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Introduction 

NITB Corporate Plan 2008-2011
The Northern Ireland Tourist Board (NITB) has identified 4 keys product portfolios for the 2008 -2011 Corporate Plan:
· Sports Tourism, Activities and Waterways 
· Culture & Heritage 

· Business Tourism

· City Breaks 

Taking into consideration the quality of the Activity Tourism product in Northern Ireland the following priority areas have been selected:

· Adventure – for list of activities included under this title see Appendix 1 

· Canoeing

· Cycling

· Walking

· Golf – a separate Marketing Action Plan will be drawn up for this activity

NITB have committed to provide £160k per annum funding to the Countryside Access and Activities Network (CAAN) between 2009-2012 to deliver of key agreed outputs (see roles and responsibilities).  NITB have also committed £20k per annum to directly fund elements of Activity Tourism. 
An annual Activity Tourism Marketing Action Plan will be developed in partnership between NITB and CAAN to meet objectives and targets outlined in the NITB Corporate Plan 2008-2011.   
The Activity Tourism Working Group (an elected group from the Activity Tourism Forum) will have input into the annual Action Plan. 
Target Markets / Groups
The following markets and consumer groups will be the key targets for this action plan.  However other target groups may be engaged in conjunction with overall NITB campaigns e.g. couples, empty nesters etc. 

Key Markets

· Northern Ireland

· Republic of Ireland

· Targeted opportunities will take place in Great Britain and other key markets in association with Tourism Ireland (TIL)

Key Consumer Groups

· Family – Focus on Adventure, targeted opportunities walking, cycling and canoeing 
· Affinity Markets – walking, cycling and canoeing 
· Young Couples / Adults – Focus on Adventure

Roles & Responsibilities
Northern Ireland Tourist Board (NITB)
NITB are responsible for leading the activity tourism marketing for Northern Ireland, including strategy development, the marketing planning process and the implementation of marketing activities.  The geographic remit is Northern Ireland and Republic of Ireland. The Culture Heritage and Activities Department will seek to deliver specific marketing activities on the ground as well as liaise with other relevant NITB departments (the Destination Marketing Department, the PR team, the Research Team, the Customer Relationship Management team) and TIL to ensure that maximum leverage of activity tourism is achieved.
Countryside Access and Activities Network (CAAN)
NITB have committed to provide CAAN with funding between 2009-2012 to deliver key agreed outputs. 
This funding is, along with core funding from Sport NI, Northern Environment Agency (NIEA) and Inland Waterways and Inland Fisheries Branch of the Department of Culture Arts and Leisure (DCAL), critical to the delivery of CAAN’s key role of product development.  In addition to this, CAAN is responsible for the delivery of specific marketing activities on behalf of NITB where the budget is wholly or partly put forward by NITB.  Where any additional funding can be raised by CAAN, CAAN will carry out other activity tourism marketing activities to support the action plan.  The geographic remit is Northern Ireland and Republic of Ireland and occasionally targeted out of state, when funding allows.
Tourism Ireland (TIL)
TIL is responsible for marketing activity tourism outside the island of Ireland.  NITB will take a leading role in communicating with key TIL offices (GB; Netherlands) to ensure that activity tourism priorities are shared and proactive campaigns are put in place.
Regional Tourism Partnerships / Organisations (RTP/O)
RTP’s primary role is to support NITB in the achievement of destination marketing through the delivery of a co-ordinated approach to product development, industry development, visitor servicing and marketing communications.  Part of the marketing role will incorporate promotion of the region in Northern Ireland and Republic of Ireland, through RTP membership, at activity related shows, in liaison with CAAN.  A key focus for RTP’s will be to develop segment focused, intelligence led “activity clusters” corresponding to consumer demand and requirements.

Activity Tourism Forum 
Members of the Activity Tourism Forum are responsible for collaborating and engaging fully with the above organisations.  This includes providing support (as is reasonably requested) for provision of outdoor activities for marketing purposes and financial contribution for some projects.  Activity Operators should support CAAN / NITB in research projects providing essential visitor data.   

Activity Operators are responsible for leading the communication process (Activity Tourism Forum and Working Group) and identifying business needs & skills development. 
Activity Tourism Marketing Action Plan 2010/2011
Adventure (and general activity tourism marketing activity)
	Year 2
April 2010 / 2011
	Who
	When
	£

	Campaigns

NITB Consumer Campaigns

· Ensure Activity Tourism is included where appropriate in NITB consumer campaigns

· CAAN to brief NITB Destination Marketing Team for each campaign 

Summer Campaign (Outdoor Active) – using Outdoor NI Brand 

· Targeted family and VFR consumer campaign via e-marketing, exhibitions, PR, events and activity breaks

Winter Campaign  incorporating Christmas Campaign
· Targeted family and VFR consumer campaign via e-marketing, exhibitions, PR, events and activity breaks

· Develop a Christmas distribution plan to promote activity / adventure targeting NI market including E-marketing campaign

Spring Campaign 

· Targeted family and VFR consumer campaign via e-marketing, exhibitions, PR, events and activity breaks

· Incorporate opportunities surrounding Valentines Day, St Patrick’s Day and Easter 

Websites

discovernorthernireland.com  

· Provide copy write to ensure regular update content of Activity Tourism pages

· Tag activity entries on TidiNet

· Establish Feed from CAAN website 

· Carry out annual review of Feed from CAAN activity websites

· Establish Prominent Link to CAAN websites 
Consumer Websites

· Populate CRM system to further segment market

· Continue to provide a more commercial focus by encouraging trade to upload trackable special offers and packages.

· Regularly update features, mini-destination guides and news items

· Continue to develop social marketing & blog opportunities  

· Continue to populate site –  routes, providers, locations in NI
· Carry out marketing activity in line with campaigns – targeted e-zines, competitions

· Continue to develop websites to industry standard

· Implement minimum Venture Outdoors requirements for content of all CAAN websites

OutdoorNI.com 

· Carry out audit of site design and content 

· Attract 7500 (average per month) Absolute Unique Visitors 

· Generate 35 enquiries and 2000 web referrals (average per month) 

Publications – Adventure Northern Ireland Brochure

· Continue to ensure effective distribution of current Adventure Brochure

· Deliver a new format Adventure Brochure (subject to additional funding from NITB)

Exhibitions

Dublin Holiday World – Jan 2011
· Exhibit under Discover Northern Ireland Brand (promoting winter campaign)

Outdoor Active Summer Roadshow 

· Attend minimum 3 roadshows (2 NI & 1 ROI) around outdoor fairs in NI & ROI focus on family market 

Attend at least one out of state exhibition with Tourism Ireland

· Exhibit under Discover Ireland Brand in liaison with TIL

· Assess potential for further exhibitions via ‘Stowaway’ project

Events 

National Trails Day 

· co-ordinate a minimum of 40 events across NI on National Trails Day
· launch National Trails Day with an official launch
· secure a minimum of £100,000 of PR for National Trails Day
· secure attendance of 2,000 participants in National Trails Day
Adventure Festival 

· Organize a festival to increase perception of NI as an activity destination for families 

· Consult with trade re logistics to ensure effective delivery 

· Liaise with NITB / AV Browne to promote effectively 

PR

· Implement extensive PR plan (print and on-line) 

· Adventure – targeted consumer PR whilst utilizing niche opportunities 

· Walking – targeted consumer PR , affinity markets, major event support 

· Cycling – targeted consumer PR , affinity markets, major event support

· Canoeing – targeted consumer PR , affinity markets, major event support 

· In partnership with NITB & TIL coordinate a minimum of:

· 2 family orientated FAM trip focusing on Adventure

· 3 further FAM trips with priority given to walking 

· Monitor Media Features & Press Clippings

· Generate equivalent PR values of £7.5million

· £6 million from Direct PR (generated by CAAN)

· £0.5 million from Belfast Telegraph Feature ‘Cycle this Way’ (generated by CAAN)

· £1 million from Indirect PR (positive PR generated by third  party)  

· Continue to develop database of activity tourism contacts (tour operators; journalists etc.) & disseminate to industry 

· Develop PR plan 2011/2012 for Activity Tourism

Research 
Activity Provider Research 

· research key measures in the private sector in order to evaluate trends in activity tourism

· Produce report comparing 3 years of data and disseminate to industry.

· Asses questionnaire as a suitable tool for measuring value of activity tourism 

Consumer Research 

· Liaise with NITB to ensure base data is collected for activity tourism in key mediums including Tourism Barometer, Northern Ireland Passenger Survey and Visitor Attitudes Survey 

· Online consumer survey – Carry out two online surveys on outdoorni.com to investigate short break/package requirements and perceptions of activity provider’s offering
St Patrick’s Trail 

· Incorporate Trail in marketing materials 
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Walking & Affinity 
	Year 2
April 2010 - March 2011
	Who
	When
	£

	Affinity 

Affinity 

· 3 presentations to targeted affinity sector in ROI including assessment of potential for FAM trips

· 3 potential FAM trips of representatives of affinity groups

Campaigns

Affinity Walking Campaign
· Targeted campaign to walkers, walking clubs & associations in Republic of Ireland

· Produce short breaks cluster flyer & distribute

· Roll out via walking festivals, magazines and E-marketing campaign

· Mailing to target consumer groups & CRM database

Websites

WalkNI.com 
· Attract 8500 (average per month) Absolute Unique Visitors

· Incorporate NI stories for identified walking routes in conjunction with NITB product team

Ulster Way on WalkNi.com 

· Continue to populate site with images and accommodation
· Continue to update route information re: ongoing signage 
· Attract 1700 (average per month) Unique Page Views 

Publications 
Walk Northern Ireland Brochure

· Continue to ensure effective distribution of current Walk Brochure

· Deliver a new format Walk Brochure (subject to additional funding from NITB)

Regional Walking Packs 

· Liaise with product team to submit funding applications for each RDP area

· Develop Regional Walking Packs for each county and waymarked way as funding is agreed

· Investigate and roll-out a commercial model for the sale and distribution of the packs.  Investigate E-commerce opportunities.

Ulster Way Publication 

· Investigate funded and commercial options for developing an official Ulster Way publication

· Commission and roll-out as appropriate

Exhibitions

Over 55’s Show Dublin – Oct 2010

· Exhibit under Discover Northern Ireland Brand 
NITB Group Organisers’ Day Out Fair 

Product Enhancement 
Walkers Welcome Scheme

· Develop and collect NI stories along identified routes that correspond to NITB signature projects and potential activity clusters

· Assist NITB to draw up proposals for Walkers Welcome Scheme

Research

· Based on funding available from NITB, develop research plan in order to drive product strategy and short breaks

· Design questionnaires and discussion documents aimed at walkers and stakeholders in NI and ROI

· Carry out fieldwork in peak summer season through face-to-face interviews, online survey, focus groups

· Identify walking tour operators to carry out research

· Evaluate results and produce report

· Disseminate to CAAN, NITB and other stakeholders

· Amend action plans and strategy as a result of findings


	CAAN

CAAN

CAAN

CAAN
CAAN
CAAN
CAAN
CAAN 

CAAN 
CAAN
CAAN
CAAN
	Ongoing

Q1-Q2
Q1-Q4

Q1-Q4
TBC
Q1 – Q4
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Q3-Q4
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	-----------
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Cycling 
	Year 2
April 2010 - March 2011
	Who
	When
	£

	Campaigns

Affinity Marketing 
· Investigate ROI affinity cycling market by attending major event

· Insert short breaks flyer in cycle event packs in NI and ROI

· E-marketing to affinity market

Websites

CycleNI.com 
· Attract 2500 (average per month) Absolute Unique Visitors

Publications – Cycle Northern Ireland Brochure

· Continue to ensure effective distribution of current Cycle Northern Ireland Brochure


	CAAN

CAAN

NITB/ CAAN


	Q2-Q3 

Q1-Q4

Q1-Q4


	500
1000

------------
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Canoeing
	Year 2
April 2010 - March 2011
	Who
	When
	£

	Campaigns

Affinity Marketing e.g. Canoeing Association & Groups 

· Liaise with ICU to include flyer in Liffey Descent competitors pack

· Flyer distributed to ROI canoe clubs and associations

· E-marketing to affinity market

· PR support for key canoeing events aimed at affinity market

· Lough Erne Canoe Rally

· Strangford Challenge 

· PR in key canoeing publications 

Websites

CanoeNI.com 

· Carry out audit of site design and content – incorporate Volunteer Ranger findings on Canoe Trails

· Attract 1500 (average per month) Absolute Unique Visitors

· Incorporate new coastal canoe trail information 

Publications 

Canoe Northern Ireland Brochure

· Continue to ensure effective distribution of current Canoe NI Brochure

Canoe Trail Guides
· Continue to ensure effective distribution of current Canoe Trail Guides

· Liaise with Product Development re design of new Coastal Canoe Trail Guides

	CAAN

CAAN

CAAN / NITB

CAAN

	Q1-Q3
Q1-Q4

Q1-Q4

Q2

	350
1000

-----------

RDP + Councils 
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Industry Communication & Development 
	Year 2
April 2010 - March 2011
	Who
	When
	£

	Activity Tourism Industry

Activity Tourism Forum (see appendix 2)

· Organise two forum meeting 

· Elect an annual Activity Tourism Working Group each Autumn

Activity Tourism Working Group (see appendix 2)

· Organise three working group meeting per annum 

Training Seminar 

· In collaboration with CAAN deliver a seminar to meet industry needs  

· Subject matter to be agreed in consultation with ATF members

Learning Journey

· In collaboration with CAAN deliver a learning journey to experience to best practice first hand

· Location to be agreed in consultation with ATF members

Accreditation & Licensing

· Liaise with Sport NI to inform industry on outcome of DCAL’s decision regarding report

NITB Events

· Ensure ATF members receive invites to relevant industry events
Trade communications

· ensure key NITB news & market intelligence and TIL news & market  intelligence are communicated at working group & forum

Tourism Industry Communication

Tour Operators

· Influence tour operators to establish at least one package for each product group 

· Attend Meet the Buyer Workshop 
Product Workshop 

· Assist NITB in delivery of workshops for walking, adventure, cycling and canoeing in order to

· Enhance short breaks offering

· Assess interest and requirements for walkers welcome scheme

· Educate accommodation sector on activity provider in their cluster

Product Knowledge 

· Deliver a TIC ‘roadshow’ to train staff on developments within the activity tourism industry (in conjunction with NITB)
· Contribute to NITB industry communication mediums 

· Attend Tourism Ireland Product & Publicity workshop in conjunction with NITB product team 

· Liaise with Tourism Ireland (focus on GB) to update on key product developments and marketing activity

· Attend NITB Group Organisers’ Day Out Fair to represent walking

Countysiderecreation.com 

· Continue to populate site- publications, projects, news etc
	CAAN
CAAN
NITB

NITB

CAAN

NITB

NITB

CAAN/NITB
CAAN
CAAN/NITB 
CAAN
CAAN

CAAN

CAAN / NITB

CAAN

CAAN
	Q3&Q4

Q3
Q3&Q4
Q3-Q4
Q2
Q1-Q4

Q1-Q4

Q1-Q4

Q1-Q4
Q1
Q4
Q1

Ongoing

Q3 – Q4

Ongoing

Q4

Ongoing
	500 
(NITB)
--------
4500

(NITB)
6000

---------

----------

----------

---------

---------
4000 (NITB)
250
-----------
-----------
-----------
-----------
------------


Budgets

· Budgets figures for each action point are flexible in order to maintain a flexible approach

· Action point with ------- allocated to budget mean this covered by staff time or incorporated in another external programmes budget 

Appendix 1 
List of activities included under Adventure Marketing 
	LAND 

· Adventure Racing
· Archery
· Caving
· Clay Pigeon Shooting
· Climbing
· Coasteering & Bouldering
· Cycling
· Fell Running 

· Horse Riding
· Hovercrafting 

· Kite Buggying
· Land Buggying 

· Mountain Boarding
· Mountainbiking
· Orienteering
· Paintballing & Combat
· Walking
· Zorbing 
	WATER

· Boat Charter & Cruising
· Boat Trips
· Canoeing
· Diving
· Fishing
· Jet Skiing
· Kite Surfing
· Sailing
· Surfing
· Waterski & Wakeboard
· Windsurfing
	AIR

· Gliding
· Hang-gliding & Paragliding
· Microlight Flying
· Model Flying
· Skydiving & Parachuting


Appendix 2 

Activity Tourism Forum

Terms of Reference

Sports Tourism, Activities and Waterways has been identified by the Northern Ireland Tourist Board (NITB) as one of four key products portfolios with a clear focus on product development management and marketing to generate competitive advantage in Northern Ireland.  

The aims of the forum are:

· to promote the sharing of information and best practise within the industry

· to define activity tourism priorities

· to understand any gaps in commercial skills and facilitate training sessions or seminars as appropriate

· to create stronger links between the activity tourism providers and NITB marketing and market development activities

· to inform the activity tourism sector of NITB marketing plans, opportunities, developments and market information as well as sharing any product developments plans (such as route and trail development by CAAN)

· to encourage collaborative marketing (such as fully taking advantage of PR opportunities)

· to elect a working group whose objective is:

· to agree the agenda for Activity Tourism Forum meetings

· to consider the issues identified from the forum and collaboratively agree the way forward

· to input into activity tourism action plans

· to advise, recommend and input into specific, marketing-focused tasks or projects, on behalf of the Activity Tourism Forum members

· to lead on non-marketing tasks or projects on behalf of the Activity Tourism Forum members

· to seek funding opportunities where possible
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