheme IMPORTANT
Everyaspectmust i onPEOPLE
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Opportunity?

‘Skate to where the puck is GOING

Tep i

me »
Pandemic:
Impact on Behaviours

Up for Debate:
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+ ArePeople KINDER?

whatisthe
opportunity for
YOUR Attraction?

i * ArePeople MORE FORGIVING?
or..
+ Are People MORE Discerning/Wanting MORE?
* Istherea desire for More VALUE ADD?

« Isthere adesirefor PREMIUM products?
« Isthereadesirefor more PERSONAL products?
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The .
Pandemic:
Impact on Behaviours
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pl praising what they want from their free time
* Peoplemore ‘Digi Savvy" WE LOVE TECH
* Leisure /Entertainment ABASICNEED
d * PeopleValue ‘Getting Out’ More FREEDOM!
* More ‘Experience’ Focused MEMORIES h H —the
* More ‘Friends and Family’ Focused LOVE w at 's

* PeopleValuingwhat is on their doorstep COMMUNITY

opportunity for
. r'iT:;oDrii‘(:tzgi:g—Wanting more: SAFE youR Amactio"?

+ Transparency
* Comfort

o
+ Tobe ‘lookedafter’ Tep |"m-’ "

Inthe light of what's Changed

E_ shderbelly

Why do you do what you do?

Why do people come to your Attraction?

Isittheright price/does it offer the right value?

Point of difference/USP/Advantage vs competition?

What are the Barriers to entry?

Is your Brand (ing) still relevant?

Did you Pivot? What elements will you keep?

Digital offering —isit still relevant? How can you capture the ‘Digi Savvy’ behaviour
change?

WHATNEEDS TO CHANGE?
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Inspecting the

Underbelly
inthe light of what's Changed

2. Your Market & Your Marketing

How has your market changed?

Different people —local/community/ regional not international
Different Expectations

Consider how important loyalty/repeat visits/community is now
Is your Marketing relevant to your new market?
Digital/Traditional?

TED |fegmem

WHATNEEDS TO CHANGE?

InspeCting the

Underbell

In theyligtrt of what's Changed
4. YourBusinessModel-Skatetowherethe puckis GOING..

* Look at your KPIs (Numbers/ Percentages..)
* Doesitallstill work? (Fit for purpose -NOW)
* Future Budget/Plan (Revenue streams/Costs/profit)

WHATNEEDS TO CHANGE?
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fnspeCting the

Underbelly
inthe light of what's Changed

3. TheExperience

* SOPs (C-19requlations)

* Standards (Manage expectations —timings/capacities etc)

 Customer Metrics (How do you measure satisfaction?)

* KEEPChanges?  (Pivotingideas/timedticketing/opening
times/capacity reduction etc)

COMMUNICATION/TRANSPARENCY matters
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WHATNEEDS TO CHANGE?

gefore you change...
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“MEASURE TWICE, CUT ONCE”
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~Are youready to Change? In Summary: P

Everything (Including YOU!)
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Whatareyouwantingtoachieve?

Things have changed — embrace and

2 change with it to capture
opportunities for changed behaviours
and markets

* Collaboration/Teamwork/Sharethe load/Discuss & plan - Survival/Sustainable
Profitability?
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* Bespecific with you Goals & then have a plan of action/timelines/accountabilities

L)

Inspect the Underbelly of the business

— every aspect - in detail - Measure
* Morerevenue from Customer twice, cut once.

* EaseofTransaction

* Morepeople/visitors/guests 4 Work Collaboratively with your team,
« Safety/Security community and the wider region

* Ops efficiencies/Simplicity/Flexibility/More Human?

5 Plan the relaunch & share the load

‘Skate to where the puck is 9oing’ TED | 5o

+ Always measureROI

And Finally - Remember.
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SKATE TO WHERE THE PUCK IS GOING

MEASURE TWICE, CUT ONCE

' “We want to make sure when we
putthe boatback in it is sounder
and does business in 2 better
Way”
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Getting NI Ready to Reopen: g , Touﬁ sm Nl

Visitor Attractions Bl  ouality Assurance
Support & Learnings

9 mﬁﬁe‘;‘nirelund
Samantha Corr

1
E Quality Supportin 2021

- one year extension - free of charge

! - Assessments recommence in April/May 2021 Ti P S for Reop eni ng

-+ Newmembeys
+ Those waiting for 2 reassessment
- continued engagement and support

tourism
northernireland
&Q .
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Cleanliness

1) Cleanliness & Health Measures

- 69% of travellers Cite Cleantiness and heatth measures 2s 2 Critical
component of travel brands’ CYisis response.

2) ShowCase your standards

- 70% of people want to know what heatth and hygiene poliCies ave inplace.
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Awareness & EduCation

4) Guide to RestriCtions
- Tourisi NI resources, €.9. Working Safely during COVID-19
- Nipirect: s/ /www. nidiveCt. aov.| icles/C i
uidance-what-| ictions-mean-you

5) Helping your visitors
- Wak the visitor journey
- Make it easy to follow guidance

A

SRS R W V[ /—— —

7 S W —— —

3) Safety Assurances

www.goodtogoni.Com
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New Ways of Working

6) Clear communication

- Storytelling
-peopie meets process

7) Technology
- ‘Three years' of digital transformation in three monihs

8) Adaptability

A
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https://www.nidirect.gov.uk/articles/coronavirus-covid-19-regulations-guidance-what-restrictions-mean-you
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Norther
freland
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078 2501 0682

ywu s.Corr@tourismni.Com
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WEB: covidl9.tourismni.com

EMAIL: industry.development@tourismni.com

Tourism NICOVID 19 Business SupportHelpline
02895925313
Linesopen Mondayto Friday 9am-5pm
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