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1. Introduction. 
 
In March 2020, the Regeneration and Development Committee approved the Tourism 
Service Plan for 20/21 June 2018.  At the time of writing the report the Tourism Service was 
planning service delivery in line with ITRDS targets and a regional tourism industry which 
was continuing to grow year on year. Since then, the impact of the global pandemic has 
been far and wide reaching, impacting on the tourism and hospitality sector significantly. 
 
Impact of Covid-19  
 
In March 2020, all operational services open to the public were immediately closed (VICs).  
All staff were deployed to home working and systems were put in place to continue 
delivering customer facing services. 
 
The two permanent VICs were closed to staff and public. The two seasonal offices had not 
yet opened, and the seasonal staff recruitment was halted.  A decision was agreed via 
delegated authority (under Emergency Planning) to cancel all Council events April 20 – end 
June 20. This was further extended to end of August, and then in July to the end of the 
Tourism events season (November 2020).  This means none of the 12 planned tourism 
events will be delivered this year.  A review of the Events Grants, with Letters of Offers 
already communicated to organisers, was undertaken.  Most the events had already made 
the decision to cancel, or during the review process, cancelled their event.  At the time of 
writing this report, 4 grant aided events remain under review (Oct – March 2021). Tourism 
Development immediately moved to business support/ guidance and Borough Marketing 
maintained all relevant communications on cancellations, industry support and positive 
imagery of the borough throughout lockdown. 
 
The Service has provided continued support to local businesses in line with the Recovery 
Plan and continues to deliver some aspects of the approved Service Plan, albeit adapted. 
 
Examples of continuing work include  
 

1. one to one business support and advice on Government Coronavirus Grants, plus 
new and emerging Tourism NI Grants 

2. delivery of tourism experiences and visitor enquiries, online, email and by phone. 
3. Industry communications via weekly ezines and specialised updates.   
4. Website updates on activity and places to visit as the sector started to open in July 

2020.  
5. Active recruitment for Tourism NI Staycation campaign and the supporting ANDBC 

autumn Staycation campaign delivered in NI and ROI as well as Taste AND – a 
celebration of food and drink in NI (in market at time of writing the report).   

 
Alongside this scheduled work, additional to the plan and replacing planned activity which 
cannot be delivered  
 

• the Borough Marketing Manager has delivered the Shop Local campaign with 
colleagues in Regeneration and Corporate Communications, and is planning a 
further Christmas Recovery Shop Local campaign 

• the Events Manager is managing a Christmas Recovery Town Centre animation 
activity with Regeneration and Corporate Communications 

• the Tourism Manager is managing a series of Town Christmas markets with 
colleagues in Events, Regeneration and Corporate Communications 

• the above subject to continuing Government Guidance. 
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The Tourism service has been severely impacted by the pandemic, and unfortunately at the 
time of writing this report, has been unable to resume several core services. In September 
2020, the Council approved that Ards VIC would reopen. Bangor VIC, due to physical 
limitations restricting appropriate social distancing measures, would remain closed until 
spring 2021. Once the VIC reopens the VIC team will assist the trade, visitors and delivering 
support services to the rest of the team.  Events and the delivery for 21/22 has yet to be 
determined and will be guided by Government guidelines and budget.  The Events team, as 
part of an internal working group, is considering what a viable Transitional Event Plan could 
look like in the 21/22.  This will be brought to the Strategic Covid 19 Recovery Group for 
approval once complete.  
 
Most team members were put on furlough in May, since July a couple of officers were 
returned to their substantive post (Food and Drink Officer and Marketing Officer) and in 
October 2 officers were recalled back earlier or for extended periods. By 1 November it is 
anticipated most but not all Tourism team members will have returned to their substantive 
posts (due to continuing restrictions on service components).  At the time of writing this 
report the Service is continuing to work with colleagues in HR on potential redeployments. 
Throughout this time, some members of the team have had or continue to be redeployed in 
other services including the emergency Care Call and Community Support sections and 
more recently the Museum and Waste Services. 
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1.1 Section Profile: 
 
The Tourism Service Area is part of the Regeneration, Development and Planning 
Directorate, and comprises the following service units, led by the Head of Tourism (job 
share): 
      

Tourism Service 
Unit 

Manager Staff Posts 

Visitor Services 
 
 

Tourism Manager Visitor Services Coordinator 
 
VIC Advisor f/t - 2 
VIC Advisor p/t - 5 
 
4 Seasonal advisor’s x 2 VICs  
(8 staff in total) None recruited in 2020. 
 
Casual pool of Visitor Advisors. No use of 
casuals since end March 2020. 

Tourism/Product 
Development 
 

Tourism Manager TDO Visitor Services 
TDO Product Development 
TDO Product Development 
 
Assistant TDO 
 
Food and Drink Development Officer 

Administration 
 

Tourism Manager Admin Officer p/t 
Admin Assistant 

 

Marketing Service 
Unit 

Manager Staff Posts 

Marketing 
 

Borough Marketing 
Manager 

Marketing Officer 
Assistant Marketing Officer (job share) 

 

Events Service 
Unit 

Manager Staff Posts 

 
 

Events Manager Events Officer (delivery) 
Events Officer (evaluation and grants) 
Assistant Events Officer 
Events Assistant p/t 
Events Assistant 
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The chart below shows the TOURISM structure.   
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1.2 Why do we deliver the service? 
 

The Big Plan provides the strategic direction for how all public services should be 
delivered in Ards and North Down. It provides 5 desired outcomes that we, as a 
community, should pursue to achieve our vision that, “Ards and North Down is a vibrant, 
connected, healthy, safe and prosperous place to be”. 
 
The new draft Corporate Plan 2020-24, was out to public consultation at the time of writing 

the original the Service Plan, it aligned our priorities with the Big Plan outcomes, adding a 
priority focused on the Council’s Performance – a key enabler to progression towards 
the other outcomes. The completion of the Corporate Plan is expected to progress in 
November 2020. 
 
ANDBC Priority  Description  Big Plan Outcome (All 

People…)  
The Council’s role  

Prosperity  Growing our local 
economy  

Benefit from a 
prosperous economy  

Creating the conditions 
for businesses to start, 
sustain and grow and 
providing opportunities 
for employment and 
prosperous communities  

Environment  Growing a cleaner, 
greener local and global 
environment  

Feel pride from having 
access to a well-
managed sustainable 
environment  

Providing for a clean, 
attractive, 
environmentally 
responsible place, 
including our towns, 
villages, countryside 
and coast  

Opportunity  Growing the lifelong 
potential of our 
community  

Fulfil their lifelong 
potential  

Working with partners to 
develop the potential of 
our residents, young 
and old – including skills 
development  

Pride  Growing empowerment, 
respect and safety of 
our community  

Live in communities 
where they are 
respected, are safe and 
feel secure  

Partnering with our 
community to develop 
positive relationships, 
community pride, 
respect and safety  

Life  Growing the health and 
wellbeing of our 
residents  

Enjoy good health and 
wellbeing  

Supporting the physical 
and mental wellbeing of 
our residents through 
our services, facilities 
and partnerships  

Excellence  Growing a high-
performing Council  

Enabling all other 
outcomes  

Working to be an 
effective and efficient 
organisation, innovating 
and partnering to make 
a sustainable, positive 
difference for our 
Borough  
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The Tourism service aspires to facilitate and support tourism businesses and other public 
bodies to deliver on Priority ‘Prosperity’ and aligned to the Big Plan Outcome 4 – benefit 
from a prosperous economy. 
 
The draft Corporate Plan identified that tourism was a mainstay of the local economy 

contributing almost £50m of revenue.  In addition to the Borough being home to a broad 
range of family, heritage, natural and cultural attractions it has a reputation for hosting 
events which are major in scale, such as Ward Park 3, to national events such as the 
Circuit of Ireland Rally, and local events and festivals.  The developing agri-food sector 
has created more local employment and a developing food producer and hospitality 
industry is assisting the area to become a desirable ‘food-tourism’ destination. New 
developments in local attractions including Exploris and Pickie Fun Park and planned 
further development at Queen’s Parade, and the City Deal projects of Bangor Waterfront 
and Whitespots Country Park, were forecast to increase visitors and tourism revenue to 
the borough. 
 
The Tourism service continues to strive to deliver on enhancing the visitor experience to 
increase visitor spend and is a key service in delivering two primary targets of the Integrated 
Tourism, Regeneration and Development Strategy 2018-2030 (ITRDS):  
 

• to increase share of NI overnight trips to the Borough from 6% to 10% by 2030 

• to increase tourism revenue from £46m in 2016 to £82m by 2030.   
 
The role of the Tourism Service is to meet these targets by delivering on the ITRDS key 
thematic priorities. However, it must be recognised that although these are strategic long 
term targets the impact on the Tourism and Hospitality sector has been immense and 
continues to face daily challenges. 
 
During 2019, the Tourism service led on the development of the Borough Events Strategy.  
This involved extensive consultation with key stakeholders both internally and externally and  
led to the creation of the draft ‘Borough Events – Strategic Direction’ (BESD).  At the time of 
writing the original Service Plan, this initiative was almost complete.  It was  to  seek 
approval from Council on the direction of travel for events delivered and supported by 
Council over a 5-year timeframe.  It was anticipated this would allow the Council to progress 
the development of an Action Plan aligned to the key principles of strategic direction during 
2020-21. Unfortunately, due to Covid 19, the BESD was never finalised, however the 
principles of it delivering best outcomes for the borough in the most efficient way are still 
current and indeed more important at this time. It was intended that this would be a cross-
Directorate document and to be developed with assistance from the Strategic 
Transformation and Performance Service, subject to a prioritisation process. However, due 
to the pandemic, it is prudent that the Council ‘takes stock’ of the current social restrictions in 
place and is cognisant of what events can be safely delivered efficiently in these challenging 
circumstances.  Accepting the principles of the BESD, that Council seeks to maximise 
outcomes through the direct delivery of fewer events, seeks to support and facilitate event 
organisers with capacity and training and optimises opportunities for ‘bid for’ events, the 
Internal Events Working Group is developing an Events Transition Plan for 2021-22.  This 
will be presented to Council in November 2020. 
 
In December 2019, the Council approved the direction of the Borough Marketing and 
Communications Strategy (BMCS). The BMCS’ aim is to convey clear propositions to a) 
target potential visitors and b) attract potential investors to the borough.  Although 
structurally positioned in the Tourism Service within Council, its development requires 
significant engagement across the Tourism, Economic Development and Regeneration 
Services and corresponding sector. 



       

9 
 

 
1.3 What is the purpose of the service? 
 
Our Purpose  
 
Our purpose is to facilitate, sustainably grow and promote the tourism offering within the 
Borough, focusing on key strengths that resonate with identified markets, to increase the 
overall NI visitor market share and economic return to the Borough in line with the targets set 
by the ITRDS. 
 
Thematic Priorities in ITRDS with a focus for the tourism service 
 

Thematic Priority  
 

Integrated Action Council partners 

Promote to Invest 
 

• Borough Marketing and 
Communications Strategy 

• Borough Events Strategy 

• Corporate 
Communications 

• Range of other 
services 

Connect Places and 
People 

• Continuous Coastal Route 

• Collaborative Networks 

• Regeneration 

• Range of other 
services 

Equip with Skills and 
Places 

• Blue Green 
Accommodation 
Development 
 

• Regeneration 

• Range of other 
services 

Excel in Quality and Value • Blue Green Visitor 
Experience Development 

• Community and 
Culture 

 
The Tourism service will continue to seek to deliver on the above for the remainder of 20/21 
by: 

• delivering and supporting the industry, and promoting a range of product/experience 
development projects and programmes (including Food and Drink experience 
development) 

• delivering and promoting tourism events. This is now not possible due to the 
pandemic and cancellation of all Tourism Events. However subject to budget, the 
service may assist in delivering Regeneration led Town animation events 

• providing grant and other support to event organisers. Some events which have 
Letters of Offer may be able to be delivered (now – March 2021), however most are 
cancelled. Event organiser support continues. 

• delivering visitor servicing through Visitor Information Centres, their outreach and 
information distribution activities. At the time of writing this report Council approved 
that  Ards VIC will reopen in November 2020.  Since the sector reopened the 
distribution of literature has been maintained at a reduced level. Plans are being 
rolled out to move the Visitor Information Service into Exploris under a SLA to be fully 
functioning by spring 2021. 

• conducting ongoing market research and compiling data to inform programming and 
marketing decisions.  This has and will not be possible for the remainder of the year 
with regard to visitors and event attendees. However, evaluation will be undertaken 
for any Recovery activity. 

• delivering destination campaigns to promote the borough as an appealing visitor 
destination, highlighting unique assets and key themes as set out in the ITRDS.  

 
These activities are delivered either directly or in partnership with a range of stakeholders 
including the local tourism sector, other local authorities or tourism bodies, with the overall 
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objective of increasing visitor footfall and spend, thus increasing the economic impact of the 
visitor market on the Borough.  
 

2. Customers/Stakeholders 
 

2.1 Who are your customers and what do you know about them? 
 

Customers/ 
Stakeholders 

Profile / characteristics Interest 
How much 
does our 
work and 
our plans 
impact 
upon this 
stakeholde
r and vice 
versa? 
(Low, 
Medium or 
High) 

Power 
How 
much 
influence 
does this 
stakehol
der have 
over the 
success 
or failure 
of our 
work and 
our 
plans? 
(Low, 
Medium 
or High) 

Support 
What is this 
stakeholder’s 
current view 
of our work 
and our 
plans? 
(Supporter, 
Neutral or 
Critic) 

Elected Members Representatives of the rate 
payers 

High High Supporter 

Tourism Sector 
(Providers) 

Hospitality Businesses, Food 
and Drink businesses, 
Attractions, Activity Providers 
and Retailers  

 
High 

 
High 

 
Supporter 

Food Sector  
(Providers) 

Hospitality Businesses, Food 
and Drink businesses, 
producers, experiences 

 
High 

 
High 

 
Supporter 

Tourism (Visitors) Globally, but especially from 
GB, rest of NI and the ROI 

High  High Supporter 

Residents/Commun
ity Groups 

Population: 157,000 
 

Medium Medium Supporter 

Tourism NI National strategic vision, 
funding support, national 
marketing, City Deal partner 

High High Supporter 

Staff Tourism, Events, Marketing, 
Visitor Servicing, Admin 

High High Supporter 

Service Units Council wide  Medium High Supporter 

External Agencies/ 
organisations  

Funders, statutory agencies e.g. 
Dept of Communities (HED), 
National Trust, DAERA, Dept of 
Finance, ORNI, KNIB) 

Medium High Supporter 

Tourism Ireland All Ireland strategic vision and 
marketing 

Low Medium Supporter 

Visit Belfast Partnership to promote AND as 
part of Belfast Plus offering. 
Marketing and trade 
engagement 

Medium Low Supporter  

Partner Councils Benchmarking, events 
coordination, collective product 
offering, joint initiatives such as 
SLLP  

Low Low Supporter/ 
Neutral 
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Customers/ 
Stakeholders 

Profile / characteristics Interest 
How much 
does our 
work and 
our plans 
impact 
upon this 
stakeholde
r and vice 
versa? 
(Low, 
Medium or 
High) 

Power 
How 
much 
influence 
does this 
stakehol
der have 
over the 
success 
or failure 
of our 
work and 
our 
plans? 
(Low, 
Medium 
or High) 

Support 
What is this 
stakeholder’s 
current view 
of our work 
and our 
plans? 
(Supporter, 
Neutral or 
Critic) 

Quay Marinas* Event delivery, partnerships 
with sailing activity, tall ships etc 

High High  Supporter 

Translink* Use of event space, ad hoc 
transport services 

Medium  Medium Supporter 

DFI Road closures/traffic 
management 

High High Supporter 

Emergency* 
Services 

Event delivery  High  High Supporter 

Event Delivery 
Partners* (Event 
Engagement groups 
and Event Advisory 
Group) ** 

Joint initiatives, joint 
programming, window displays, 
competitions etc 
Informing the actions to support 
new strategic direction 

High  High  Supporter 

SERC Programme support/delivery 
Support and deliver new training 
initiatives as outcomes in 
strategic direction 

Medium Medium  Supporter 

City Deal partners 
(leadership group 
participants) 

Project development consultee, 
support 

High High Supporter 

Armed Forces* Event partnerships – Sea 
Bangor etc 

Medium Medium Supporter 

 

*No regular contact presently due to Tourism Event Programme cancellation 
 
** Regular contact with stakeholders via the Town Recovery Groups to replace Event 
Engagement Groups 
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2.2 What are your customers’ needs/demand levels? 
 

Customers Needs / demands from the service 

Tourism (Visitors) Easily accessible quality products/experiences and 
services which are deemed safe under strict RA 
arrangements and Covid-19 regulations.  

Tourism Sector (Providers) Advice, support, signposting, marketing and networking 
opportunities. 

Residents/Community 
Groups 

Quality service and value for money projects relevant to 
their needs related to tourism service e.g. use of VIC as 
referral service. Advice and guidance on tourism project 
delivery led by community groups e.g. events. The 
demands from this customer group are now focussed on 
Recovery activity. 

Service Units Advice and guidance on services/projects which may/will 
impact upon the visitor. 
Delivery of compliance and policy. 

External 
Agencies/organisations (e.g. 
Dept for Communities (HED) 
National Trust, (Quay 
Marinas, Transport NI, 
SERC, Chambers of Trade, 
Armed Forces) 

Advice on policy development. Partnership project 
opportunities. More limited opportunity with some groups, 
however increased opportunities with Tourism NI and 
Chambers. 
Request for advice/guidance 
 
 

Partner Councils Collaboration via partnerships or projects, requests for 
funds for economies of scale. Limited. 

Elected Members Delivery of Council agreed strategies and policies. 
Advice on operational delivery and ratepayer queries. 

Tourism NI Ensuring delivery of the national tourism strategy and its 
activity. 
Guidance on policy/projects relevant to local knowledge. 

Staff Support in development and compliance with procedure. 

Tourism Ireland Marketing information for key markets. 

Visit Belfast Marketing information/key messages. 

 

2.3 Customer satisfaction / needs 
 

• There were 13 pieces of research carried out through 19/20 year across events, 
visitor servicing, Experience Tours and marketing. 

• Research was carried out by a casual pool of researchers at events. 

• Google analytics were deployed for click rates, hits etc to analyse user profile, 
interest and impact of advertising data.  

• “Experience AND Tours” – customer questionnaires were conducted to evaluate the 
customer satisfaction of tours and improve/extend programming to fit market 
demand.  

• Food “Taste of” Tours – research was conducted to evaluate the customer 
satisfaction of tours and improve/extend programming to fit market demand.  

• Research was carried out at VICs across the summer season on reason for visit and 
origin of visitor  

• An economic evaluation report was completed for the Pipe band Championships 

• An online questionnaire with tourism trade, to establish communication methods, 
support, data gathering and visitor servicing, is currently in progress and due to be 
complete end March 2020 
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• A complete review of the application forms and processes for tourism grants was 
carried out in 2019.  The application form was shortened and simplified.  Feedback 
received from this year’s applicants has been positive. 

• Two tourism engagement groups (Accommodation and Attractions, Activity 
Providers) were developed and trialled. The aim of these groups was to allow for 
more interaction between the Council and trade alongside trade to trade networking. 
Attendance by the trade was not as positive as hoped and therefore only one group 
was formed and tested on either side of the Borough.  
 

Top line findings, which will be used to shape the service and its targets going forward, 
were as follows: 
 

Events: 
1. Total spend per attendee averaged £13.04 
2. 16% of attendees were from outside the Borough 
3. 96% of people would attend the events again 
4. 96% overall satisfaction rate at events 
5. 146,500 people have attended events in AND in 2019/20  
6. 41% of attendees were families 

 
Visitor servicing: (Figure average result for those surveyed across the four Visitor 
Information Centres) 

1. Primary reason for visit to the VIC: 41% wanting local info 
2. Main reason for visiting the area: 17% visiting Friends and Family  
3. Of those surveyed “Out of Borough” visitors: 53% 
4. Of those “Out of Borough” visitors top two origins: 23% Rest of NI and 18% GB 

 
Experience Tours: 

1. 31 tours operated (17 sold out and 2 cancelled – 1 poor weather and 1 insufficient 
numbers) 

2. 78% tickets sold 
3. 34% out of borough visitors 
4. 69% first time customers 
5. 4.6 feedback rating (out of 5 with 5 being excellent) 

 
Food Taste of Tours: 

1. 4 tours operated 
2. 83% tickets sold 
3. 22% out of borough visitors 
4. 78% first time customers 
5. 4.8 feedback rating (out of 5 with 5 being excellent) 

 
Marketing: 

1. Web analytics: 
a. 252k users (annual increase of 27%), new users 246k (annual increase of 

25%) note: figures bolstered by Ward Park 3 event.  
b. Geographic split 

91% UK,4% ROI, 2% N. America, 2% Europe,1% Australia NZ)  
Within UK – split is 68% from NI, 26% England, 5% Scotland, 1% Wales 

c. Top 5 landing pages were events and what’s on based, highlighting need to 
have accurate content here 

d. 59% acquisition is from organic search, 23% direct search, 6% from referral 
and 10% of acquisition from social media, highlighting need to have a 
presence on this platform independently for tourism to deliver visitor focused 
messaging.  
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e. Online website survey- 90 respondents (Aug– Feb 2019) 77% of 
respondents were looking for information about events and what’s on, 10% 
researching things to do, 10% were considering a visit / searching for 
accommodation options. 95% confirmed that the website met their needs 
well, 89% confirmed that information was easy to find, and 99% said it was 
visually appealing.   
 

2. E-zine delivery 98 ezines delivered   
 

Activity for 2020/21 will seek to continue most of these models but also expand to gather 
more individual and trade data, as follows: 
 

• It was anticipated that the Event Engagement Groups would continue in 20/21and a 
full review of the of the stakeholder group was to be conducted in 20/21. This will 
now not happen.  Direct engagement with stakeholders is via the Town Recovery 
Groups.  Further to this the newly formed Town Groups will provide a platform for 
shared stakeholder working for all service elements in the Directorate.  The Events 
unit is to form a Working Group with Event Organisers (who receive grant aid) to 
consider Organiser requirements both in capacity and in relation to any support 
funds. 

• An Event Survey was conducted with the industry in July to assess visitor appetite for 
events.  This will be run again in Jan 2021. 

• Visitor and resident enquiries serviced by the VIC and TD team have been recorded 

• A rolling review of the Tourism Events Grants application process will continue as 
part of the Borough Events Strategic Direction. 

• A new format for Trade Engagement was to be established and tested.  This 
immediately moved to one to one business support whereby TDOs were in direct 
contact with the sector.  It is proposed this model is adopted and continues.  Teams 
sessions have been used successfully for the Food Network. 

• A Food and Drink survey was carried out with the Local Food and Drink Sector in 
June.  An evaluation of the Food month 26 September – 23 October 2020 is being 
conducted currently. 
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3. Context, Challenges and Assumptions 
 

3.1 Context 
 
The service continues to operate within the strategic framework of the ITRDS, launched In 
March 2018.  The ITRDS sets a series of desired outcomes/targets in the context of a place, 
visitor and investor proposition.  
 
However, the focus for the Service is now Recovery and is working towards delivering for the 
local economy via supporting initiatives and projects.  The tourism and hospitality sector is 
one of the worst sectors hit by the Covid-19 pandemic and the long term outcome is 
uncertain. 
 

‘Tourism is a seasonal industry 60% of revenues earned from April to November. The 
escalation of Covid-19 struck at the end of the quietest part of the tourism calendar with 
financial reserves at a minimum. Investments had been made in preparation for what was 
predicted to be one of our best years following the success of The Open and the launch of 
the new brand – Northern Ireland Embrace a Giant Spirit.  
 
During the lockdown period (March to June), non-essential travel ceased and unlike other 
sectors of the economy, working from home or finding alternatives to generating income was 
not an option for the majority of tourism businesses. It is estimated that this period of closure 
has resulted in over £300M in visitor spend being lost to the NI economy. In addition, 80% of 
staff are on part/full time furlough, redundancies made across the sector and there has been 
a significant knock on effect to supply chains.  
 
We have calculated the potential loss to 2020 visitor spend, based on the Visit Britain 
updated estimates, that the tourism industry in Northern Ireland could be facing losses of 
over £600M from overnight trips, a decrease of 70% on the estimated 2019 spend. 
 
Businesses that have reopened are struggling to break even. There are still sectors 
important to tourism, such as business conferencing, entertainment and the Arts that are yet 
to reopen.  
Tourism accounts for almost 10% of jobs in our economy, in excess of 65,000 (based on 
NISRA 2017 figures) and generated in excess of £1bn in direct visitor spend (does not 
include day trips which could add a further £400 - £600m) in 2019 across our region, 
meaning that jobs and much needed investment have been severely impacted across urban, 
rural and coastal communities with thousands of jobs still at risk. NI Tourism Alliance – 
Scale of the Crisis facing Tourism, October 2020. 
 
The Tourism Service, working with the industry, has worked hard to deliver experiences 
suited to the NI and ROI market and to maximise opportunities. 
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Political 

• Brexit  

• NI Executive priorities re Covid-19 

• City Deals and Confidence and Supply 
Deal 

• Coronavirus – governments imposing 
restrictions on movement across 
borders  

• Coronavirus quarantine procedures for 
travellers arriving into NI 

• Coronavirus quarantine procedures for 
travellers arriving into ROI 

• Government guidelines and restrictions 
 

Economic 

• Severe financial pressures in the small 
business sector (tourism businesses) 

• Severe financial pressure of collapse of 
new start-ups (tourism businesses) 

• Hospitality sector mostly reopened, 
however under very limiting conditions 
reducing revenue and ability to retain jobs.  
New restrictions imposed 16 Oct 2020. 

• Potential loss of EU grants 

• Uncertainty of NI grants due priorities re 
Covid 19 

• Rates increases, rate income reduced due 
to ceased businesses 

• Cap on internal budgets 

• Significant reductions to internal budgets 

• Expectation on Council value for money  

• Transformation agenda – more for less 

• Strength of £ against € & $ 

• Air access – routes reduced, suspended, 

and removed 

• Global economy reduction 

Social 

• Lower disposable income 

• Appetite for travel severely impacted – 
stay at home market, GB and ROI only 
(restrictions on travel) 

• Shorter lead time in travel plans 

• Coronavirus affecting traveller decision 
making 

• Safety key decision making factor 
 

Technological 

• Shift to mobile/online information digital 
channels/services for our product 

• Tourism social media presence 

• Digital connectivity across borough 

• Demand for technology to animate 
attractions e.g. AR/VR 

• Demand for virtual experiences  

• Demand for online meetings 

Legal/Compliance 

• Statutory agencies eg TNI 

• Procurement regulations 

• Legislative changes due to Brexit 

• Legislation relating to Coronavirus 

• Increased audit scrutiny 

• Safety and Risk key 

• Roads legislation  

• GDPR 

Environmental 

• Carbon regulations/improvement for 
events 

• Sustainability issues 

• Recycling 

• Reduced print 

• Green and Blue tourism development 

• No plastics 

 
 

3.2 What changes are you expecting in the next few years?  
 
Due to the global pandemic there is little known for the period ahead for the tourism and 
hospitality sector.  What is known is that local businesses in this sector have suffered both 
financially and personally and some have had to accept closure and move to something else 
to survive.  Those businesses that remain are grasping the opportunities of support through 
grants, online mechanisms and agency/Council activity.  It was hoped that the reopening of 
the sector, mostly by July, some summer business could have been recouped. Anecdotally 
this is the case for some businesses but not all.  Initial estimations made by TNI indicate that 
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the earliest an expected return to previously known levels of tourism to NI will be in a 
minimum of 5 years. Work is ongoing regarding modelling of economic impact of 
interventions. TNI/ Failte Ireland is regularly conducting consumer sentiment surveys to 
understand consumer behaviours and attitudes.  The latest research indicates UK 
consumers perceptions of when things will return to ‘close to normal ‘Later in 2021’ is 
increasing its status as the most selected option for expectations of normality returning. 
Confidence in travel has dropped by  ROI/NI consumers, those that are confident in 
holidaying  from Jan 21 onwards, 42% in NI, 45% in ROI. For those from NI who intend to 
take a short trip in Ireland, overall, activities that take place outdoors and outdoor attractions 
are more appealing than indoor attractions. 
 
The Whitespots OBC has now been approved by Council and progresses in line with the 
City Deal timeline.  It is expected that once this process completes the project management 
will move the Community and Wellbeing Directorate. 
 
The impact of Brexit may have both positive and negative outcomes for tourism. For 
instance, a negative impact might flow from restricted immigration, with hospitality 
businesses currently employing almost 40% of their workers from outside the UK. A positive 
one might flow from a weaker pound against other currencies, making Northern Ireland a 
competitively priced destination for visitors from those markets once the global travel sector 
reopens.  The full impacts are largely unknown at present.  
 

3.3 What are your future challenges? 
 
The key challenges for the Tourism Service will be sustaining a viable service by Council, in 
times when the Tourism and Hospitality sector is one of the hardest hit sectors due to the 
Global pandemic.  The service delivers directly and indirectly within this sector and provides 
vital sector specific support services and advice for the local tourism industry.  Opportunities 
are available via new and existing funds specific for the sector and skilled staff to support 
businesses currently reside within the Tourism Service.  The Council is operating is a 
severely challenged financial position and the Tourism Service has suspended and reduced 
services significantly to return budget.  To continue to deliver services which are relevant 
and beneficial to the sector on such limited budget continues to be very challenging.   
 
One of the 3 units of the service is Borough Marketing.  It is continuing to operate on 
reduced staffing has been integral to Recovery via the Towns Shop Local campaign and the 
major TNI and Council Staycation campaigns.  Limits on its budget are very restrictive and it 
is hoped that funds approved within the intended Recovery budget become available soon 
so the Council can be suitably supportive of the next strategic TNI Staycation campaign in 
Spring 2021. The Borough Marketing role is cross-Directorate and therefore needs to 
maintain and deliver work streams on behalf of Economic Development and Regeneration 
as well as Tourism, which is challenging with the current workload and budget aligned to the 
service. 
 
The Tourism Events service is particularly challenged at present.  Little is known for the 
future of ‘traditional’ events and guidance or data as to how this may look in the future is 
non-existent.  The challenge for the service lies in delivery of new Covid 19 safe and secure 
appropriately socially distanced ‘events’ which can return revenue for the Borough.  Also, the 
confirmation of budget for a transition programme of events with respective lead time for 
planning events in 20/21 is challenging.  Whether local organisers will be in the position to 
deliver events in 21/22 is also unknown and the delivery of a grant fund to support these is 
also unknown at present. 
 
The Food Destination Development Plan was launched in September 2018 and the Food 
and Drink Development Officer was appointed in early 2019.  The Officer continues to face 
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challenges in the sector with capacity and now more recently with changed business models 
and unfortunately closed businesses.  However, the authenticity and quality of the produce is 
proving to be the unique selling point for the area and businesses locally have provide 
adaptable and agile during this time, moving to online services and outdoor eating where 
possible. Further challenges continue with day to day changes for the Hospitality industry 
and more recently impacting the month of Food and Drink (last minute changes required for 
new legislation).  The FDDO post works across Tourism and Economic Development and 
liaises directly with hospitality businesses, producers and suppliers. There are no support 
staff assigned to the officer therefore the delivery across the breadth of the sector is 
challenging, as time commitment is primarily aligned to building good relationships with 
external stakeholders. The service intends to align more Tourism Development support via 
one of its officers, as this model has proven successful during the Food month. 
 
In November 2019, Tourism NI launched its new experience brand, Northern Ireland – 
Embrace a Giant Spirit. It wishes, ‘to build on the strengths and successes of the last decade 
to give authentic experiences provided by businesses large and small, that will leave our 
visitors with unforgettable memories.’  Recently the Borough Marketing Officer has been 
working with TNI to deliver the Autumn Staycation campaign. The challenge remains that 
collaboration is maintained on a regular basis to ensure best return is available for the 
Council.  This work is ongoing, and it is hoped that continued collaboration can ensure 
appropriate messaging for the customer. Good relationships and regular contacts with TNI 
are required to ensure all available support and advice can be exploited for the benefit of the 
local industry. Stand out must be achieved by businesses creating a strong appealing 
experience, with a compelling narrative, and one that can be sold online.  Moving to this 
model may continue to prove challenging for some parts of the industry. 
 
A further challenge will be continuing to collaborate with and support other service areas and 
Council partners in the delivery of the action plans stemming from the Council’s ITRDS and 
Integrated Arts and Heritage Strategy and new aspects of Recovery.  This new integrated 
approach to working requires all involved to share the strategic vision to achieve each 
strategy’s desired outcomes.   
 
The key challenges for the Tourism service will be managing internal and external 
expectations against resource available (both human and financial).    Seeking further 
efficiencies across all aspects of the Service will be a priority and staff will need to be skilled 
in new areas of work previously not delivered by their role. 
 

4. Opportunity for Improvement 
 

4.1 Reflection on Service Performance 
 

• Key successes 

 

o Cluster development - the expansion of the Portaferry cluster into one cluster 

that takes in the larger area around the Strangford Lough area: Support is 

being provided through the cluster’s Invest NI feasibility study which will 

conclude during the first half 2020. It is hoped that successful completion of a 

phase 2 application to Invest NI will result in further funding for development 

work over 2020-2022. 

o Experience Tours: 78% tickets sold, 34% out of borough visitors, 4.6/5 

satisfaction rating. 

o Food network established with 50 members thus far, as a key part of the 

delivery of the Council’s Food Destination Development Plan.  
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o Successful promotion and delivery of Food Tours: 83% tickets sold, 22% out 

of borough visitors, 4.8/5 satisfaction rating. 

o Bangor VIC nominated for “Travel News” VIC of the year. 

o Summer Sundays: Over 20 businesses participated in the campaign. 

o 4 External travel trade Familiarisation trips into the Borough with 23 trade and 

press representatives. PR included coverage in 5 National Papers, 12 

regional papers and ROI radio, along with numerous social media 

engagements. 

o Approximately 66,000 enquiries serviced through the Visitor information 

Centres.  

o Successful delivery of 98 e-zines to tourism trade and consumers. High open 

rates, range 23% to 77%. 

o Highest ever recorded web traffic on visitardsandnorthdown.com=252k users. 

o Marketing: PR value (Advertising rate without multiplier on new monitoring 

system) 1-3 = £646,995. 

o Successful promotion and delivery of 12 events meeting programme target. 

o Successful grants process with 12 events grant aided in 19/20.  

o Successful introduction of Park and Ride for Groomsport Event – creation of 

template model for adoption at other venues. 

o Record figures achieved at Groomsport and Donaghadee Events. 

o Successful delivery of new format Newtownards Christmas Switch On. 

o Successful handover of Holywood Switch On Event. 

o Successful partnership with HED to submit application to DAERA Rural 

Tourism Programme.  Letter of Offer received by HED 
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5. How will the Tourism service contribute to corporate objectives? 
 
The new draft Corporate Plan 2020-24 is out to public consultation at the time of writing the 
Service Plan. However, in anticipation that priorities are adopted, the Tourism service can be 
expected to have a direct impact on the following:   
 
ANDBC Priority  Description  Big Plan Outcome (All 

People…)  
Service Objectives 

Prosperity  Growing our local 
economy  

Benefit from a 
prosperous economy  

The tourism service will 
focus on contributing to 
a prosperous economy 
by growing the tourism 
offering and promoting it 
to key markets to 
increase visitors and 
overnight trips to and 
spend in the Borough.  
 
By shaping a series of 
visitor 
experiences/events and 
services which will 
attract and retain visitors 
in the Borough. All 
subject to Government 
restrictions. 

Environment  Growing a cleaner, 
greener local and global 
environment  

Feel pride from having 
access to a well-
managed sustainable 
environment  

By developing/investing 
in/promoting the Blue 
Green Connected 
coastline/rural AND 
product as a tourism 
asset. 

Opportunity  Growing the lifelong 
potential of our 
community  

Fulfil their lifelong 
potential  

By providing support 
services to local 
businesses relevant to 
developing authentic 
and quality tourism 
experiences. 

Pride  Growing empowerment, 
respect and safety of 
our community  

Live in communities 
where they are 
respected, are safe and 
feel secure  

By ensuring we provide 
services that meet 
visitor needs and 
maintaining formal 
communication 
platforms with local 
stakeholders (eg Town 
Recovery groups). 

Life  Growing the health and 
wellbeing of our 
residents  

Enjoy good health and 
wellbeing  

By ensuring tourism 
services and 
experiences are 
providing wellbeing 
opportunities which can 
benefit residents as well 
as visitors.  

Excellence  Growing a high-
performing Council  

Enabling all other 
outcomes  

By ensuring the service 
innovates and partners 
to make a sustainable, 
positive difference for 
our Borough  

 



       

21 
 

 
Underpinned by Performance 
 
By adhering to financial procedures and striving for efficiencies whilst always being 
transparent and accountable. 
 
By engaging all staff in the work of the section and investing in their knowledge, training and 
skills. 
 
By working in partnership with other Councils and organisations to maximise opportunities 
for service delivery. 
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6. Key activities for 2020/21 
 

SERVICE: Tourism 

Community Plan Outcome: All people in Ards and North Down benefit from a prosperous economy (The Big Plan -Outcome 4) 

Corporate Objective: Growing our local economy 

Service Objective: To promote AND as a tourism destination  

Underpinning strategies: ITRDS Thematic Priority – Promote to Invest  

 

What are the Business as 
Usual activities we will 
deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 
 

Promote tourism destination 
throughout the year utilising 
digital media campaigns 
with calls to action 

Increase awareness of the 
destination and tourism offering 
of AND  

Call to action 
web ‘click 
through’ rate 

Borough 
Marketing 
Manager  

Corp Comms Plans amended. 
Autumn 2020 
Staycation 
campaign generated 
>4k visitors to 
seasonal offers. 
Social media 
Facebook and 
Instagram channels 
launched in Sept 
2020 have led to 
>800 FB followers, 
and 330 Instagram 
followers.  

Develop proactive 
partnership programmes 
with key strategic partners –
to leverage reach for AND 
destination campaigns 

Ensure that Ards and North 
Down leverage key campaigns 
capitalising on the reach of key 
partner communication 
platforms 

Level of 
engagement via 
key partners with 
ANDBC content  

Borough 
Marketing 
Manager 

TIL, TNI, and VB, 
UFTM, National 
Trust   

All possible 
partnership 
communications 
have been 
maintained – but the 
level of engagement 
has been affected 
by partner 
furloughing key 
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What are the Business as 
Usual activities we will 
deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 
 

personnel during 
pandemic  

Experience Tours Range of activity-based 
experiences available to visitors 
highlighting the borough to 
increase awareness, 
satisfaction, footfall and spend 

Total sales of 
tickets (%) 
% tickets sold to 
out of borough 
visitors  
 

Tourism 
Development 
Officer 

Tour Guides, 
Suppliers, 
Marketing, 
Comms & other 
services within 
Council 

Due to social 
distancing 
programme this had 
to be reduced and 
amended. 6 
experiences (over 
10 dates) were 
redeveloped to 
factor in Gov 
guidance on SD 
measures – reduced 
capacity and model 
of delivery. 

“Taste of” Food Tours Range of experiences available 
highlighting the borough to 
develop and increase 
awareness, satisfaction, footfall 
and spend 

Total sales of 
tickets (%) 
% tickets sold to 
out of borough 
visitors  

 

Food and 
Drink 
Development 
Officer 

Food providers, 
entertainers, 
Marketing, Corp 
Comms & other 
within Council 

The planned food 
events adapted to 
form the Recovery  
Food Month (26 
Sept- 23 Oct).  

Deliver up to date Visit 
Guide and What’s On 
guides available in print and 
digital formats, aligned to 
the ITDRS  

Clear communication of the 
borough as a visitor destination 
highlighting unique assets and 
key themes identified in the 
ITRDS 

Delivery of 
annual Visitor 
Guide and 
biannual What’s 
On events guides 

Marketing 
officer 

TDO team, 
Events team, 
Corp comms, 
Arts, Community, 
tourism trade 
partners 

All Visit and what’s 
on guides paused. 1 
visit guide to be 
progressed only by 
year end 
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What service 
development/improvement will 
we undertake in 2020/21? 

What difference will it 
make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need 
to help us? 
(Internal/External 
partners) 

Is a 
Business 
Case 
required
? 

Impact of 
Covid -19 

Develop Borough Marketing 
Strategy 
(Visitor, Place and Investor) 

Enable creation of 
messaging relevant to 
visitor, investor, local 
stakeholders 

Borough 
Marketing 
Strategy to be 
developed by Q3 

Tourism 
HOS/BMM 

Corporate 
Comms 
Economic 
Development 
Regeneration 

No Delayed 
progress 
due to 
recovery 
activity and 
reduced 
staffing 

Promote the borough as a 
tourism destination by launching 
a Visit AND Destination Social 
Strategy with key messaging 
focussed on potential visitor  

Increase awareness of 
the “Destination” and 
tourism offering of AND. 
Enhanced engagement 
and presentation of the 
borough focused on key 
themes identified in the 
ITRDS.  

Audience growth 
and engagement  

Borough 
Marketing 
Manager 

Corp Comms, 
TNI, TIL, relevant 
media 

No  Delayed 
launch until 
Sept 2020 

Complete key activities within 
Year 2 of 3-year Food 
Destination Development Plan 

Key scoping, research 
and capacity building will 
underpin development of 
the borough as a 
premier food tourism 
destination. 

Development of 
business capacity 
needs, F&D 
related tours, 
event attendance, 
food network. 

Food & 
Drink 
Developmen
t Officer 
BMM 

Economic 
Development 
Local F&D 
businesses 

N/A Activity 
developed 
as part of 
Recovery. 
Network 
meetings 
reduced and 
online to 
assist 
businesses 

Delivery of tour operator 
familiarisation visits to the 
Borough 

Result in an improved 
knowledge of the 
borough with inbound 
tour operators to N. 
Ireland / Ireland 

Number of 
operators taking 
part within 
familiarisation 
visits 
 

TDO Local tourism 
providers 

N/A Meet the 
Buyer and 
Golf Trader 
events held 
digitally. 
Interest in 
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What service 
development/improvement will 
we undertake in 2020/21? 

What difference will it 
make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need 
to help us? 
(Internal/External 
partners) 

Is a 
Business 
Case 
required
? 

Impact of 
Covid -19 

Development of 
online virtual fam 
offering 

fam trips 
indicated. 
Physical 
trips could 
be arranged 
if restrictions 
eased. 
Virtual fam 
trips to be 
developed 
with video, 
photography 
to allow for 
online fams 
with 
operators.  

Develop a PR plan to target and 
secure PR via innovative 
imagery, thought leadership 
pieces and press releases in 
key markets 

Increased exposure of 
the borough in key 
markets leading to 
potential for increased 
investor awareness and 
visitor footfall and spend 

Annually generate 
positive PR 
thought 
leadership pieces 
placed in tourism 
focussed 
publications/ 
online with 
readership by key 
visitor target 
segments 

Borough 
Marketing 
Manager 

TNI, TIL, relevant 
media 

Yes 
complete 

PR partner 
appointment
delayed due 
to budget 
restraints. 
However,6 
destination 
pieces 
published as 
part of  
Staycation 
recovery 
tourism 
campaign 
Aug to Oct 
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What service 
development/improvement will 
we undertake in 2020/21? 

What difference will it 
make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need 
to help us? 
(Internal/External 
partners) 

Is a 
Business 
Case 
required
? 

Impact of 
Covid -19 

in NI and 
ROI press.  

 

What service / activities will we 
be stopping / changing in 
2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the 
Public 

Impact on staffing 

Value of PR secured via press, 
online, radio and TV coverage 
NB: Monitoring system has 
changed over last three  

No longer regarded by 
industry as most effective 
method of evaluating impact 
of PR in isolation. 

N/A New method to 
evaluate PR 
activity 

None None 

Encourage visitor spend at 
events 

All events cancelled Events budget No events in 
borough and 
therefore no 
outcomes 
achieved 

Loss of activity 
in line with Gov 
guidance 

Staff furloughed 

 

Performance Measures 
(should include those outlined above and 
relevant measures from Community, 
Corporate and Performance Improvement 
Plans plus those that are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 Actual 
to date 

2020/21 Target / 
standard 

Level of engagement via key partners of 
ANDBC content  

New  N/A N/A N/A N/A 2 reviews 
annually 

Promote the destination specifically through 
digital destination campaigns 

New N/A N/A N/A Average 7631 
page views 

7800 page views 

Develop a PR plan to target and secure PR 
via innovative imagery, thought leadership 
pieces and press releases in key markets 

New N/A N/A N/A N/A 8 thought 
leadership pieces 
in tourism 
publications – key 
market segments  
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Performance Measures 
(should include those outlined above and 
relevant measures from Community, 
Corporate and Performance Improvement 
Plans plus those that are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 Actual 
to date 

2020/21 Target / 
standard 

Develop Borough Marketing and 
Communications Strategy-to attract potential 
visitors 

New N/A N/A N/A 1 (staff cost 
secured) 

1 Strategy to be 
developed by Q4 

Audience growth and engagement on Visit 
AND Destination Social Media platforms with 
key messaging focussed on potential visitor 

New  N/A N/A N/A N/A •Grow audience 
of 2.5k Facebook 
followers and 800 
Instagram 
followers in the 
first 12 months 

Experience Tours Existing Targets not 
set 

Targets not 
set 

OoB* sales 
35% 

OoB* sales 
34%  

OoB sales 15%  

Taste of AND Food Tours Existing Targets not 
set 

Targets not 
set 

Targets not 
set 

OoB* sales 
22% 

OoB* sales 10% 

Complete key activities within Year 2 of 3-year 
Food Destination Development Plan 

New N/A N/A N/A 50 network 
members, 4 
food tours, 4 
events attended 

Maintain current 
network members 
(50)  
  
4 one off 
showcases/food 
events,  
  
No external 
events planned 
on within 
calendar due to 
C19 

Deliver up to date Visit Guide and What’s on 
guides available in print and digital formats 
aligned to the ITDRS 

New  N/A N/A N/A N/A  1 guide to be 
published by year 
end. 

Delivery of Tour Operators undertaking 
familiarisation tours 

New Targets not 
set 

Targets not 
set 

Targets not 
set 

Targets not set Delivery of 2 in 
person fams 
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Performance Measures 
(should include those outlined above and 
relevant measures from Community, 
Corporate and Performance Improvement 
Plans plus those that are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 Actual 
to date 

2020/21 Target / 
standard 

(subject to 
government 
regulations 
allowing 
facilitation of in 
person visits) 
Creation of virtual 
fam covering 
minimum 4 sites. 

To create an Opportunities Plan supported by 
an Outline Business Case for the Whitespots 
Country Park Development. 

New N/A N/A N/A N/A 1 

*OoB = Out of Borough 

 

Resources: 
 

Are all actions resourced within the current (2020/21) budget plan? Yes ☑ No    

Will additional resources be required? Yes    No  ☑ 

(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 
 

Section A:  

Section B:  

If the required additional resources are not available, please state: 
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SERVICE: Tourism 

Community Plan Outcome: All people in Ards and North Down benefit from a prosperous economy (The Big Plan -Outcome 4) 
 

Corporate Objective: Growing our local economy: Growing a cleaner, greener local and global environment 

Service Objective: To develop/promote the Blue Green Connected coastline/rural AND product as a tourism asset  

Underpinning strategies: ITRDS Thematic Priority – Connect People and Places plus IAHS 

 
 

What service 
development/improvement will 
we undertake in 2020/21? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need to 
help us? 
(Internal/External 
partners) 

Is a Business 
Case 
required? 

Impact of Covid 
 

Development of 
accommodation stock via 
blueprint for investors of 
potential new accommodation 
provision in the boroughs 

Increased bed stock, 
employment, income, bed 
nights  

Development of 5-
year 
Accommodation 
Development 
Plan. 
Interest generated 
among 
developers. 

Tourism 
Manager / 
TDO 

Council services 
(Economic 
Development, 
Planning, 
Regeneration) 
TNI, existing 
accommodation 
trade 
Investors/developers 

No Accommodation 
closed for half 
season.. Sector 
damaged and 
difficult to 
ascertain 
development 
opportunities. 
List of council 
assets reviewed 
and whether 
suitable for 
development. 
Assisting any 
incoming 
opportunities. 
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What service / activities will we be 
stopping / changing in 2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the Public Impact on staffing 

Develop a network of facilities for 
motorhome users in line with 
relevant legislation being 
amenable ie: planning and 
licensing 

Ongoing issues with 
legislation to be resolved.  

N/A  
 

Impact on number 
of visitors seeking 
this type of facility.  

Reduced visitor 
revenue and barrier 
to potential repeat 
and new visitors. 

N/A 

Promotion of blue / green tourism 
assets 

Already incorporated in 
overall PR activity measure 

N/A N/A N/A N/A 

 
 

Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that 
are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 Actual 
to date 

2020/21 
Target / 
standard 

Production of Accommodation Development Plan, 
halted and focus on advice to incoming 
development opportunities. 

New N/A N/A N/A 1 
accommodation 
audit 
completed 

Revised PI  
TD to assist 
with any 
incoming 
development  
opportunities. 
Asset list 
produced. 

 
 
 
 
 

Resources: 
 

Are all actions resourced within the current (2020/21) budget plan? Yes ☑   No    
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Resources: 
 

Will additional resources be required? Yes     No   ☑ 

(If no please comment in Section A below how the actions will be funded, i.e.  Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 
 

Section A:  

Section B: 

Capital funds for installation of motorhome service points (removed due to uncertainty of timeline re legislative requirements) 

If the required additional resources are not available, please state: 

What is the likely impact on performance? 

What is the likely impact on the public? 
 

What is the likely impact on staffing? 
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SERVICE: Tourism 
 

Community Plan Outcome: All people in Ards and North Down benefit from a prosperous economy (The Big Plan -Outcome 4) 
 

Corporate Objective: Growing our local economy 

Service Objective: To shape a series of visitor experiences/events and services, which will attract and retain visitors in the Borough. 

Underpinning strategies: ITRDS Thematic Priority - Excel in Quality and Value plus IAHS 

 

What are the Business as 
Usual activities we will deliver 
(actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 
 

Deliver Tourism Grant-Aided 
Programme 

Local groups can deliver events 
throughout the Borough, 
generating economic impact 

Number of 
attendees; £ cost 
per attendee; % 
OoB visitors at 
events which have 
market research. 

Events 
Manager 

External events 
organisers 
Community and 
Arts 

Most grant aided events 
cancelled. 4 remain at time 
of writing. 
Working to create Bid For 
funds along with central 
grants scheme 

Continued development of 
existing Cluster groups  

Stakeholders in specific localities 
can develop bookable tourism 
offering and experiences through 
networking 

Products/packages 
developed as a 
result of cluster 
activity 

Tourism 
Manager/  
TDO 
Food Officer 

Tourism 
operators 
TNI 
 

Specific cluster 
development has been 
restricted due to physical 
interactions. New 
products/packages have 
been developed with 
individuals/dual businesses 
in 2020. Will continue with 
cluster development in 
quarter 4. Impact on 
hospitality has made this 
cluster more difficult. 
Potential for self-guided 
tour for visitors to shape a 
restaurant cluster. 
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What service 
development/improvement will 
we undertake in 2020/21? 

What difference will it make 
(outputs/outcomes)? 

How will we 
know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Is a Business 
Case 
required? 

Impact of 
Covid 19 

Review of tourism events 
services in line with outputs 
included within the Borough 
Events Strategic Direction 
Action Plan (subject to Council 
approval) 

Anticipated review/change to 
a range of tourism events 
workstreams including 
possibly grants, sector 
support and tourism event 
programme planning to meet 
Borough Strategic Direction 
outcomes. 

Processes 
reviewed or 
newly delivered 

HoS/ 
Events Manager 

Strategic 
Transformation 
and Performance 
HOS and team 
Events Advisory 
Group 
Internal Events 
Working Group 
(Arts and Culture, 
OD and Admin, 
Corporate 
Comms) 
Stakeholders 

Originally 
allocated to 
STEP 
programme. 
  
Events 
required 
business plan 
from Nov 20 

2020 events 
programme 
cancelled, 
transition 
report and 
development 
of 
programme 
to tie in with 
changing 
Covid 
restrictions 
in progress 

Development of bookable 
experiences. 

Increase experiences within 
the Borough via local 
businesses Opportunity to 
increase income 

Number of 
experiences 
created and 
booked 

Tourism 
Development 
Officers 
Food and Drink 
Officer 

Local business 
suppliers 
TNI  

N/A 10 
experience 
dates (6 
experiences) 
developed 
with strict 
social 
distancing 
measures in 
place. 8 food 
nights 
developed 
for food and 
drink month 

Development of Food Network 
and Board 

Increase the knowledge of 
the areas food sector through 
the work of the network. 
Increase B2B buying. 

Expansion of 
Local Food 
Network and 
Board formed 

Food and Drink 
Development 
Officer 

Local business 
suppliers 
Borough 
Marketing Officer 

No Focus shift 
to C19 
support 

Pickie & Exploris  

 
To work with these key 
attractions to aid promotion  

Number of joint 
initiatives 

Tourism 
Manager 

Pickie and 
Exploris operator 

No Included 
within 
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What service 
development/improvement will 
we undertake in 2020/21? 

What difference will it make 
(outputs/outcomes)? 

How will we 
know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Is a Business 
Case 
required? 

Impact of 
Covid 19 

Marketing 
officer 

Economic 
Development 

opportunities 
for stay-
cation 
campaign. 
Assisted 
with capital 
grant fund 
application 

 
 

What service / activities will we 
be stopping / changing in 2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the Public Impact on staffing 

Create Tourism Development 
Plan to enable experience 
development 

Experience development is 
being delivered via the 
Tourism NI Giant Spirit 
template 

N/A Staff to follow 
template to secure 
TNI uptake 

Uniform approach N/A 

Summer Sundays Evidence not available to 
demonstrate that the offers 
were being utilised  

N/A N/A Removal of 
discounted offers on 
Sundays in Bangor 

N/A 

Deliver annual tourism events 
programme 

All events cancelled Events budget No outcomes No activity as per 
Gov guidance 

Staff furloughed 

 
 
 
 
 
 



       

35 
 

Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that are 
Statutory) 

Is the measure 
Statutory,  
Corporate, Existing or 
New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 
Target / 
standard 

Grant-aided event attendees  Existing 91,610 121,482 81,494 60,656 Target to be 
set on 
receipt of 
confirmation 
of proposed 
event 
delivery and 
within Covid 
19 
restrictions 

Number of new clusters New  N/A N/A N/A 2 1 

No. processes reviewed in line with Borough Events 
Strategic Direction Action Plan 

New N/A N/A N/A N/A 1 Grants 

Pickie & Exploris 
 
 

New N/A N/A N/A N/A Include in 2 
Staycation 
campaigns. 

 
Social 
media –2 
ticket social 
competitions 
to be run 
and at least 
6 dedicated 
social media 
posts to be 
published.  
 
1 SLA with 
Exploris 
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Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that are 
Statutory) 

Is the measure 
Statutory,  
Corporate, Existing or 
New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 
Target / 
standard 

Development of bookable experiences  New Targets not 
set 

Targets not 
set 

Targets not 
set 

Targets not 
set 

6 

Development of Food Network / Board Existing Targets not 
set 

Targets not 
set 

Targets not 
set 

Targets not 
set 

Board 
established 

Resources: 
 

Are all actions resourced within the current (2020/21) budget plan? Yes X   No    

Will additional resources be required? Yes    No   x 
(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 
 

Section A:   Staff resources; revenue budgets 

Section B: 

If the required additional resources are not available, please state: 
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SERVICE: Tourism  

Community Plan Outcome: All people will benefit from a prosperous economy 

Corporate Objective: Growing empowerment, respect and safety of our community 

Service Objective: To ensure we provide services that meet visitor needs 

Underpinning strategies: ITRDS Connect Places and People 

 

What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 

Continue to encourage recycling at 
events 

Reduction in waste going to recycling 
with associated savings. 
 

Monitor volume of 
recycled waste at 
one key event as 
trial/benchmark 

Events Manager 
Waste Manager 

SERC 
Ambassadors 
Cleansing 

Ongoing activity 
during lockdown 
to create a 
sustainability 
process to be 
adopted at 
events 

Delivery of quarterly ezines to 
tourism trade database 

Increased capability of trade to act as 
ambassadors for the area with current 
and relevant visitor information 

Number of ezines 
distributed 
 

Borough 
Marketing 
Manager/ 
Marketing 
Officer   

Tourism 
operators/ TDO 

84 ezines sent 
YTD – note 
exceptionally 
high level due to 
evolving covid 
information 
throughout 
pandemic 

Update online promotion: Refresh 
content on 
visitardsandnorthdown.com website 
on weekly basis 
Promote events programme via 
web and corporate social media 
channels  

Increased tourism product awareness, 
especially if independent tourism 
social media channels are approved. 

Update sets to 
website 
Number of social 
media posts  
Hits on website 
 

Borough 
Marketing 
Manager / 
Marketing 
Officer   
 

Website provider 
Corporate 
comms 
 

Additional daily  
updating has 
been completed  
in line with 
changing covid 
related 
information re 
opening and 



       

38 
 

What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 

government 
guidance etc 

Provide information/services at 
appropriate touch points across the 
borough 
 

Accessible information for visitors 
throughout the Borough within 
identified hubs and gateways 
 

Number of outlets 
serviced. 

Tourism 
Manager 
TDO VS 

Stakeholders 
where points are 
located 

Key sites only  
due to 
furloughed staff 
and C19 
restrictions. 
Further to this 
EH advice to 
reduce literature 
dissemination at 
events – ref and 
limited copies as 
required. 
Outreach 
programme 
being reviewed 
and managed in 
line with 
operating  
activity. 

Provide visitor / local information 
provision via local centres 

Provide a face to face information 
provision via dedicated / trained staff  

Number of 
enquiries serviced 

Tourism 
Manager 
TDO VS 

 Centres closed 
March – end 
October. Ards 
VIC planned to  
re-open 9 Nov 

Signups to tourism ezine Provide stakeholders with information 
specific to local and national tourism 
and business opportunities  

Number of sign 
ups and open 
rates 

TDO/MO Local 
businesses 
Tourism 
associations 
(TNI etc) 

Limited to online  
sign ups – new 
web forms in 
place and links 
sent to tourism 
team to send to 
trade , link 
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What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 

included in 
Economic 
development 
ezines and 
chamber of 
commerce 
communications 

Development of trade “clinic” / one 
to one engagement sessions 

Enable liaison with trade via these 
formats 

Number of 
sessions/one to 
ones carried out 

TDO Trade 
External 
agencies 
requested to 
meet with by 
trade 

Deliver via 
online or phone 
one-ones with 
trade in the 
interim 

 

What service / activities will we 
be stopping / changing in 
2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the 
Public 

Impact on staffing 

Creation of Accommodation 
Engagement Group  

Format did not achieve the 
necessary buy in from trade 

Time   Allow time to be 
spent on alternative 
projects 

N/A 
 

Allow time to be spent 
on alternative projects 

Creation of Attraction & Activities 
Engagement Group 
 

Format did not achieve the 
necessary buy in from trade 

Time   Allow time to be 
spent on alternative 
projects 

N/A 
 

Allow time to be spent 
on alternative projects 

Installation of interpretation 
signage at key tourism sites 

Complete N/A N/A N/A Allow to move to new 
project 

Market Research Collection at 
events 

System trialled in 2019 
proved not effective. 
Investigate new way of 
capturing data in 20/21 

Best value for 
money to be 
sought 

Data provision more 
robust 

N/A Staff to move to focus 
project management 
role of supplier eg 
Market Research 
Specialists/University 
of Ulster and review 
other softer ways to 
collect information 
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What service / activities will we 
be stopping / changing in 
2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the 
Public 

Impact on staffing 

 

Event and Destination market 
research 
 

 

Events cancelled and 
consumer destination 
research suspended 

Budget returned No localised 
research 

N/A Project removed 

 
 

Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that 
are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 Target 
/ standard 

Number of touchpoints across Borough  35 38 38 38  38 – same 
number of touch 
points just not 
all serviced as 
normal due to 
staff constraints 
and closed 
premises 

Event waste recycling New N/A N/A N/A N/A Sustainability 
and Recycling 
process 

Delivery of quarterly ezines to tourism trade 
database 

Existing N/A 4 4 4 4 - on track +  
84 sent due to 
regular covid 
communications 
required  

Refresh online content weekly/monthly Existing N/A N/A N/A 52 web 
“update sets” 
Users 236k 
includes 
Ward Park 3 

156  web 
“update sets”  – 
including news 
section, covid 
related info, 
dedicated 
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Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that 
are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 Target 
/ standard 

sections built for 
food, green 
tourism, 
experiences, 
seasonal offers.  
Users 120k 
reduced traffic 
as a result of 
event schedule 
cancellations 

E-zine sign ups New N/A N/A N/A Current 
Total:  
Consumer 
1568 
Trade 446 

Target total  
Consumer: 15% 
increase,  
 Trade:to 
remain static  

Trade “clinic” / one to one engagement sessions New N/A N/A N/A N/A 300 (annual 
one to one 
contact with 
trade) 
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Resources: 
 

Are all actions resourced within the current (2020/21) budget plan? Yes X   No    

Will additional resources be required? Yes     No   X 
(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 
 

Section A:  

Section B: 

If the required additional resources are not available, please state: 

What is the likely impact on performance? 
 
 

What is the likely impact on the public? 
 
 
 

What is the likely impact on staffing? 
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SERVICE: Tourism 

Community Plan Outcome: N/A 

Corporate Objective: By adhering to financial procedures and striving for efficiencies whilst always being transparent and 
accountable 

Service Objective: Ensure services we procure and provide are VFM, transparent and accountable 

Underpinning strategies: Corporate Plan 

 

What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid-
19 

Manage and report on budgets, 
being conscious of the need to 
deliver value for money for our 
ratepayers 

More effective resource planning 
Elimination of significant over- or 
underspends 

% of budget 
above or below 
target 

Tourism 
Manager /  
Events Manager 
/ Borough 
Marketing 
Manager 

Finance No impact – 
budgets 
continue to be 
monitored and 
reported on 

 
 
 

What service / activities will we 
be stopping / changing in 2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the Public Impact on staffing 

Review of procurement process Complete N/A More efficient N/A Improved 
productivity 
Protection 

Adhere to procurement guidelines 
and ensure adequate training 
provided for staff 

Training suspended N/A N/A N/A Online procurement 
guidance available 

Signage: undertake a review of 
existing signage at event 
locations, identify new sites and 
methods to encourage more 
sustainable signage and review 
method of erection and removal.   

No events delivered N/A N/A N/A No operational 
delivery  
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Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that are 
Statutory) 

Is the measure 
Statutory,  
Corporate, Existing or 
New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 
Target / 
standard 

% spend against budget Existing 95% 83.3% 83.3% 94.53% 95% 

 

Resources: 
 

Are all actions resourced within the current (2020/21) budget plan? Yes X    No      

Will additional resources be required? Yes     No    X 
(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Revenue Budget, Capital Budget. 
(If yes please detail additional resources in Section B below.) 

Section A: 

Section B: 

If the required additional resources are not available, please state: 

What is the likely impact on performance? 
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SERVICE: Tourism 

Community Plan Outcome: N/A 

Corporate Objective: By engaging all staff in the work of the section and investing in their knowledge, training and skills. 
  

Service Objective: To ensure we have the resources to successfully deliver our objectives 

Underpinning strategies: ITRDS, Corporate Plan 

 

What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need to 
help us? 
(Internal/External 
partners) 

Impact of Covid 
 

Regular team meetings/briefings  
with staff members (excl. those 
absent due to sickness or leave) 

Staff participation in sections 
plans ensured. 
Staff awareness of wider 
council activities ensured. 

% staff reporting 
regular/monthly 
receipt of team 
brief 

Tourism 
Manager /  
Events 
Manager / 
Borough 
Marketing 
Manager 

Internal Staff Daily contact with staff 
in work via phone, 
TEAMS, Zoom etc. 
Contact with 
furloughed staff via 
phone, WhatsApp 

Manage absence  Minimised absenteeism 
leading to improved service 
resourcing 

% attendance Tourism 
Manager /  
Events 
Manager / 
Borough 
Marketing 
Manager 

Staff, HR, OD Close monitoring and 
recording 

 
 

What service / activities will 
we be stopping / changing in 
2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the Public Impact on staffing 

Introduction of Project 
Planner to Events, TD, 
Food, Marketing 

After trial, officers did not 
attain benefits as 
anticipated from use of 
software.  

N/A N/A N/A N/A 

Conduct Pride conversations 
in line with policy 

Corporate guidance 
issued to suspend current 
schedule 

N/A Monitoring 
reduced 

N/A Reduced formal communication on 
PRIDE 
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What service / activities will 
we be stopping / changing in 
2020/21 

Reason for stopping / 
changing activity 

Savings Impact on 
Performance 

Impact on the Public Impact on staffing 

Staff training Budget frozen Corporate 
training budget 

Skills static Skills static Reduced opportunity to enhance 
skills 

 

Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that are 
Statutory) 

Is the measure 
Statutory,  
Corporate, 
Existing or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 Target / 
standard 

% attendance 
 

Existing 95% 89% 89% 93.8% 100% 

 

Resources: 
 

Are all actions resourced within the current (2018/19) budget plan? Yes x     No    

Will additional resources be required? Yes     No   x  
(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 
 

Section A:   

Section B: 

 

If the required additional resources are not available, please state: 

What is the likely impact on performance? 
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SERVICE: Tourism 

Community Plan Outcome: N/A 

Corporate Objective: Growing a high-performing Council 

Service Objective: To monitor and improve customer satisfaction  

Underpinning strategies: ITRDS Thematic Priority – Excel in Quality and Value 

 

What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead 
Officer(s) 

Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 
 

Event Booking Protocol Document 
delayed completion end of Q4 

One document to address and 
signpost event planning  

Uptake of online 
guide and feedback 

Will provide 
additional 
service 
provision to 
events 
sector 

Safer operation of 
events 

Delay on 
completion  

 

What service / 
activities will we be 
stopping / changing in 
2020/21 

Reason for stopping 
/ changing activity 

Savings Impact on 
Performance 

Impact on the 
Public 

Impact on staffing Impact of Covid-19 

Maintain and exceed 
standards as required 
by VIC network 

TNI have ceased 
mystery shops 

N/A None 
reported 

N/A None known VIC’s closed. Ards VIC 
planned to reopen 1 Nov 

Improve traffic 
management at 
Groomsport and 
Portavogie 

Complete N/A Improved 
customer 
satisfaction 

Parking 
improved at 
events 

New knowledge gained, 
apply to other events as 
required 

All events cancelled 

Review of 18/19 Event 
Grant Procedure  

Complete N/A More 
efficient 
service 

More attractive 
to apply and 
simple to 
complete 

Improved administration  N/A 
 
 

Deliver Safeguarding 
Training to Grant-Aid 
Recipients 

Programme not 
deliverable 

Reduced 
budget 

n/A N/A Reduced duties Most events cancelled no 
requirement for staff to 
deliver 

Develop the Visitor 
Outreach Programme 

Not deliverable Reduced 
budget 

N/A Limited visitor 
information, 

Reduced duties Outreach opportunities 
reduced 
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What service / 
activities will we be 
stopping / changing in 
2020/21 

Reason for stopping 
/ changing activity 

Savings Impact on 
Performance 

Impact on the 
Public 

Impact on staffing Impact of Covid-19 

however relative 
to current C19 
situation 

Market Research at 
events 

No events Reduced 
budget 

N/A N/A Reduced duties Events cancelled 

 
 

Performance Measures 
(should include those outlined above and relevant 
measures from Community, Corporate and 
Performance Improvement Plans plus those that are 
Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 Target 
/ standard 

Event Booking Protocol Document completion by 
end of Q4 

Existing N/A N/A N/A N/A Complete 1 
document 

 

Resources: 
 

Are all actions resourced within the current (2018/19) budget plan? Yes X  No    

Will additional resources be required? Yes     No   X 
(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 
 

Section A:   

Section B: 

If the required additional resources are not available, please state: 

What is the likely impact on performance? 
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SERVICE: Tourism 

Community Plan Outcome: N/A 

Corporate Objective: Growing our local economy 

Service Objective: Ensure services we procure and provide are VFM, transparent and accountable 

Underpinning strategies: ITRDS  

 

What are the Business as Usual 
activities we will deliver (actions)? 

What difference will it make 
(outputs/outcomes)? 

How will we know 
(measures)? 

Lead Officer(s) Who do we need 
to help us? 
(Internal/External 
partners) 

Impact of Covid 
 

Visit Belfast partnership and RTP 
meetings and monitor SLA outputs 

Extension of product promotion to a 
wider audience through greater VB 
reach  

Assessment of 
delivery of SLA by 
VB. ROI relative to 
cost of 
membership  

Tourism 
Manager / 
TDO VS / 
Borough 
Marketing 
Manager 

Visit Belfast Meetings held 
virtually 

Collaborative development projects 
– with internal/ external agencies or 
partners 

Strategic development of tourism 
products/experiences  

Number of 
collaborations 

Tourism 
Manager/ 
Events 
Manager 
Borough 
Marketing 
Manager 

External agencies 
TNI 
Other Councils 
HED 
Chamber 

Continuing to 
work on 
collaborative 
projects. 

 
 

What service / 
activities will we be 
stopping / changing in 
2020/21 

Reason for stopping 
/ changing activity 

Savings Impact on 
Performance 

Impact on the 
Public 

Impact on staffing Impact of Covid-19 

Develop capacity 
within Volunteer 
sector and SERC 

Cannot be delivered 
in this year unless 
restrictions soften. 

N/A N/A N/A Duties reduced Volunteers not currently 
in use. 
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Performance Measures 
(should include those outlined above and 
relevant measures from Community, 
Corporate and Performance Improvement 
Plans plus those that are Statutory) 

Is the measure 
Statutory,  
Corporate, Existing 
or New? 

2016/17 
Actual 

2017/18 
Actual 

2018/19 
Actual 

2019/20 
Actual to 
date 

2020/21 Target / 
standard 

Visit Belfast Partnership – SLA Existing 1 1 1 1 
ROI in 
positive – 
comparing 
cost analysis 
vs non 
membership 

1 
Maintain positive ROI  

Number of collaborative projects Existing N/A 4 4 4 5 
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Resources: 
 

Are all actions resourced within the current (2018/19) budget plan? Yes x     No    

Will additional resources be required? Yes     No   x  
(If no please comment in Section A below how the actions will be funded, i.e. Staff Resources, Equipment, Revenue Budget, Capital Budget.) 
(If yes please detail additional resources in Section B below.) 

Section A:  Staff resources; revenue budgets 

Section B: 

If the required additional resources are not available, please state: 

What is the likely impact on performance? 

What is the likely impact on the public? 
 

What is the likely impact on staffing? 
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7. Risks 
 

Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

TO1 
Failure to 

maintain 

human 

resource to 

effectively 

deliver 

services & 

optimise 

opportunities 

4 4 16 HOS and Manager one to 
ones and Manager and 
Team updates/one to ones 
 
New staff inducted and 
supported 
 
Permanent staff team days 
 
Utilise more effective 
resourcing pathways to fill 
vacancies 
 
 
 

4 3 12 Action  Monitor staff and 
apply and adhere to 
good team 
communication 
 
Regular phone calls 
and Teams meetings 
to keep 
communication as per 
WFH 
 
WFM RA completed 
 
Welfare follow up with 
furloughed staff by 
SUMs  
 
RA any face to face 
meeting scenarios 

Throughout 
2020/21 

Head of 
Tourism/ 
Tourism 
Manager/ 
Events 
Manager/ 
Borough 
Marketing 
Manager 

 

TO2  Failure to 
engage key 
stakeholders 
fully in 
outputs 
relevant 
deriving from 
the ITRDS, 
impacting on 
Borough 
experience/ 
product 

4 4 16 Industry updates (ezines etc) 
 
Engagement platforms 
(Events ) Engagement 
Group and Events Advisory 
Group – adapted to one to 
one and Event Working 
Group to be set up re C19 
plus Town Recovery Groups 
 
Tourism – Trade Clinics – 
adapted to one to ne 

4 3 12 Action  Develop Tourism 
Trade Clinics and 
Food Network - adapt 
to one to one support 
and Teams  
 
 
 
Maintenance and 
evaluation of Events 
Engagement Groups 
- stopped adapted to 

 
Throughout 
20/21 
 
 
 
 
 
 
 
 
 

Tourism 
Manager 
 
 
 
 
 
 
 
Events Manager 
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Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

business support re C19. 
Food and Drink 
Development - Food 
Network – adapted to Teams 
delivery re C19 
 
 

one to one support 
via phone call and 
Teams as required. 
Engagement via 
Town Recovery 
Groups 
 
Monitor Events 
Advisory Group – 
stopped as per 
suspension of BESD 
work 
 
Town Recovery 
Groups 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
HOS and 
Internal Events 
working group 
 
 
 
SUMs 

TO3 Failure to 
secure 
funding to 

3 5 15 Review budgets aligned to 
projects.  

3 4 12 Action Monitor and review 
per project. Identify 
where possible 

March 2021 Head of 
Tourism/ 
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Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

deliver 
projects/ 
programmes 

available streams of 
funding 

Tourism 
Manager/ 
Events 
Manager/ 
Borough 
Marketing 
Manager 

TO4 Failure to 
deliver 
against 
performance 
targets 

4 
 
 
 

4 16 Monthly monitoring against 
financial targets. 
 
Quarterly reviews against 
activity targets by managers 
 
Annual review and reporting 
 
 

4 2 8 Action Monitor and review 
 
 
 
 
 
 
 
 
 
Implementation of 
quarterly Risk 
Register and 
Performance review  

 Ongoing 
 
 
 
 
 
 
 
 
 
Dec 20 

Head of 
Tourism/ 
Tourism 
Manager/ 
Events 
Manager/ 
Borough 
Marketing 
Manager 
 
As above 

 

TO5 Theft of stock 
and cash 
from Visitor 
Information 
Centres. Risk 
to staff. 

3 3 9 Daily cashing-up routine 
Spot checks monthly basis  
CCTV in larger centre 
No or managed lone working 
Staff training 

3 2 6 Action VIC closed in March 
2020 due to C19.  All 
cash lodged. 
 
Training for seasonal 
staff 
 
Refresher training for 
all staff 

 
 
 
 
Ongoing 
 
 
Pre-season 

 
 
 
 
Tourism 
Manager/TDO 
VS 

 

TO6 Low staff 
morale 
causing poor 

3 3 9 Team Briefings, investment 
in staff development, focus 
on positive working 
environment 

3 2 6 Action Maintain focus on 
communication and 
engagement and 
training internally – all 

Ongoing 
 
 
 

Head of 
Tourism/ 
Tourism 
Manager/ 
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Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

service 
performance 

 
Team Days 
 
 
Corona updates circulated 

Council training 
suspended 
 
Planned approach to 
HOS/Manager team 
sessions – review 
pending when team 
returns after furlough 
 
6 month follow up to 
Jan 20 team day – 
not able to complete 
 
 
Managers to engage 
teams returning to 
from furlough – team 
requirements, comms 
briefings 
 

 
 
 
By end Nov 
2020 
 
 
 
 
By end 
August 2020 
– did not 
progress 
 
Review end 
Nov 2020 

Events 
Manager/ 
Borough 
Marketing 
Manager 
 
 
 
 
 
 
 
 
 
SUMs 

TO7 Non-
adherence to 
procurement / 
governance 
requirements 
leading to 
financial cost, 
audit and 
public 
criticism 

4 3 12 Governance arrangements, 
Audits 
 
 
 
 
 
 
 
 
 
 
 
 

4 2 8 Action Continue to review 
tenders/quotes. Staff 
training if on panels 
 
 
 
 
 
 
 
 

Ongoing 
 
 
 
 
 
 
 
 
 
 
 
 
 

Head of 
Tourism/ 
Tourism 
Manager/ 
Events 
Manager/ 
Borough 
Marketing 
Manager 
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Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TO8 Inadequate 
contingency / 
emergency 
plans for 
events 

4 4 16 

RA and Safety Plans for 
individual events 
 
Effective Communication 
process in place with key 
stakeholders/agencies 
 
Event cancellation insurance 
as required 
 
Insurance in place for all 
events 

4 2 8 Action Maintenance of RA 
Risk Register 
 
Interagency/ 
stakeholder 
communication per 
event with Post 
Evaluation debrief 
meetings completed 
 
Promote Events 
Protocol Guidance to 
relevant groups 
 

Throughout 
2020/21 
 
 
 
 
 
 
 
 
Delayed Due 
now By Dec 
2020 

Events Manager 
Tourism 
Manager 
 
Events Manager 
 
 
 
 
 
 
Events Manager 
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Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

Full Tourism Events 
Programme cancelled 
 
 

TO9 Failure to 
respond to 
the 
challenges of 
Brexit 

   Controls in development 
only due to uncertainty 
surrounding Brexit outcome 
 

    Assess full 
implications once 
Brexit outcome 
known. 
Support affected 
tourism trade in 
responding to 
potential loss of 
markets  

Throughout 
2020/21 

 
Head of Tourism 
Tourism 
Manager 

 

TO10 Failure to 
adhere and 
monitor 
GDPR 
requirements 

3 5 15 Controls include password 
and minimised access to 
databases, GDPR 
permission forms for 
photography and imagery in 
place with content to be 
reviewed in line with data 
compliance officer guidance . 
GDPR to be added as a 
discussion point on team 
monthly meetings.  

3 3 9 Action Implement all required 
GDPR related 
measures as per 
guidance from 
Compliance officer- 
ongoingly.  

Throughout 
2020/21 

Head of 
Tourism/ 
Tourism 
Manager/ 
Events 
Manager/ 
Borough 
Marketing 
Manager 

 

TO11 Failure to 
adhere to 
government 
guidance 
Covid 19 

4 4 16 Application of C19 SD and 
Government Guidance and 
legislation as per service 
delivery. 
 
 
 
 
 
 

4 3 12 Action RA C19 required for 
building reopening, 
experience and event 
delivery. 
 
 
 
 
 
 

On going and 
1 Nov for 
Ards VIC 
 
 
 
 
 
 
 

Tourism 

Manager for VIC 

Tourism 

Manager and 

Events Manager 

for all 

experience and 

event delivery 
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Ref: 
Risk 
Description 

Gross Risk 

Current controls 

Residual Risk 
Risk 
Status 

Further Action 
Required 

Action Due 
by 

Risk Owner 

Notes to 
explain 
rationale for 
scoring, etc. I L R I L R 

Tolerate / 
Action 

 
To Work From Home where 
team can work from home 
 
 

 
Follow Council 
guidance as issued 
 
 

 
 
Ongoing 

 

HOS/SUMS 
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8. Resources 

8.1 Staffing 
 
At the time of writing this report it is anticipated that all staff will be returned from furlough on 
1 Nov but there may be requirement for redeployment to other services or work within the 
Directorate. 
 

8.2 Financial 
 
The budget allocated to the Tourism service is £1,222,100 which is a reduction of 41% on 
the original budget for 2020/21. This includes Tourism, Marketing and Events. 
 

8.3 Other 
 
N/A 

9. Monitoring and Review 
In adherence with corporate requirements, including quarterly reporting to Committee. 
Performance will also be discussed at regular manager meetings and all staff workshops. 
 

10. Conclusions 
 
The Integrated Tourism, Regeneration and Development Strategy 2018-2030 will continue to 
shape the strategic direction for the Tourism service, however challenges with regard to full 
service delivery and budgetary constraints will remain key for the remainder of the year and 
going forward. Emphasis on Recovery activity, forward planning, promotion and industry 
support with stakeholders will form the balance of deliverable activity. 

11. Appendices 
N/A 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 


