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LCCC Committee:  Regeneration & Growth

Lisburn & Date: 5 September 2024

Castlereagh _

City Council Report from: Head of Economic Development
Item for: Decision

Subject: Draft Tourism Strategy and Action Plan 2024 - 2029

1.0 Background

1. The Council appointed Runda Hospitality & Tourism Solutions in September 2023
to review, revise and update the LCCC Tourism Strategy and Action Plan for
2024-2029.

2. The emerging draft LCCC Tourism Strategy and Action Plan 2024-2029 has been
developed following a structured consultation process, and a period of research
and analysis.

3. Two workshops for the Regeneration and Growth Committee have taken place -
one in January 2024, and more recently in July 2024 where more information was
provided on the emerging priorities, growth targets and key strategic pillars.

Key Issues

1. At the June Regeneration and Growth Committee a summary version of the
Tourism Strategy and Action Plan was presented by the Tourism Manager.
Feedback was received, and changes made to the wider Strategy. These
changes include:

Change front cover image,

Inclusion of how success be measured over lifespan of the Strategy,
Opportunities around famous sons and daughters,

Vision and Proposition moved to the front of the Strategy,

Attention placed on importance of supporting festivals and events,
Ideas listed for proactively seeking accommodation investors,
Recommendations made for investigating potential of Lagan Valley
Regional Park,

e Better explanation of ‘immersive’ tourism experiences,

2. Also, following feedback from the June Regeneration and Growth Committee it
was felt a workshop with the consultant would be advantageous, allowing
Members to get a better understanding of the new direction for LCCC Tourism
and have sight of the extended version of the draft LCCC Tourism Strategy and
Action Plan 2024-2029. In summary, the emerging Strategy will place more
emphasis on Tourism Industry and Destination Development, whilst continuing to
support the Infrastructural investment and development work such as City and
Growth Deal for Royal Hillsborough and developing more quality accommodation
in the area.

1
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3. Attached is the updated draft Tourism Strategy and Action Plan 2024-2029 for
consideration, before the document is shared with the wider tourism and
hospitality sector for an eight-week consultation period. Officers will be available
at Committee to answer Members’ questions.

4. ltis proposed that officers use the opportunities through third party hosted events
to have lead conversations with focus groups and those involved in the tourism
industry. The purpose of these focus groups will be to heighten awareness of the
strategy, motivate private sector collaboration and investment opportunities with
the Council acting as an enabler at local, sub-regional and regional levels.

5. For information, both the Draft Summary Tourism Strategy and Action Plan 2024-
2029 (see Appendix) and the extended Draft Tourism Strategy and Action Plan
2024-2029 (see Appendix) will be shared as part of the consultation process.

6. Attached (see Appendix) is the proposed consultation questionnaire for the
planned eight-week public consultation period.

Recommendation

It is recommended that the Committee considers and agrees:
1. The Strategy and Action Plan be issued for an eight-week public consultation
exercise.
2. Afinal draft Tourism Strategy and Action Plan will be presented to Committee
following the public consultation.

Finance and Resource Implications

An allocation was included in the Tourism Development budget estimates for 2023/24.

Future impact of the actions will be considered on a case-by-case basis as part of the
estimates setting process should Members agree and post the adoption of the strategy.

Equality/Good Relations and Rural Needs Impact Assessments

Has an equality and good relations screening been carried out? Yes

Brief summary of the key issues identified and proposed mitigating
actions or rationale why the screening was not carried out

It is not anticipated that the Tourism Strategy Policy will impact
adversely on any Section 75 group, but instead, through an open and
transparent consultation process with all shareholders, will promote
equality of opportunity and good relations (see Appendix).

Has a Rural Needs Impact Assessment (RNIA) been completed? Yes

Brief summary of the key issues identified and proposed mitigating
actions or rationale why the screening was not carried out.

Tourism Strategy Policy benefits the tourism and hospitality industry
from both rural and urban areas of the Council area (see Appendix).

2
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1.1. Summary and Context

The Lisburn & Castlereagh Tourism Strategy and Action Plan 2024-2029 is a strategic
roadmap for raising the profile of Lisburn & Castlereagh as a distinguished, sustainable, and
socially inclusive tourism destination with a vibrant community spirit at its heart.

The ambition of this strategy is to position Lisburn & Castlereagh as a renowned tourism
destination with a unique identity and unparalleled experiences like Royal Hillsborough —
Northern Ireland’s only designated Royal residence. The purpose of this plan is to maximise
social and economic benefits for tourism providers and communities across urban and rural
areas in city, town, villages and hamlets.

To achieve success a twofold approach is recommended that applies equal value to

Infrastructural investment and development: i.e., the curation of high-
1 quality tangible infrastructure that has been a core responsibility for Lisburn
- & Castlereagh’s tourism team to date and will remain so for the future.
Examples:
e Securing +£26million investment for the development of Royal
Hillsborough as a world-class heritage village
o Installation of the Digital sculpture trail in Hillsborough Forest: ten giant
sculptures created by leading artists that encourage exploration
supported by an augmented reality digital app
e Installation of the Guess How Much | Love You trail: celebrating the
author and Lisburn resident, Sam McBratney who wrote the
international bestseller Guess How Much | Love You

Looking to the future, this will encompass further projects such as
e attracting investment for the development of quality accommodation
e scoping the potential for
- new tourism product: e.g., Hillsborough Castle & Gardens, Ulster
Aviation Society, Lagan Valley Regional Park AONB
- an annual tourism event to grow domestic and international
visitors e.g., a food-themed festival, Christmas markets

Tourism industry and destination development: this is essential for

2 . e maximising social and economic opportunities

e sustainable tourism development

e achieving a return for investments made on tangible infrastructure

e meeting the expectations of the visitor who seeks to forge a deep
connection with a destination and its people

Activity encompasses:
e Building a robust collaborative framework

- between Lisburn & Castlereagh City Council’s tourism team and
local tourism and hospitality providers

- across Lisburn & Castlereagh’s tourism industry

- between Lisburn & Castlereagh and external stakeholders that can
support the destination including Tourism Northern Ireland and
Tourism Ireland
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e Investing in new experience development: curating experiences
delivered by local providers that reveal the story of people and place

e Championing tourism product and experiences that are unique to
Lisburn & Castlereagh: e.g., Ulster Aviation Society, the Linen
Museum, Royal Hillsborough, visitor experiences that showcase
diverse aspects of the destination’s story e.g., scenic beauty, food,
linen design

o Enterprise development: supporting tourism businesses to maximise
economic opportunities

Importantly, this twofold approach to tourism development will require careful consideration
so that the full brief that Lisburn & Castlereagh’s tourism team is responsible for throughout
2024-2029 and beyond a) has the full support of council and b) is appropriately resourced
to achieve social and economic success along with the growth targets set out in this plan.

It is thereby recommended that a refocus of LCCC’s tourism team is conducted in the
context of the Economic Development Efficiency Review to include resourcing the
following activity

e product, industry and partnership development
o digital marketing
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1.2. Vision and Value Proposition

The vision statement and value proposition form the foundation for all activities conducted by
Lisburn & Castlereagh City Council in collaboration with tourism businesses, key stakeholders
and partners.

While the vision statement summarises the destination’s ambition, the value proposition
is created from the visitor's perspective.

Strategic plans, annual plans, and actions must align to the vision statement and value
proposition. They are ideally used when engaging with tourism stakeholders and procuring
services such a PR, marketing and advertising so that the destination’s tourism offering, aims,
and objectives are understood.

The vision statement and value proposition have been created following consultation with
Lisburn & Castlereagh’s tourism industry, communities, and key stakeholders. These are
working documents and can change over time as the destination evolves and as the external
environment changes.

1.2.1. Vision statement
The vision of this strategy is to

Position Lisburn & Castlereagh as a leading tourism destination distinguished by innovative
tourism experiences that are unparalleled in Ireland, places of immense natural beauty, a rich
built and cultural heritage, a vibrant food and drink scene and a deep sense of community that
champions social inclusion bound by a collaborative spirit and a sustainable ethos that benefits
people, planet and pocket at its heart.

1.2.2. Value proposition

Stretching from the shores of Lough Neagh in the west to the hills above Dundonald in the
east, and from the Belfast Hills in the north to the source of the River Lagan in the south,
Lisburn & Castlereagh is bordered by six of Northern Ireland’s 11 district council areas within
easy reach of Belfast and Dublin.

Home to Hillsborough Castle and Gardens (Northern Ireland’s only designated Royal
residence) and the Lagan Valley Regional Park AONB (Northern Ireland’s only Regional Park),
Lisburn & Castlereagh is unparalleled as a tourism destination in Ireland.

Characterised by a deep sense of community and a leisurely pace of life where welcoming
people have time to engage in conversation across urban and rural neighbourhoods, an
annual calendar of experiences and events inspire visitors to explore:

e Culture and Heritage: from being the home of Royal Hillsborough village with its
remarkable Georgian architecture, art galleries and stately homes to the Ulster Aviation
Society with 30+ historic aircrafts and craft design ranging from handmade linen to fine
art ceramics

¢ Food and Drink: a celebrated destination for food and drink with gastro pubs, restaurants
and farmer’s markets that champion local produce complemented by experiences in
private homes, cookery schools as well as Hinch Distillery and Hilden Brewery that are
beloved locally
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o Adventure and Activities: a haven for walkers and hikers - Lagan towpath walk
connects Lisburn to Belfast; biking, boating, falconry, horse-racing and horse-riding,
parkland golf courses, and Ireland’s largest aqua park at Let's Go Hydro

¢ Events and Festivals: year-round community and large-scale events include the Down
Royal Racing Festival that takes place annually in November - with a heritage dating
back to 1865, this racecourse is the only one in Northern Ireland to host jump and flat
racing

Complimented by restaurants, cafes, bars and accommodation from glamping, self-catering
cottages, B&Bs and guesthouses to stately homes, castles and hotels, Lisburn & Castlereagh
is naturally suited to domestic and international leisure visitors including individuals and
groups, couples, families, soft adventurers, golfers, inter-generational travellers and
enthusiasts of nature, culture & heritage, food & drink, and the great outdoors.

For business tourism, Lisburn & Castlereagh is home to outdoor spaces and indoor venues
including the Eikon Exhibition Centre (Northern Ireland’s largest events venue with 10,000
SQMs of indoor event space on a 55-acre site), historic buildings and hotels for meeting,
conference, events and incentive groups from 10 to 10,000 delegates.

As a collaborative and responsible community, we welcome everyone who shares our
commitment to social inclusion and a sustainable ethos that benefits people, planet and
pocket.
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1.3. Key Priorities

This section summarises the activity that has emerged via research that needs to be prioritised

to achieve the ambitions outlined in the Tourism Strategy and Action Plan 2024-2029

Apply a
balanced
approach

Adopt a twofold approach that blends a commitment to a) the
development of quality tourism infrastructure and b) tourism industry
and destination development

Infrastructure
Development
and Promotion

» Promote existing tourism infrastructure so that it benefits the local
community and visitors

o Successfully manage the development of projects that are
underway (e.g., Royal Hillsborough) ensuring to promote these to
generate benefits for the local community and visitors.

Experience
Development

» Deliver enterprise development supports to curate experiences
that authentically share the story of local people across urban and
rural communities to meet the expectations of contemporary
visitors

» Ensure that these experiences are bookable by independent
visitors and private bookings to maximise opportunities

Food and drink

+ Continue to champion LCCC as a destination renowned for quality
food and drink, places to eat and drink

» Additionally, craft and promote food and drink-related experiences
that allow for a deeper exploration of this priority theme

Commercial
Development

Deliver enterprise development supports to maximise social and
economic benefits by empowering LCCC’s tourism and hospitality
industry to
e make strategic choices about which sales channels, markets and
customer segments to engage in
e master data collation and analysis to assess progress, mitigate
challenges and identify opportunities

Collaborative
Framework

Build a robust collaborative framework, noting that this is the foundation
for all successful tourism destinations:
e between Lisburn & Castlereagh City Council departments
e between Lisburn & Castlereagh City Council’s tourism team and
local tourism and hospitality providers
e across Lisburn & Castlereagh’s tourism industry
e between Lisburn & Castlereagh and external stakeholders that
can benefit the destination including Visit Belfast, Lough Neagh
Partnership, Tourism Northern Ireland and Tourism Ireland

10



Sustainable
Tourism
Development

e Embed an ethos of sustainable and regenerative tourism
development, ensuring that this informs all activity

e Apply a dual approach a) led by Lisburn & Castlereagh City
Council, Tourism Northern Ireland and Tourism Ireland policies
and b) industry-led: empowering tourism providers to adopt and
promote Leave No Trace principles

Social Inclusion
& accessibility

Place social inclusion at the heart of all activity and champion
accessible tourism development

Invest in Proactively seek investors to develop quality sustainable
accommodation | accommodation that is suited to LCCC'’s profile, to include luxury lodge
style accommodation
Events and Continue to champion the annual community and large-scale events
festivals programme while curating a signature festival with an innovate concept
and programming that can generate opportunities during the low
season, potentially by expanding LCCC’s Christmas markets across
December and into the New Year
Work with key stakeholders to support the development of experiences
that are unique in Ireland including
Investigate e Royal Hillsborough
Tourism e Ulster Aviation Society
Potential e EIKON exhibition centre and Maze Long Kesh
e Down Royal Racecourse
e Lagan Valley Regional Park AONB: jointly funded by LCCC and
Belfast City Council
Noting that Dundonald International Ice Bowl (DIIB) in its current format
reads as a sports and recreational offering rather a tourism offering,
assess if and how DIIB can be positioned and developed as part of
LCCC'’s wider tourism offering
Integrated Continue with the management of campaigns conducted by LCCC'’s
Marketing tourism team that have been successful in raising the district’s profile
Campaigns and driving footfall from the NI and ROI markets

Data collation
and analysis

Collate an annual report (2024-2029) so that progress is visible and
measurable to include NISRA, Tourism Northern Ireland, Tourism
Ireland data; in-destination visitor counter data; local market research
data; data collated via a survey issued to tourism businesses

Back to Agenda
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Communications

e Position Lisburn & Castlereagh as a place apart with its own
unique identity and character that is home to authentic and
unparalleled experiences

e Consider how a) LCCC can benefit from Visit Belfast’s approach
to “neighbourhood tourism” and b) iffhow LCCC should continue
to be branded by Visit Belfast under the Belfast Plus brand in the
future

Promote the tourism offering across the following categories to
encompass visitor attractions, activity and experience providers,
events and festivals, places to eat, drink and stay

- natural assets: i.e., places of interest and natural beauty

- culture and heritage

- outdoor recreation, adventure and activities

- food and drink experiences

- events and festivals: community and large-scale events

- places to eat and drink: e.g., restaurants, gastro pubs, cafes

- places to stay: e.g., hotels, guesthouses, B&Bs, self-catering

Be strategic

Ensure that all activity targets the opportunities that are most suited to
LCCC including

Customers: Markets: Tourism

e individuals, groups e NI Leisure tourism: a

e couples, families e ROI priority

e inter-generational travellers e North

e soft adventurers, golfers America Luxury tourism

e enthusiasts of nature, e GB ) )
culture and heritage, food France Business tourism
and drink, soft adventure e Germany
and outdoor activities

Visit Belfast

Continue to partner with Visit Belfast via an agreed SLA to maximise
opportunities via NI, ROI and international markets
- agree metrics so that outcomes can be measured
- assess the SLA after a defined period (e.g., 3-5 years) to decide
how best to proceed into the future

Lough Neagh
Partnership

Explore the following opportunities:
e potential for new experience development
e potential collaborations with LN tourism providers
e how to profile LN as part of the district’s tourism offering

Spread social
and economic
benefits

Leverage the promotion of signature attractions such as Royal
Hillsborough. ensuring that this promotion maximises social and
economic benefits for urban and rural communities

Back to Agenda
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Enhance the Visitor Information Services (VIC)

Address 1. At the Irish Linen Centre & Lisburn Museum give equal
Visitor consideration to the
Services » provision of customer-centric VIC services and
o delivery of a quality visitor experience via the Irish Linen Centre &
Lisburn Museum as a visitor attraction
2. Address the mobile Visitor Information service (trailer) currently
based at Hillsborough Forest Park
o installing services such as a power point and WIFI in the trailer so
that work can be conducted during quiet times
o adding external communications to include QR codes, local tips
and maps to maximise promotional opportunities
o using the trailer as a flexible VIC in the future that can be placed
anywhere in the district as required to maximise opportunities
3. Install a permanent Visitor Information Centre at Hillsborough
Forest Park to
- service the +600,000 visitors to the park
. raise awareness about the tourism offering in Royal Hillsborough
and (importantly) throughout the Lisburn & Castlereagh district
Across all Visitor Services:
e Reduce the use of print materials
e Adoptahybrid approach: noting that the contemporary visitor wants
to a) meet a person who can share local insights seconded by b)
information provided by digital communications
e Invest in training and robust data collation to maximise
opportunities and achieve measurable success
e Think innovation: e.g., during high demand periods
- extending visitor services on bike or by foot
- recruiting and training volunteers to support visitor services
- training tourism businesses (e.g., accommodation providers) to
extend the work of VIC’s by generating referral and packaged
opportunities for the district
Refocus To achieve the ambition and growth target outlined in this plan, refocus
LCCC’s LCCC’s tourism team in the context of the Economic Development

tourism team

Efficiency Review by considering how to resource the following functions:
product and partnership development, digital marketing

10
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1.3.1 Strengths and Considerations

The key strengths and considerations that Lisburn & Castlereagh need to be aware of and
address in all future activity are here summarised:

Strengths

e Passionate tourism industry and communities, eager to raise the profile of their destination

e Prime eastern location with easy accessibility to Dublin and Belfast and wider exploration

e Variety of city, town, villages and hamlets, each with their own character

Vibrant communities with a deep sense of identity across urban and rural areas

New product development: Royal Hillsborough, Dundonald International

Strong tourism product: golf, horse racing, visitor attractions

Product that is unparalleled in Ireland: e.g., Royal Hillsborough, Ulster Aviation Society

Ability to meet diverse visitor interests: culture & heritage, food and drink, adventure & activities

Scenic beauty: home to Lagan Valley Regional Park, NI's only Regional Park

Quality and diversity of scenery: Lough Neagh (west), hills above Dundonald (east), Belfast

hills (north), River Lagan (south)

e Renowned for exceptional food and drink offering

e Year-round calendar of community, larger scale events & festivals and farmers markets

e Integrated Marketing Campaigns: raising the destinations’ profile in NI and ROI

e Visit Belfast partnership: expanding the potential to target new domestic and international
visitors

Considerations

e Aneed to position L&C as a destination with a unique identity, rather than as a suburb of
Belfast

e A need to drive tourism dispersion across the destination across urban and rural areas

e While rich in tourism product, there is a lack of immersive experiences delivered by local
people

e Low supply of experiences bookable by independent visitors

e Alack of accommodation to achieve dwell time and a high proportion of ungraded
accommodation

e Tourism industry reporting a need for greater collaboration

e A need for LCCC’s tourism team to apply a balanced approach supporting a) infrastructure
development and b) the tourism industry with collaborative and economic development
opportunities

e While there are champions of sustainable and accessible tourism, this is not consistent across
industry

e Alack of data capture making it challenging to measure performance

¢ In the context of the Economic Development Efficiency Review, an opportunity to refocus
LCCC'’s tourism team to maximise social and economic opportunities, inc. by resourcing the
following functions: product & partnership development, digital marketing

11
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1.6. Growth Target, Key Strategic Pillars and Objectives

In the contemporary context international tourism is in an uncertain place following the
disruption caused by the Covid-19 pandemic and the prevalence of international economic
and geopolitical unrest.

While the challenges are clear, in the current environment these co-exist with optimistic
forecasts. Both the Department of the Economy’s Tourism Strategy for Northern Ireland — 10
Year Plan and Tourism Ireland project growth in the value of tourism in Northern Ireland:

e The Department for the Economy’s Tourism Strategy for Northern Ireland - 10 Year Plan
(2024) sets out the strategic aim of increasing the value of tourism to the Northern Ireland
economy by 50% -75% compared to 2019, or growth of 4%-6% per annum.

e The Tourism Ireland Marketing Plan (2024) sets targets of driving tourism revenue growth
in Northern Ireland by +6.5% year-on-year to 2030. This is compared to targeted island
of Ireland growth of 5.6% average year on year growth to 2030.

Following research and consultations including with Ulster University’s Economic Policy
Centre, a target has been set to increase revenue generation via tourism in Lisburn &
Castlereagh by 34% in 2029 compared with 2019: i.e., 5.6% per annum over six years 2024-
2029.

This target serves to provide a benchmark against which tourism businesses can assess their
performance and Lisburn & Castlereagh City Council can assess destination-wide
performance.

Integrating all outcomes that have emerged, activity over the next six-years will be guided by
five strategic pillars:

Position Innovate Collaborate Nurture Grow

While the following table summarises the key focal points for these pillars, the Action Plan
2024-2029 under section three outlines the actions to address across these pillars under the
following eight objectives:

Objective 1 Embed a collaborative framework in the destination

Objective 2 Invest in tourism product, new experience & festival development
Objective 3 Invest in enterprise development and data analysis processes
Objective 4 Invest in communications

Objective 5 Embed a culture of responsible tourism in all activity

Objective 6 Reimagine Visitor Services to inspire visitors

Objective 7 Work in partnership with Visit Belfast to maximise opportunities

The Action Plan 2024-2029 under section 3 of this plan itemises the objectives and
associated actions that apply to each of these pillars that need to be addressed over the

coming years to achieve the vision, ambition and targets set out in this strategy.




] | Backio Agenda_

16

Table 1:Focal points for the five strategic pillars 2024-2029

Strategic pillar Key focal points

Position Position Lisburn & Castlereagh as a distinguished, sustainable and socially
inclusive tourism destination that is unlike any other, defined by
. aleisurely pace of life
« close-knit communities, deeply connected with their homeplace
. welcoming people who take time to engage in conversation with visitors
. attractions and experiences that are impossible to experience anywhere else
in Ireland inc. Northern Ireland’s only Royal Residence, the Ulster Aviation
Society and The Lagan Valley Regional Park AONB
« vibrant hubs across city, town, villages and hamlets
. aplace to enjoy nature and the great outdoors
. a place that meets diverse visitor needs and interests: culture and heritage;
outdoor recreation, adventure and activities, food and drink
. accessible geographical location
- bordered by 6 of Northern Ireland 11 district council areas
- within easy reach of Belfast: including by foot along the Lagan towpath
that connects Lisburn with Belfast
- within easy reach of Dublin

Innovate Be a frontrunner in innovation, ensuring this is a hallmark of all activity inc. by

« investing in quality tangible infrastructure: including the successful
completion of the Royal Hillsborough development plan

« investing in the development of authentic immersive experiences that share
the unique story of people and place (ensuring that these experiences are
bookable by individuals and groups) across the following themes: culture,
history & heritage; outdoor recreation, adventure & activities; food & drink

« promoting services and experiences that share Lisburn & Castlereagh’s
unique tourism offering via communications

« curating a signature tourism-relevant event/festival during the lifetime of this
plan with an innovative concept and programming that has the potential to
attract domestic and international audiences

- the delivery of Visitor Services: e.g., incorporating flexible solutions (on foot,
by bike or boat), sharing insights and gems directly from local people

« seeking investment in sustainable accommodation solutions that are in-
keeping with the destination and align with its ethos

Collaborate Be a champion of collaboration by embedding a collaborative framework:

« within the destination:

- create a robust network that connects all tourism and hospitality
businesses so that they know, support and refer each other to include the
delivery of a) one annual forum sharing industry-relevant updates,
followed by networking, b) two half day networking events and c) min. one
annual familiarisation trip

- promote engagement with the tourism destination offering and associated
businesses among local communities

- provide tourism businesses and community members with the opportunity
to become an extended part of Visitor Services

e outside the destination: proactively develop partnerships with stakeholders
that can support, promote and maximise opportunities inc. Visit Belfast, The
Lough Neagh Partnership, Tourism Northern Ireland, Tourism Ireland and
professional travel buyers

13
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Strategic pillar Key focal points

Nurture Promote Lisburn & Castlereagh as a destination defined by integrity and
thoughtful hospitality, making this evident in all activity including by

« ingraining a sustainable and regenerative tourism ethos with evidenced
based outcomes

« caring for all people including those with physical, mental and intellectual
needs by a) supporting education and awareness and b) providing
guidance and communications that empower visitors to make sound
choices about how to experience the destination

« championing and supporting tourism and hospitality providers

« placing community and local people at the heart of the tourism offering

« guiding visitors so that they behave responsibly in the destination

« curating experiences that celebrate cultural heritage, preserving
traditions (e.g., linen craft) inherited from the past for future generations

« preserving built heritage for future generations by investing in quality
destination development that enriches the lives of local communities and
the experience for visitors

« safeguarding the natural environment and biodiversity: e.g., Lagan Valley
Regional Park AONB

Grow Support local livelihoods, economic growth and enterprise development

e Deliver supports for industry to a) expand commercial capabilities, b)
promote collaborative and cross-referral opportunities and c) instil robust
data collation and analysis processes, ensuring that benefits spread
across the Lisburn & Castlereagh’s geography.

e Apply a dual approach to data collation and analysis by a) supporting
tourism businesses to improve their data collation processes and b)
investing in destination-wide metrics encompassing local data (inc. data
collated via a survey issued to tourism businesses, counter data at visitor
attractions, footfall data from events and festivals) and data available via
Tourism Northern Ireland, Tourism Ireland and NISRA.

e Adopt a proactive and goal-focused approach to achieve success,
targeting opportunities that are best suited to Lisburn & Castlereagh:

- Customer segments: individuals and groups, couples, families, soft
adventurers, golfers, inter-generational travellers and enthusiasts
of nature, culture and heritage, food and drink, soft adventure and
outdoor activities

-~ Markets: Northern Ireland (local, neighbouring locations and wider
NI), ROI, North America, Great Britain, France, Germany

- Opportunities: leisure tourism (including luxury leisure) as a priority
and business tourism for relevant providers

e Invest in visitor services to maximise opportunities

e In the context of the Economic Development Efficiency Review refocus
LCCC’s tourism team to maximise social and economic opportunities,
giving due consideration to resourcing the following activity: product and
partnership development, digital marketing

14
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1.1. Summary and Context

The Lisburn & Castlereagh Tourism Strategy and Action Plan 2024-2029 is a strategic
roadmap for raising the profile of Lisburn & Castlereagh as a distinguished, sustainable, and
socially inclusive tourism destination with a vibrant community spirit at its heart.

The ambition of this strategy is to position Lisburn & Castlereagh as a renowned tourism
destination with a unique identity and unparalleled experiences like Royal Hillsborough —
Northern Ireland’s only designated Royal residence. The purpose of this plan is to maximise
social and economic benefits for tourism providers and communities across urban and rural
areas in city, town, villages and hamlets.

To achieve success a twofold approach is recommended that applies equal value to

Infrastructural investment and development: i.e., the curation of high-
1 quality tangible infrastructure that has been a core responsibility for Lisburn
: & Castlereagh’s tourism team to date and will remain so for the future.
Examples:
e Securing +£26million investment for the development of Royal
Hillsborough as a world-class heritage village
¢ Installation of the Digital sculpture trail in Hillsborough Forest: ten giant
sculptures created by leading artists that encourage exploration
supported by an augmented reality digital app
¢ Installation of the Guess How Much | Love You frail: celebrating the
author and Lisburn resident, Sam McBratney who wrote the
international bestseller Guess How Much | Love You

Looking to the future, this will encompass further projects such as
e attracting investment for the development of quality accommodation
e scoping the potential for
- new tourism product: e.g., Hillsborough Castle & Gardens, Ulster
Aviation Society, Lagan Valley Regional Park AONB
- an annual tourism event to grow domestic and international
visitors e.g., a food-themed festival, Christmas markets

Tourism industry and destination development: this is essential for

2 . e maximising social and economic opportunities

e sustainable tourism development

e achieving a return for investments made on tangible infrastructure

o meeting the expectations of the visitor who seeks to forge a deep
connection with a destination and its people

Activity encompasses:
e Building a robust collaborative framework

- between Lisburn & Castlereagh City Council's tourism team and
local tourism and hospitality providers

- across Lisburn & Castlereagh’s tourism industry

- between Lisburn & Castlereagh and external stakeholders that can
support the destination including Tourism Northern Ireland and
Tourism Ireland
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e Investing in new experience development: curating experiences
delivered by local providers that reveal the story of people and place

¢ Championing tourism product and experiences that are unique to
Lisburn & Castlereagh: e.g., Ulster Aviation Society, the Linen
Museum, Royal Hillsborough, visitor experiences that showcase

diverse aspects of the destination’s story e.g., scenic beauty, food,
linen design

o Enterprise development: supporting tourism businesses to maximise
economic opportunities

This twofold approach to tourism development will require careful consideration so that the
brief Lisburn & Castlereagh’s tourism team is responsible for throughout 2024-2029 and

beyond a) has the full support of council and b) is appropriately resourced to achieve social
and economic success along with the growth targets set out in this plan.

This plan follows the Tourism Strategy 2018-2022 (the first tourism strategy coordinated by
Lisburn & Castlereagh City Council since its establishment as a local authority in Northern
Ireland in 2015) and is set out in two key parts:

e Strategic Analysis: a summary of the research and outcomes that inform the
Tourism Strategy and Action Plan 2024-2029

e Action Plan 2024-2029: defining the strategic pillars and associated actions for the
next five years

Across these two parts, the plan has three sections:

1. Summary and Context
2. Where We Are Now
3. The Way Forward: Action Plan 2024-2029
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1.2. Vision and Value Proposition

The vision statement and value proposition form the foundation for all activities conducted by
Lisburn & Castlereagh City Council in collaboration with tourism businesses, key stakeholders
and partners.

While the vision statement summarises the destination’s ambition, the value proposition
is created from the visitor’s perspective.

Strategic plans, annual plans, and actions must align to the vision statement and value
proposition. They are ideally used when engaging with tourism stakeholders and procuring
services such a PR, marketing and advertising so that the destination’s tourism offering, aims,
and objectives are understood.

The vision statement and value proposition have been created following consultation with
Lisburn & Castlereagh’s tourism industry, communities, and key stakeholders. These are
working documents and can change over time as the destination evolves and as the external
environment changes.

1.2.1. Vision statement
The vision of this strategy is to

Position Lisburn & Castlereagh as a leading tourism destination distinguished by innovative
tourism experiences that are unparalleled in Ireland, places of immense natural beauty, a rich
built and cultural heritage, a vibrant food and drink scene and a deep sense of community that
champions social inclusion bound by a collaborative spirit and a sustainable ethos that benefits
people, planet and pocket at its heart.

1.2.2. Value proposition

Stretching from the shores of Lough Neagh in the west to the hills above Dundonald in the
east, and from the Belfast Hills in the north to the source of the River Lagan in the south,
Lisburn & Castlereagh is bordered by six of Northern Ireland’s 11 district council areas within
easy reach of Belfast and Dublin.

Home to Hillsborough Castle and Gardens (Northern lIreland’s only designated Royal
residence) and the Lagan Valley Regional Park AONB (Northern Ireland’s only Regional Park),
Lisburn & Castlereagh is unparalleled as a tourism destination in Ireland.

Characterised by a deep sense of community and a leisurely pace of life where welcoming
people have time to engage in conversation across urban and rural neighbourhoods, an
annual calendar of experiences and events inspire visitors to explore:

e Culture and Heritage: from being the home of Royal Hillsborough village with its
remarkable Georgian architecture, art galleries and stately homes to the Ulster Aviation
Society with 30+ historic aircrafts and craft design ranging from handmade linen to fine
art ceramics

¢ Food and Drink: a celebrated destination for food and drink with gastro pubs, restaurants
and farmer’s markets that champion local produce complemented by experiences in
private homes, cookery schools as well as Hinch Distillery and Hilden Brewery that are
beloved locally
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¢ Adventure and Activities: a haven for walkers and hikers - Lagan towpath walk
connects Lisburn to Belfast; biking, boating, falconry, horse-racing and horse-riding,
parkland golf courses, and Ireland’s largest aqua park at Let's Go Hydro

e Events and Festivals: year-round community and large-scale events include the Down
Royal Racing Festival that takes place annually in November - with a heritage dating
back to 1865, this racecourse is the only one in Northern Ireland to host jump and flat
racing

Complimented by restaurants, cafes, bars and accommodation from glamping, self-catering
cottages, B&Bs and guesthouses to stately homes, castles and hotels, Lisburn & Castlereagh
is naturally suited to domestic and international leisure visitors including individuals and
groups, couples, families, soft adventurers, golfers, inter-generational travellers and
enthusiasts of nature, culture & heritage, food & drink, and the great outdoors.

For business tourism, Lisburn & Castlereagh is home to outdoor spaces and indoor venues
including the Eikon Exhibition Centre (Northern Ireland’s largest events venue with 10,000
SQMs of indoor event space on a 55-acre site), historic buildings and hotels for meeting,
conference, events and incentive groups from 10 to 10,000 delegates.

As a collaborative and responsible community, we welcome everyone who shares our
commitment to social inclusion and a sustainable ethos that benefits people, planet and
pocket.

141’:‘1'1";1
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1.3. Creating the Plan

The scope requested of the Lisburn & Castlereagh Tourism Strategy and Action Plan 2024-
2029 is:

provide strategic guidance to

- raise the profile of the district as a tourism destination

- achieve economic growth that benefits the district’s tourism businesses and local
economy

- leverage tourism to raise pride and identity, generating social and wellbeing
benefits

- provide guidance on offline and online marketing

e make recommendations about the opportunity to develop new tourism products and
experiences

e review the former Tourism Strategy 2018-2022, noting that the Tourism Strategy and
Action Plan 2024-2029 requires a fresh approach in the context of a post Covid-19
and Brexit era

» identify potential sources of funding to enable implementation of this Tourism
Strategy

e provide guidance about how to maximise the role and the potential of the district’s
Visitor Servicing function, analysing gaps and new opportunities (e.g., digitalisation)

Guided by this direction, this plan is informed by consultations, an analysis of the provision of
Visitor Services, a product audit, in-destination site visits and desk research:

e Consultations:
- Lisburn & Castlereagh City Council (LCCC) officers
- LCCC tourism and hospitality businesses
- LCCC elected representatives
- Tourism Northern Ireland
- Tourism lreland
- Visit Belfast: leisure and business tourism representatives
- Professional travel buyers (leisure and business tourism) in Ireland and abroad,
including the ITOA and ETOA associations
- Disability Federation Ireland
- Ulster University Economic Policy Centre
- Climate action experts
- Leave No Trace
- Independent data intelligence and international benchmarking organisations

¢ In-destination site visits: an in-person assessment of signature tourism products that
are unique to the Lisburn & Castlereagh district including:
- Hillsborough Castle and Gardens: Northern Ireland’s royal residence
- Ulster Aviation Society: 30+ historic aircrafts and exhibits celebrating Northern
Ireland’s aviation heritage, expertly curated by passionate volunteers
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- Down Royal racecourse: the only racecourse in Northern Ireland to host both jump
and flat racing, with a heritage dating back to 1865

- Lagan Valley Regional Park AONB (4,200 acres): Northern Ireland’s only Regional
Park with rich biodiversity and heritage

- Maze Long Kesh: a 347-acre site that is home to the Ulster Aviation Society and the
5,000m2 EIKON exhibition venue and exhibition facility renowned for hosting events
such as the Balmoral Show (Northern Ireland’s largest agri-food event with +100,000
visitors in May annually)

- Places to dine, visit and stay:
= places to dine including gastro pubs and restaurants
= places that offer food & drink experiences with tours and tastings such as

distilleries and breweries

= places to stay: including hotels and guest houses

o Product Audit: an analysis of existing tourism products and experiences to identify
strengths, gaps and opportunities under the following categories:
- Natural assets: places of natural beauty
- Experiences: culture & heritage; adventure & activities; food & drink; wellness and
sustainability
- Accommodation providers
- Events and festivals
- Exclusive Venues

o Visitor Services review:
- site visits and consultations were conducted with Visitor Services teams in Dublin,
Belfast, Newry Mourne Down and Derry ~ Londonderry
- reports and visitor services models from Ireland, Scandinavia and Germany were
studied

1 sscenic-walking route along the river-
anal system from Lisburn to Castlereagh
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e Desk Research: reports and analyses relevant to LCCC’s tourism strategy including
regional Lisburn & Castlereagh City Council (LCCC) strategies, national strategies and
independently published reports

This plan including all recommendations and actions aligns with regional and national policies
and strategies:

Lisburn & National Strategies and Visit Belfast related Independent
Castlereagh City Policies reports reports
Council (LCCC):
e LCCC Tourism e Tourism NI’s Draft LCC and Visit e United
Strategy 2018- Tourism Strategy Belfast Regional Nations
2022 2024-2034 Tourism Climate
e LCCC e Together Building a Partnership 2022- Change
Community Plan United Community 2023 reports
2017-2032 Strategy Visit Belfast e World
e LCCC Corporate e Rural Needs Act Business & Tourism
Plan and e Section 75 of the Operational Plan Organisation
Ambitions Northern Ireland Act 2022-2023 (UN Tourism)
2024/2028 e Tourism NI 2022-23 Visit Belfast Draft reports
e LCCC Interim operating plan Strategy 2024- e Booking.com
Corporate Plan e Tourism NI Annual 2027 Sustainable
2021-2024 Report 2020 Visit Belfast Travel Report
e LCCC Local e Lagan Valley Business Plan 2023
Development Regional Park Five 2024 e Disability
Plan 2032 Year Management Federation of
e Hillsborough Plan 2023-2028 Ireland
Tourism e Tourism Ireland Advocacy
Masterplan Marketing Plans Plan 2024-
e Hillsborough e Department for the 2026
Castle and Economy Economic e Future.Tl
Heritage Village Strategy (Destination
Outline Business e Department for the Germany)
Case June 2021 Economy Economic 2020
* Royal Vision (2024): Good e Food NI's Our
Hillsborough jobs, Regional Food the
Sustainability Balance, Raise Power of
Report Productivity, Net Good
e LCCC Rural Zero
Needs Annual e Department of
Monitoring Culture, Arts and
Report 2021- Heritage: A Way
2022 Forward
e DAERA Northern
Ireland Food
Strategy

Ulster Aviation Society

ES
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1.4. Tourism Priorities: past and future

Lisburn & Castlereagh City Council has been extremely successful in the development of
tourism infrastructure for which the council’s tourism team has been instrumental. Examples
of high profile projects:

e +£26 million investment secured for Royal Hillsborough village: home to
Hillsborough Castle and Gardens and Hillsborough Forest, this investment will support
the development of Royal Hillsborough as a world-class heritage village.

The funds represent a combined investment made by Belfast Region City Deal, Lisburn
& Castlereagh City Council and Historic Royal Palaces (HRP)

o Completion of tourism infrastructure projects:

- Digital sculpture trail in Hillsborough Forest: encompassing ten giant sculptures
created by leading artists that encourage exploration supported by an augmented
reality digital app

- Guess How Much | Love You ftrail: celebrating the author and lifelong Lisburn
resident, Sam McBratney who wrote the international bestseller Guess How Much
I Love You in 1994 (selling more than 55 million copies worldwide), this Public Art
and Literature Trail is accessible through a digital app or offline map

o +£52 million investment for Dundonald International Ice Bowl: development of a
state of the art facility featuring an Olympic-sized ice rink, 24-lane bowling alley and
catering facilities

Opening in 2026, it is estimated that the ice bowl will welcome more than 700,000
visitors annually by contrast with existing annual visitor numbers of 500,000

Other notable achievements following the inception of the Tourism Strategy 2018-2022 include

Elevating the « raising the profile of the rich food and drink heritage and innovative
food and drink producers as a primary motivator for visiting the Lisburn &
offering: a key Castlereagh district that is home to gastro pubs, restaurants, and
theme in the quality artisan industries

Tourism Strategy « developing an annual programme of farmers markets alongside
2018-2022 food & drink related themed events

» raising the profile of local destinations that champion quality
Northern Ireland food and drink produce: e.g., the Speciality Food
Fair that takes places in August annually in the Moira village

Events and Supporting the development of an annual programme of community

festivals and larger scale events across the district to drive visitor footfall e.g.,

» Balmoral Show that takes place in the Eikon Exhibition Centre
Lisburn, welcoming more than 120,000 visitors in May annually

« Down Royal Festival of Racing in November annually

Integrated A key theme in the Tourism Strategy 2018-2022, successes include
Marketing delivering an annual Integrated Marketing Campaign to increase
campaigns awareness and footfall to the district

10
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Looking to the future: going forward the tourism team will continue to focus on the above
outlined activity to include

positioning Lisburn & Castlereagh as a leading destination for food and drink

supporting events, festivals and farmers markets

delivering integrated marketing campaigns

tourism infrastructure development: ensuring that the management of any such projects
is handed over to the appropriate operational experts upon completion.

Additionally, to maximise social and economic opportunities Lisburn & Castlereagh will place
a priority focus upon

» building a robust collaborative framework that connects
- tourism industry business providers: developing partnership opportunities
- Lisburn & Castlereagh’s tourism industry with the local community
- Lisburn & Castlereagh’s tourism team with local tourism business providers and all
stakeholders that can support the development of this tourism destination including
Tourism Northern Ireland, Tourism Ireland and Visit Belfast

» curating tourism experiences that share the story of people and place

« enterprise development: delivering training and mentoring supports that can help local
tourism providers maximise opportunities individually and collectively

e embedding a culture of sustainable and regenerative tourism and social inclusion within
all activity

« promoting Lisburn & Castlereagh as a leading tourism destination with a unique identity
and unparalleled experiences

o maximising opportunities that can deliver a return on investment for the destination’s
tourism infrastructure projects

As this activity brings increased responsibilities, a refocus will be required to appropriately
resource the Lisburn & Castlereagh’s tourism team to achieve success and the growth

targets outlined in this plan.

The requirement for this renewed focus is evident throughout the Key Findings outlined in the
following section.
1




Back to Agenda

1.5. Key Findings

This section highlights the key outcomes that have emerged to inform the growth target and
strategic priorities in this plan under the following ten headings

l.

Il.
1.
V.
V.
VI.
VII.
VIILI.

Positioning Lisburn & Castlereagh as a tourism destination
Travelling across boundaries and understanding the visitor’s perspective

Regional Partnership: Visit Belfast and Lisburn & Castlereagh City Council
An assessment of the tourism offering and destination

Lough Neagh Partnership

Dispersion across all tourism businesses and the destination
Sustainability, regeneration, climate action and biodiversity

Placing inclusion, collaboration and community at the heart of tourism development
Supporting livelihoods and the economy: commercial and data analytics development
The future of Visitor Services in Lisburn & Castlereagh

Positioning Lisburn & Castlereagh as a tourism destination

From the outset of the consultation process, the debate arose among tourism businesses
about whether Lisburn & Castlereagh is a) a tourism destination with its own identity and
character or b) a suburban destination that is an extension of Belfast.

This uncertainty about the positioning of the Lisburn & Castlereagh district manifests in council
reports too. For example, the Lisburn & Castlereagh City Council’s Interim Corporate Plan
2021-2024 states that “there can be a perception of Lisburn Position Lisburn &

& Castlereagh as a suburb of Belfast rather than somewhere
to live and work.”

Lisburn & Castlereagh as a destination with its own character
that offers the added convenience of being easily accessible

Castlereagh as a
tourism destination
Ultimately the balance of opinion landed on positioning ERWIaRICKeIWaNUlglle[SI=)

character that offers

to Belfast. The strong sentiment expressed is that the Lisburn [RUEKEIaIEIIETa[el=No]
& Castlereagh district is differentiated by being accessible to

a slower pace of life: described as a destination “at other places,
ease,” an ideal place for visitors to unwind in the [RIAE[[e[lgleR=T=lIEEENS
company of welcoming people who have the time to
engage in conversation

a deep sense of community: this aligns with the sentiment of Lisburn & Castlereagh
Community Plan 2017-2032: “Local identity is important. People identify strongly with the
towns, villages, and neighbourhoods they live in...”

an accessible geography: with a broad variety of experiences possible within easy
commuting distance a) within the district and b) outside the district: e.g., it is possible to
walk from Lisburn to Belfast along the Lagan towpath in 2-3 hours

Lisburn & Castlereagh’s tourism industry has asked for ambition, calling out the potential to
achieve more by increasing the profile of the destination’s unique tourism offering across the
full breadth of the geography in urban and rural areas. The Lisburn & Castlereagh Community

12
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Plan 2017/2032 in turn acknowledges the potential to achieve more, stating that the tourism
opportunity has not yet reached its’ full potential and is still “underdeveloped.”

Through consultations, stakeholders have emphasised how this is a compelling, must-visit
destination, particularly for

o families: with lots to do from Lets Go Hydro to outdoor activities and forest trails

e culture and heritage enthusiasts: 745 archaeological sites and monuments, six Historic
Parks, Gardens and Demesnes, Ulster’s rich industrial heritage in fine linen

o food and drink enthusiasts: with vibrant farmer’s markets (e.g., in the historic Royal
Hillsborough village), excellent places to eat from pubs to restaurants, Hinch Distillery
and Hilden Brewery (Ireland’s oldest independent brewery)

e soft adventure enthusiasts: from parkland golf courses with idyllic views to breathtaking
landscapes for walking and cycling such as the Lagan Valley Regional Park (4,200
acres and 11 miles of riverbank), Hillsborough Forest and open parkland at Moira
Demesne

e |uxury tourism: home to Royal Hillsborough - renowned for striking architecture, old-
world charm and Hillsborough Castle and Gardens, the destination is a natural fit for
visitors who appreciate exclusive experiences

e business ftourism: a prime location to meet the needs of corporate meetings,

conferences, incentives, and events:

- Eikon Exhibition Centre: Northern Ireland’s largest events venue with 10,000 SQMs
of indoor event space on a 55-acre site

- Hillsborough Castle and Gardens

- Unique venues such as Hilden Brewery and Hinch Distillery

- outdoor spaces such as Lagan Valley AONB (4,200 acres)

- in-destination hotels: while the supply of accommodation in Lisburn & Castlereagh
is limited, additional rooms can be sourced from neighbouring areas such as Belfast

Il.  Travelling across boundaries and understanding the visitor’s
perspective

When positioning the tourism offering of any destination, it is important to be aware that visitors
from the domestic and international marketplace are not concerned with district council or
geographical boundaries. Instead, they travel from one compelling location to another in
search of memorable experiences that reflect the story (traditions, customs, values, way of
life) of local communities.

In the context of Lisburn & Castlereagh it is essential to be mindful of this given the district’s

e location: stretching from the shores of Lough Neagh in the west to the hills above
Dundonald in the east, and from the Belfast Hills in the north to the source of the River
Lagan in the south, the district is bordered by six of Northern Ireland’s council areas
- Belfast: population of approximately 348,000
- Armagh, Banbridge and Craigavon: population of approximately 220,000
- Newry Mourne and Down: population of approximately 182,000
- Ards and North Down: population of approximately 164,000
- Mid Ulster: population of approximately 151,000
- Antrim and Newtownabbey: population of approximately 146,000

13
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¢ regional partnership: a formal agreement whereby Lisburn & Castlereagh City Council
works in partnership with Visit Belfast to support the promotion of tourism businesses in
Lisburn & Castlereagh

Within this framework, the strategic approach for Lisburn & Castlereagh needs to
e focus upon raising the profile of the district’'s tourism offering so that local businesses
(individually and collectively) stand out to win domestic and international visitors and
maximise dwell time
e maximise opportunities for Lisburn & Castlereagh by
- targeting the 1.3+ million people (70% of Northern Ireland’s population) who live in
Lisburn & Castlereagh (population of approximately 149,900) and within 6
neighbouring district council areas (combined population of approximately 1.2+ million
including 348,000 in Belfast) for day trips and short stays
- targeting the wider Northern Ireland marketplace
- targeting the Republic of Ireland marketplace, noting that County Dublin (with a
population of 1.4+ million) is within easy reach of the district
- targeting international market opportunities in markets prioritised by Tourism Ireland:
North America, Great Britain, France and Germany.
e work in partnership with Visit Belfast to maximise opportunities

Noting that Lisburn & Castlereagh’s tourism offering is :
dually promoted by Lisburn & Castlereagh City Council Leverage LISbum &
under the Visit Lisburn & Castlereagh brand and by MOEEEIEETe]akNola[alC!
Visit Belfast under the Belfast Plus brand, the industry location and strateaic
in Lisburn & Castlereagh has asked for promotion of 9
the tourism offering in their destination to be amplified

partnerships to maximise
across domestic and international markets over the [MeJoJololy(NalIi[=SRY/F-Rig[=N[e]or-1 K

next five years. The success of this activity can be

measured against the growth targets outlined in this national and international
plan. marketplaces

lll.  Regional Partnership: Visit Belfast and Lisburn & Castlereagh City
Council

The consultation process raised ambiguities about how tourism is promoted by Lisburn &
Castlereagh City Council and Visit Belfast. Noting that clarity was requested in this regard, the
partnership between Lisburn & Castlereagh City Council and Visit Belfast along with their
associated roles are outlined below.

Visit Belfast Visit Belfast operates as a not-for-profit Destination Marketing
Management Organisation (DMMO) supported by Tourism Northern
Ireland and Tourism lIreland to provide marketing, sales and visitor
servicing activity with the purpose of delivering on city-wide and national
tourism strategies.

Visit Belfast’s remit is thereby to create and service domestic and
international visitors across leisure, business and cruise tourism for
o Belfast
» Regional tourism partners: bound by a Service Level Agreement, this
includes Lisburn & Castlereagh City Council and Ards and North
Down Borough Council
o Destination Northern Ireland
» developing an established annual programme of farmers markets
alongside food and drink related themed events

14
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» raising the profile of local destinations that champion quality Northern
Ireland food and drink produce: e.g., the Speciality Food Fair that
takes places in August annually in the Moira village

Lisburn & Lisburn & Castlereagh District Council’'s tourism team operates at a
Castlereagh localised level with priorities encompassing
City Council

e development of tourism infrastructure such as

- trails: e.g., the Digital sculpture trail in Hillsborough Forest and the
Guess How Much | Love You trail

- large scale projects: e.g., securing investment and supporting the
development of Royal Hillsborough (£26 million) and Dundonald
International Ice Bowl (£52 million)

- food and drink product offering: e.g., the development of farmer’s
markets and raising the profile of the diverse quality of places to
eat and drink across the district

e promotion of the district’'s tourism offering: primarily to Northern
Ireland and Republic of Ireland leisure tourism visitors via digital
marketing and in-destination Visitor Services

Regional partnership between Visit Belfast and Lisburn & Castlereagh City Council
Since the Greater Belfast Regional Tourism Partnership was first set up in 2006, Lisburn &
Castlereagh City Council and Visit Belfast have engaged in a collaborative partnership bound
by a Service Level Agreement whereby Visit Belfast promotes the Lisburn & Castlereagh
district via marketing, sales and Visit Belfast-operated visitor services.

Lisburn & Castlereagh is marketed under Belfast Plus with the purpose of a) highlighting the
district’s proximity to Belfast and b) the breadth of experiences and services located here that
meet the needs of leisure, business, and cruise tourism visitors.

Under the Belfast Plus brand, activity conducted by Visit Belfast includes

e promotion via
- Belfast Plus web pages and social media channels
- Belfast City & Region Guide

¢ inclusion in targeted marketing campaigns that prioritise the domestic, Republic of Ireland
and Great Britain markets

¢ visitor services across the following locations with dedicated Belfast Plus branding: Visit
Belfast Welcome Centre, Belfast International Airport and George Best Belfast City
Airport (travel advisory services, literature distribution, event information, ticketing service
and accommodation booking)

o Belfast industry engagement programme: raising the profile of the Lisburn & Castlereagh
district’s tourism offering to generate referral bookings via Belfast-based tourism and
hospitality businesses

¢ Cruise Belfast website and Cruise Terminal Visitor Servicing: March-October

o Visit Belfast Business Events website and conference guide

e representation at consumer and trade shows for leisure and business tourism in Ireland
and internationally
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The future opportunity, metrics and neighbourhood tourism

Looking to the future, by working in partnership with Visit Belfast there is an opportunity for
Lisburn & Castlereagh to leverage Belfast’'s brand recognition as a tourism destination and
Northern Ireland’s capital city to a) achieve measurable promotional and economic
opportunities for tourism businesses and b) increase dwell time in Lisburn & Castlereagh.

Noting that Visit Belfast’s Business Plan 2024-2025 has set a KPI to achieve 780,000 visits
across overnight trips (250,000), day trips (200,000), cruise tourism (296,000) and corporate
delegates (24,000), it is recommended that an updated Service Level Agreement (SLA) with
clear objectives, actions and KPls are agreed for Lisburn & Castlereagh over a defined period
(e.g., 3 or 5 years) and that the success of this SLA is assessed via agreed KPIs and metrics.

Visit Belfast’s focus on neighbourhood tourism

Within the SLA, the context for “neighbourhood tourism” outlined as a strategic focus in Visit
Belfast’s Strategy 2024-2027 also needs consideration. As neighbourhood tourism champions
engagement with local people and places, this opportunity is especially relevant for Lisburn &
Castlereagh with a variety of neighbourhoods across urban and rural areas.

Notably, the importance of “neighbourhoods” where “local identity is important” is widely
referenced across Lisburn & Castlereagh City Council plans, including the Lisburn &
Castlereagh Community Plan 2017/2032.

Lisburn & Castlereagh City Council: maximising opportunities
To maximise opportunities via the Visit Belfast collaboration and beyond this collaboration, this
plan recommends that the council

e regularly engages with Visit Belfast to ensure that agreed )
actions and associated KPIs are achieved, strengths are Continue to partner
optimised and challenges are addressed with Visit Belfast,

alongside targeting

e continues with the integrated marketing campaigns
delivered by Lisburn & Castlereagh’s tourism team that »
target Northern Ireland and Republic of Ireland visitors opportunities at a

* proactively develops  partnerships with key tourism [Mlelet=IIY=Ye[[e]aF-1I=Tgle
stakeholders including Tourism Northern Ireland and .

Tourism Ireland national level

e proactively develops partnerships with professional travel
buyers across leisure and business tourism, noting that the buyers consulted for this plan
welcomed learning more about Lisburn & Castlereagh as a tourism destination

e actively engages with local tourism businesses to foster a culture of cross collaboration
across the destination

e develops alliances that can benefit Lisburn & Castlereagh, for example with Visit Belfast
visitor services representatives and Belfast-based accommodation providers that can
refer visitors

e reviews targeted marketing campaigns conducted by Visit Belfast that prioritise the
domestic, Republic of Ireland and Great Britain markets to
- assess the opportunity for Lisburn & Castlereagh
- ensure that duplications across Lisburn & Castlereagh and Visit Belfast’'s marketing

activity are avoided
- measure the success of Visit Belfast-led campaigns for Lisburn & Castlereagh via
robust data collation and analysis

e reviews initiatives such as those provided by Visit Belfast, Tourism Northern Ireland and
Tourism Ireland to determine opportunities for Lisburn & Castlereagh
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IV. An assessment of the tourism offering and destination

To ensure that the Lisburn & Castlereagh’s tourism offering is communicated with clarity over
the next six years, the key categories for promotion have been identified as

¢ natural assets: places of natural beauty (e.g., Lagan Valley Regional Park AONB) and
hub communities across the district’s urban and rural landscapes: city, town, villages
and hamlets

e culture and heritage:
- experiences and services that share the story of people and place
- tangible heritage: e.g., Hillsborough Castle and Gardens
- cultural heritage: traditions inherited over generations such as fine linen making

e outdoor recreation, adventure and activities: from land and water based activities
(e.g., walking, hiking, biking, boating, golfing and horse-riding) to fun for all ages at
locations such as Let's Go Hydro, Down Royal Racecourse

¢ food and drink: quality tourism experiences with local providers such as
- immersive experiences: e.g. learn how to make a local dish or how a local beer or
whiskey is crafted
- guided trails: showcasing local food and drink provenance and suppliers with
insights provided by an expert
e events and festivals: from community to large scale events

¢ places to eat and drink: from gastro pubs to restaurants and farmer’s markets

e places to stay: encompassing all categories such as glamping, self-catering, B&Bs,
guesthouses and hotels

e exclusive venues: for private and corporate occasions

Table 1 summarises key outcomes from the product audit conducted for this plan raising the
following points

e an opportunity to curate experiences that share the story of people and place: for
example, while there are 133 places to eat and drink such as cafes, pubs and restaurants,
there are only 5 food and drink tourism experiences delivered by local providers

e an opportunity to increase experiences bookable by independent visitors: a low
proportion of tourism experiences and activities are available to book on dates
calendared across the season - limiting the potential for public promotion and the supply
of experiences for independent visitors and small groups

e a low availability of quality accommodation: 6 out of 94 accommodation providers
listed are hotels. A high proportion of providers are not officially graded

e abundant opportunities for outdoor recreation and adventures: Lisburn &

Castlereagh is well positioned to target visitors interested in the great outdoors including
via golf, equestrian, water sports activities, walking and biking trails
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Table 1: summary product audit outcomes

Category Notable outcomes

Natural assets

Lisburn & Castlereagh has natural assets that are ideal for outdoor
recreation including Lagan Valley Regional Park AONB, Hillsborough
Forest, Slievenacloy Nature Reserve, Wallace Park and Portmore Lough.

Culture, history
and heritage
attractions and

17 providers in this category: visitor attractions (12) and experiences (5).
While all 17 service private bookings, just 6 of the 17 provide services
bookable by independent visitors.

experiences

Outdoor 43 in this category: golf (7), equestrian (8), water sports (7) and farm
recreation, activities (6).

adventure and

activities While all 43 service private bookings, < 50% provide services bookable by

independent visitors.

Food and drink
experiences
and activities

5 in this category
e 3 tours: Hilden Brewery, Hinch Distillery, Coca Cola Visitor
Experience
e 2 cookery schools

The above are largely available subject to request for private bookings.
There is low availability of experiences for this theme that is a priority for
Lisburn & Castlereagh and an absence of experiences such as guided
walking trails that share insights into local provenance and producers.

Places to eat
and drink

177 listings: cafes, pubs, bars and restaurants — Lisburn & Castlereagh
benefits from a quality food and drinking offering.

Places to stay

94 listings across hotels, guesthouses, B&Bs and self-catering: a high
proportion of providers operate ungraded accommodation: i.e., quality
standards are not certified by Tourism Northern Ireland

Across a total availability of 1477 beds, the allocation per accommodation
provider category is summarised below:

e 690: 3 and 4 star graded hotels

e 606: self-catering (majority have no official grading)

e 181: guesthouse (majority have no official grading)

The audit combined with feedback from the consultation process has raised important points
addressed in the following sections

cowy

Meeting the visitor demand for experiential tourism

Promoting signature tourism offerings that are unique to Lisburn & Castlereagh
Availability of accommodation

Tourism events, festivals and funding
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A. Meeting visitor demand for experiential tourism:

Visitor expectations have been changing in recent years with a rising demand for experiential
tourism. This is acknowledged in Tourism Northern Ireland communications emphasising how
the contemporary visitor seeks authentic and engaging experiences (known as immersive
experiences) that delve into the uniqueness of an area. The expectation is that these
experiences

e are rooted in place: i.e., they share the story of local people and their community

o offer an opportunity to learn something new: e.g.,
- askill such as playing an instrument or learning a craft
- aninsight into a local tradition, a moment in history, a local hidden gem

e are compelling and memorable: e.g.,
- awalking experience with a local guide showcasing breathtaking views
- learning how to bake or cook a new recipe in a local chef’s kitchen
- hearing how a local craft whiskey is made, ending with a guided tasting
- crafting a piece of wood, glass or clay with a master crafts person
- following a themed trail (e.g., food and drink) that shares the provenance of local
ingredients and insights into local producers
- discovering new places, ways of living and communities on foot, or bike or boat

¢ provoke thought and emotion: i.e., they offer a fresh perspective and can stir a wide
range of emotions such as excitement or happiness

Responding to the demand for experiential tourism, Tourism Northern Ireland launched the
Embrace A Giant Spirit destination experience brand in 2019 with the cited promise of “sharing
the giant spirit of Northern Ireland and awakening the giant spirit in our visitors.” The brand
hallmarks known as inspirers are summarised below:

¢ Big heartedness: defining the warm, friendly and down-to-earth nature of people in
Northern Ireland

¢ Legends and stories: untapping the legends, myths and history of Northern Ireland
to showcase how exciting and inspirational culture and creativity is

¢ Originality: showcasing Northern Ireland’s pioneering spirit

e Land, water and sea: sharing the natural beauty of Northern Ireland while preserving
and nurturing this so it can be enjoyed by future generations

As the product audit has raised the opportunity . .
for Lisburn & Castlereagh to curate experiences Curate authentic experiences

that meet the needs of visitors seeking [MUEIRIAETEERIaISRE (o]gYA0) W olTo] ][]

experiential tourism, this plan recommends that Y| place ensuring that these
this is prioritised via bespoke enterprise '

development programmes to curate a are available to book on a

compelling collection of experiences delivered [E{elal=Yo[V][Yo R=Talo Nolf\EI GRS
by local people across the following themes:
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e culture & heritage
e adventure & activities
e food & drink

To reach the widest possible audience, these experiences need to be bookable online (for
independent visitors) and on a private booking basis (for private bookers and groups).

B. Promoting signature tourism offerings unique to the Lisburn &
Castlereagh district

Lisburn & Castlereagh is in the fortunate position of having signature tourism attractions that
are unique to this destination. These include

Royal Hillsborough, Hillsborough Castle & Gardens
Ulster Aviation Society

EIKON exhibition centre and Maze Long Kesh
Down Royal Racecourse

Dundonald International Ice Bowl

Lagan Valley Regional Park AONB

The outcomes for each noted attraction are addressed below along with recommendations to
increase their profile and maximise opportunities.

Royal Hillsborough, Hillsborough Castle and Gardens

As previously noted, £26 million investment has been secured for the development of Royal
Hillsborough village (widely known as Hillsborough) that because it has retained many of its
original features is characterised by a distinctive sense of place.

To safeguard the village for future generations along with improving the quality of life for
residents and the experience for visitors, the noted investment will be used to

e upgrade public realm across the streetscape and square, . .
including the historic Courthouse R_alse the profile of
o address upgrades required at Hillsborough Castle and [l elelgelils] g MO ([S

Gardens and Gardens so it

enters the league of

Apart from Hillsborough Castle and Gardens, the village is s
home to accommodation providers and quality places to eat [{e]ol{ONer=1{e RVIETI (0]
and drink making it an ideal destination for visitors. attractions in

Noting that consultations with professional travel buyers Northern Ireland
made it clear that there is a desire to learn more about this
offering and how it can be used for diverse requirements from luxury to corporate and from
general to special interest visitors, the ambition is to raise the profile of this attraction during
the lifetime of this plan so that it enters the league of top 10 paid visitor attractions as defined
by Northern Ireland’s Statistics and Research Agency- NISRA (joining other attractions such
as Titanic Belfast, Mount Stewart, Marble Arch Caves and Saint Patrick’s Centre).

Aligned with this ambition, this plan recommends the curation of a) a collection of experiences
that share Royal Hillsborough’s unique story (e.g., experiences delivered by Hillsborough Fort
Guards) and b) communications that clarify the services and venues available to meet the
needs of leisure and business tourism visitors.
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Importantly, as outlined in the LCCC Corporate
Plan and Ambitions 2024/2028, Royal

Position Royal Hillsborough

as part of the wider tourism Hillsborough should not be presented as the sole

offering, ensuring that social reason for visiting the Lisburn & Castlereagh

. " district, but rather as a visitor attraction that is part

and economic opportunities of a wider tourism offering that draws the visitor “to

spread across the district a range of other historic and natural attractions in
the area.”

Ulster Aviation Society
Unlike anything else in Ireland, 30+ historic aircrafts and exhibits celebrating Northern

Ireland’s aviation heritage are displayed in two hangars that are listed buildings within the 347-
acre Maze Long Kesh site in Lisburn. The exhibition is curated by passionate volunteers, many
of whom are mechanics, engineers and pilots devoted to the maintenance of the aircrafts that
are presented in working order and pristine condition.

With tours (available subject to pre-booking) delivered by [MEdge)Vile{=N eIt ol0] (]
volunteer guides who are knowledgeable and passionate, the [H| pports so that the
experience feels like walking on to a movie set where aircraft Ulster Aviation
usually only seen in photographs are accessible to view and
touch.

Society can

maximise
As an experience, the Ulster Aviation Society has potential to promotional and

be further developed to attract leisure and business tourism .
visitors seeking an original venue. To realise this opportunity, Commerclllal
bespoke supports are required so that the Ulster Aviation MRULSSASIIIES
Society is equipped with the commercial and operational
know-how to achieve success.

EIKON exhibition centre and Maze Long Kesh
Maze Long Kesh is a 347-acre open space that houses two tourism-relevant sites: the Ulster

Aviation Society and the 5,000m2 EIKON exhibition centre. Known for hosting the Balmoral
Show (+100,000 visitors- Northern Ireland’s largest agri-food .
event), EIKON is the largest exhibition centre in Northern Target commercial
Ireland. opportunities for

EIKON supported by

The venue functions well on a practical level with ample
internal and external spaces, car and coach parking with

a strategic plan and

easy access to accommodation in Lisburn & Castlereagh and (R ALCAUCEJOCHIIE]
neighbouring areas such as Belfast. for tourism at Maze

Long Kesh

Noting that consultations conducted for this plan have
confirmed interest in exhibition spaces that avoid the hassle of traffic-heavy urban areas, there
is the potential to increase Lisburn & Castlereagh’s reputation for the delivery of exhibitions
for which a targeted commercial and operational strategic plan that champions a sustainable
ethos (including sustainable travel solutions for reaching the exhibition centre) is required.

Considering the expanse of the Maze Long Kesh site, a separate study should be conducted
to assess if and how the site can be further developed for the benefit of local communities and
tourism.
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Down Royal Racecourse
Located in County Down (approximately 20 minutes outside of Belfast), the Down Royal

Racecourse stages some of the most prominent races on the Irish racing calendar. Renowned
for being the only racecourse in Northern Ireland to host both jump and flat racing, Down Royal
promises a compelling experience for visitors and a novel way to connect with local people.

With numerous private suites to avail of throughout the racecourse, this plan recommends
that Down Royal is positioned as part of Lisburn & Castlereagh’s tourism offering to target
leisure and business tourism visitors.

Dundonald International Ice Bowl
Set for an investment of £52 million and a target (post redevelopment) to welcome more than
700,000 visitors, Dundonald International Ice Bowl will boast an Olympic-sized ice rink, 24-
lane bowling alley and extensive catering facilities.

A kev function of & tour itor atiraction is t Assess if and how
ey function of a tourism visitor attraction is to create a

compelling and memorable experience that shares a unique Dundon_ald

insight into the story of people and place, with the power to [RIgLEI g1 el F=1 M [of=!
attract visitors - thus increasing in-destination dwell time that =¥ VINGE ol 6l=
benefits the local economy.

positioned as part of

Within this context, in its current format Dundonald Ice Bow!l Eigl=ReI8gi11) offering
reads as a sports and recreational offering rather than as a fit
for tourism.

This plan thereby recommends that an assessment is conducted to determine if and how
Dundonald International Ice Bowl can be positioned as an integral part of Lisburn &
Castlereagh’s tourism offering and strategy.

The Lagan Valley Regional Park AONB

The Lagan Valley Regional Park AONB is a precious natural asset that is Northern Ireland’s
only Regional Park and one of nine designated Areas of Outstanding Natural Beauty in
Northern Ireland. Encompassing 4,200 acres and 11 miles along both sides of the River
Lagan, the park bridges the urban hubs of Lisburn and Belfast connecting the cities via a
towpath.

Home to a rich biodiversity and heritage, the park is characterised by an array of outdoor
spaces including smaller parks, farmlands, woodlands, and meadows. Following a site visit of
the Lagan Valley Regional Park AONB, it became clear that it has the potential to be developed
to meet the needs of leisure and business tourism visitors. Some of the ideas raised included
a safari-style exploration by jeep accompanied by Park Rangers that would be unique in
Ireland.

While one third of the park’s expanse is in the Belfast City Council area, two thirds are in the
Lisburn & Castlereagh City Council area. The value of the Lagan Valley Regional Park is
recognised across Lisburn & Castlereagh City Council policies including the Lisburn &
Castlereagh Community Plan 2017/2032 that references the park as a unique
“tourism/recreation asset that requires protection for future generations.”

As the opportunities that the park presents are variable and vast, this plan recommends that
an independent study is conducted to include an assessment of
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¢ how the park can be best positioned as a tourism asset with a sustainable and
regenerative ethos at its heart

e what kind of experiences and services can be developed to meet the needs of the local
community, leisure and business tourism

customers in Ireland and internationally Conduct an independent

e what kind of events can be curated q . h
e what kind of customers and markets are assessment to determine how

suited to the offering best to position the Lagan
Valley Regional Park AONB as

¢ how can the park generate social and
economic benefits as a tourism offering . . .

¢ what kind of communications are required a qua“ty sustainable tourism
for tourism purposes offering that benefits the local

e what kind of supports are required to Community and visitors
achieve success

As the park is jointly funded by Lisburn & Castlereagh City Council and Belfast City Council,
this study would be ideally conducted in partnership with both councils.

C. Availability of accommodation

The product audit conducted for this plan confirms that there are 587 bedroom units with a
total capacity of 1477 beds available across the Lisburn & Castlereagh City Council area.

More than 50% of the available rooms are in Lisburn, the district’s only city. A further 17% of
available rooms are concentrated in the historic villages of Royal Hillsborough and Moira, with
the balance largely spread throughout Aghalee, Ballynahinch, Carryduff and Dundonald.

The total of 1477 available beds are spread across the following accommodation provider
categories:

e 690: 3 and 4 star graded hotels with the 4-star La Mon Hotel & Country Club (a total of
280 beds) and the 3-star Premier Inn Lisburn (a total of 180 beds) providing the highest
proportion of inventory

e 606: self-catering (the majority have no official grading)

o 181: guesthouse (the majority have no official grading)

Considering the destination’s capacity to attract luxury visitors, there are no 5-star options and
a significant proportion of accommodation providers are ungraded.

While the destination has benefited from new openings in recent years including the Haslem
Hotel in Lisburn (2020) with 45 bedrooms and Arthurs Townhouse in Royal Hillsborough (2023)
with 12 bedrooms, the low availability of quality accommodation is widely referenced including
in the Lisburn & Castlereagh Community Plan 2017/2032: “the estimated number of overnight
stays was the lowest across all councils [...]. There is a lack of hotel accommodation in the
area and in general the number of beds in licensed accommodation.”

While Lisburn & Castlereagh’s location means that it can benefit from the wider availability of
accommodation in neighbouring areas such as Belfast, the low availability of accommodation
can impact dwell time running the risk that Lisburn & Castlereagh attracts a high proportion of
day trippers rather than longer stays.
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This in turn means that visitors have less opportunity to choose staying in this district area in
a destination that offers a slower pace of life by comparison with Belfast.

This plan accordingly recommends scoping the potential Maximi e
to develop sustainable accommodation solutions across a)_(lmlse opportuni _'eS
all accommodation categories: e.g., self-catering, [R{IMINEEEEE RN RN

guesthouses and hotels. by exploring the

Considering the destination profile and the presence of [MSUCULEIRCIENVES I
The Lagan Valley Regional Park AONB, it is EaRIVEIEIakEl) )
recommended that the potential for luxury lodge style :
accommodation that works in harmony with the natural aCCO_mmOdatlon
environment is explored. solutions

D. Tourism events, festivals and funding

Supporting the development of an annual programme of major and community events to drive
visitor footfall has been a priority focus for Lisburn & Castlereagh City Council. Examples of
major events supported by the council include

o Hillsborough Castle & Gardens Honey Fair: August annually
e Down Royal Festival of Racing: November annually

The product audit conducted for this plan highlighted twelve events defined as small or major
events. However, not all these events (e.g., Northern Ireland International Cross Country —
October annually) are relevant for the purposes of tourism.

A tourism event should showcase a destination’s culture, people and place in a way that
a) enriches the visitor experience, b) welcomes visitors from the local community and Northern
Ireland marketplace, and ¢) proactively targets and generates new money via external visitors
(e.g., from the Republic of Ireland and international markets) into the economy.

Importantly, the event must have a strong concept and should ideally take place during low
season months when the economic benefits are most needed. Appendix 1 summarises
examples of successful tourism events in Ireland.

Within this context, it is recommended that a new event is ONEIR [N ee]glel=T0]s

and delivery of one
successful tourism-

identified with the potential to attract domestic and
international visitors. This event should draw upon Lisburn &
Castlereagh’s unique identity and strengths: e.g., food and
drink, Christmas markets. It should also be rooted in a [RIoJAIEIloRi=E1NZ=]

compelling concept and innovative programming. during the lifetime of

Once concepts and programming are identified, it is further this plan
recommended that the council should consult with Tourism
Northern Ireland for guidance, noting that there are two funding options currently available
(national and international) as summarised under Appendix 2.

If Lisburn & Castlereagh City Council proceeds with a new event, it is recommended that
investment via Tourism Northern Ireland’s national event fund is initially sought. Once this
event establishes a strong track record and a demonstrated ability to win external visitors, the
potential to apply for the international event fund can be determined.
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V. Lough Neagh Partnership

The Lough Neagh Partnership is a stakeholder organisation that was established in 2003 to
help manage and protect Lough Neagh. The board of the partnership is comprised of key
stakeholders, elected representatives, landowners, fishermen, farmers, local communities.
The Lough Neagh Partnership is the primary organisation responsible for the sustainable
development of Lough Neagh.

Explore the potential for
Lough Neagh to be

Core funding for this partnership is provided by all
councils that surround the lough. This includes Lisburn & i
Castlereagh City Council where a 3-mile stretch along [LASSILUSIIEREERE Y of

the lough’s shoreline (with two sand refineries and a [EE] o]Vl R WO [1-F-Te] oK<
private marina) is part of this jurisdiction. tourism offering

This partnership facilitates the potential for

e new experience development: delivered by providers on the stretch of Lough Neagh
that is part of the Lisburn & Castlereagh district

e collaborations: with tourism providers that represent Lough Neagh

o profiling Lough Neagh as part of the Lisburn & Castlereagh tourism offering

VI.  Dispersion across all tourism businesses and the destination

While positioning Lisburn & Castlereagh as a destination that is home to unique visitor
attractions and experiences, it is essential to ensure that
oppprtunltles are maglmlsed across the Q|str|ct fo_r all Focus on promoting the
tourism and hospitality businesses, their associated i .

communities, and local economies. full tourism offering and

_ _ _ dispersion so that all

Via the consultation process, Lisburn & Castlereagh’s
tourism businesses have asked that signature visitor

tourism providers and
attractions with extensive capacity for visitors are communities across
Lisburn & Castlereagh
benefit

e promoted as part of the wider collection of tourism
experiences and services

e leveraged to benefit all tourism businesses along with all urban and rural communities
across city, town, villages, and hamlets

This approach is essential for sustainable tourism development that encourages year-round
travel and dispersion. Showcasing the full breadth of what the destination can offer is also key
for a) appealing to diverse visitor interests and b) creating reasons to repeat visit.

This plan thereby recommends that Lisburn & Castlereagh City Council stays abreast of the
full catalogue of market-ready tourism experiences and services that are ready for promotion
during the lifetime of this plan and beyond across the following categories:

e Culture, history and heritage: e.g., historic visitor attractions and museums, guided
walking trails, craft experiences (e.g., ceramics, textiles)

e Outdoor recreation, adventure and activities: e.g., activity centres, guided walking,
hiking, boating and biking experiences, golfing, horse riding
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e Food and drink experiences and activities: e.g., guided food and drink trails,
cookery experiences and guided tours (Hilden Brewery and Hinch Distillery)

e Places to eat and drink: places such as gastro pubs and restaurants that champion
local provenance, produce and producers

¢ Places to stay: all accommodation types- self-catering, B&Bs, guesthouses and hotels
o Exclusive venues: exhibition centres, hotels, stately homes, eateries, visitor

attractions and places like Castlereagh Golf Club and Drumbo Park Greyhound
Stadium with spaces for semi-private and private hire

VII. Sustainability, regeneration and climate action

While sustainable and regenerative tourism is not referenced in the Tourism Strategy 2018-
2022, it is prioritised in other Lisburn & Castlereagh City Council policies. For example, the
Local Development Plan 2032 references “sustainable tourism development” that benefits

Hilden Brewery: oldest independent brewery in Irela'i'

local people, the local economy and visitors and the LCCC Corporate Plan and Ambitions
2024/2028 champions the promotion of sustainable tourism along with “the use of our asset
base to increase sustainability” under Strategic Theme No 3 — Planet.

Sustainability will be a key priority for the Tourism Strategy and Action Plan 2024-2029,
aligning with existing council policies and the Department for the Economy’s recent Tourism
Strategy for Northern Ireland - 10 Year Plan’s vision to establish Northern Ireland as a
destination with “sustainability at its core.”

Accordingly, the intention is to ingrain a culture of sustainability so that the destination’s
landscape, built heritage and cultural heritage is celebrated and preserved for future
generations. Accordingly, tourism activity will demonstrate a holistic commitment to

e safeguarding the environment
e championing local communities
e supporting livelihoods and the local economy
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While this approach brings wide-ranging benefits to local people, it also meets the
expectations of visitors as national and independent reports confirm a rising demand for
sustainable tourism destinations.

Whereas sustainable tourism seeks to minimise harm, regenerative tourism aspires to actively
heal and nurture.

Within tourism lexicon, the term sustainability is often used to reference both sustainable and
regenerative tourism practices. However, as regenerative tourism development can achieve
more and there is a growing understanding of its greater impact, Lisburn & Castlereagh needs
to be transparent about both sustainable and regenerative activity alongside the associated
outcomes.

During the period 2024-2029, key activity will include:

« working with tourism and hospitality businesses to ingrain a culture of sustainability,
maximising all associated social and economic benefits

¢ instilling and promoting measures that safeguard the environment and reduce
emissions, ensuring that outcomes are visible and measurable based on pre-
determined baselines : , Sustainable and

e curation of sustainable tourism experiences and : .
products that authentically represent people and place [REe[SAEIE /R T1V g Iy

e promoting existing and future sustainable travel is a strategic priority
solutions (e.g., on foot, by bike, boat, or public 2024-2029
transport), routes (e.g., Lagan towpath) and itineraries :

e considering the prevalence of quality places to eat
and drink, working with experts to provide guidance A culture of
about what ingredients are sustainable for promotion sustainability will be
on "?j_nus y o tourism busi . ingrained that

e providing guidance for tourism businesses an
Eommungitiges about how to support visitors so that demonstrates an
they engage respectfully within the destination evidence-based

e raising awareness by communicating activity across commitment.
offline and online channels

e aligning with UN Sustainable Development Goals and the VICE model for sustainable
tourism

e Visitors: welcoming, involving and delighting visitors

¢ Industry: achieving a profitable and prosperous industry

¢ Community: engaging and benefiting host communities and showcasing/respecting their
unique identities and culture

¢ Environment: being mindful of the collective impact of visitors, industry and community
on the environment and the importance of nurturing and protecting this

VIII. Placing inclusion and collaboration at the heart of tourism
development

Inclusion has arisen as a key pillar for the Tourism Strategy and Action Plan 2024-2029
encompassing accessible tourism development, social inclusion, community engagement and
collaboration as priorities. This aligns with the Department for the Economy’s Tourism Strategy
for Northern Ireland - 10 Year Plan that identifies inclusion as a key pillar.
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In the context of the Lisburn & Castlereagh District, this ambition is explained further below
under the following headings: collaboration; community; accessible tourism development and
social inclusion

Collaboration: this was a key pillar of the Tourism Strategy 2018-2022, prioritising the
development of partnerships with

o stakeholders such as Visit Belfast and Tourism Northern Ireland

e tourism businesses and sites with the capacity to welcome large visitor numbers such
as the Historic Royal Palaces and the Ulster Aviation Society

o stakeholders that can support investment in tourism accommodation

e businesses to create packaged experiences, including food and drink

Going forward, the strategy will build on this approach to include establishing a robust
collaborative foundation across tourism and hospitality businesses in the Lisburn &
Castlereagh district. As collaboration is the foundation of all successful tourism destinations,
this is a key step to achieving the increased promotion and growth set out in this plan. Led by
the Lisburn & Castlereagh Councils’ tourism team, activity will include

o direct engagement with Lisburn & Castlereagh Councils’ tourism team and local tourism
and hospitality businesses

e an annual calendar of events organised by Lisburn & Castlereagh Council’s tourism
team:

- one annual forum: one full day in-person event when tourism industry-relevant
updates are delivered, ending with a networking event

- networking events: two half day in-person events where businesses meet each
other and establish the potential for partnership opportunities

- familiarisation trip: min. one annual day trip empowering businesses to make
new connections and experience the destination on a firsthand basis

e capability supports: designed to a) connect local businesses, b) increase collaborative
and networking skillsets, c) generate referral opportunities across businesses and d)
raise awareness of how the Lisburn & Castlereagh offering sits within the wider Northern
Ireland context and the Embrace A Giant Spirit destination experience brand

Community: noting that community is at the heart of all Lisburn & Castlereagh City Council
policies and that community is at the heart of sustainable tourism development, this plan
recommends that Lisburn & Castlereagh’s tourism industry and offering connects with
community.

This can be addressed in multiple ways including by

¢ making the community aware that as tourism shares the story of people and place, it
shares their unique story

e making visitors aware of ways they can directly engage with community: e.g., via golf
clubs, horse racing events, farmers markets, events and festivals

e empowering community representatives to become local experts with the know-how to
guide visitors and support sustainable tourism

e promoting the profile of tourism experiences, products and hospitality services to
residents and businesses, including how these support local livelihoods and the
economy
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¢ identifying if there are community representatives from non-tourism backgrounds with
the skillsets required to transition into tourism — e.g., to deliver tourism experiences

Accessible Tourism Development and Social Inclusion: the intention is to
build a culture and infrastructure that promotes accessibility for all people.

Guided by experts, relevant stakeholders, organisations and local industry experts, all sectors
of the tourism and hospitality industry will be supported to be responsible and proactive about
addressing diverse human needs including via communications, product, experience and
service delivery.

This will include the promotion of Universal Design along with no and low-cost solutions that
can improve accessibility within tourism businesses and infrastructure

Inclusion and collaboration is a strategic priority 2024-2029:

creating a robust collaborative framework for local tourism providers

connecting the local community with tourism
establishing partnerships with key stakeholders
recognising and addressing the needs of all people

IX.  Supporting livelihoods and the economy: commercial development
and data analytics

Aligned with sustainable tourism development, this plan advocates for livelihoods, job creation

and the local economy ensuring that benefits spread across the full breadth of the destination.

This aligns with the LCCC Corporate Plan and Ambitions 2024/2028 that references the
following benchmarks for success:

e anincrease in job numbers, including via start-up activity
e an increase in the number of visitor trips and visitor spend per annum

While the starting point for economic success is rooted in collaboration whereby tourism and
hospitality businesses work together and in partnership with the Lisburn & Castlereagh City
Council’s tourism team, Tourism Northern Ireland and Tourism Ireland, additional supports are
required to maximise economic development opportunities. These include

o strategic capabilities: empowering tourism businesses to make smart choices about
which opportunities to target to achieve growth

e data collation and analysis: promoting how data collation and analysis is essential for
achieving sustainable, stable and profitable revenue generation

To achieve the growth targets in this plan, the delivery of commercial and data analytics
enterprise development supports are recommended to help businesses and the local
economy thrive.

Data collation and analysis: challenges, benefits and processes

Tourism businesses advise that it is challenging to assess business performance and trends
at a local level. While there is useful information and data available at a national level via
Tourism Northern Ireland (largely informed by NISRA data), the industry seeks a) destination-
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specific insights and b) consolidated data: i.e., one report that captures performance and
trends.

Devising a local data capture mechanism will take time and present challenges. These include

« collating data across diverse sectors: accommodation, visitor attractions, experience &
activity providers, festivals, places to eat, drink & socialise

« Inconsistent data collation: not all businesses have processes in place to record data —
e.g., some will not be able to advise what percentage of their visitors come from the
domestic and international marketplace.

« Covid-19: the pandemic disrupted the collation of tourism data

Conversely, robust data collation can deliver significant benefits. These include:
« an empowered industry: via quality data capture, LCCC (businesses and destination) can
indicate strengths and challenges to optimise economic performance
« grant aid and funding: robust data can support funding applications strengthening the
opportunity to achieve funding for LCCC (businesses and destination)

Mindful of challenges, it is recommended that Lisburn & Castlereagh develops a two-way
approach:

Tourism Support education and awareness building an industry understanding of a) why data
businesses collation is essential for growing business opportunities, b) what data to collate and
¢) how to analyse this data to maximise opportunities

Destination Plan for LCCC-wide data capture beginning with a survey questionnaire that a) can
be completed anonymously by tourism businesses, b) includes all businesses - those
with robust and weaker data capture processes and c) is easy to complete — i.e., a
short number of relevant questions: visitor numbers, country of origin, channels (how
visitors make their bookings)

Using the outputs from this questionnaire and relevant insights available to LCCC
(e.g., footfall at events), Tourism Northern Ireland and Tourism Ireland data, generate
an annual overview of performance and trends to share with industry

The Parson’s Nose, Royal Hillsborough

30



Back to Agenda

The following fields should be considered for inclusion in the survey questionnaire:

1. | Business A. Accommodation provider

Category B. Visitor Attraction

C. Experience & Activity providers

D. Events & festivals

E. Venues (places to eat, drink and socialise)

2. Numbers Accommodation: total bed nights

Business category B-E: total visitors’ numbers

3. Markets ROI us Spain
include the option to | NI France Italy
tick the percentage of | GB
visitors per market Germany Other
4. Channels Website Referral: e.g., a local partner | Travel Buyer
include the option to | Social Media Direct: e.g., phone, email) Other
tick the percentage of
visitors per market

5. Track For data capture requests 2-4, include a field entitled “data is unavailable.”
unavailable This will enable a) tourism businesses with incomplete data to participate
data and complete what they can and b) LCCC to assess gaps in data collation

and annual progress in this regard

X.  The future of Visitor Services in Lisburn & Castlereagh

The provision of guidance about how to maximise the role and the potential of the district’s
Visitor Servicing function was an ask of this plan to include assessing gaps and new
opportunities. This task is explored in this section under the following headings:

A. Existing Visitor Services
. Lisburn & Castlereagh
- Visit Belfast and Northern Ireland Visitor Information Centres
B. Learnings: the provision of Visitor Services for the future
C. Recommendations for Visitor Servicing in Lisburn & Castlereagh 2024-2029

The outcome confirms that the future of Visitor Servicing is a hybrid model that seamlessly
integrates human resources with digital solutions.

A. Existing Visitor Services

Lisburn & Castlereagh
With the core purpose of providing visitors with quality insights about things to do and places
to see, eat and stay in the district and across Northern Ireland, Lisburn & Castlereagh operates
one fixed Visitor Information Centre known as the Lisburn Visitor Information Centre located
(since March 2022) in the Irish Linen Centre & Lisburn Museum. This centre offers
e communications that support visitors:
. printed materials: free maps along with flyers and brochures that promote businesses
and the destination
- website research via reception staff
e booking assistance including emailing and printing tickets
o a gift store, with locally made products championed
e printing and photocopying services (available at a small charge)
e parking, including accessible parking
« comfort services, including accessible toilets
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In addition, the district operates a mobile Visitor Information service in the form of a pop-up
trailer seven days a week in the carpark of Hillsborough Forest Park during the high season
period from April to September. This trailer facilitates one staff member to manage information
requests and to distribute the stocked printed communications (maps, flyers, brochures) to
visitors.

Visitor Information services provided by Lisburn & Castlereagh are in high demand with 30,000
enquiries serviced by staff members in 2023. Key challenges and viewpoints that have
emerged regarding existing services offering are:

e Services are print-reliant: printed communications such as maps, flyers and
brochures are the key sources of information for visitors

e The layout of the Lisburn Visitor Information Centre could function more
effectively to engage the visitor: for example to include a welcome desk visible
upon arrival, large screens with rolling content, inspiring window displays, and
compelling communications that showcase the local tourism offering

e Lisburn & Castlereagh would benefit from a permanent Visitor Information
Centre at Hillsborough Forest Park: the existing mobile Visitor Information service

located at Hillsborough Forest Park attracts +600,000 visitors annually.

The district would benefit from a permanent Visitor Information service centre in this
location that can encourage visitation across the district

e The mobile (trailer) Visitor Information service could function more effectively:

- power points and WIFI access could be added so that additional work such as
social media management can be conducted during quieter times

. destination branding could be added on the exterior to include QR codes with
compelling content and a photographable map

- with a fixed location for the Visitor Information service centre at Hillsborough Forest
Park, this trailer offers the flexibility of basing Visitor Information services in diverse
locations throughout the destination

e Digital marketing: the Visitor Information services team would benefit from a
dedicated resource for digital marketing

Visit Belfast and Northern Ireland Visitor Information Centres
Lisburn & Castlereagh is additionally promoted via Visit Belfast services:

e Visit Belfast Welcome Centre: the main resource and information hub, located in the
heart of Belfast City

e Cruise Welcome hub: working closely with Belfast Harbour in a Cruise Destination
Management role to promote Belfast and neighbouring areas such as Lisburn &
Castlereagh to cruise passengers (+300,000 in 2023)

¢ Visitor touch points: e.g., airports with self-service information

Just as the Lisburn Visitor Information Centre provides information relevant to the Lisburn &
Castlereagh district as well as throughout Northern Ireland, Lisburn & Castlereagh tourism
businesses can benefit from referrals from Visit Belfast and other Visitor Information Centres
throughout Northern Ireland.
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B. Learnings: the provision of Visitor Services for the future

Apart from assessing the Visitor Information service centres in Lisburn & Castlereagh, as part
of the research for this plan

e site visits and consultations were conducted in Dublin, Belfast, Newry Mourne Down and
Derry ~ Londonderry
e visitor services models from Ireland, Scandinavia and Germany were analysed

The consensus is that the key purpose of Visitor Servicing is to inspire visitors to see more
and do more, in turn supporting the local economy. Visitor Services must thereby meet the
needs of the contemporary visitor who seeks to

e connect with people who live locally

¢ intimately understand the destination, from a local perspective

e find recommendations that match their unique interests while bypassing the
requirement to research high volumes of online and offline content

Further outcomes emphasised the need for

¢ a hybrid model approach: aligning the personal contact provided by Visitor Services
teams with the digital solutions that support their work.
o quality training: supporting Visitor Services teams to a) meet the needs of the
contemporary visitor and b) promote a sustainable and accessible tourism ethos
¢ innovation: for example by
- extending the Visitor Services function: working with local tourism providers
(e.g., hotels), non-tourism businesses (e.g., newsagents) and trained volunteers so
that visitors are supported across a wider integrated framework
- adopting flexible solutions: e.g., providing Visitor Services through alternative
methods (on foot or by bike) rather than solely within buildings
¢ KPI-led performance management: collation of qualitative and quantitative data that
measures Visitor Services performance so that strengths are optimised, and challenges
are swiftly addressed

C. Recommendations for Visitor Servicing in Lisburn & Castlereagh:
2024-2029

Following this research, the following table summarises the key recommendations for
Lisburn & Castlereagh to consider regarding the delivery of Visitor Services:

1. Address the Visitor Information Centre (VIC) located in the Irish Linen Centre &
Lisburn Museum giving equal consideration to
a. the provision of customer-centric VIC services and

b. the delivery of a quality visitor experience via the Irish Linen Centre & Lisburn
Museum as a visitor attraction

As part of this work, consider how

. the Visitor Information Centre can be modernised to engage the visitor and maximise
opportunities for Lisburn & Castlereagh

. the Irish Linen Centre & Lisburn Museum can be developed and reconfigured to a)
share the heritage of fine-linen design and b) maximise social and economic
opportunities for the district
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. other services could be positioned here that align with the ethos of services offered
in the building: e.g., City Centre Management and Community Services

In addition,

- assess the costs of installing a welcome desk visible upon arrival, large screens with
rolling content, inspiring window displays, and compelling communications that
showcase the local tourism offering

Once costs are finalised, consult with the Visitor Services team to determine what
should be prioritised based on their potential to generate increased opportunities

. In the immediate term, address the mobile Visitor Information service (trailer):
install a power point and WIFI so that work can be conducted during quiet times
brand the exterior so that it promotes the destination and compelling content — with
local tips and maps inc. via QR codes
once visitor servicing at Hillsborough Forest Park is addressed, use the trailer as a
flexible VIC that be based on diverse locations across the district

. Install a permanent Visitor Information Centre at Hillsborough Forest Park:
identify a building convenient to Hillsborough Forest Park where a permanent Visitor
Information service centre can be placed to service the +600,000 visitors to the park
and raise awareness about the tourism offering in Royal Hillsborough and (importantly)
throughout the Lisburn & Castlereagh district

. In the immediate term, manage and reduce printed material:
regularly audit printed material to ensure that only essential communications are
stocked
where possible, rely upon communications that can be photographed by visitors to
reduce paper waste

. Think hybrid — combine human and digital power:
ensure that the service provided champions engagement with team members that is
valued by visitors, blended with the convenience of digital solutions
invest in a dedicated digital marketing resource — this is essential for maximising
opportunities

. Think flexibility and innovation: particularly during high demand periods and events,
consider alternative methods for Visitor Servicing — for example, delivered by a cyclist
on a branded bicycle

. Lean on the wider community to extend services: engage with local tourism and
non-tourism businesses (e.g., newsagents, public transport providers) to create a wider
Visitor Services network by delivering a Local experts programme whereby
tourism and hospitality providers are informed about how to refer and grow
opportunities for the destination
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- non tourism businesses that interface with visitors (e.g., retail stores, places to eat
and drink) are informed about how to refer and grow opportunities for the destination

- volunteers are trained to support visitor services activity, particularly during high
demand periods

8. Invest in training and robust data collation:

- ensure that the Visitor Services team receive ongoing training to meet the needs of the
contemporary visitor to maximise opportunities for the destination

- work with the team to identify easily collated metrics that can measure performance
along with processes for regular assessment of same
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1.6. Growth Target and Key Strategic Pillars

In the contemporary context international tourism is in an uncertain place following the
disruption caused by the Covid-19 pandemic and the prevalence of international economic
and geopolitical unrest.

While the challenges are clear, in the current environment these co-exist with optimistic
forecasts. Both the Department of the Economy’s Tourism Strategy for Northern Ireland — 10
Year Plan and Tourism Ireland project growth in the value of tourism in Northern Ireland:

e The Department for the Economy’s Tourism Strategy for Northern Ireland - 10 Year Plan
(2024) sets out the strategic aim of increasing the value of tourism to the Northern Ireland
economy by 50% -75% compared to 2019, or growth of 4%-6% per annum.

® The Tourism Ireland Marketing Plan (2024) sets targets of driving tourism revenue growth
in Northern Ireland by +6.5% year-on-year to 2030. This is compared to targeted island
of Ireland growth of 5.6% average year on year growth to 2030.

Following research and consultations including with Ulster University’s Economic Policy
Centre, a target has been set to increase revenue generation via tourism in Lisburn &
Castlereagh by 34% in 2029 compared with 2019: i.e., 5.6% per annum over six years 2024-
2029.

This target serves to provide a benchmark against which tourism businesses can assess their
performance and Lisburn & Castlereagh City Council can assess destination-wide
performance.

Integrating all outcomes that have emerged, all activity over the next six-years will be guided
by five strategic pillars:

Position Innovate Collaborate Nurture Grow

While the following table summarises the key focal points for these pillars, the Action Plan
2024-2029 under section three outlines the objectives and stepwise actions to address under
each pillar.

The Action Plan 2024-2029 under section 3 of this plan itemises the objectives and
associated actions that apply to each of these pillars that need to be addressed over the
coming years to achieve the vision, ambition and targets set out in this strategy.

 p——
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Table 3: key focal points for the five strategic pillars 2024-2029

Strategic pillar Key focal points

Position Position Lisburn & Castlereagh as a distinguished, sustainable and socially
inclusive tourism destination that is unlike any other, defined by
- aleisurely pace of life
« close-knit communities, deeply connected with their homeplace
. welcoming people who take time to engage in conversation with visitors
. attractions and experiences that are impossible to experience anywhere else
in Ireland inc. Northern Ireland’s only Royal Residence, the Ulster Aviation
Society and The Lagan Valley Regional Park AONB
- vibrant hubs across city, town, villages and hamlets
. a place to enjoy nature and the great outdoors
. a place that meets diverse visitor needs and interests: culture and heritage;
outdoor recreation, adventure and activities, food and drink
. accessible geographical location
- bordered by 6 of Northern Ireland 11 district council areas
- within easy reach of Belfast: including by foot along the Lagan towpath
that connects Lisburn with Belfast
- within easy reach of Dublin

Innovate Be a frontrunner in innovation, ensuring this is a hallmark of all activity inc. by

« investing in quality tangible infrastructure: including the successful
completion of the Royal Hillsborough development plan

» investing in the development of authentic immersive experiences that share
the unique story of people and place (ensuring that these experiences are
bookable by individuals and groups) across the following themes: culture,
history & heritage; outdoor recreation, adventure & activities; food & drink

« promoting services and experiences that share Lisburn & Castlereagh’s
unique tourism offering via communications

« curating a signature tourism-relevant event/festival during the lifetime of this
plan with an innovative concept and programming that has the potential to
attract domestic and international audiences

» the delivery of Visitor Services: e.g., incorporating flexible solutions (on foot,
by bike or boat), sharing insights and gems directly from local people

» seeking investment in sustainable accommodation solutions that are in-
keeping with the destination and align with its ethos

Collaborate Be a champion of collaboration by embedding a collaborative framework:

« within the destination:

- create a robust network that connects all tourism and hospitality
businesses so that they know, support and refer each other to include the
delivery of a) one annual forum sharing industry-relevant updates,
followed by networking, b) two half day networking events and c) min. one
annual familiarisation trip

- promote engagement with the tourism destination offering and associated
businesses among local communities

- provide tourism businesses and community members with the opportunity
to become an extended part of Visitor Services

e outside the destination: proactively develop partnerships with stakeholders
that can support, promote and maximise opportunities inc. Visit Belfast, The
Lough Neagh Partnership, Tourism Northern Ireland, Tourism Ireland and
professional travel buyers
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Strategic pillar

Nurture

Key focal points

Promote Lisburn & Castlereagh as a destination defined by integrity and
thoughtful hospitality, making this evident in all activity including by

» ingraining a sustainable and regenerative tourism ethos with evidenced
based outcomes

« caring for all people including those with physical, mental and intellectual

needs by a) supporting education and awareness and b) providing

guidance and communications that empower visitors to make sound

choices about how to experience the destination

championing and supporting tourism and hospitality providers

placing community and local people at the heart of the tourism offering

guiding visitors so that they behave responsibly in the destination

curating experiences that celebrate cultural heritage, preserving

traditions (e.g., linen craft) inherited from the past for future generations

« preserving built heritage for future generations by investing in quality
destination development that enriches the lives of local communities and
the experience for visitors

« safeguarding the natural environment and biodiversity: e.g., Lagan Valley
Regional Park AONB

Grow

Support local livelihoods, economic growth and enterprise development

e Deliver supports for industry to a) expand commercial capabilities, b)
promote collaborative and cross-referral opportunities and c) instil robust
data collation and analysis processes, ensuring that benefits spread
across the Lisburn & Castlereagh’s geography.

e Apply a dual approach to data collation and analysis by a) supporting
tourism businesses to improve their data collation processes and b)
investing in destination-wide metrics encompassing local data (inc. data
collated via a survey issued to tourism businesses, counter data at visitor
attractions, footfall data from events and festivals) and data available via
Tourism Northern Ireland, Tourism Ireland and NISRA.

e Adopt a proactive and goal-focused approach to achieve success,
targeting opportunities that are best suited to Lisburn & Castlereagh:

- Customer segments: individuals and groups, couples, families, soft
adventurers, golfers, inter-generational travellers and enthusiasts
of nature, culture and heritage, food and drink, soft adventure and
outdoor activities

- Markets: Northern Ireland (local, neighbouring locations and wider
NI), ROI, North America, Great Britain, France, Germany

- Opportunities: leisure tourism (including luxury leisure) as a priority
and business tourism for relevant providers

e Invest in visitor services to maximise opportunities

e In the context of the Economic Development Efficiency Review refocus
LCCC'’s tourism team to maximise social and economic opportunities,
giving due consideration to resourcing the following activity: product and
partnership development, digital marketing
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2. Where We Are Now

This section explores the status of tourism in Lisburn & Castlereagh following the Tourism
Strategy 2018-2022 and outcomes relevant for the Tourism Strategy and Action Plan 2024-
2029 under the following three headings:

e The Past: an overview of the vision, ambition and priorities in the Tourism Strategy 2018-
2022

e Current Position: the status of tourism post the Tourism Strategy 2018-2022 and prior
to the initiation of the Tourism Strategy & Action Plan 2024-2029

¢ The Future: outcomes that inform the Tourism Strategy & Action Plan 2024-2029

2.1 The Past

The Tourism Strategy 2018-2022 sets out a vision for Lisburn & Castlereagh to achieve 10%
growth in staying visitors and revenue spend by advancing as a “confident, vibrant and
successful [...] quality tourism destination” that offers “authentic quality experiences.”

Outlining how Lisburn & Castlereagh enjoys a prime eastern location close to the urban
centres of Belfast and Dublin, two international airports, M1 and A1 roads, rail links and
accessible port links, five cornerstones were identified as key for tourism development:

The Gemstone Refine Collaborate The Broadening the
Foundations Charm

The Gemstone

This cornerstone focuses on investing in Royal Hillsborough to position the village that
encompasses Hillsborough Forest and Hillsborough Castle and Gardens (the only location in
Northern Ireland with Royal status) as the leading must-see visitor attraction in the Lisburn &
Castlereagh district.

The Tourism Strategy 2018-2022 references financial investments secured to develop the
village, castle, gardens, forest, Old Fort and Courthouse to deliver a programme of works
under the Hillsborough Tourism Master Plan encompassing

¢ public realm scheme for the heart of the village: a series of works focused on
enhancing the quality of the village to include the streetscape, footpaths and access to
them, traffic flow, street dressing and wayfinding, lighting and street furniture

¢ enhancing and upgrading the village’s tangible assets for the benefit of the local
community and visitors: 17" century Hillsborough Old Fort, 18" century Old
Courthouse, 18™ century Hillsborough Castle and Gardens, Hillsborough Forest (in
cooperation with the Northern Ireland Forest Service)

Emphasising the historic and contemporary importance of Royal Hillsborough, the plan states
how Royal Hillsborough
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¢ is the gemstone that sets the Lisburn & Castlereagh District apart from anywhere else

e is key for positioning Lisburn & Castlereagh as a world-class tourist destination that will
inspire further tourism growth across the whole council area

e is a prime location for world-class events and festivals that can attract domestic and
international visitors

o will require investment in quality accommodation to realise its tourism potential

Refine
This cornerstone defines ways Lisburn & Castlereagh can be positioned as a quality tourism
destination including through

e food: supporting the speciality food sector to establish the district as a leading culinary
destination renowned for provenance, quality produce and exceptional producers

e events: supporting a calendar of vibrant events that share the story of people and place,
including the Balmoral Show and Horse Racing that is synonymous with the district

e Lisburn: supporting the district’s only city by
- championing the Lisburn Historic Quarter
- developing a new city centre hotel
- emphasising the creative industries synonymous with Lisburn such as the Irish Linen
Centre & Lisburn Museum

¢ Hub communities: championing the full breadth of the district across urban and rural
areas encompassing charming towns, villages and hamlets and a compact city that is
easy to navigate

Collaborate
A key cornerstone of the Tourism Strategy 2018-2022, the approach focuses on developing
relationships with private, public and community partners including ambitions such as

o Maze Long Kesh: exploring the tourism potential at Maze Long Kesh alongside the
Ulster Aviation Society and Eikon Centre that are located here.

o Development of tourism packages: working with tourism industry partners and
stakeholders to develop tourism packages
- with Hillsborough Caste and Gardens to encourage visitation at Royal Hillsborough
village and the wider environs
- between local tourism and hospitality businesses, including to emphasise the quality
food and drink offering

¢ Investment in accommodation: working with stakeholders and investors to achieve
investment and development opportunities for quality accommodation across the district

e Partner with all stakeholders and organisations such as Tourism Northern Ireland that
can support tourism activity conducted by Lisburn & Castlereagh
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The Foundations

This cornerstone focuses on infrastructure to improve the quality of life for local people and
the experience for visitors. It references the enhancement and development of roadways and
waterways alongside regeneration projects within hub communities such as the West Lisburn
Master Plan with a new spatial framework encompassing the revitalisation of Market Square,
enhancing connectivity, commercial and retail development

Broadening the Charm
This cornerstone recommends promoting the Lisburn & Castlereagh district as a series of
boutique offerings across urban and rural areas to include

¢ highlighting the vibrancy and uniqueness of the region’s hub communities across city,
towns, villages and hamlets

e leveraging Royal Hillsborough to emphasise the unique character of the district

e working closely with community to ensure that the district’'s tourism development plans
benefit local people as a priority, alongside the visitor

¢ showcasing how culture, heritage and the arts are intrinsic to the district’s story

e considering how signature leisure facilities such as the Dundonald International Ice Bowl
can be positioned to attract domestic and international visitors

2.2 Current Position

The Tourism Strategy 2018-2022 was the first tourism strategy coordinated by Lisburn &
Castlereagh City Council since its establishment as a local authority. Soon after the initiation
of this strategy, the world experienced unprecedented disruption caused by the Covid-19
pandemic from 2020 to 2022 that stopped or limited

domestic and international travel. Despite the disruption
caused by the Covid-19

Despite significant challenges, Lisburn & Castlereagh :
City Council adopted a goal-focused approach that has [eElgle[{=laa][eMF=Nele]I 5}
led to achievements upon which the Tourism Strategy & R {eYSlale =1 le)aR0 =100/ =t olors
Action Plan 2024-2029 can build. has been achieved

These include:

o Multiple tourism infrastructure projects: for example

- Royal Hillsborough as a world-class heritage village: securing a+£26million
investment to develop / enhance public realm and historic buildings

- Digital sculpture trail in Hillsborough Forest: ten giant sculptures created by
leading artists supported by an augmented reality digital app

- Guess How Much | Love You trail: celebrating the author and lifelong Lisburn
resident, Sam McBratney, writer of the international bestseller Guess How Much |
Love You (1994)

o Elevating the food and drink offering:

- raising the profile of the rich food and drink heritage, innovative producers and
quality eateries as a primary motivator for visiting the Lisburn & Castlereagh area

- developing a successful annual programme of farmers markets
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- championing communities that champion provenance and quality Northern Ireland
food and drink produce: e.g., the Speciality Food Fair in Moira (August annually)

o Securing investment in accommodation:

- The Haslem Hotel in Lisburn (2020): 45 rooms and 7 apartments, with restaurant,
bar, meeting and function space

- Arthur’'s Royal Hillsborough (2023): 12 luxury boutique rooms and café /
restaurant

« Events and festivals: an annual programme of major and community events to drive
visitor footfall such as the Balmoral Show (+120,000 visitors in May annually) and the
Down Royal Festival of Racing (November annually)

« Integrated Marketing campaigns: delivering an annual Integrated Marketing
Campaign to increase awareness and footfall to the Lisburn & Castlereagh district

Expectations of the contemporary visitor:
The world has changed since the pandemic. As outlined by Tourism Northern Ireland and
Tourism Ireland, the contemporary visitor seeks sustainable destinations that champion the
environment and local people. These visitors

» are interested in authentic experiences that share the story of people and place
» make considered choices about the services and destinations they invest in
» are mindful of their impact on people, planet and pocket

Balancing infrastructure development with tourism industry development
The resources of the Lisburn & Castlereagh City Council’s tourism team to date have leaned
toward the development of tourism infrastructure.

Going forward to meet the needs of the contemporary visitor, this approach will need to be
rebalanced so that the team is additionally supported to proactively invest in

Sustainable tourism development: working with tourism businesses and key
stakeholders to ensure that all activity is underpinned by an ethos and practices that
promote

» safeguarding the environment

« championing local communities

o safeguarding livelihoods and the local economy

Experience development: the curation of experiences that showcase the story of local
people and across urban and rural communities across the following themes:

o culture, heritage and the arts

» food and drink

o outdoor recreation, adventure and activities

Economic development: the delivery of enterprise development supports that empower
tourism businesses to make smart choices about where to invest their resources (time,
human and financial) to

« maximise social and economic benefits

» benefit local livelihoods and the economy
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Collaborations, relationship building and partnerships: embedding a deep-rooted,
multi-layered collaborative framework between Lisburn & Castlereagh’s
« tourism and hospitality business providers
o tourism industry and the local community
o tourism team with the local tourism industry and stakeholders that can support tourism
development inc. Tourism Northern Ireland, Tourism Ireland and Visit Belfast

Communications: creation of compelling offline and online communications that present
with clarity the destination’s unique story and tourism offering:

» positioning Lisburn & Castlereagh as a destination with its own character
differentiated by
- aslower pace of life, a deep sense of community, an accessible geography
- unparalleled experiences: e.g., Royal Hillsborough, Ulster Aviation Society
- immense natural beauty and vibrant hub communities with people who have the
time to engage in conversation

» highlighting all relevant categories of tourism and hospitality business including
- accommodation providers: e.g., hotels, guesthouses, B&Bs and self-catering
- visitor attractions: e.g., Irish Linen Centre & Lisburn Museum
- experience and activity providers
- events and festivals
- places to eat and drink
- venues: for private and corporate occasions

Opportunities for growth

In May 2023, the World Health Organisation declared that the Covid-19 pandemic no longer
represented a international health emergency. Since then, challenges continue to manifest
including

e the cost-of-living crisis as a primary concern among domestic and international markets

« evidence of the erosion of Northern Ireland’s value for money rating

e the trend toward last-minute booking making it more difficult to predict future
performance

« limited hotel capacity, curbing the potential to increase dwell time and maximise
commercial opportunities

While these challenges are significant, there is optimism regarding tourism development in
Northern Ireland. The Department for the Economy’s Tourism Strategy for Northern Ireland -
10 Year Plan (2024): projects an increase in the value of tourism to the Northern Ireland
economy by 50% -75% compared to 2019 (growth of 4%-6% per annum). The Tourism Ireland
Marketing Plan (2024) projects tourism revenue growth in Northern Ireland of +6.5% year-on-
year to 2030.

To achieve its fair share of growth, Lisburn & Castlereagh will need to adopt a twofold approach
by continuing to progress tourism infrastructural development while nurturing tourism industry
and destination development.
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2.2.1 Strengths and Considerations

The following chart summarises the key strengths and considerations based on the current
environment that Lisburn & Castlereagh need to be aware of and address in all future activity:

Strengths

Passionate tourism industry and communities, eager to raise the profile of their destination
Prime eastern location with easy accessibility to Dublin and Belfast and wider exploration
Variety of city, town, villages and hamlets, each with their own character

Vibrant communities with a deep sense of identity across urban and rural areas

New product development: Royal Hillsborough, Dundonald International

Strong tourism product: golf, horse racing, visitor attractions

Product that is unparalleled in Ireland: e.g., Royal Hillsborough, Ulster Aviation Society
Ability to meet diverse visitor interests: culture & heritage, food and drink, adventure & activities
Scenic beauty: home to Lagan Valley Regional Park, NI's only Regional Park

Quality and diversity of scenery: Lough Neagh (west), hills above Dundonald (east), Belfast
hills (north), River Lagan (south)

Renowned for exceptional food and drink offering

Year-round calendar of community, larger scale events & festivals and farmers markets
Integrated Marketing Campaigns: raising the destinations’ profile in NI and ROI

Visit Belfast partnership: expanding the potential to target new domestic and international
visitors

Considerations

e A need to position L&C as a destination with a unique identity, rather than as a suburb of
Belfast

e A need to drive tourism dispersion across the destination across urban and rural areas

e  While rich in tourism product, there is a lack of immersive experiences delivered by local
people

e Low supply of experiences bookable by independent visitors

e Alack of accommodation to achieve dwell time and a high proportion of ungraded
accommodation

e Tourism industry reporting a need for greater collaboration

e Aneed for LCCC'’s tourism team to apply a balanced approach supporting a) infrastructure
development and b) the tourism industry with collaborative and economic development
opportunities

e While there are champions of sustainable and accessible tourism, this is not consistent across
industry

e Alack of data capture making it challenging to measure performance

¢ In the context of the Economic Development Efficiency Review, an opportunity to refocus
LCCC'’s tourism team to maximise social and economic opportunities, inc. by resourcing the
following functions: product & partnership development, digital marketing
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2.3 The Future: Tourism Strategy & Action Plan 2024-2029

Taking stock of the situational analysis and the findings summarised in the executive summary,
the following is a checklist of activity that is integral to the Tourism Strategy and Action Plan
2024-2029 so that opportunities are maximised for Lisburn & Castlereagh:

Apply a Adopt a twofold approach that blends a commitment to a) the
balanced development of quality tourism infrastructure and b) tourism industry
approach and destination development

Infrastructure » Promote existing tourism infrastructure so that it benefits the local

Development
and Promotion

community and visitors

Successfully manage the development of projects that are
underway (e.g., Royal Hillsborough) ensuring to promote these to
generate benefits for the local community and visitors.

Experience
Development

Deliver enterprise development supports to curate experiences
that authentically share the story of local people across urban and
rural communities to meet the expectations of contemporary
visitors

Ensure that these experiences are bookable by independent
visitors and private bookings to maximise opportunities

Food and drink

Continue to champion LCCC as a destination renowned for quality
food and drink, places to eat and drink

Additionally, craft and promote food and drink-related experiences
that allow for a deeper exploration of this priority theme

Commercial
Development

Deliver enterprise development supports to maximise social and
economic benefits by empowering LCCC’s tourism and hospitality
industry to

make strategic choices about which sales channels, markets and
customer segments to engage in

master data collation and analysis to assess progress, mitigate
challenges and identify opportunities

Collaborative
Framework

Build a robust collaborative framework, noting that this is the foundation
for all successful tourism destinations:

between Lisburn & Castlereagh City Council departments
between Lisburn & Castlereagh City Council’s tourism team and
local tourism and hospitality providers

across Lisburn & Castlereagh’s tourism industry

between Lisburn & Castlereagh and external stakeholders that
can benefit the destination including Visit Belfast, Lough Neagh
Partnership, Tourism Northern Ireland and Tourism Ireland
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Sustainable
Tourism
Development

e Embed an ethos of sustainable and regenerative tourism
development, ensuring that this informs all activity

e Apply a dual approach a) led by Lisburn & Castlereagh City
Council, Tourism Northern Ireland and Tourism Ireland policies
and b) industry-led: empowering tourism providers to adopt and
promote Leave No Trace principles

Social Inclusion
& accessibility

Place social inclusion at the heart of all activity and champion
accessible tourism development

Invest in Proactively seek investors to develop quality sustainable
accommodation | accommodation that is suited to LCCC'’s profile, to include luxury lodge
style accommodation
Events and Continue to champion the annual community and large-scale events
festivals programme while curating a signature festival with an innovate concept
and programming that can generate opportunities during the low
season, potentially by expanding LCCC’s Christmas markets across
December and into the New Year
Work with key stakeholders to support the development of experiences
that are unique in Ireland including
Investigate e Royal Hillsborough
Tourism o Ulster Aviation Society
Potential o EIKON exhibition centre and Maze Long Kesh
e Down Royal Racecourse
e Lagan Valley Regional Park AONB: jointly funded by LCCC and
Belfast City Council
Noting that Dundonald International Ice Bowl (DIIB) in its current format
reads as a sports and recreational offering rather a tourism offering,
assess if and how DIIB can be positioned and developed as part of
LCCC'’s wider tourism offering
Integrated Continue with the management of campaigns conducted by LCCC’s
Marketing tourism team that have been successful in raising the district’s profile
Campaigns and driving footfall from the NI and ROI markets

Data collation
and analysis

Collate an annual report (2024-2029) so that progress is visible and
measurable to include NISRA, Tourism Northern Ireland, Tourism
Ireland data; in-destination visitor counter data; local market research
data; data collated via a survey issued to tourism businesses
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e Position Lisburn & Castlereagh as a place apart with its own
unique identity and character that is home to authentic and
unparalleled experiences

e Consider how a) LCCC can benefit from Visit Belfast’s approach
to “neighbourhood tourism” and b) iffhow LCCC should continue
to be branded by Visit Belfast under the Belfast Plus brand in the

L future
Communications

Promote the tourism offering across the following categories to
encompass Vvisitor attractions, activity and experience providers,
events and festivals, places to eat, drink and stay

- natural assets: i.e., places of interest and natural beauty

- culture and heritage

- outdoor recreation, adventure and activities

- food and drink experiences

- events and festivals: community and large-scale events

- places to eat and drink: e.g., restaurants, gastro pubs, cafes

- places to stay: e.g., hotels, guesthouses, B&Bs, self-catering

Ensure that all activity targets the opportunities that are most suited to
LCCC including

Be strategic Custlon.1e.rs: Markets: Tqurism -

e individuals, groups e NI Leisure tourism: a

e couples, families e ROI priority

e inter-generational travellers e North _

e soft adventurers, golfers America Luxury tourism

e enthusiasts of nature, e GB . ]
culture and heritage, food e France Business tourism
and drink, soft adventure e Germany
and outdoor activities

Continue to partner with Visit Belfast via an agreed SLA to maximise

Visit Belfast opportunities via NI, ROl and international markets

- agree metrics so that outcomes can be measured

- assess the SLA after a defined period (e.g., 3-5 years) to decide
how best to proceed into the future

Lough Neagh Explore the following opportunities:

Partnership e potential for new experience development

e potential collaborations with LN tourism providers

e how to profile LN as part of the district’s tourism offering

Spread social Leverage the promotion of signature attractions such as Royal
and economic Hillsborough. ensuring that this promotion maximises social and
benefits economic benefits for urban and rural communities
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Enhance the Visitor Information Services (VIC)

Address 1. At the Irish Linen Centre & Lisburn Museum give equal
Visitor consideration to the
Services o provision of customer-centric VIC services and

o delivery of a quality visitor experience via the Irish Linen Centre &
Lisburn Museum as a visitor attraction

2. Address the mobile Visitor Information service (trailer) currently

based at Hillsborough Forest Park

» installing services such as a power point and WIFI in the trailer so
that work can be conducted during quiet times

» adding external communications to include QR codes, local tips
and maps to maximise promotional opportunities

» using the trailer as a flexible VIC in the future that can be placed
anywhere in the district as required to maximise opportunities

3. Install a permanent Visitor Information Centre at Hillsborough
Forest Park to
. service the +600,000 visitors to the park
- raise awareness about the tourism offering in Royal Hillsborough
and (importantly) throughout the Lisburn & Castlereagh district

Across all Visitor Services:
¢ Reduce the use of print materials

e Adopt a hybrid approach: noting that the contemporary visitor wants
to a) meet a person who can share local insights seconded by b)
information provided by digital communications

e Invest in training and robust data collation to maximise
opportunities and achieve measurable success

e Think innovation: e.g., during high demand periods
- extending visitor services on bike or by foot
- recruiting and training volunteers to support visitor services
- training tourism businesses (e.g., accommodation providers) to
extend the work of VIC’'s by generating referral and packaged
opportunities for the district

Refocus To achieve the ambition and growth target outlined in this plan, refocus
LCCC’s LCCC’s tourism team in the context of the Economic Development
tourism team | Efficiency Review by considering how to resource the following functions:
product and partnership development, digital marketing
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Action plan 2024-2029

While the SCOT Analysis under Appendix 3 summarises the strengths, challenges,
opportunities and threats that Lisburn & Castlereagh needs to be aware of based on the
current environment, the Action Plan in Section 3 identifies the activity that needs to be
addressed to achieve the vision, ambition and growth target set out in this plan under the
following five strategic pillars:

Position Position Lisburn & Castlereagh as a distinguished, sustainable
and socially inclusive tourism destination

Innovate Be a frontrunner in innovation, ensuring that this is a hallmark
of all activity

Collaborate Be a champion of collaboration by embedding a collaborative
framework within the destination and developing strategic
partnerships outside the destination

Nurture Promote Lisburn & Castlereagh as a destination defined by
integrity and thoughtful hospitality

Grow Support local livelihoods, economic growth and enterprise
development across urban and rural areas and communities

Hinch Distillery
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3. The Way Forward: Action Plan 2024-2029

The objectives and actions outlined in this plan align with the recommended twofold approach
to be adopted by Lisburn & Castlereagh’s tourism team with the support of council to maximise
social and economic benefits as outlined below

1 . Infrastructural investment and development: i.e., the curation of high-quality tangible
infrastructure that has been a core responsibility for Lisburn & Castlereagh’s tourism team
over the lifetime of the Tourism Strategy 2018-2022, and will remain a priority over the
lifetime of the Tourism Strategy and Action Plan 2024-2029

2. Tourism industry and destination development: that will be an additional core priority
over the lifetime of the Tourism Strategy and Action Plan 2024-2029

The Action Plan outlines the timebound actions to target under the following seven objectives:

Embed a collaborative framework in the destination

Invest in tourism product, new experience and events & festival development
Invest in enterprise development and data analysis processes

Invest in communications, positioning L&C as a destination with a distinct identity
Embed a culture of responsible tourism in all activity

Reimagine Visitor Services to inspire visitors

Work in partnership with Visit Belfast to maximise opportunities

NGOk WN =

While the plan recommends actions to address, this list is not exhaustive and will be expanded
upon during the lifetime of this plan in line with industry innovations and as new initiatives and
opportunities arise aligned with the ambition of this plan.

TIMING OF ACTIONS WITHIN THIS PLAN

e Immediate Term (IT): 2024 Year 1/ Y1

e Short-term (ST): 2025-2026 Years 2-3/Y2,Y3

e Medium-term (MT): 2027-2028 Years 4-5/Y4, Y5
e Long-term (LT): 2029 Year 6/ Y6

For each noted action the relevant strategic pillar/s that applies is indicated:

Position Innovate Collaborate Nurture Grow

While Lisburn & Castlereagh City Council will lead this plan, its success is dependent upon
proactive engagement from the district’s tourism industry and the support of stakeholders here
noted:
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Acronym | Stakeholder

AIPCO Association of Professional Conference Organisers
AVEA Association of Visitor Experiences and Attractions
BCC Belfast City Council

IAAT Ireland’s Association for Adventure Tourism
IGTOA Irish Golf Tour Operators Association

ITOA Irish Tour Operators Association

LC Local Chamber

LCCC Lisburn & Castlereagh City Council

LCIND Lisburn & Castlereagh tourism industry

LCCOM Lisburn & Castlereagh communities

LNP Lough Neagh Partnership

LNT Leave No Trace

PS Private Sector

TNI Tourism Northern Ireland

TI Tourism Ireland

VB Visit Belfast

T

Irish Linen Centre & Lisburn u§eum
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Embed a collaborative framework in the destination: Objective 1 / O1

Actions to achieve IT ST MT LT Lead Partner

Invite industry and key stakeholders to an event to a) learn about the outcomes of this plan, b) LCIND, Collaborate | Min. 50 guests
set the context for the future and c¢) emphasise how collaboration will be key for success TNI, TI, Nurture
1.1 | Explain how this is day 1 of an annual collaborative network framework to include: LNP, VB, | Grow
A. 1 industry forum (in-person): industry / stakeholder update, speakers, networking LNP
B. 2 half day events (in-person): industry-relevant topic/s followed by networking
C. One annual industry FAM Trip: this can include other stakeholders such as Visit Belfast
visitor information team members
D. A suite of enterprise development supports that will be scheduled to support economic
growth
E. Account Management: to include annual meetings with a member of the LCCC tourism
team

1.2 | Explain that this collaborative framework will promote the development of connections,
partnerships and information sharing a) across industry (accommodation, visitor attractions,
experience/activity providers, festival organisers, places to eat, drink & socialise), b) between
industry and stakeholders and c) between industry and community

1.3 | Promote the dates for all events in year one, outlining the focus topics for each year (taking
inspiration from the list below)- advising industry that they are welcome to share their views on
topics they would like to explore:

e  Sustainability and regeneration e Travel buyers: opportunities and needs

e Leave No Trace e Engaging community in tourism

e Accessible Tourism e Festivals: annual calendar and new

e  Sharing the story of people & place programming
through exceptional services & e Local, regional, national stakeholders: their
compelling experiences functions, ways they can support tourism

e Tourism-relevant capital grant e Enterprise development: needs,
aid/funding maximising social & economic

o Data capture: industry and destination opportunities

1.4 | End with a networking event and meal showcasing local produce

2 Establish the account management process a) assigning one LCCC team member to each local LCCC LCIND Collaborate | Each tourism
business, b) ensuring that each business if informed of their assigned team member and contact Nurture business is
details, c) that an annual process is initiated whereby min. 2 meetings take place annually to Grow assigned one
catch upon on progress and needs dedicated

21 Continue this process annually account

manager
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Actions to achieve

Partner

Pillar

Back to Agenda

3 Ensure that the role of tourism and how it aligns with community (sharing the story of people LCCC LCCOM Collaborate | Encourage the
and place) is promoted throughout all communications including policies and strategies so that Nurture local
a) the value of tourism and how it generates social and economic benefits is valued and b) the Grow community to
community is encouraged to promote and support local tourism services and experiences b;etcha_mpions
of tourism
4 Foster a collaborative culture between LCCC tourism team and external stakeholders LCCC Collaborate | Collaborate
Nurture with
4.1 Work collaboratively with Visit Belfast across to ensure that there is clarity about LCCC VB Grow stakeholders
o the ambition and vision to position Lisburn & Castlereagh (L&C) as a renowned leading that can
tourism destination with a unique identity and unparalleled experiences support the
e the product offering in the L&C district and how to promote same ?;8::’;21(7:] L&C
4.1.1 | Arrange annual meetings with Visitor Services Information teams to ensure they have up to date
communications and product knowledge. Invite team members on the annual industry FAM trip
4.2 Work collaboratively with Tourism Northern Ireland to ensure that there is clarity about the LCCC TNI
e ambition and vision to position L&C as a renowned leading tourism destination with a
unique identity and unparalleled experiences
e  product offering in the L&C district
e desire to avail of all TNI opportunities that can maximise opportunities for L&C in the
domestic and international marketplace
e availability of funding and enterprise development supports that can benefit L&C
4.3 Work collaboratively with Tourism Ireland to ensure that there is clarity about the LCCC TI
e ambition and vision to position L&C as a renowned leading tourism destination with a
unique identity and unparalleled experiences
e  product offering in the L&C district
e desire to avail of all TNI opportunities that can maximise opportunities for L&C particularly
in the GB, North American, German and French markets
4.4 Collaborate with professional leisure tourism travel buyers that are best suited to L&C: a) LCCC TNI, TI,
introducing these buyers to L&C tourism businesses that meet their needs, b) ensuring that the ITOA,
buyers have a key point of contact in the LCCC tourism team, c) responding to buyer queries IGTOA
promptly and d) inviting buyers to attend L&C FAM trip opportunities
441 As product and opportunities for business tourism expand, engage with travel buyers that are LCCC TNI, TI,
specialists in this field — supported by guidance from national tourism bodies AIPCO
4.5 Collaborate with local, regional and national organisations that can support tourism development LCCC AVEA,
in L&C IAAT
6 Promote a collaborative culture within LCCC ensuring that a) all departments are aware of the LCCC Maximise
value of tourism and b) the LCCC tourism team is made aware of funding opportunities available opportunities
via other departments and other sources that can support tourism development within LCCC
6.1 To achieve the ambition set out in this plan and to maximise social and economic opportunities, :gusrlijspnaort

refocus LCCC'’s tourism team within the context of the Economic Development Efficiency Review
giving due consideration to resourcing the following functions and activity: product and
partnership development, digital marketing

development
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Invest in tourism product, new experience and events & festival development: Objective 2 / O2

Actions to achieve

IT

ST

MT

()

Lead

Partner

Pillar

Back to Agenda

Invest in the development of large-scale tourism products include Position
1.1 Royal Hillsborough, Hillsborough Castle & Gardens (RHHCG) Innovate
1.2 Ulster Aviation Society (UAS) Grow
1.3 EIKON exhibition centre
1.4 Down Royal Racecourse (DRR)
1.5 Dundonald International Ice Bowl (DIIB)
1.6 Lagan Valley Regional Park AONB (LVRP)
1.7 Accommodation growth
1.8 lIrish Linen Centre & Lisburn Museum
1.1 Manage the £26 million development of Royal Hillsborough village to include a) upgrading public LCCC LCIND Position Promote
realm across the streetscape, square and historic Courthouse and b) upgrades at Hillsborough Innovate RHHCG as
Castle and Gardens — enhancing and preserving this historic area and attraction for future Nurture an iconic
generations Grow attraction in a
1.1.1 Raise the profile of this attraction so that it enters the league of top 10 paid visitor attractions as LCCC LCIND Position way that
defined by NISRA - leveraging the attraction’s potential to welcome leisure and business tourism Grow maximises
visitors social and
1.1.2 | Leverage this iconic attraction to raise the profile of L&C’s tourism offering across urban and LCCC LCIND, Position economic
rural areas to spread social and economic benefits TNI, TI, VB | Collaborate | opportunities
1.1.3 | Determine the potential to curate immersive experiences (e.g., delivered by the Fort Guards) to LCCC LCIND, TNI g?o?;//ate across L&C
raise the profile of this attraction and generate new opportunities for L&C
1.2 Ulster Aviation Society: work with the team of volunteers to position UAS as a leading visitor LCCC LCIND, TNI | Position Support
attraction in L&C determining the potential to a) develop bespoke immersive experiences and b) Innovate organisations
support enterprise development with training and mentoring that empowers UAS to grow leisure Grow with the
and business tourism opportunities potential to
grow tourism
1.3 EIKON exhibition centre: work with the team to determine the potential to grow L&C’s reputation LCCC LCIND, TNI | Position opportunities
for the delivery of exhibitions and any supports that may be required to achieve this goal such Innovate in L&C
as a communications, commercial and operational plan Grow
1.4 Down Royal Racecourse: work with the team to position DRR as a compelling tourism LCCC LCIND, TNI | Position
experience determining the potential to a) develop bespoke immersive experiences (e.g., Innovate
engaging a local tipster, behind the scenes experiences etc.) and b) support enterprise Grow
development with training and mentoring that empowers DRR to grow leisure and business
tourism opportunities
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Actions to achieve

Partner

Pillar
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1.5 Dundonald International Ice Bowl: with the team to manage the £52 investment to include an LCCC Position Support
Olympic sized ice rink, a 24-lane bowling alley and catering facilities Innovate DIIB to
Grow maximise
1.5.1 | Achieve the target to welcome 700,000 visitors to DIIB post redevelopment, promoting this LCCC LCIND opportuniti
experience to the local, NI and ROl markets — embedding data collation processes so that the es and
visitor’s location/market of origin can be determined determine
1.56.2 | Determine if DIIB can be positioned as a sports and recreation offering and a viable tourism LCCC LCIND, if DIIB is
offering with the potential to attract out of state visitors TNI tourism-
relevant
1.6 Lagan Valley Regional Park AONB: as two thirds of LVRP’s expanse is under the jurisdiction of LCCC, LCIND, | Position Determine
LCCC and one third is under the jurisdiction of Belfast City Council, consider the opportunity to BCC TNI Innovate the
work in partnership to conduct an independent study to assess the potential for tourism Collaborate opportunity
development to include Nurture for LVRP
e how the park can be positioned as a tourism asset with a sustainable and regenerative Grow to support
ethos at its heart tourism
e what experiences and services can be developed to meet the needs of the local developme
community, leisure and business tourism customers in Ireland and internationally ntin L&C
e what events can be curated as NI's
e what customer segments and markets are suited to the offering °“|¥
e how the park generates social and economic benefits as a tourism offering National
e what communications are required for tourism purposes Park
e what enterprise development supports are required to achieve success
e how LVRP could be best managed via a partnership between LCCC and BCC to
maximise opportunities
1.7 Accommodation growth: create an integrated team to include LCCC'’s tourism team and LCCC PS Position Achieve
representatives from other council departments to Innovate growth to
e define communications targeted at potential investors, emphasising an interest in Collaborate maximise
sustainable development across all categories: quality hotels, guesthouses, self-catering Nurture dwell time
(e.g., lodges in nature) Grow
o define if a professional needs to be engaged to support this activity
1.71 Lean on the Collaborative Framework (O1) to promote opportunities along with capital grant and LCCC LCIND
funding programmes among L&C tourism businesses to determine if there are interested local
investors
1.8 Irish Linen Centre & Lisburn Museum: reimagine this tourism offering to increase domestic and
international visitors aligned with enhancing Visitor Information Services (see O6)
2 Deliver three separate programmes focused on the development of new (never brought to LCCC TNI, Innovate
market) immersive experiences across the following theme categories: culture and heritage; LCIND, | Nurture
outdoor recreation, adventure and activities; food and drink LCCOM | Grow
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\[o} Actions to achieve IT ST MT LT Lead Partner  Pillar KPI
2.1 Ensure the programme approach is informed by outcomes that have emerged from this plan: LCCC TNI, Position Across all 3
e NI destination experience branding: experiences must align with NI's EAGS brand LCIND, Innovate programmes
e L&C branding; experiences must align with L&C you’re welcome brand LCCOM | Collaborate | 15
e Achieve geographic spread: experience collection must represent urban and rural Nurture experiences
areas/communities Grow suited for
e  Champion innovation: fresh ideas/new angles that make L&C standout sale in the
e  Meet the needs of independent visitors and private bookings/groups: experiences must international
be bookable a) by independent visitors (online) and b) privately by groups / domestic
e Maximise economic opportunities: the collection must represent year-round experiences; marketplace:
experiences that benefit the day (early morning, daytime) and evening/nighttime economy min. 5 per
2.2 Create an EOI outlining a) the programme purpose, ambition and conditions, b) sample theme
experiences sought via the programme — emphasising the focus on new experience category
development, c) who the programme is open to community members (with no/low tourism
experience) capable of delivering an experience and tourism businesses with a new idea, d)
how to register for a virtual information session to find out more
221 Promote the programme across social media channels, tourism industry and via channels open
to local stakeholders connected with community
2.2.2 | Deliver a facilitated virtual information session: guiding registrants to understand the
expectations and commitment required so that they can make an informed decision about
whether the programme is suited to them
2.3 Once participants are qualified, deliver the programme to include training, mentoring and
market testing to verify the quality of experience delivery
2.4 Post the programme (using acquired learnings) the participants bring their experiences for sale
to the market — taking commercial responsibility for their success
25 For participants ready for growth, guide/support their progression onto a) local and/or b)
national programmes to expand commercial opportunities
26 Embed experience providers into L&Cs annual collaborative framework
3 Identify the concept and programming for a signature L&C event & festival, noting that this LCCC Position Identify a
should Innovate festival with
¢ have the capacity to attract out of state visitors Collaborate the potential
o align with a theme that is authentic to Lisburn & Castlereagh: e.g., food and drink, heritage, Grow to win
Christmas markets domestic
e ideally take place during the low or shoulder season to maximise economic advantages and
when most needed international
e align with TNI's definition of what constitutes a tourism event visitors for
3.1 Lean on the collaborative network to seek the opinion of L&C industry LCCC LCIND L&C
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Actions to achieve Partner Pillar

Seek the advice of TNI to ensure that the considered concept/s are of interest and can support TNI Position
the growth of visitors to L&C and NI Innovate
3.2 Once the event is identified, trial it over a defined period (e.g., 2 years) supporting its promotion LCCC TNI, LCIND | Collaborate
and growth Grow
4 As part of this activity, determine opportunities to develop new product and experiences via the LCCC LNP
Lough Neagh Partnership

Invest in enterprise development and data analysis processes: Objective 3 / O3

Actions to achieve IT ST MT LT Lead Partner Pillar
1. Lean on the collaborative framework (O1) to determine supports required by industry to LCCC LCIND Innovate Empower

maximise opportunities for businesses and destination L&C. These supports could include Collaborate | L&C's tourism
e Understanding the tourism landscape to maximise opportunities Grow industry to
o Commercial planning across B2C and B2B sales channels make strategic
e  Pricing and contracting across B2C and B2B sales channels choices that
e How to align with sustainable and regenerative tourism development can maximise
o How to create communications that are mindful of social inclusion economic
o How to deliver a customer-centric experience opzortunl‘u?ts
o Mastering data collation and analysis ﬁCelif]ggz(s)

1.1 Engage with TNI to determine if there are national programmes that can help support LCCC TNI
requirements or if these supports need to be delivered independently by L&C

1.2 Determine who should attend these supports and (depending on numbers), when these supports LCCC LCIND, TNI
should roll out: for example, on an annual basis or every two years
1.3 Be strategic, ensuring that these supports target the opportunities best suited to L&C LCCC LCIND, TNI | Innovate
Ireland: local International | Visitors Opportunities: gch(I)l\?vborate
market, NI, ROl | GB, North e individuals, groups e Leisure Tourism
America, e couples, families - a priority
France, e inter-generational travellers e  Luxury Tourism
Germany e soft adventurers, golfers e Business
e enthusiasts of nature, culture Tourism: for
and heritage, food and drink, relevant
soft adventure and outdoor businesses
activities
1.31 Raise awareness of the roles of key stakeholders, ensuring that L&C’s tourism industry is LCCC, VB, TNI, Tl
informed about how to maximise opportunities by leaning on their support LCIND
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Actions to achieve Lead Partner

2. e Informed by the outcomes of this plan, create a questionnaire to capture L&C-wide data, LCCC LCIND

ensuring that this includes businesses with robust and weaker data capture processes
e Review the data fields that have emerged (business category, visitor numbers, markets,
channels) deciding if others should be added — e.g., area (urban, rural, coastal)

2.1 Decide if this activity should be conducted internally by LCCC or with the support of an LCCC PS
independent research agency to include crafting the questionnaire, issuing this to industry,
collating outcomes

2.2 At one of the events identified under collaborative framework (O1) ensure that data capture is a LCCC LCIND
theme focus, inviting an expert speaker to guide industry on this topic.

221 Show industry the questionnaire intended to capture this data — advising that it has been LCCC LCIND
designed to a) be as simple as possible, b) include all businesses / organisations across all
sectors — including those with limited data collation processes and c) for completion on an
anonymous basis — invite feedback.

2.2.2 | Explain the intention to create an annual performance overview collating outputs from this LCCC LCIND, TNI
questionnaire and other LCCC and national sources

2.2.3 | Advise that the aim is for this questionnaire to be completed on a quarterly basis: seeking LCCC LCIND, TNI
industry feedback in this regard — making a case for this approach by explaining how this would
allow for an assessment of seasonal and annual performance

224 Explain that the proposed data collation process is separate to other processes, emphasising TNI LCIND,
the importance of responding to requests for insights/data at a national level via TNI LCCC

23 Once the final approach is agreed, initiate the process — issuing the questionnaire and monitoring LCCC LCIND
outcomes

231 By Y4 — aim for this process to be embedded in the tourism culture — repeated annually thereafter LCCC LCIND

24 Promote education and awareness - encouraging industry to understand the importance of data LCCC LCIND, TNI
capture and how to master this process

241 For businesses that need assistance, direct them to local and national enterprise development LCCC LCIND, TNI
supports that can provide them with expert guidance aligned with their capabilities

2.4.2 | Asresponses to the questionnaire will determine the level of businesses with no/low/partial data LCCC LCIND
collation processes, an assessment can be made about whether L&C’s industry needs dedicated
support to improve data collation capabilities

25 At the annual industry forum (O1), update attendees on progress and on data capture outcomes, LCCC LCIND
once available

251 Ensure that other relevant insights and metrics available nationally (via TNI, Tl) and to L&C (e.g., LCCC TNI, Tl

visitor engagement metrics, user engagement on L&C digital channels) are shared annually

Pillar

Innovate
Grow

Back to Agenda

Empower
tourism
businesses to
a) measure
growth and b)
swiftly identify
strengths,
weaknesses
and
opportunities.

Empower L&C
to measure
performance
and to
benchmark
progress
against the
growth targets
in this plan.
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Invest in communications, positioning L&C as a destination with a distinct identity: Objective 4 / O4

No. Actions to achieve IT ST MT LT Lead Partner Pillar
Across communications, position L&C as a destination with a unique identity aligned with the Position Motivate

plan’s vision statement and defined by Innovate visitors to
« aslower pace and quality of life Collaborate | engage by
e adeep sense of community across urban and rural areas Nurture positioning
e vibrant hubs across city, town, villages and hamlets Grow L&Casa
« people who take the time to welcome visitors and engage in conversation destination
o natural beauty with a i
e rich architectural and cultural heritage compefting
. . . , . tourism
e« experiences that are unparalleled in Ireland, inc. Ireland’s only Royal Residence offering and a
e avibrant calendar of events, festivals and farmer’s markets T .
- - . . distinct identity
e a prime east coast location with easy access to Belfast and Dublin
e the unexpected: e.g., the opportunity to walk from Lisburn to Belfast via a towpath

e adestination that champions responsible tourism
2. Ensure that communications speak to visitors who are best suited to L&C
e individuals, groups, couples, families, inter-generational travellers

e soft adventurers (walkers, cyclists, boaters) and golfers
e enthusiasts of nature, culture and heritage, food and drink, outdoor activities
e leisure and luxury tourism
e business tourism
3. Ensure that the full breadth of L&C’s tourism offering is promoted across the following categories

e natural assets: places of natural beauty across urban and rural landscapes
culture, history and heritage

outdoor recreation, adventure and activities

food and drink

events and festivals

places to eat and drink

places to stay

exclusive venues

4. Ensure that key stakeholders are clear on how L&C is positioned and the ask by local industry to LCCC VB, TNI, Tl
position L&C as a unique destination with its own identity and story — ensuring that relevant
stakeholder platforms are updated accordingly

5. Align communications with regional and national branding LCCC LCIND

: Northetn €35 Emp
yeu're welcome 1&1arf3ﬁ5.%n?a§§ﬁst

59



Back to Agenda

Partner Pillar

Actions to achieve IT ST ‘MT ‘LT ‘

6 Develop itineraries that showcase how to experience L&C over diverse time periods: 24 hours, LCCC LCIND Position Inspire visitors via
48 hours, 72-hours, 5 days, 7 days so that the destination’s compelling tourism offering, and Innovate gg&"r‘;itr']?faﬁons
geography is understood by visitors starting from the holiday research phase Collaborate | emphasising the

Nurture full breadth of the

6.1 Ensure that L&C communications — inc. these itineraries — share tips from a local perspective, LCCC LCIND, Grow destination to
with insights into locally known gems and beloved spots for exploration LCCOM z;gﬁ,li:%en

7 Ensure that communications reflect the full breadth of L&C’s geography across urban and rural LCCC LNP

areas: from the shores of Lough Neagh in the west to the hills above Dundonald in the east, and
from the Belfast Hills in the north to the source of the River Lagan in the south

Embed a culture of responsible tourism in all activity: Objective 5/ O5

Actions to achieve IT ST MT LT Lead Pillar

Sustainable and regenerative tourism: support education and awareness, aligning activity with LCIND, TNI | Position

UN Sustainable Development Goals, and the VICE model for sustainable tourism Nurture
1.1. Use the collaborative network framework (O1) to promote education and awareness LCCC Grow
111 Programme inspiring speakers (industry and stakeholders) who LCCC

e are champions of this ethos and approach: sharing practical guidance and learnings
e can share best practice communications: how to make sustainability visible

1.2 Embed Leave No Trace ethos and principles across industry - creating an industry of LNT LCCC LCIND, LNT training:
champions through an annual education awareness training programme LNT Y2:2X15 pax: 30
121 Consult with LNT to identify a suitable LNT trainer Lcce LNT in total
Y3:3 X 15 pax:
122 Liaise with LNT to deliver an introductory information session for the tourism industry to learn LCCC LNT 45 in total
about this positive, proactive and ground-up approach before training initiates
123 LCCC to advise that LNT awareness training will be delivered for industry LCCC LCIND, gg:ift;; 15 pax:
e the aim is for one team member per business to become an LNT champion — promoting LNT
the ethos across the business and wider L&C community Y5: 1X 15 pax:
e commitment: training takes place over one day in an indoor/outdoor location (6hr period) 15 in total
e process: invitation extended via email with places filled on a first come first serve basis Y6: 1X 15 pax: 15
124 o Deliver LNT training LNT LCcC in total '
e  Collate feedback via evaluation forms to gauge satisfaction and gain learnings
1.3 Make sustainability visible across L&C and industry tourism channels LCCC LCIND Sga\rf;ilﬁg LNT
1.3.1 Add compelling sustainable tourism communications across the Visit Lisburn & Castlereagh LCCC
website: refreshing content with new updates on an annual basis
1.3.2 Identify L&C champions of sustainable and regenerative tourism - promote their practices, LCCC LCIND

experiences and stories through LCCC channels




Actions to achieve

IT ST MT ‘LT ‘Lead

Partner

14 Deliver industry-wide training on how to craft effective and compelling communications online LCCC LCIND
and offline: inc. sustainability pledge, policy, core values, customer/visitor tips
15 Encourage industry to engage with national Climate Action programmes and initiatives LCCC LCIND, TNI
1.6 Promote sustainable travel solutions and opportunities to explore L&C sustainably inc. on foot LCCC LCIND
and by bicycle
2 Accessible tourism development and social inclusion: promote education and awareness across LCCC LCIND
industry: what is meant by accessible tourism, who is the accessible tourism visitor, why is this
market important, what are the needs and how can these be addressed
21 Promote awareness of section 75 of the Northern Ireland Equality Act and its role in tourism LCCC LCIND
businesses
3 Use the collaborative network framework (O1) to promote education and awareness LCCC LCIND, TNI
3.1 Programme inspiring speakers (industry and stakeholders) who LCCC
e are champions of this ethos and approach: sharing practical guidance and learnings
e can share best practice communications: how to guide accessible tourism visitors; how to
share this ethos / approach online and offline
e have experience of accessible design: a) Universal Design and b) no / low-cost ideas
solutions
3.2 Make accessibility visible across L&C and industry tourism channels LCCC LCIND
3.3 Include communications across the Visit Lisburn & Castlereagh website: refreshing content with LCCC LCIND
new updates on an annual basis
3.4 Identify L&C champions of accessible tourism development - promote their practices, experiences
and stories through L&C channels
3.5 Deliver industry-wide training on how to craft accessible communications: inc. how to LCCC LCIND
communicate when an environment is/is not accessible — providing clear/thoughtful guidance so
visitors can make informed decisions
4 Support the needs of non-English speakers translating content where possible for key markets LCCC LCIND
(Germany and France) — leaning on the convenience of QR code

Pillar

Position
Nurture
Grow

Back to Agenda

By Y3,
succeed in
embedding an
industry-wide
understanding
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Reimagine Visitor Services to inspire visitors: Objective 6 / O6

Actions to achieve IT ST MT LT Lead

Scope the potential to fund the enhancement of the Visitor Information Centre (VIC) in the Irish Position
Linen Centre & Lisburn Museum to include a) improving visitor services, b) addressing the Irish Innovate
Linen Centre & Lisburn Museum so that it becomes a leading attraction and c¢) determining other Grow
services (e.g., community services) that can be located here.

1.1 Improve Visitor Services: consider the outcomes in this plan inc. a) moving the welcome desk to LCCC Reimagine
greet visitors upon arrival, b) installing large screens with rolling content to promote L&C and the VIC, Irish
occupy the visitor during high demand periods, c) installing compelling window displays that Linen Centre
promote L&C and inspire the visitor, d) installing compelling communications inc. QR codes and & Lisburn
photographable content, e) addressing shelving — ensuring that the entire space is well laid out, Museum to
visually pleasing and uncluttered maximise

1.2 Address the Irish Linen Centre & Lisburn Museum so that it becomes a leading attraction: LCCC social and
develop a masterplan so that a) L&C’s heritage and expertise in fine linen making is celebrated economic
and preserved for future generations and b) this tourism offering can achieve growth across opportunities
domestic and international markets, generating social and economic benefits

1.3 Determine other services that can be positioned here: such as City Centre Management and LCCC
Community Services — ensuring that these services are positioned in a way that is mindful of a)
growing tourism and b) inspiring and providing clarity for visitors who are specifically interested
in tourism services

2 Address the mobile Visitor Information Service (trailer) currently located at Hillsborough Forest LCCC Address the
a) ensuring that the trailer is equipped to optimise staff productivity, b) adding compelling mobile VIC to
communications to the exterior and c¢) determining how this trailer can be used as a mobile maximise
service that benefits all communities in L&C on the basis that a permanent VIC is installed at productivity
Hillsborough Forest and inspire

2.1 Ensure that the trailer is equipped to optimise staff productivity: install a power point and WIFI LCCC visitors to
so that work (e.g., social media management) can be conducted during quiet times explore the

2.2 Add compelling communications to the exterior: branding and compelling content (QR codes, LCCC full breadth of
local tips, maps) to inspire visitors during open and closing hours L&C’s

23 Determine how this trailer can be used as a mobile service: decide if a) the mobile VIC can be LCCC geography.
retained as a flexible option that can be positioned throughout the destination on the basis that
b) a permanent VIC can be installed at Hillsborough Forest (HF) to service the 600,000 annual Develop a
visitors at this site fixed VIC at

3 Scope the potential to develop a permanent VIC at Hillsborough Forest (HF) Lccc g(l):otgosgwice

visitors

4 Minimise paper communications at all VICs: a) conduct a monthly audit to ensure that only LCCC Champion
essential paper communications are stocked and b) engaged with suppliers to encourage the sustainability
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Actions to achieve Lead Partner Pillar
5 Ensure that services champion a hybrid model: combining human interaction with the LCCC Position Invest in VIC
convenience of digital supports Innovate training to
51 Invest in training so that VIC staff are equipped to meet visitor needs to maximise promotional Grow max":'set.
and economic opportunities for L&C. Ensure that this training includes ?Oapf&gm 1es
e guiding visitors about making strong choices based on their unique needs and interests ensuriné that
e how to promote L&C’s unique identity and unparalleled experiences performance is
e how to make recommendations to spread economic advantage across large- and small- tracked to
scale experiences throughout L&C measure
e how to guide the visitor to behave responsibly while in the destination outcomes.
5.2 To maximise opportunities via digital channels, invest in a dedicated digital marketing resource
that is key for optimising opportunities for L&C’s industry and economy.
5.3 To ensure that the VIC achieves a strong return on investment, determine KPIs against which
performance can be measured to include tracking the
e number of annual visitor engagements
e revenue generated via bookings
e spread of revenue generated across the destination
¢ number of bookings achieved offline versus online
e increase in followers via social media channels
e digital analytics
Ensure that this data is recorded via a quarterly summary report so that strengths, challenges,
opportunities and threats can be swiftly addressed
6 Collaborate with other VICs (inc. Visit Belfast) on a consistent basis to ensure that L&C is top on LCCC VB Collaborate to
referral list to maximise economic opportunities maximise
opportunities
7 Encourage the VIC to work closely with local tourism businesses that interface with visitors to LCCC LCIND for L&C
maximise referral opportunities. Ensure that the VIC team attends annual networking events to
build relationships.
8 Particularly during high demand periods, consider the benefit of investing in flexible visitor LCCC LCCOM Be creative by
information services delivered (e.g.,) on a branded destination bike or by foot considering a)
e assess costs and who should deliver this service: e.g., a VIC staff member or community flexible VIC
representative services and
e provide relevant supports according to the chosen solution b) |nc|ud|_ng_
9 Consider the benefits of widening VIC services by including non-tourism businesses (e.g., LCCC LCCOM community in

newsagents), working with providers that are relevant for this initiative to
e promote L&C’s tourism offering to the local community and visitors
e display tourism-relevant communications: e.g., QR codes and photographable maps

the delivery of
VIC services
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Work in partnership with Visit Belfast to maximise opportunities: Objective 7 / O7

Actions to achieve IT ST MT LT Lead Partner
1. Create a revised SLA with Visit Belfast over a mutually agreed duration of between 3 LCcc VB Position Create a
and 5 years Innovate clearly define
Collaborate | SLA so that
1.1. | Ensure that this SLA clearly defines Grow ;izp?nn;'r?(':“st'es
e the objectives, actions and KPIs that Visit Belfast is responsible for achieving on are pre-
behalf of LCCC: including the baselines and metrics against which progress can determined to
be measured maximise

e commitments that LCCC is responsible for opportunities

1.2 As part of the SLA, define

e how L&C should be positioned via communications

o how L&C can benefit from Visit Belfast’s approach to “neighbourhood tourism”

e if L&C should continue to be promoted under the Belfast Plus model or via another
mechanism

o the opportunities that Visit Belfast commits to target on behalf of L&C e.g., B2C,
B2B, leisure and business tourism opportunities in Ireland and internationally

e the channels, markets and customer segments that Visit Belfast commits to target
on behalf of L&C across online and offline opportunities

o all benefits that Visit Belfast can bring to L&C such as referral opportunities via
Visit Belfast's VICs and tourism providers located in Belfast

1.3 Agree a process for reviewing the SLA and associated activity and metrics: e.g.,

quarterly, annually

1.4 Before embarking on a new SLA, decide if any amendments are required for this
agreement
2 Ensure that there is clarity about how opportunities can be maximised via a dual LCcc VB

approach via activity conducted by a) LCCC’s tourism team and b) LCCC’s tourism
team in collaboration with Visit Belfast
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Actions to achieve  Partner Pillar
21 Noting that LCCC'’s tourism team is responsible for targeting leisure tourism in the NI and ROI LCCC Target
marketplaces, ensure that targeted Integrated Marketing Campaigns are conducted to maximise opportunities
promotional and commercial opportunities via visitors across local, national and ROl markets: in a targeted,
e individuals, groups, couples, families, inter-generational travellers 903|—f00u_39d
o soft adventurers (walkers, cyclists, boaters) and golfers and solution
. . . N~ driven manner

e enthusiasts of nature, culture and heritage, food and drink, outdoor activities to maximise

e leisure and luxury tourism opportunities

22 Noting that Visit Belfast is responsible for targeting the NI, ROI and international marketplaces, LCCC VB
work with VB to maximise B2C promotional and commercial opportunities via leisure visitors
across local, national and ROI and priority markets (North America, Great Britain, France and

Germany)

2.3 Work with Visit Belfast to maximise B2B promotional and commercial opportunities via leisure LCCC VB
tourism professional travel buyers to grow international opportunities

231 Proactively target B2B opportunities by developing relationships with professional travel buyers LCCC VB, TNI
and inviting buyers that are best suited to L&C on FAM trips

2.4 Work with Visit Belfast to maximise promotional and commercial opportunities for business LCCC VB

tourism inc. via B2B professional travel buyers

241 Proactively target B2B opportunities by developing relationships with professional travel buyers LCCC VB, TNI
and inviting buyers that are best suited to L&C on FAM trips

2.4.2 | Raise the profile of L&C’s business tourism offering among local non-tourism businesses to LCCC, LC
encourage bookings from the local marketplace LCIND

3 Work closely with Visit Belfast and national tourism agencies so that they can support L&C to LCCC VB, TNI, Tl

grow targeted opportunities
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CONSULTATION QUESTIONNAIRE

Lisburn & Castlereagh’s draft Tourism Strategy and Action Plan 2024-2029 sets out the council’s vision, strategic objectives and ambitions for
the next six years.

Council welcomes your views and comments and would be grateful for your response to the following questions. Please note that your responses will be
shared publicly, although your personal details will not.

1. The ambition:

The Tourism Strategy and Action Plan 2024-2029 is provides a strategic roadmap for raising the profile of Lisburn & Castlereagh as a distinguished, sustainable,
and socially inclusive tourism destination with a strong community spirit at its heart that champions people and place.

Within this framework, key ambitions of this plan include;

e Positioning Lisburn & Castlereagh as a leading tourism destination with a unique identity and unparalleled experiences in Ireland

e Raising the profile of Lisburn & Castlereagh as a landmark tourism destination with world-class authentic experiences that share the story of
people and place including culture, history and heritage; outdoor recreation, adventure and activities; food and drink; an annual calendar of
events and festivals

e Adopting a twofold approach to tourism development that encompasses

- Infrastructural investment and development: i.e., the curation and management quality tourism infrastructure
- Tourism industry and destination development: i.e., working with tourism and hospitality business to maximise social and economic
opportunities including by investing in collaborative opportunities and enterprise development supports

e Empowering tourism providers in the destination to achieve sustainable livelihoods, create employment and spread economic benefits into the
wider community
e Engaging the local resident and business communities in the destination’s tourism industry and offering

Overall, do you think that this is what the ambitions of the Tourism Strategy and Action Plan 2024-2029 should be? Yes, No, Don’t know? Please
use the free-type space below to express any additional views, comments, recommendations, or insights.
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CONSULTATION QUESTIONNAIRE
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2. Strategic Pillars
The 5 strategic pillars that have emerged from the Tourism Strategy and Action Plan are

e Strategic Pillar 1 - Position: elevating the profile of Lisburn & Castlereagh as a distinguished, sustainable and socially inclusion tourism destination

e Strategic Pillar 2 - Innovation: Establishing a reputation as a leader and innovator in tourism development, ensuring that this evolves as an
inherent hallmark across all activity

e Strategic Pillar 3 - Collaboration: embedding a collaborative framework a) within the destination (across the tourism industry and the local
community) and b) outside the destination with key stakeholders such as Tourism Northern Ireland, Tourism Ireland, Visit Belfast and the Lough
Neagh Partnership

e Strategic Pillar 4 - Nurture: elevating the profile of Lisburn & Castlereagh as a destination defined by integrity and genuine care including by placing
sustainable tourism development and sustainability at the heart of all activity

e Strategic Pillar 4 - Grow: providing the necessary guidance to support livelihoods, job creation and the local economy

Overall, do you think that this is what the strategic priorities for the Tourism Strategy and Action Plan 2024-2029 should be? Yes, No, Don’t
know? Please use the free-type space below to express any additional views, comments, recommendations, or insights.
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CONSULTATION QUESTIONNAIRE

3. Vision and Value Proposition

The vision and value proposition define the tourism offering and identity for this destination. Overall, do you feel that this is what vision and
value proposition within the Tourism Strategy and Action Plan 2024-2029 should be? Yes, No, Don’t know? Please use the free-type space
below to express any additional views, comments, recommendations, or insights.

4. Express your view

Please use the free-type space below to express any views, comments, recommendations or insights regarding the Tourism Strategy and Action
Plan 2024-2029

5. Equality

Is there anything more that should be considered as part of Section 75, Equality and Good Relations? Please use the free-type space below to express any
views, comments, recommendations.
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Lisburn & Castlereagh City Council

Section 75 Equality and Good Relations Screening template

Part 1. Information about the activity/policy/project being screened

Name of the activity/policy/project
Strategies and Action Plans within Tourism

Is this activity/policy/project — an existing one, a revised one, a new one?

Revised — the new emerging LCCC Tourism Strategy and Action Plan 2024 — 2029 is
being developed with the last strategy finished in December 2023. An Equality
Screening exercise was carried out on this project for the previous Strategy and Action
Plan is being reviewed for this next version.

What are the intended aims/outcomes the activity/policy/project is trying to
achieve?

The overall aim is to revise and update the 2018-2022 Tourism Strategy and Action
Plan for Lisburn and Castlereagh City Council area. The revised Tourism Strategy and
Action Plan will attempt to proactively address and support the areas tourism needs.
The revised Tourism Strategy and Action Plan should be closely aligned with key
existing strategies, policy documents, action plans and draw out opportunities/actions
presented for the LCCC area. The subject of sustainable tourism is becoming more of
a priority and measures should be taken into consideration when developing the new
Tourism Strategy. The revised Tourism Strategy and Action Plan will demonstrate clear
links to driving the local economy forward.

Who is the activity/policy/project targeted at and who will benefit? Are there
any expected benefits for specific Section 75 categories/groups from this
activity/policy/project? If so, please explain.

The new Tourism Strategy and Action Plan is intended to be a road map for delivery of
tourism initiatives to ultimately drive visitor trips, overnight stays, and tourism revenue
into the Council area. It is anticipated that all nine of the Section 75 categories could
potentially benefit from this policy. For example, it is anticipated that it will benefit
those of different ages, religion, as well as those with disabilities and those with
dependents who use the services of LCCC.

This policy will be open equally across the Council Area. The strategies and plans
commissioned will be accessible to all organisations in the participating council area

1
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and LCCC will work to ensure that it is particularly accessible to those considered as
marginalised or vulnerable within the participating LCCC.

Who initiated or developed the activity/policy/project?

Tourism Development Unit in LCCC

Who owns and who implements the activity/policy/project?

Owned by LCCC Service Transformation Directorate; implemented by the Tourism
Development Unit

Are there any factors which could contribute to/detract from the intended
aim/outcome of the activity/policy/project?

If yes, give brief details of any significant factors.

Financial - The delivery of the Tourism Strategy and Action Plan 2024 — 2029 will

be dependent on the annual budget estimates process. Some activity may require
additional budgets.

Legislative: Tourism development is a non-essential service.

Other: Tourism Development supports economic development, generating jobs and
economic wealth to the local area.

Who are the internal and external stakeholders (actual or potential) that the
activity/policy/project will impact upon? Delete if not applicable

Staff - all LCCC staff involved in the deliver or Tourism.

Service users - wide range of local and out of state visitors.
Other public sector organisations - Tourism NI, Forest Service, DAERA

Voluntary/community/trade unions

Other — including Elected Members
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Other policies/strategies/plans with a bearing on this activity/policy/project

Name of policy/strategy/plan Who owns or implements?

Lisburn & Castlereagh Community Plan Lisburn & Castlereagh City Council

Hillsborough Master Plan LCCC
LCCC Corporate Plan 2024-28 LCCC

Visit Belfast Tourism Strategy 2024-2027 | Visit Belfast
Tourism Strategy for NI 10 year plan Tourism NI
Forest Service NI Business Plan DAERA

NI Economic Strategy — Vision for 2030 Department for the Economy

LCCC Equality Scheme and associated LCCC
equality action plans and policies

Available Evidence

What evidence/information (qualitative and quantitative) have you gathered or
considered to inform this activity/policy? Specify details for each Section 75
category.

In developing the draft LCCC Tourism Strategy and Action Plan 2024-2029, a wide
range of information, research and expert advice was considered.

To support this screening document, it was necessary to look at many aspects of work
covered by the Tourism Development. The main stages in tourism development
planning include: the analysis of previous tourist development; evaluation of the position
of tourism in the area including competition; formulation of relevant tourism policy by
Government; the defining of a development strategy and the formation of a programme
of action.

Tourism development can be defined as creating strategies and plans to
increase/develop/encourage tourism for a destination. The fundamental reason behind
planning and implementing strategies for developing the tourism sector is primarily to
make money and to subsequently increase the GDP of an area or country. The
emerging Tourism Strategy commissioned by LCCC provides a Vision and Action Plan,
creating a ‘road map’ to assist the growth in the local tourism offer, maximising tourism
opportunities that will in turn increase bed nights, trips and spend. One way to assist in
this growth is to support minor and major events, expansion of accommodation
provision and providing visitor information centres in the LCCC area.

Lisburn and Castlereagh City Council work closely with Tourism NI and Visit Belfast to
support this objective. Tourism NI's Mission is to build the value of tourism to the local
economy, and state, ‘Our Vision is to confidently and passionately champion the
development and promotion of the Northern Ireland experience’.

Visit Belfast is funded and supported by Belfast City Council, Tourism Northern Ireland
(Tourism NI), Tourism Ireland, Lisburn and Castlereagh City Council, Ards and North
Down Borough Council, strategic and corporate partners Translink, Belfast One, Diageo

3
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Northern Ireland, Value Cabs, ICC Belfast, Titanic Belfast, Hastings Hotels and Victoria
Square. Visit Belfast is a public-private sector partnership that represents over 500
tourism businesses, operators and services.

In the most recent NISRA, June 2019, Local Government Tourism statistics Lisburn and
Castlereagh City Council is highlighted as having the least number of bed-nights and
visitor trips of any Council. Whilst tourism revenue is slightly better performing this is
partly attributed to the strong shopping and retail offer in the Council area. The new
LCCC Tourism Strategy looks at ways to address the undersupply in commercial
accommodation alongside other initiatives to attract more visitors and associated
spend. The staging of events is one such way to steadily grow visitor numbers,
especially the day visitor market. Another benefit from events is the positive PR
attached to the same.

Feedback on the emerging Tourism Strategy will occur throughout the eight-week
consultation period with a questionnaire directed to stakeholders, community and the
public that will provide an opportunity for feedback on Section 75 equality and good
relations.

We have also considered the most up to date NISRA population data from Census
2021 (published 22/09/22) Lisburn and Castlereagh Census Data

Section 75 Category Details of evidence/information

Religious Belief It is likely that the Council area will be visited by people
from all religions and those with no beliefs. The 8-week
consultation should provide an opportunity for any issues
to be raised and how best to address these.

Political Opinion There is no evidence of the political opinion of visitors to
the Council area. It is likely that the area will be visited by
people with different political opinions.

Racial Group All proposed plans/initiatives/strategies will endeavour to
support all visitors from a tourism perspective from across
LCCC and beyond.

Age The 2021 census showed the population in the Lisburn
Castlereagh area totalled 149,106.

19% = (0-14 years)
30% = (15-39 years)
33% = (40-64 years)
18% = (65+ years).
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The Council area is visited by people of all ages for leisure
and tourism activities, however particularly strong for
families, culturally curious, and those interested in food
and drink.

Marital Status We do not have information on the marital status of
people who visit the Council area.

Sexual Orientation We do not have information on the sexual orientation of
people who visit the Council area.

Men & Women Generally We do not have information on the precise gender make
up of visitors to the Council area. It is anticipated this will
not be an issue raised as part of the feedback from the 8-
week consultation.

Disability Latest Census data (2021) and LGD boundary data
(2014) indicates that 18.29% of the population have
a disability or long-term health condition. This
includes a wide range of disabilities, including
physical, sensory and communication disabilities.
The childhood disability figure for Northern Ireland
is 5.5%, highest in UK (2017 Research Report, Caring
More Than Most, Leeds University on behalf of
Contact). Observation and feedback to date
suggests that the new sculpture trail is being used by
school groups of disabled children.

People with and without Evidence suggests the Council area is being visited by
Dependants people with and without dependants. Evidence in the
past would suggest the area is visited namely by family
groups, culturally curious and those interested in food and
drink.

Needs, Experiences, and Priorities

Taking into account the information referred to above, what are the different
needs, experiences and priorities of each of the following categories, in relation
to the particular activity/policy/decision? Specify details for each of the Section
75 categories

Section 75 Category Details of needs/experiences/priorities
Religious Belief The tourism product is for all religious beliefs with family
attractions and things to do for everyone. It would not be
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anticipated that specific needs are required for differing
religious beliefs.

Political Opinion The tourism offering is for all political backgrounds with
no anticipated negative feedback expected.

Racial Group No issues expected about race once the Strategy and
Action Plan go out for consultation, but we are aware that
BME residents and visitors to the area may be under-
represented as visitors to the Council area. We recognise
that there is a need to ensure that people know about the
free places to visit. There is a need to ensure that
information about all the things to do and see in the
Council area are available in other languages for those
who do not have English as a first language. This has
been taken into account when developing the recent
Digital Sculpture Trail at Hillsborough Forest. The App is
available in 4 different languages these are: Spanish,
French, German and Chinese. We also have collateral
literature in these 4 different languages for visitors.

Age Market research would suggest the LCCC tourism
product is more aligned to mature audiences looking to
experience culture, short walks, and good food and drink.
We would anticipate less of the youth market providing
feedback on the emerging strategy.

Marital Status No issues expected during the eight-week consultation
period. The programme will be administered to prioritise
equality of opportunity across all categories.

Sexual Orientation No issues expected during the eight-week consultation
period. The programme will be administered to prioritise
equality of opportunity across all categories.

Men & Women Generally | No issues raised during consultation in relation to
gender. However, council staff are aware of the need
to ensure that forest facilities are perceived to be safe
for lone visitors (especially females, young people,
older visitors). No new issues raised since sculptures
have been installed.

Although only a small proportion of those who have
provided feedback to date have provided negative
comments, more negative feedback has been received
from females.

Disability All proposed initiatives will be open to all businesses and
organisations across the Council.

People with and without Parents with buggies or people who care for those with
physical disabilities may have accessibility issues.
Parents with young children may visit different attractions
within the Council area.

Dependants

6
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1 What is the likely impact on equality of opportunity for those affected by this

activity/policy, for each of the Section 75 equality categories?

We await feedback from the eight-week consultation to assess and monitor the impact
on equality of the emerging LCCC Tourism Strategy and Action Plan 2024-2029.

Section 75 Category

Details of likely impact — will
it be positive or negative? If
none anticipated, say none

Level of impact -
major or minor* - see
guidance below

Religious Belief

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

Political Opinion

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

Racial Group

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

Age

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

Marital Status

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

ES
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Sexual Orientation

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

Men & Women Generally

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

Disability

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action Plan
is striving to be inclusive for all,
wherever possible.

None

People with and without
Dependants

No impact for majority of
visitors coming into Lisburn &
Castlereagh. The emerging
Tourism Strategy an Action
Plan is striving to be inclusive
for all, wherever possible.

None

2(a) Are there opportunities to better promote equality of opportunity for

people within the Section 75 equality categories?

As feedback is received, consideration will be given to any issue raised before finalising

and approving the new LCCC Tourism Strategy and Action Plan 204 — 2029.

Section 75 Category

IF Yes, provide details If No, provide details

Religious Belief

Awaiting feedback from eight-
week consultation.

Political Opinion

Awaiting feedback from eight-
week consultation.

Racial Group

Awaiting feedback from eight-
week consultation.

Age

Awaiting feedback from eight-
week consultation.
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Marital Status Awaiting feedback from eight-
week consultation.

Sexual Orientation Awaiting feedback from eight-
week consultation.

Men & Women Generally Awaiting feedback from eight-
week consultation.

Disability Awaiting feedback from eight-
week consultation.

week consultation.
Dependants

Equality Action Plan 2021-2025

Does the activity/policy/project being screened relate to an action in the Equality
Action Plan 2021-2025? Yes/No |If yes, specify which action.

No, however the policy will be kept under review to ensure that requests for
information in various formats are monitored and provided across the Council,
i.e. to ensure information is accessible to all.

2(b) DDA Disability Duties (see Disability Action Plan 2021-2025)

Does this policy/activity present opportunities to contribute to the actions in our
Disability Action Plan:

e to promote positive attitudes towards disabled people?
e to encourage the participation of disabled people in public life?

No, activities conducted under this policy are available to all, regardless of Section
75 category. Through the consultation exercises disabled people will be targeted
proactively for their feedback.

3 To what extent is the activity/policy/project likely to impact on good relations
between people of different religious belief, political opinion or racial group?
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Good Relations
Category

Details of likely impact. Will it be
positive or negative? [if no specific
impact identified, say none]

Level of impact —
minor/major*

Religious Belief
Political Opinion

Racial Group

We anticipate a positive impact for all,
with an increased number of visitors to
the area from all Section 75 groups.

Minor - positive

4 Are there opportunities to better promote good relations between people of
different religious belief, political opinion or racial group?

Good Relations Category

IF Yes, provide details

If No, provide details

Religious Belief
Political Opinion

Racial Group

No, there are no further
opportunities to better
promote good relations
between these groups. All
opportunities are currently
being addressed.

Multiple identity

Provide details of any data on the impact of the activity/policy/project on
people with multiple identities. Specify relevant Section 75 categories

concerned.

We have taken into account the needs of different multiple identities in the development
of the emerging Tourism Strategy and Action Plan. For example, children with
disabilities or older people with disabilities will benefit from enhanced accessibility

measures.

Part 3. Screening decision/outcome

Equality and good relations screening is used to identify whether there is a need
to carry out a full equality impact assessment on a proposed policy or project.
There are 3 possible outcomes:

10

ES
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1) Screen out - no need for a full equality impact assessment and no
mitigations required because no relevance to equality, no negative impacts
identified or only very minor positive impacts for all groups. This may be
the case for a purely technical policy for example.

2) Screen out with mitigation - no need for a full equality impact assessment
but some minor potential impacts or opportunities to better promote
equality and/or good relations identified, so mitigations appropriate. Much
of our activity will probably fall into this category.

3) Screen in for full equality impact assessment — potential for significant
and/or potentially negative impact identified for one or more groups so
proposal requires a more detailed impact assessment. [See Equality
Commission guidance on justifying a screening decision.]

Choose only one of these and provide reasons for your decision and ensure
evidence is noted/referenced for any decision reached.

Screening Decision/Outcome

Reasons/Evidence

Option 1

Screen out — no equality impact
assessment and no mitigation
required [go to Monitoring section]

Option 2

Screen out with mitigation — some
potential impacts could be
identified in the eight-week
consultation, and they can be
addressed with appropriate
mitigation or some opportunities to
better promote equality and/or
good relations identified [complete
mitigation section below]

The screening has not identified any impacts
however will be more strenuously tested during
the eight-week consultation period.

Option 3

Screen in for a full Equality Impact
Assessment (EQIA)

11
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[If option 3, complete timetabling
and prioritising section below]

Mitigation (Only relevant to Option 2)

Can the activity/policy/project plan be amended or an alternative
activity/policy introduced to better promote equality of opportunity and/or
good relations?

If so, give the reasons to support your decision, together with the proposed
changes/amendments or alternative activity/policy and ensure the mitigations
are included in a revised/updated policy or plan.

Feedback from the eight-week consultation will be considered once approval is
granted from Regeneration and Growth Committee to go out for consultation.

Timetabling and prioritising for full EQIA (only relevant to Option 3)

If the activity/policy has been ‘screened in’ for full equality impact assessment, give
details of any factors to be considered and the next steps for progressing the EQIA,
including a proposed timetable.

Is the activity/policy affected by timetables established by other relevant public
authorities? Yes/No. If yes, please provide details.

Not applicable
Part 4. Monitoring

Public authorities should consider the guidance contained in the Commission’s
Monitoring Guidance for Use by Public Authorities (July 2007).

Effective monitoring will help a public authority identify any future adverse
impact arising from the activity/policy which may lead the public authority to
conduct an equality impact assessment, as well as help with future planning and
activity/policy development.

What will be monitored and how? What specific equality monitoring will be
done? Who will undertake and sign-off the monitoring of this activity/policy
and on what frequency? Please give details:

12
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The Tourism team will be responsible for monitoring of this project that will involve
logging feedback and concerns from stakeholders, community and the public when
required. The Council will proactively seek feedback on the emerging Tourism Strategy
and Action Plan by way of consultation questionnaires for an eight-week period
following agreement from Committee.

Part 5 - Approval and Authorisation

Position/Job Title Date

Screened by: Andrew Kennedy 8.8.24

Tourism Development Manager

Reviewed by: Annie Wilson 08.08.24
Equality Officer

Approved by: Paul McCormick 8.8.24

Head of Economic Development

Note: On completion of the screening exercise, a copy of the completed
Screening Report should be:

e approved and ‘signed off’ by a senior manager responsible for the
activity/policy

e included with Committee reports, as appropriate

e sent to the Equality Officer for the quarterly screening report to
consultees, internal reporting and publishing on the LCCC website

e shared with relevant colleagues

e made available to the public on request.

Evidence and documents referenced in the screening report should also be
available if requested.

13
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Appendix | - Rural Needs Impact Assessment (RNIA)
Template

SECTION 1 - Defining the activity subject to Section 1(1) of the Rural
Needs Act (NI) 2016

1A. Name of Public Authority.

Lisburn & Castlereagh City Council

1B. Please provide a short title which describes the activity being undertaken by the
Public Authority that is subject to Section 1(1) of the Rural Needs Act (NI) 2016.

Marketing and Promotions

1C. Please indicate which category the activity specified in Section 1B above relates to.

Developing a Policy Strategy Plan
Adopting a Policy Strategy Plan
Implementing a Policy Strategy Plan
Revising a Policy Strategy Plan

Designing a Public Service

X

Delivering a Public Service

1D. Please provide the official title (if any) of the Policy, Strategy, Plan or Public Service
document or initiative relating to the category indicated in Section 1C above.

Marketing and Promotions

1E. Please provide details of the aims and/or objectives of the Policy, Strategy, Plan
or Public Service.

The key aim of this campaign is to promote the LCCC area as a visitor destination across N.
Ireland and in the Republic of Ireland and also support the promotion of Lisburn City Centre and
its commercial offering (mainly retail and hospitality).
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1F. What definition of ‘rural’ is the Public Authority using in respect of the Policy,
Strategy, Plan or Public Service?

Population Settlements of less than 5,000 (Default definition).

Other Definition (Provide details and the rationale below).

A definition of ‘rural’ is not applicable.

Details of alternative definition of ‘rural’ used.

N/A

Rationale for using alternative definition of ‘rural’.

N/A

Reasons why a definition of ‘rural’ is not applicable.

N/A
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SECTION 2 - Understanding the impact of the Policy, Strategy, Plan or
Public Service

2A. Is the Policy, Strategy, Plan or Public Service likely to impact on people in rural
areas?

Yes | X No If the response is NO GO TO Section 2E.

2B. Please explain how the Policy, Strategy, Plan or Public Service is likely to impact on
peoplein rural areas.

The Marketing and Promotions ( including Integrated Marketing Campaign and Visit Belfast) will impact on people
in the rural area and it will promote economic investment by:-

¢ Increasing tourism footfall

e Increasing spend in rural areas

e Increase visitor dwell time in rural areas

¢ By offering a holistic “end to end” tourism offering to locals and visitors from further afield

The campaign will impact on people in rural and urban areas. The Council are aware that attracting more visitors
to these areas will require mitigating any negative impacts this may have. Negative impacts will be considered as
part of the collaborative process and mitigated as early as possible in the programme.

The rural share of the NI population is growing. Over the years 2001-2011 the number of people living in rural
areas of NI increased by 15% in comparison to a rise of only 4% in urban areas. According to the Interim Local
Rural Development Strategy (2016), just under half of the population (47.2%) in the L&CCC area live in rural areas.
In the last decade to 2016, suburban areas have seen the highest growth rate of 22.1% with five wards alone
covering over half of the districts growth — Ballymacross (44.3%), Carrowreagh (9.7%), Maghaberry (7%), Glenavy
(6.3%) and Derriaghy (6.2%).

2C. If the Policy, Strategy, Plan or Public Service is likely to impact on people in rural
areas differently from people in urban areas, please explain how it is likely to impact
on people in rural areas differently.

Tourism is an expanding area and is being increasingly recognized for its overall contribution to
the Northern Ireland economy.

The Marketing and Promotions campaigns will promote all tourism businesses across the
whole LCCC area. The campaign will also help build businesses up after the temporary
closures due to the Covid-19 pandemic.

The sustainability and stability of businesses is very important in a rural context as these
businesses sustain the local community.




Back to Agenda
A Guide to the Rural Needs Act (NI) 2016 for Public Authorities

(Revised) April 2018

2D. Please indicate which of the following rural policy areas the Policy, Strategy, Plan or
Public Service is likely to primarily impact on.

Rural Businesses X
Rural Tourism X
Rural Housing

Jobs or Employment in Rural Areas X
Education or Training in Rural Areas X
Broadband or Mobile Communications in Rural Areas

Transport Services or Infrastructure in Rural Areas

Health or Social Care Services in Rural Areas

Poverty in Rural Areas X
Deprivation in Rural Areas X
Rural Crime or Community Safety

Rural Development X
Agri-Environment

Other (Please state)

If the response to Section 2A was YES GO TO Section 3A.

2E. Please explain why the Policy, Strategy, Plan or Public Service is NOT likely to
impact on people in rural areas.

N/A
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SECTION 3 - Identifying the Social and Economic Needs of Persons in
Rural Areas

3A. Has the Public Authority taken steps to identify the social and economic needs of
peoplein rural areas that are relevant to the Policy, Strategy, Plan or Public Service?

Yes [X No If the response is NO GO TO Section 3E.

3B. Please indicate which of the following methods or information sources were used
by the Public Authority to identify the social and economic needs of people in rural

areas.
Consultation with Rural Stakeholders X | Published Statistics
Consultation with Other Organisations X | Research Papers
Surveys or Questionnaires Other Publications

Other Methods or Information Sources (include details in Question 3C below).

3C. Please provide details of the methods and information sources used to identify the
social and economic needs of people in rural areas including relevant dates, names
of organisations, titles of publications, website references, details of surveys or
consultations undertaken etc.

Draft Northern Ireland Programme for Government (2016-2021)
Northern Ireland Economic Strategy — Vision for 2030

Tourism NI- Operating Plan

Tourism NI — Northern Ireland Tourism Priorities for Growth
Forest Service NI Business Plan 2014-15

OFMDFM - Together; Building a United Community (TBUC)
OFMDFM - Lifetime Opportunities — Government’s Anti-Poverty & Social Inclusion Strategy for Northern
Ireland 2006-2020

Section 75 of Northern Ireland Act

Hillsborough Tourism Master Plan. 2015

Hillsborough Forest Economic Appraisal. 2017

Public consultation and survey in Hillsborough Forest. 2016
Visit Belfast Strategy 2024-2026

The Socio-economic profile and forecast, Lisburn & Castlereagh (2018-2032) identified the LCCC area as showing
marked distinctions between the rural and urban populations. According to the Interim Local Rural Development
Strategy (2016), just under half of the population (47.2%) in the L&CCC area live in rural areas and the population
forecast is set to grow by 8,300 residents between 2018-2032 (0.4% per annum, twice that of the NI equivalent).
L&CCC'’s population growth outlook between 2018-2032 on average will be 1.65% making it the third highest
across NI districts and 0.35 points above the NI rate.
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3D. Please provide details of the social and economic needs of people in rural areas
which have been identified by the Public Authority?

The Interim Local Rural Development Strategy (2016) has identified the following as key areas:

Rural Businesses

Rural Tourism

Jobs or employment in rural areas
Education or training in rural areas
Poverty in rural areas

Rural development
Agri-Environment

If the response to Section 3A was YES GO TO Section 4A.

3E. Please explain why no steps were taken by the Public Authority to identify the social
and economic needs of people in rural areas?
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SECTION 4 - Considering the Social and Economic Needs of Persons in
Rural Areas

4A. Please provide details of the issues considered in relation to the social and
economic needs of people in rural areas.

The Scheme proposed will have a positive impact on the local rural business community and
the Council area as a whole.

According to the Interim Local Rural Development Strategy (2016), just under half of the
population (47.2%) in the LCCC area live in rural areas. In the last decade to 2016, suburban
areas have seen the highest growth rate of 22.1% with five wards alone covering over half of
the districts growth — Ballymacross (44.3%), Carrowreagh (9.7%), Maghaberry (7%), Glenavy
(6.3%) and Derriaghy (6.2%).

In Northern Ireland 58% of businesses are based in rural areas. The business base in the
region as a whole is predominantly small to medium enterprises with a dominance of micro
businesses. In terms of businesses located only in rural areas, 94% are defined as micro
(having less than 10 employees). Agriculture plays a more important role in the economy of NI
than is the case in the rest of the UK, it generates a higher proportion of total GVA (Gross
valued added) in the economy and accounts for a higher proportion of our

employment. Furthermore 78% of the total NI land area is in agricultural use. Rural businesses
located in NI have particular challenges and need specific solutions. The slow uptake of
agriculture and rural enterprises in NI with regards to innovation, the fact that only 67% of rural
areas have superfast broadband coverage (98% in urban areas) and 14% of tourism
expenditure takes place in rural areas (compared with 86% in urban) are further examples of
challenges facing the small rural businesses in Northern Ireland.

In 2018 there were 4,755 VAT/PAYE registered businesses in the L&CCC area (NISRA). The
close proximity to Belfast puts the L&CCC area in an advantageous position whereby the
population density is a way to generate an increase in sales and revenue.

Considering that almost half of the L&CCC district is rural, the regeneration of the LCCC area,
is a key priority for the Council whom over the next 10 years will continue to invest in
regeneration initiatives. Economic development initiatives such as the Integrated Marketing
Campaign and the marketing carried out by Visit Belfast on the Council’s behalf will benefit the
local rural population and visitors to the area as well as the urban areas. These projects will
contribute towards the Council’s overall strategic objective of increasing economic development
in the L&CCC area for the benefit of all citizens.
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SECTION 5 - Influencing the Policy, Strategy, Plan or Public Service

5A. Has the development, adoption, implementation or revising of the Policy, Strategy
or Plan, or the design or delivery of the Public Service, been influenced by the rural
needsidentified?

Yes | X No If the response is NO GO TO Section 5C.

5B. Please explain how the development, adoption, implementation or revising of the
Policy, Strategy or Plan, or the design or delivery of the Public Service, has been
influenced by the rural needs identified.

The synopsis of the programme has been identified in Section 2B, fully considering the needs of
the rural population. There have been no detrimental impacts identified.

If the response to Section 5A was YES GO TO Section 6A.
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5C. Please explain why the development, adoption, implementation or revising of the
Policy, Strategy or Plan, or the design or the delivery of the Public Service, has NOT

been influenced by the rural needs identified.

SECTIONG6-Documentingand Recording

6A. Please tick below to confirm that the RNIA Template will be retained by the Public
Authority and relevant information on the Section 1 activity compiled in accordance

with paragraph 6.7 of the guidance.

| confirm that the RNIA Template will be retained and relevant information compiled.

Rural Needs Impact
Assessment undertaken by:

Margaret McAvoy

Position/Grade:

Tourism Development Officer

Division/Branch

Economic Development

Signature:

MARGARET MCAVOY

Date:

08/08/2024

Rural Needs Impact
Assessmentapproved by:

Andrew Kennedy

Position/Grade:

Tourism Development Manager

Division/Branch:

Economic Development

Signature:

ANDREW KENNEDY

Date:

8/8/24
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LCCC Committee: Regeneration & Growth Committee ‘

Lisburn & Date: 5 September 2024
C?Stlereagh Report from:  Head of Economic Development
City Council

Item for: Decision

Subject: Labour Market Partnership — Final Action Plan and Funding Contract 2024-2025

1.0 Background

1. The Council has been working with the Lisburn and Castlereagh Labour Market
Partnership in the design and development of a strategy for the next three years and a
draft action plan for the period 2024/2025. This strategy and action plan form the basis of
the LMP’s funding bid for the initial 2024/2025 period. The indicative funding allocation
that the Council hopes to receive is £368,462.69 towards programme costs and
£92,115.67 that will offset some of the salary costs of the Programmes team within the
Economic Development Unit. This amount is match funded by an allocation of £100,000
from the Economic Development Budget estimates on an annual basis.

2. Previous reports to the Committee have indicated that a degree of budget instability
exists within the Department for Communities’ funding of the Labour Market Partnership
initiative as part of wider budget issues in Stormont. As a consequence, funding in
support of the administration budget has been released in stages.

3. Three interim letters of offer have now been received covering the period 1 April 2024 to
the 31 August 2024 in the total sum of £38,381.54. It is the understanding of officers that
receipt of the letter of offer for the programmes element of the initiative is imminent.

Key Issues

1. The proposed 2024/2025 Action Plan was presented to the Regional Labour Market
Partnership for Northern Ireland on 27 March 2024 by way of a formal application for the
funding and subsequently approved on 21 June 2024. The Committee considered and
agreed the draft action plan at its meeting in June 2024 so that the initiatives funded
exclusively from the Council’s match funding could proceed, and the planning for the
delivery of the associated initiatives could progress subject to funding.

2. The Committee had also agreed to note the final agreed plan once confirmed by DfC.
The final plan is therefore attached to this report for Members’ information along with the
funding matrix (see Appendices).

3. Inline with the ongoing budget issues within the Department, DfC confirmed on 7 June
2024, that while funding for 2024/25 has been secured, this would be resourced over two
financial years, which will equate to a funding offer of £263,187.63 in 2024/25 and
£98,695.36 in 2025/26. This grant includes for the funding of the agreed proportions of
resource funding of administration costs.

4. While uncertainties remain around the funding of subsequent years of the new three year
strategy and action plan, this proposed financial timeline ought not to present significant
issues to the delivery of the programmes or indeed the end users of the service. This is
because previous delays in the release of funding have meant that each annual
programme of support has been spread over more than one financial year and delivered
on an accruals basis.
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5. The programmes for delivery under the LMP Action Plan 2024/25 will also feed into the L
Council’s Performance Improvement Plan, in terms of a target of 90 people receiving
support, and the delivery of a specific employment based training programme for the
disabled.

6. Members are asked to note that DfC have requested that our Council takes part in a pilot
programme within projects in Lisburn and North Belfast. This pilot reflects how the
Labour Market Partnership in our area has been able to access specific groups to meet
employment opportunities. The pilot will focus on area based solutions. Further detail
will be brought forward in the next overall plan once the outcome of the pilots are
understood.

2.0 Recommendation

It is recommended that the Committee notes the final Labour Market Partnership Action Plan
2024/2025 and agrees that the associated projects proceed to delivery once the necessary letter
of offer has been received.

3.0 Finance and Resource Implications

Operational Funding - £269,767.33
Administration Funding - £92,115.67 proportionate
Total: £361,883 (Year 1 - £263,187.63 Year 2 - £98,695.36)

Council Employability and Skills Match Funding £100,000

4.0 Equality/Good Relations and Rural Needs Impact Assessments

4.1 Has an equality and good relations screening been carried out? Yes

4.2 Brief summary of the key issues identified and proposed mitigating actions or
rationale why the screening was not carried out

It has been concluded that a detailed equality impact assessment is not
necessary as all the potential impacts identified are minor and positive.
(see Appendix)

4.3 Has a Rural Needs Impact Assessment (RNIA) been completed? Yes

4.4 Brief summary of the key issues identified and proposed mitigating actions or
rationale why the screening was not carried out.

The LMP has been developed in order improve employability conditions for
those who are economically inactive or unemployed regardless of their urban
/ rural location.

Appendices: Appendix 2a - Final Labour Market Partnership Action Plan 2024/25
Appendix 2b - Funding Matrix
Appendix 2c - Equality screening
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Strategic Priority 1: To form and successfully deliver the functions of the local Labour Market Partnership for the area

Indicators: % LMP members who feel the local LMP is making a positive contribution and delivering effectively

Theme Title of Programme/Project, Key Activities Start End Date | Resource or cost Performance Measures Delivery
Aims & Description Date Quarter
LMP Delivery | SP1.1 LMP Delivery and Bi-monthly meetings of the 01 April 31 SP1.1: £2,000 How much did we do? 1,2,3,4
& Development LMP (i.e. every other month) 2024 March Venue/ * 6 x LMP meetings.
Development | To support the effective 2025 Hospitality/ * 2 X Business Sub-
partnership delivery of the Annual survey of LMP Catering etc. for Group Meetings
LMP Action Plan and members Meetings

development of future Action
Plans.

2 Business Sub Group
Meetings

How well did we do it?

* 40/54 (74%)
attendance at LMP
meetings.

* 15/25 (60%)
attendance at Business
Sub-Group Meetings

Is anyone better off?

* (7/9) 78% of LMP
members who think
that the LMP is making
a positive difference

* 11/15 (70% )of
attendees at Business
Sub-Group Meetings
think that the LMP is
making a positive
difference
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LMP Delivery
&
Development

SP1.2: Development 1-Year
Action Plan

To develop a 1-year Action
Plan for 2025-26.

for 2025-26.

Develop a 1-Year Action Plan

01 April
2024

31
March
2025

SP1.2: £5,000
External
consultancy
budget.

How much did we do?

* 1x2025/26 Action
Plan drafted to
address identified local
needs and approved
by Regional LMP.

How well did we do it?

* (7/9) 78% of LMP
Members feel that
their views have been
taken into account
with regard to the
Action Plan.

* (7/9) 78% of LMP
Members feel that
their views have been
taken into account
with regard to the
Strategic Assessment.

Is anyone better off?

* (7/9) 78 % of LMP
members reporting
increased awareness
of local employability
and labour market
issues

3,4

Strategic Priority 2: To improve employability outcomes and/or labour market conditions locally

Indicators - % economic inactivity excluding students, % claimant count, % employment rate of people with disabilities, # all persons median wage, % No Qualifications

Theme Title of Programme/Project, Key Activities Start Date End Costs Performance Delivery
Aims & Description Date Measures Quarter
Economic SP2.1: Into Employment One programme with 30 01 April 31 £30,000 How much did we do? 1,2,3,4
Inactivity Programme participants. 2024 March * 30 participants
Providing support and 2025 enrolled on the
training for those who are programme.

113
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unemployed and also
economically inactive. The
programme will prioritise
applicants furthest from the
labour market including the
long term unemployed and
using the area based
Multiple Deprivation
Measure as an indicator. It
is also possible to locally
target this provision, based
on Census 2021 data, on the
Super Data Zones in the
LCCC DEAs where there is
evidence of both a higher
number of individuals 16+
who have no qualifications
and where there is also
evidence of higher numbers
of individuals who are
unemployed or
economically inactive.
Enabling participants to
examine their aspirations
alongside a specialist
mentor, Addressing, any
identified training needs
and securing a placement
with a suitable employer.
Progression into full or part
employment or further
education. Geared to
addressing labour supply
shortages in Lisburn and
Castlereagh.

The programme offer will entail
delivery of 3 training packages.
These one-week programmes
will target a specific career
pathway, suggestions will be
determined by the the current
employability landscape
examples can include childcare,
retail, hospitality. Each training
programme will provide:

* Mentoring and development
of a bespoke action plan.

* Provision of short accredited
training course for each
participant (Level 1 to level 3
as suitable and vocational in
nature). Including an emphasis
on ‘soft skills’ as well as the
qualification.

 Sector specific workshops to
provide an industry overview
leading to application form
development and mock
interviews with local
employers.

* Mentoring will continue
throughout the completion of
the training course and
placement elements.

Optional 12-week work
placement in relevant business
or directly into employment as
appropriate.

External partner/
programme Costs
of £30,000

Cost per
participant of
approximately
£1,000

£30k Partner
delivery costs to
include:

-Project
Management
-Recruitment
-Industry Specific
Employability
Workshops
-Mentoring
-Training Courses

* 30 work placements
available.

* 15 employers
engaged with the
programme.

How well did we do it?

* 21 /30 (70%)
complete the
programme.

* 21 /30 (70%)
completed a work
placement.

* 17/21 (80%) of
completerers
reported satisfaction
with the project.

* 12/15 (80%) of
employers reported
satisfaction with the
project.

Is anyone better off?

* 15 /21 (71%)
completers gain a
qualification.

* 15/21 (71%) of
completers feel
more confident
regarding their
employability

* 15/21 (71%) of
completers gain new
employment
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Economic
Inactivity

SP2.2 (A) Gamified Essential
Skills Learning Programme
(Literacy)

Support for long-term
unemployed or
economically inactive
through a project of
activities designed to
address and remove
barriers to help move them
closer to the labour market
/ improve employability.

Statistics show 14.6% of
LCCC’s working age
population have no
qualifications with some
employers citing examples
of local young people
lacking basic literacy and
numeracy skills and who
are unable to follow basic
instructions.

The NEET rate for LCCC over
the period 2018-2022 was
9.4%. This means that in the
cohort aged 16 to 24 years
9.4% were not in education,
employment or training,
compared to a NI average of
10.3%. Whilst below the NI
average and third lowest all
LGDs over this period, there
remains a constituency of
need in LCCC in this respect.

Gamified essential skills learning
— use of innovative digital
technologies and/or Virtual
Reality (VR) technology to
provide a new learning
experience to deliver essential
skills training in a format that
can attract and engage young
unemployed people or working
age to acquire basic
qualifications in English and
Maths. Deliver two
programmes (2 cohorts of 10) in
basic literacy.

Deliver a mentorship
programme to provide one-
toone specialist support to
participants so their needs are
assessed and they are inspired
to participate, continue
participation and supported into
further training/employment.
This may require working in
tandem with organisations that
provide complementary wrap
around supports to tackle
barriers that prevail.

01 April
2024

31
March
2025

£20,000

What did we do?

e 1 x gamified
essential skills
course in literacy

® 20 participants
enrolled onto
programme.

How well did we do it?
® 12/20 (60%) of
participants enrolled
complete the project

® 9/12 (75%) of
participants who
completed reported
satisfaction with the
LMP project

Is anyone better off?
* 6/12 (50%) of
completers gain a
qualification as a
result

of participation on the
programme

* 6/12 (50%) of
completers report
feeling more confident
regarding their
employability as a
result of participation
on the project.

1,2,3,4
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Traditional classroom-based
learning is not suitable to all
people especially those who
are from the neurodivergent
community or may have had
a bad experience at school.
This programme will offer a
novel approach using digital
technologies to encourage
greater participation in
Essential Skills training.

The provision of mentorship
to participants in this
programme in terms of
oneto-one support pre-start
(support recruitment and
encouragement onto
programme), during the
programme (to include
breaking down any barriers
to participation) and post
completion (to support into
further
training/employment)

Economic
Inactivity

SP2.2 (B) Gamified Essential
Skills Learning Programme
(Numeracy)

Support for long-term
unemployed or
economically inactive
through a project of
activities designed to
address and remove barriers
to help move them closer to

Gamified essential skills learning
— use of innovative digital
technologies and/or Virtual
Reality (VR) technology to
provide a new learning
experience to deliver essential
skills training in a format that
can attract and engage young
unemployed people or working
age to acquire basic
qualifications in English and
Maths. Deliver two

01 April
2024

31
March
2025

£20,000

What did we do?

¢ 1 x gamified

essential skills

course in

numeracy

e 20 participants
enrolled onto
programme.

How well did we do it?

* 12/20 (60%) of
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the labour market / improve
employability.

Statistics show 14.6% of
LCCC’s working age
population have no
qualifications with some
employers citing examples
of local young people
lacking basic literacy and
numeracy skills and who are
unable to follow basic
instructions.

The NEET rate for LCCC over
the period 2018-2022 was
9.4%. This means that in the
cohort aged 16 to 24 years
9.4% were not in education,
employment or training,
compared to a NI average of
10.3%. Whilst below the NI
average and third lowest all
LGDs over this period, there
remains a constituency of
need in LCCC in this respect.
Traditional classroom-based
learning is not suitable to all
people especially those who
are from the neurodivergent
community or may have had
a bad experience at school.
This programme will offer a
novel approach using digital
technologies to encourage
greater participation in
Essential Skills training.

programmes (2 cohorts of 10) -
in basic numeracy.

Deliver a mentorship
programme to provide one-
toone specialist support to
participants so their needs are
assessed and they are inspired
to participate, continue
participation and supported into
further training/employment.
This may require working in
tandem with organisations that
provide complementary wrap
around supports to tackle
barriers that prevail.

participants enrolled
complete the project
® 9/12 (75%) of
participants who
completed reported
satisfaction with the
LMP project

Is anyone better off?
* 6/12 (50%) of
completers gain a
qualification as a
result

of participation on the
programme

* 6/12 (50%) of
completers report
feeling more confident
regarding their
employability as a
result of participation
on the project.
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The provision of mentorship
to participants in this
programme in terms of
oneto-one support pre-start
(support recruitment and
encouragement onto
programme), during the
programme (to include
breaking down any barriers
to participation) and post
completion (to support into
further
training/employment)

Skilled
Labour

Supply

SP2.3: Sector-Focused
Employability Academies
Positioned to address
immediate gaps between
demand for labour/ skills
and supply of the same in
Lisburn and Castlereagh City
Council Area. Whilst at the
same time encouraging the
unemployed and
economically inactive into
the workplace. These will
address some of the
occupations / sectors where
there are particular labour
supply shortages in Lisburn
and Castlereagh. Possible
examples may include HGV
(£2,000 per person), Health
& Social Care (£800 per
person) and Manufacturing
(£1,600 per person).

i.e. HGV - £2,000 x 15 = £30k

3 X Sector-focused Employability
Academies co-designed by the
Project Officer with local
employers.

Highly geared to individual
employer’s specific skill needs

The offer will entail:-

* 15 Participants per academy

* Employability
facilitator/mentor

* Mentoring, ‘soft skill’
development, personal
employability development
plans, CV writing & mock
interviews.

* Industry ambassador led
master classes.

* Guaranteed interview on
completion of Academy

01 April
2024

31
March
2025

£66,000

Delivery Partner
Costs

(£22,000 per
Academy at a rate
of approximately
£1,466 per
participant —
costs will include
promotion,
recruitment,
training,
mentoring
support etc.)

How much did we do?

* 3 Academies
provided

* 45 participants
enrolled

How well did we do it?

* 36/45 (80%)
academy
participants
completed the
programme.

* 27/36 (75%)
completers report
satisfaction with the
LMP project

Is anyone better off?

* 27/36 (75%)
completers gain
employment.

* 18/27 (67%) of those
who gained
employment are still

1,2,3,4
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HSS - £800 x 15 = £12k
MFT - £1,600 x 15 = £24k
Average cost per person

in employment 6
months after
completing the

£1,466 approx. programme.
Skilled SP2.4 Employer Led 2 tranches of funding towards 01 April 31 £20,000 How much did we do? land3
Labour Upskilling Programme specific job-related qualifications | 2024 March * 2 Tranches of
Supply Improve employability which would be paid for after 2025 Funding

outcomes and labour completion of the training. This * 15 Employers

market conditions locally. would cover externally provided Engaged

The Labour Market
Partnership is offering an
incentive to local
businesses in the Lisburn
and Castlereagh area to
remove barriers to support
industry-related

training.

The scheme is offering an
incentive of up to a
maximum of £500 per
employee for a maximum
of 4 employees per
business, to businesses
based in Lisburn and
Castlereagh who are
interested in providing a
workplace training
initiative for their
employees. The small
grant scheme is available
for businesses that employ
one or more employee(s)
excluding the business
owner, with the aim of
improving employment

training e.g. Paediatric First Aid,
CSR, Forklift Licence etc.

* 40 participants/
employees involved
in the programme.

How well did we do it?

* 40/40 (100%)
participants/
employees complete
their training.

* 15/15 (100%)
employers reported
satisfaction with the
LMP project

* 30/40 (75%)
completers report
satisfaction with the
LMP project

Is anyone better off?

* 40/40 (100%)
employees upskilled
by gaining a job-
related qualification.

* 25/40 (63%) of
completers have the
capacity to incfease
hours/ earnings.
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opportunities by offering
entry level positions or
upskilling opportunities as
a result of training. This
programme is not available
to the public sector. It
should be employer led
and therefore not targeted
at any particular sector.

This should be accessible/
promoted to females to
help address
underemployment and/or
pay gap issues. Also older
workers to enable them to
acquire skills to remain /
reenter the labour market.

* 10/15 (67%) of
employers are able
to create new entry
level positions and or
higher-level
positions for the
employees as a
result of the
upskilling activity.

Skilled
Labour

Supply

SP2.5 Employee Upskilling:
Meeting employer needs &
supporting career
progression

Supporting employers to
upskill staff to enable career
progression for those
underemployed or
employed & seeking career
progression; creating
employment vacancies and
opportunities for those
entering the labour market.

Engage with local employers
to identify their upskilling
requirements and address
their skills shortages via
progression opportunities

Will include a range of upskilling
/ reskilling opportunities from L2
to L7 and will be available in
response to employer need and
demand. This positioning at L2-
L7 differentiates this from SP2.4.

Examples of training may include
¢ Leadership and Management

e Strategic Management

¢ Data Analytics

¢ Trade and Export

¢ Electrical Vehicle Charging
Installation

e Intro to Hydrogen Boilers
*HVO Bio Fuels

These all relate to higher growth
potential sectors, again the

01 April
2024

31
March
2025

£65,000

How much did we do?

¢ 10 Employers
Engaged

e 75 participants
enrolled

How well did we do it?

¢ 8/10 (80%) of
employers reporting
satisfaction with
project.

* 56/75 (75%) of
participants enrolled
complete the project
* 50/56 (89%) of
completers reporting
satisfaction with
project.

1,23,4

10
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for existing staff. Support
the upskilling of employees
which enables job and
career progression.
Employers will be asked for
the number of vacancies
that may be realized.

programme will be Employer-
Led.

Is anyone better off?

¢ 8/10 (80%) of
employers have
created new jobs as a
result of the support
received

* 45/56 (80%) of
completers gain a
qualification as a result
of participation on the
project

* 28/56 (50%) of
completers have
moved into higher paid
employment

Skilled
Labour

Supply

SP 2.6 Self-Employment
Options Support
Programme

Providing support and
training for those identified
as economically inactive,
unemployed or
underemployed.

This should be accessible/
promoted to females and
older workers on the same
rationale as for SP2.4 and
SP2.5 above.

This is positioned to
complement the 11 Councils
new Go-Succeed service.
The latter is a service with
multiple entry points. This
LMP provision provides a
financial incentive (that
would only be available to

One programme with 40
participants.

Mentoring and training support
from the outset and throughout.
Mentoring will continue post
completion.

Training includes:

* Marketing guidance

* Financial planning

* Introduction to HMRC

* Social media training

* T for the Office training

* Confidence building and ‘soft
skill development’

* Presentation / pitching skills

¢ Procurement

* Market research support and
grant

* Benefits adjustments
calculations

01 April
2024

31
March
2025

£62,000

Cost per
participant of
£1,550

Cost Breakdown:
40 x £500 Start-
Up Grant

£4,000 for
programme
management and
grant
administration

£4,000 for group
training including,
finance,
marketing, sales,
legal, operations,
technology

How much did we do?
40 participants
enrolled on the
project.

How well did we do it?
32/40 (80%) of
participants completed
the programme.

24/32 (75%) of
completing
participants who
reported satisfaction
with the LMP project.

Is anyone better off?
26/32 (81%) of
participants reported
they have commenced
self-employment.

1,23,4

11
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employer enterprises on Go- | * £500 incentive/ barrier £34,000 for 17/26 (66%) of
Succeed). It also has the removal payment towards 1-2-1 Support, completers still in self-
capacity to provide more 1 essential equipment at start Mentoring, employment 6 months
to 1 support than the entry up stage Specialist Benefits | after finishing

level to Go-Succeed Advice and participation.
(ENGAGE) to address candidate

particular barriers to labour monitoring

market participation. Which

may enable some of these

participants to gain entry

level enterprise action

planning/ business planning

support via Go-Succeed and

then additional support

from LMP to then be able to

re-enter Go Succeed at

FOUNDATION or ENABLING

GROWTH levels, if they have

been able to create

employment.

Disability SP2.7 Pathways to For the participants the offer will | 01 April 31 £60,000 How much did we do? | 1,2,3,4
Employment for Individuals | entail: 2024 March » 25 participants
With a Disability * Mentoring and development 2025 £60,00 Partner enrolled.

Providing support and of a bespoke action plan delivery costs to * 25 employers
training for individuals with * Provision of short, accredited include: engaged.

a disability who are either
currently out of work or
underemployed. Enabling
them to examine their
aspirations alongside a
specialist mentor, address
any training needs and
secure a flexible placement
with a suitable employer.
Progression into full time or
part time employment, self-

training course for each
participant (Level 1 to level 3
as suitable and vocational in
nature). Including an
emphasis on ‘soft skills’ as
well as the qualification.
Mentoring will continue
throughout the completion
of the training course and
placement /work elements.

-Project
Management
-Recruitment
Employer
Engagement
-Employability
workshops
-Mentoring
-Training Courses

* 25 work placements
available.

How well did we do it?

* 17/25 (70%)
participants
complete the
programme.

e 12/17 (71%)
completers report

12
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employment or further
education.

* 12-week placement in
relevant business or directly
into employment as
appropriate (optional part-
time on both)

In parallel with the above the
programme will entail
engagement of around 25
prominent local employers in a
targeted employer-led and
focused programme to match
employers to participants. It will
deliver employer education and
awareness activities to address
knowledge gaps and
misperceptions about disability
and educate on available
supports (Access to Work,
Workable NI). If required
additional training will be
offered specific to their available
job roles

satisfaction with the
LMP project.

» 17/25 (70%) of
employers who
reported satisfaction
with the LMP
project.

* 15/25 (63%)
participants
complete a work
placement.

* 12/15 (80%) who
reported that the
work placement was
beneficial.

Is anyone better off?

* 12/17 (70%)
completers gain a
qualification

e 7/17 (41%) of
completers
undertake further
education or training
following completion
of the project.

* 9/17 (53%) of
completers gain new
employment.

13
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Strategic Priority 3: To promote and support delivery of existing employability or skills provision available either regionally or locally

Indicators: % attending events reporting increased awareness of the work of the LMP.

Theme Title of Programme/Project, Key Activities Start End Date Resource or Performance Delivery
Aims & Description Date cost Measures Quarter
Increased SP3.1: Job Fairs / To include: - 1 April 31 SP3.1 How much did we do? | 1,2,3, 4
Awareness Employability Events 2024 March £18,462.69 * 4 events (2 Job fairs
Promote the programmes and | * Localised Job fairs X 2 2025 and 2 others)

support / encourage
employers and participants to
access and implement the
schemes through a range of
events to include employer
engagement/education,
apprenticeship and jobs fair,
partner events, local job fairs

* 2 other LMP events that
could include:-

M A Female Returners
event or a Disability
Inclusion event.

M An event focused on
areas of skills shortage
(e.g. trades) or growth
areas (e.g. green
economy or creative
sector). An Industry
Masterclass.

M An event targeted at
newly retired —
possible ‘attract back’

M Promotion of
apprenticeships,
outside traditional
industrial sectors (i.e.
aligned to L&C sectoral
employment
structure). This is likely
to be a definite event
given potential
identified in Stratgeic
Assessment for this to
be a pathway with
more potential.

* 500 attendees
across all events

How well did we do it?

* 200/250 (80%) of
attendees report
satisfaction with
events

Is anyone better off?

* 175/250 (70%) of
attendees at events
reported increased
awareness of LMP
programme.
100/250 (40%) of
attendees surveyed
at the Job Fairs
intend to apply for a
job as a result of the
events.

Note - all 250
attendees surveyed

14



]

| Backio Agenda_

The final choice of events will
be determined in collaboration
with LMP members and other
stakeholders.

* Budget to also include
marketing.

15
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Budget Summary

The proposed budget for Lisburn and Castlereagh’s LMP’s 2024/25 Action Plan is set out below.

Budget Category Budget Sub Category Budget 2024-25

LMP Staff costs
Salaries £90,000!
Staff Costs (Mileage & Training)

> Mileage - £615.67
> Training - £500 £1,115.67

Running costs
Audit £1,000.00
Total Administration £92,115.67

Strategic Priority 1

SP 1.1 LMP Delivery and Development £2,000
SP 1.2: Development of a 1-Year Action Plan £5,000
Strategic Priority 2
SP2.1: Into Employment Programme £30,000
SP2.2 Gamified Essential Skills Learning

'_,‘:’ Programme (A& B — Literacy and Numeracy). £40,000

-% SP2.3: Sector-Focused Employability Academies | £66,000

g,- SP2.4 Employer Led Upskilling Programme £20,000

(o) SP2.5: Employee Upskilling £65,000
SP2.6: Self-Employment Options Support
Programme £62,000
SP2.7: Pathways to Employment For Individuals
With a Disability £60,000
Strategic Priority 3
SP3.1: Job Fairs / Employability Events £18,462.69
Total Operational £368,462.69

Total Overall Total (Administration & Operational) £460,578.36

! There are four rolein the L&C LMP team. These are Programme Manager FT; Programmes Officer FT; Programmes Officer PT;
and Project Support Officer FT. Lisburn & Castlereagh City Council will claim 60% of each up to a maximum of £90,000. Salaries
for the roles can be provided to DFC on request.

16
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Total Funding 5,500,000.00 DfC available funding for local LMP delivery
Total Population 1,185,659 based on 2022 Mid Year Estimate of 16-64 year olds (source NISRA)
Deprivation N/A Based on 2017 Multiple Deprivation Measure (source NINIS)

Basic Funding

(30%)

Population (45%) Deprivation (25%)
Population Based No of SOAs in Deprevation
Funding top 223* Based Funding

Area
Population

Northern Ireland £ 1,650,000.00 (1185659 100 £ 2,475,000.00 |223 100 £ 1,375,000.00 | £ 5,500,000.00
Antrim and Newtownabbey £ 150,000.00 |91,247 7.70 £ 190,473.25 |9 4.04 £ 55,493.27 | £ 395,966.53
Ards and North Down £ 150,000.00 |97,365 8.21 £ 203,244.25 |8 3.59 £ 49,327.35 [ £ 402,571.60
Armagh, Banbridge & Craigavon £ 150,000.00 |135,635 11.44 £ 283,130.84 (17 7.62 £ 104,820.63 [ £ 537,951.46
Belfast £ 150,000.00 |229,625 19.37 £ 479,329.95 (76 34.08 | £ 468,609.87 | £ 1,097,939.82
Causeway Coast and Glens £ 150,000.00 |85,706 7.23 £ 178,906.71 |21 9.42 £ 12948430 [ £ 458,391.01
Derry & Strabane £ 150,000.00 |94,102 7.94 £ 196,432.91 |36 16.14 | £ 221,973.09| £ 568,406.01
Fermanagh and Omagh £ 150,000.00 |70,043 5.91 £ 146,211.03 |14 6.28 £ 86,322.87 | £ 382,533.90
Lisburn and Castlereagh £ 150,000.00 |92,642 7.81 £ 193,385.24 (3 1.35 £ 18,497.76 | £ 361,883.00
Mid and East Antrim £ 150,000.00 |85,451 7.21 £ 178,374.41 |12 5.38 £ 73,991.03 | £ 402,365.44
Mid Ulster £ 150,000.00 |93,111 7.85 £ 194,364.25 |4 1.79 £ 24,663.68 | £ 369,027.93
Newry, Mourne & Down £ 150,000.00 |110,732 9.34 £ 231,147.15 |23 1031 | £ 141,816.14 | £ 522,963.29
Total £ 1,650,000.00 (1185659 100 £ 2,475,000.00 |223 100 £ 1,375,000.00 | £ 5,500,000.00
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Total Funding 4,000,000.00 DfC available funding for local LMP delivery
Total Population 1,185,659 based on 2022 Mid Year Estimate of 16-64 year olds (source NISRA)
Deprivation N/A Based on 2017 Multiple Deprivation Measure (source NINIS)

Basic Funding

(30%)

Population (45%) Deprivation (25%)
Population Based No of SOAs in Deprevation
Funding top 223* Based Funding

Area
Population

Northern Ireland £ 1,200,000.00 (1185659 100 £ 1,800,000.00 |223 100 £ 1,000,000.00 | £ 4,000,000.00
Antrim and Newtownabbey £ 109,090.91 |91,247 7.70 £ 138,526.00 |9 4.04 £ 40,358.74 | £ 287,975.65
Ards and North Down £ 109,090.91 |97,365 8.21 £ 147,814.00 (8 3.59 £ 35,874.44 | £ 292,779.35
Armagh, Banbridge & Craigavon £ 109,090.91 |135,635 11.44 £ 205,913.34 (17 7.62 £ 76,233.18 | £ 391,237.43
Belfast £ 109,090.91 |229,625 19.37 £ 348,603.60 |76 34.08 | £ 340,807.17 | £ 798,501.69
Causeway Coast and Glens £ 109,090.91 |85,706 7.23 £ 130,113.97 |21 9.42 £ 94,170.40 | £ 333,375.28
Derry & Strabane £ 109,090.91 |94,102 7.94 £ 142,860.30 |36 16.14 | £ 161,43498 | £ 413,386.19
Fermanagh and Omagh £ 109,090.91 |70,043 5.91 £ 106,335.30 |14 6.28 £ 62,780.27 | £ 278,206.47
Lisburn and Castlereagh £ 109,090.91 |92,642 7.81 £ 140,643.81 |3 1.35 £ 13,452.91 | £ 263,187.63
Mid and East Antrim £ 109,090.91 |85,451 7.21 £ 129,726.84 |12 5.38 £ 53,811.66 | £ 292,629.41
Mid Ulster £ 109,090.91 |93,111 7.85 £ 141,355.82 |4 1.79 £ 17,937.22 | £ 268,383.95
Newry, Mourne & Down £ 109,090.91 |110,732 9.34 £ 168,107.02 |23 10.31 | £ 103,139.01 | £ 380,336.94
Total £ 1,200,000.00 (1185659 100 £ 1,800,000.00 |223 100 £ 1,000,000.00 | £ 4,000,000.00
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Total Funding 1,500,000.00 DfC available funding for local LMP delivery
Total Population 1,185,659 based on 2022 Mid Year Estimate of 16-64 year olds (source NISRA)
Deprivation N/A Based on 2017 Multiple Deprivation Measure (source NINIS)

Basic Funding

(30%)

Population (45%)
Population Based
Funding

Area
Population

%

No of SOAs in
top 223*

Deprivation (25%)
Deprevation
Based Funding

Northern Ireland ¢  450,000.00 |1185659 100 e 675,000.00 (223 100 ¢ 375,000.00 | £ 1,500,000.00
Antrim and Newtownabbey £ 40,909.09 |91,247 7.70 £ 51,947.25 |9 4.04 £ 15,134.53 | £ 107,990.87
Ards and North Down e 40,909.09 (97,365 8.21 e 55,430.25 (8 3.59 e 13,452.91 | £ 109,792.26
Armagh, Banbridge & Craigavon £ 40,909.09 |135,635 11.44 £ 77,217.50 (17 7.62 £ 28,587.44 | £ 146,714.04
Belfast e 40,909.09 |229,625 19.37 e 130,726.35 |76 34.08 £ 127,802.69 | £ 299,438.13
Causeway Coast and Glens £ 40,909.09 |85,706 7.23 £ 48,792.74 |21 9.42 £ 35,313.90 | € 125,015.73
Derry & Strabane e 40,909.09 (94,102 7.94 e 53,572.61 |36 16.14 | £ 60,538.12 [ £ 155,019.82
Fermanagh and Omagh £ 40,909.09 (70,043 5.91 £ 39,875.74 |14 6.28 £ 23,542.60 | £ 104,327.43
Lisburn and Castlereagh e 40,909.09 (92,642 7.81 e 52,741.43 |3 1.35 e 5,044.84 | £ 98,695.36
Mid and East Antrim £ 40,909.09 (85,451 7.21 £ 48,647.57 (12 5.38 £ 20,179.37 | £ 109,736.03
Mid Ulster e 40,909.09 (93,111 7.85 e 53,008.43 |4 1.79 e 6,726.46 | £ 100,643.98
Newry, Mourne & Down £ 40,909.09 |110,732 9.34 £ 63,040.13 |23 10.31 | £ 38,677.13 | £ 142,626.35
Total £ 450,000.00 |1185659 100 £ 675,000.00 (223 100 ¢ 375,000.00 | £ 1,500,000.00
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Lisburn & Castlereagh City Council

Section 75 Equality and Good Relations Screening template (Oct 2022)

Part 1. Information about the activity/policy/project being screened

Labour Market Partnership Action Plan

Lisburn and Castlereagh City Council (LCCC) is a core partner within the LMP,
responsible for helping to improve labour market conditions locally through co-
ordinated, collaborative multi-agency action. LCCC provides the secretariat and
resource support, for the operation of the LMP and supports the LMP in the
delivery of the Action Plan, through marketing, communication, procurement,
human resources and financial administration services.

In order to develop the 24-25 Action Plan and associated submission for funding
support from the Department for Communities (DfC) the LMP undertook a review
of its 23-24 one-year Action Plan as well as a Strategic Assessment of local labour
market conditions in the LCCC area. The exercise was undertaken to ensure that
the priorities identified continue to reflect priority employability and labour
market issues in the LCCC area. It was informed by analysis of information
provided by statutory partners, as well as the results of ongoing engagement and
consultation across the council area with Stakeholders, Employers and Elected
Members. The LMP sits as an initiative under DfC’s Employability NI Programme.

As a result of the Planning Exercise the following themes have been identified as
local priorities for the Action Plan 2024-25:

1. Economic Inactivity
2. Disability
3. Skilled Labour Supply

Cognizance was taken of the strategic assessment outcomes and local current
provision to ensure that the action plan developed is relevant to the challenges
and opportunities particular to the residents of Lisburn and Castlereagh City
Council and is informed by:

e Programme for Government (PfG)
e Lisburn and Castlereagh Community Plan (2017-2030)
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e Belfast Regional City Deal Employability and Skills Framework

Name of the activity/policy/project
Please see attached Apprendix 1 — Labour Market Action Plan 2024/25

Is this activity/policy/project — an existing one, a revised one, a new one?
It is a revised Annual Action Plan

What are the intended aims/outcomes the activity/policy/project is trying to
achieve?

Lisburn and Castlereagh City Council’s vision is for an empowered, prosperous,
healthy, safe and inclusive community. A target outcome of our LCCC Community
plan is to reduce income inequality in this region. We aspire to grow our local
economy so that it is a source of meaningful, rewarding work and reduces
inequality (LCCC Community Plan). The Council is committed to working in
collaboration with other agencies to secure these aspirations for example
through the Strategic Community Planning Partnership. The opportunity to
support the local labour market through multi- agency collaboration is welcomed
by the Council for the opportunities it brings to support our local communities
with interventions tailored to their needs. The Labour Market Partnership (LMP)
can improve fairness in the labour market by supporting the most vulnerable and
disadvantaged while working to support local people back into work.

The LMP aims to contribute to strategic local objectives and the NI Executives
strategic objectives, including achievement of targets set in:

Lisburn and Castlereagh Community Plan (2017-2030): Sets out a vision of “an
empowered, prosperous, healthy, safe and inclusive society”. The Community
Plan aspires to grow the local economy so that it is a source of meaningful,
rewarding work and reduces inequality within the LCCC area. The work of the
LMP has a key role in delivering on these Community Plan imperatives, by
improving fairness in the labour market through actions to support the most
vulnerable and disadvantaged and working to support local people back into
work.

Programme for Government: The key focus therein on delivering sustainable
skills and employment for people. The ambition behind the PfG is to deliver a
strong, competitive, regionally balanced economy in order to give children and
young people the best start in life. Government and partner agencies are tasked
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with increasing the proportion of the workforce qualified to higher levels, getting
more people working in better jobs, raising the number of graduates progressing
into professional or management occupations and creating the conditions where
people can achieve their potential. The work of the Lisburn and Castlereagh LMP
will deliver against several outcomes in the PfG aligned to the above ambitions.

The current relevant outcomes identified within the Programme for Government
are:

e  OQOutcome 3: ‘We have a more equal society’

e  QOutcome 6: ‘We have more people working in better jobs’

e  Outcome 8: ‘We care for others and help those in need

The DfCis the lead department for a number of indicators, through which
progress on these outcomes will be measured:

e Indicator 17: Economic inactivity rates excluding students

e Indicator 32: Employment rate of 16-64 year olds by deprivation
quintile

e Indicator 33: % of people working part-time who would like to work
more hours

e Indicator 19: % of population living in absolute and relative poverty

Belfast Regional City Deal Employability and Skills Framework: This focuses on
the employability and skills strand of Belfast Regional City Deal, including the
challenges posed by economic inactivity, lower business productivity and youth
unemployment, all relevant to the work of the Lisburn and Castlereagh LMP. The
latter stages of the framework pose interesting solutions based on a joined-up
approach (e.g. re-skilling, higher level apprenticeships, work force planning
models) which are also highly relevant to the LMP work.

Taking the above into consideration, the aim and objectives of the LMP have
been summarised into 3 strategic priorities:

Strategic Priority 1 — LMP Delivery and Development - To form and successfully
deliver the functions of the local Labour Market Partnership for the area by:

1.1: Delivery and Development: To support the effective partnership delivery of
the LMP Action Plan and development of future Action Plans.
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1.2: Development of a 1-year Strategic Assessment and 1-year Action Plan:
Develop a 1-year Action Plan for 2025-26.

Strategic Priority 2: To improve employability outcomes and/or Labour market
conditions locally

Economic Inactivity:

2.1: Into Employment Programme: Provide support and training for those
unemployed. The programme will prioritise those furthest from the labour
market and who reside in areas of high deprivation.

2.2 Gamilfied Essential Skills Learning Programme — Provide support for long-
term unemployment or economically inactive to address and remove
barriers to help move them closer to the labour market/improve
employability.

Skilled Labour Supply:

2.3 Sector-Focused Employability Academies: Deliver 3 x Sector-focused
Employabilty Academies co-designed by the Project Officer and local employers.

2.4 Employer Led Upskilling Programme — Improve employability outcomes and
labour market conditions locally.

2.5 Employee Upskilling Programme — Supporting employers to upskill staff to
enale career progression for those underemployed or employed seeking
career progression, creating employment vacancies for those entering the
labour market.

2.6 Self-Employment Options Support Programme — Provide Support and
training for those identified as economically inactive, unemployed or
underemployed. Should be assessable to/promoted to females and older
workers on same rationale as 2.4 and 2.5.

Disability:
2.7 Pathways to Employment for Individuals with a disability — Providing

support and training for individuals with a disability who are unemployed or
underemployed.

133



Back to Agenda

Strategic Priority 3: To promote and support delivery of existing employability or
skills provision
available either regionally or locally.

Increased Awareness:

3.1 Job Fairs/Employability Events — Promote the programmes and
support/encourage employers and participants to access and implement the
schemes through a range of events to include employer
engagement/education, apprenticeships, partner events and local job fairs.

Who is the activity/policy/project targeted at and who will benefit? Are there
any expected benefits for specific Section 75 categories/groups from this
activity/policy/project? If so, please explain.

Lisburn and Castlereagh City Council’s vision is for an empowered, prosperous,
healthy, safe and inclusive community. A target outcome of our LCCC Community
plan is to reduce income inequality in this region. We aspire to grow our local
economy so that it is a source of meaningful, rewarding work and reduces
inequality (LCCC Community Plan). The Council is committed to working in
collaboration with other agencies to secure these aspirations for example
through the Strategic Community Planning Partnership. The opportunity to
support the local labour market through multi- agency collaboration is welcomed
by the Council for the opportunities it brings to support our local communities
with interventions tailored to their needs. The Labour Market Partnership (LMP)
can improve fairness in the labour market by supporting the most vulnerable and
disadvantaged while working to support local people back into work.

The LMP aims to contribute to strategic local objectives and the NI Executives
strategic objectives, including achievement of targets set in:

Lisburn and Castlereagh Community Plan (2017-2030): Sets out a vision of “an
empowered, prosperous, healthy, safe and inclusive society”. The Community
Plan aspires to grow the local economy so that it is a source of meaningful,
rewarding work and reduces inequality within the LCCC area. The work of the
LMP has a key role in delivering on these Community Plan imperatives, by
improving fairness in the labour market through actions to support the most
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vulnerable and disadvantaged and working to support local people back into
work.

Programme for Government: The key focus therein on delivering sustainable
skills and employment for people. The ambition behind the PfG is to deliver a
strong, competitive, regionally balanced economy in order to give children and
young people the best start in life. Government and partner agencies are tasked
with increasing the proportion of the workforce qualified to higher levels, getting
more people working in better jobs, raising the number of graduates progressing
into professional or management occupations and creating the conditions where
people can achieve their potential. The work of the Lisburn and Castlereagh LMP
will deliver against several outcomes in the PfG aligned to the above ambitions.

The current relevant outcomes identified within the Programme for Government
are:

e  Qutcome 3: ‘We have a more equal society’

e  QOutcome 6: ‘We have more people working in better jobs’

e  QOutcome 8: ‘We care for others and help those in need

The DfC is the lead department for a number of indicators, through which
progress on these outcomes will be measured:
e Indicator 17: Economic inactivity rates excluding students
e Indicator 32: Employment rate of 16-64 year olds by deprivation
quintile
e Indicator 33: % of people working part-time who would like to work
more hours
e Indicator 19: % of population living in absolute and relative poverty

Belfast Regional City Deal Employability and Skills Framework: This focuses on
the employability and skills strand of Belfast Regional City Deal, including the
challenges posed by economic inactivity, lower business productivity and youth
unemployment, all relevant to the work of the Lisburn and Castlereagh LMP. The
latter stages of the framework pose interesting solutions based on a joined-up
approach (e.g. re-skilling, higher level apprenticeships, work force planning
models) which are also highly relevant to the LMP work.

Taking the above into consideration, the aim and objectives of the LMP have
been summarised into 3 strategic priorities:
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Strategic Priority 1 — LMP Delivery and Development - To form and successfully
deliver the functions of the local Labour Market Partnership for the area by:

1.1:

1.2:

Delivery and Development: To support the effective partnership delivery of
the LMP Action Plan and development of future Action Plans.

Development of a 1-year Strategic Assessment and 1-year Action Plan:
Develop a 1-year Action Plan for 2025-26.

Strategic Priority 2: To improve employability outcomes and/or Labour market

conditions locally

Economic Inactivity:

2.1:

2.2

Into Employment Programme: Provide support and training for those
unemployed. The programme will prioritise those furthest from the labour
market and who reside in areas of high deprivation.

Gamilfied Essential Skills Learning Programme — Provide support for long-
term unemployment or economically inactive to address and remove
barriers to help move them closer to the labour market/improve
employability.

Skilled Labour Supply:

2.3

Sector-Focused Employability Academies: Deliver 3 x Sector-focused

Employabilty Academies co-designed by the Project Officer and local employers.

2.4

2.5

2.6

Employer Led Upskilling Programme — Improve employability outcomes and
labour market conditions locally.

Employee Upskilling Programme — Supporting employers to upskill staff to
enale career progression for those underemployed or employed seeking
career progression, creating employment vacancies for those entering the
labour market.

Self-Employment Options Support Programme - Provide Support and
training for those identified as economically inactive, unemployed or
underemployed. Should be assessable to/promoted to females and older
workers on same rationale as 2.4 and 2.5.
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Disability:

2.7 Pathways to Employment for Individuals with a disability — Providing
support and training for individuals with a disability who are unemployed or
underemployed.

Strategic Priority 3: To promote and support delivery of existing employability or
skills provision
available either regionally or locally.

Increased Awareness:

3.1 Job Fairs/Employability Events — Promote the programmes and
support/encourage employers and participants to access and implement the
schemes through a range of events to include employer
engagement/education, apprenticeships, partner events and local job fairs.

Are there any expected benefits to the Section 75 categories/groups from this
policy? If so, please explain.

The Labour Market Partnership is intended to improve employability outcomes
and labour market conditions across the borough of Lisburn and Castlereagh
City Council. In order to ascertain the position of Lisburn & Castlereagh City
Council, a full research exercise was undertaken of the current provision in the
field of employability and skills to understand the issues faced by LCCC
employers and the local community, which identified future needs. To enhance
the research process the LMP recruited a consultant to assist with the
development of the 2024/25 Action Plan. Exit surveys from Employer
Exhibitors and Attendees at two LCCC LMP Job Fairs made an invaluable
contribution to the research and development of the Action Plan.

The Action Plan submitted to Department for Communities provides a detailed
summary of these findings, which were used to formulate a number of
proposed schemes which are being considered to improve labour market
conditions. The intended beneficiaries of the programme are residents that are
experiencing barriers to employment due to economic inactivity,
unemployment, underemployment, disability and those who reside in areas of
high deprivation (SOA’s as defined by NISRA). Many of the potential
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participants fall within the Section 75 categories. It is important to note that
some Section 75 groups are more likely to be underrepresented in
employment, under-employed and at greater risk of facing unemployment. For
example in Northern Ireland 60.2% of those with disabilities are economically
inactive compared with 42.5% in the rest of the UK. Women constitute 79% of
the part time workforce and 1/3 of working age women are economically
inactive according to the Equality Commission for Northern Ireland, “lone
parents with dependents experience a lower employment rate and a higher
economic inactivity rate, particularly for women who constitute the majority of
lone parents”.

The opportunity to support the local labour market through multi- agency
collaboration is welcomed by the Council for the opportunities it brings to
support our local communities with interventions tailored to their needs. LCCC
as the secretariat to the LMP implemented a stakeholder engagement
programme to inform the development of the 2024/25 Action Plan. This has
entailed 1-1 meetings working to a structured topic list with LMP members and
wider stakeholders including the following:-

» Head of Economic Development, Lisburn & Castlereagh City Council (Chair)
= Careers Service Lisburn

= (Careers Service NI

= JBO Employer Advisors (DfC)

= JBO Universal Credit Managers (DfC)
=  GEMS NI Social Enterprise

» |nvest NI Southern Regional Team

= LCCC Economic Development Team
= Lisburn Area Learning Community

= Lisburn Chamber of Commerce

= Lisburn Enterprise Organisation

= Mencap NI

= NOW Group

= People 1%

= SE Health and Social Care Trust

= SERC

= The Princes Trust

= Ulster Supported Employment Ltd

= |nspire Business Centre
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The Labour Market Partnership (LMP) can improve fairness in the labour
market by supporting the most vulnerable and disadvantaged while working to
support local people back into work.

An outcome-based approach has been used to address the following local
priorities in 2024/25. The ‘turning the curve’ charts used, refer to the
assessment of the most recently available data at the time of the review. The
‘turning the curve’ exercises demonstrate how the delivery of the academies
and programmes will improve the employability of Lisburn and Castlereagh
residents in priority areas.

All LMP Service Providers have to demonstrate their awareness and adherence
to Section 75 within their procurement submissions and consequent delivery of
services.

Proposed programmes are as follows:

Strategic Priority 1 — LMP Delivery and Development - To form and
successfully deliver the functions of the local Labour Market Partnership for
the area by:

1.1: Delivery and Development: To support the effective partnership delivery
of the LMP Action Plan and development of future Action Plans.

1.2: Development of a 1-year Strategic Assessment and 1-year Action Plan:
Develop a 1-year Action Plan for 2025-26.

Strategic Priority 2: To improve employability outcomes and/or Labour
market conditions locally

Economic Inactivity:

2.1: Into Employment Programme: Provide support and training for those
unemployed. The programme will prioritise those furthest from the
labour market and who reside in areas of high deprivation.

2.2 Gamilfied Essential Skills Learning Programme — Provide support for long-
term unemployment or economically inactive to address and remove
barriers to help move them closer to the labour market/improve
employability.

10
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Skilled Labour Supply:

2.3 Sector-Focused Employability Academies: Deliver 3 x Sector-focused
Employabilty Academies co-designed by the Project Officer and local
employers.

2.4 Employer Led Upskilling Programme — Improve employability outcomes
and labour market conditions locally.

2.5 Employee Upskilling Programme — Supporting employers to upskill staff to
enale career progression for those underemployed or employed seeking
career progression, creating employment vacancies for those entering the
labour market.

2.6 Self-Employment Options Support Programme — Provide Support and
training for those identified as economically inactive, unemployed or
underemployed. Should be assessable to/promoted to females and older
workers on same rationale as 2.4 and 2.5.

Disability:

2.7 Pathways to Employment for Individuals with a disability — Providing
support and training for individuals with a disability who are unemployed
or underemployed.

Strategic Priority 3: To promote and support delivery of existing employability
or skills provision
available either regionally or locally.

Increased Awareness:

3.1 Job Fairs/Employability Events — Promote the programmes and
support/encourage employers and participants to access and implement
the schemes through a range of events to include employer
engagement/education, apprenticeships, partner events and local job
fairs.

11
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Who initiated or developed the activity/policy/project?

Economic Development, Programmes Team, Lisburn and Castlereagh City Council
(LCCC)

Who owns and who implements the activity/policy/project?

The Programmes Team, led by Emma Fearon within Lisburn and Castlereagh City
Council provide the secretariat for the Lisburn and Castlereagh Labour Market
Partnership. The Head of Economic Development sits on the Lisburn and
Castlereagh Labour Market Partnership as one of the core partners. The
programme is funded through Department for Communities (DfC) budget
allocation and is administered by the LCCC Economic Development Department,
Programmes Team.

Are there any factors which could contribute to/detract from the intended
aim/outcome of the activity/policy/project?

Yes
If yes, give brief details of any significant factors.
Financial: Funded by Department for Communities and Infrastructure (DfC)

Other - Time - The project is required to be delivered within timeframes agreed
between DfC and LCCC. We anticipate the Action Plan to be approved by March
2024.

Who are the internal and external stakeholders (actual or potential) that the
activity/policy/project will impact upon? Delete if not applicable

Staff: LCCC LMP Programmes Team

Service users: Programme participants are recruited from those who reside in the
Lisburn and Castlereagh City Council area.

Other public sector organisations

12
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The Lisburn and Castlereagh Labour Market Partnership (LMP) currently

comprises representation from each of the following organisations:-

Jobs and Benefits Office (DfC)

South Eastern Health and Social Care Trust
Invest NI (DfE)

Careers Service NI (DfE)

Lisburn Area Learning Community Consortium
Lisburn Chamber of Commerce

SERC

Back to Agenda
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Lisburn and Castlereagh City Council Economic Development Department

Atlas Women’s Centre

Stepping Stones NI

Workforce Training Services

People 1°

Youth Action NI

Adapt NI

The Princes Trust

Ulster Supported Employment Ltd

Tangible Consulting Ltd

ProfileTree Web Design and Digital Marketing Age

Voluntary/community/trade union include:

The following contacts were consulted on the Action Plan Development:

Other

Atlas Women’s Centre

Stepping Stones NI

Workforce Training Services

People 1st § Youth Action NI

Adapt NI

The Princes Trust

Ulster Supported Employment Ltd

Tangible Consulting Ltd

ProfileTree Web Design and Digital Marketing Age

The participants are the main stakeholders affected by the scheme

13
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LCCC Elected Members were consulted for their input to support the
development of the Action Plan.

Deliver Agents Consulted were:

e Workforce

e People 1%

e Stepping Stones
e USEL

e Tangible Training
e Profile Tree

Other policies/strategies/plans with a bearing on this activity/policy/project

Name of Who owns or implements?

policy/strategy/

plan

Lisburn and Developed under DfC’s new Employability NI Framework
Castlereagh (100% funded by DfC)

Labour Market
Partnership —

2024/25 Action

Plan

Equality and Equality Commission for Northern Ireland

Disability Action | https://www.equalityni.org/Employers-Service-

Plans Providers/Public-Authorities/Section75/Section-75/Equality-
Schemes-(1)
Lisburn and Castlereagh City Council

Local https://www.lisburncastlereagh.gov.uk/resident/planning/lo

Development cal-development-plan

Plan

LCCC Corporate | LCCC Corporate Plan Lisburn & Castlereagh City Council

Plan https://www.lisburncastlereagh.gov.uk/uploads/general/ICP

2021 Final.pdf

14
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Interim Equality | Lisburn & Castlereagh City Council
Scheme https://www.lisburncastlereagh.gov.uk/council/publications/
equality-section-75/policies-section-75-screening

Available evidence

What evidence/information (qualitative and quantitative) have you gathered or
considered to inform this activity/policy? Specify details for each Section 75
category.

The aim of the partnership is to improve employability outcomes and labour
conditions across the Lisburn and Castlereagh Council District. Therefore,
persons who are long term unemployed, underemployed, economically inactive
or located in an area that has increased levels of deprivation will be targeted with
an aim of increasing fairness in the labour market by supporting the most
vulnerable and disadvantaged while working to support local people back into
work.

In developing the Labour Market Partnership, a wide range of qualitative and
guantitative research initiatives were undertaken. The goal in this activity was to
spread the net as wide as possible in terms of understanding the issues faced by
LCCC employers and the local community, current provision in the field of
employability and skills and gain a view of future needs.

Secondary research consisted of a review of the following publications:

e Programme for Government

e Lisburn & Castlereagh Community Plan

e Council Corporate Plan

e NI Industrial Strategy (Draft)

e Belfast Regional City Deal Employability and Skills Framework

e Economic Profile and Forecast for LCCC by Oxford Economics (May 2019)

e Annual Further Education Activity Reports produced by DfE

e The Labour Market Profile for Lisburn Castlereagh by DfE 2021,

e The Employment Outcomes and Challenges for Disabled People NI (DfC
August 2021)

e Lisburn Castlereagh Labour Market Statistics (Oxford Economics July
2021)
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e Locality Plans for a number of LCCC District Electoral Areas (LCCC June
2023)
e DfE Skills Barometer Reports 2021

LCCC as the secretariat to the LMP implemented a consultation and engagement
programme to gain insight into the specific priorities and needs of the labour
market in Lisburn and Castlereagh area. The results were used to inform the
development of strategic priorities over the period 2024-27 and 24-25 Action
Plan.

The research was implemented through a structured survey sent via the Smart
Survey Platform to employability and skills partners as below.

e Head of Economic Development

e Careers Service Lisburn

e Careers Service NI

e JBO Employer Advisors (DfC)

e JBO Universal Credit Managers (DfC)
e GEMS NI Social Enterprise

e LCCC Community Planning Team

e Lisburn Area Learning Community

e Lisburn Chamber of Commerce

e Atlas Women’s Centre

e Stepping Stones NI

e Workforce Training Services

e People 1* Training

e Youth Action NI

e Adapt NI

e The Princes Trust

e Ulster Supported Employment Ltd

e Tangible Consulting Ltd

e Profile Tree Web Design and Digital Marketing Agency

The aims and objectives of Labour Market Partnerships were generally discussed
and the creation of Labour Market Partnership collaborations was broadly
welcomed by the organisations consulted. Each stakeholder was invited to
provide a summary of their current provision, the successes and failures of
various programmes were discussed and proved very informative. Barriers and
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obstacles to success experienced were considered. Finally, identified needs,
potential opportunities and gaps in the current provision were examined.
Therefore, a full examination was undertaken in order to understand the current
situation and make recommendations based on the findings and gaps in labour

market conditions.

Most up to date NISRA population data from Census 2021 (published 22/09/22)
Lisburn and Castlereagh Census Data Information below is from the 2011

Northern Ireland Census which takes into account the Lisburn and Castlereagh

Council Area.

Sec 75 Category

Details of evidence/information

Religious Belief

The 2021 NI Census recorded the following
statistics with regard to religious belief in the
Lisburn and Castlereagh area;

58% Protestant (or other Christian)
27% Catholic

4% Other

13% None

Political Opinion

The 2021 NI Census recorded the following
statistics with regard to political opinion in the
Lisburn and Castlereagh area;

41% indicated that they had a British only national
identity, 16% had an Irish only national identity and
21% had a Northern Irish national identity.

Racial Group

The 2021 NI Census recorded the following
statistics with regard to racial groups in the Lisburn
and Castlereagh area;

4% were from an ethnic minority population and
the remaining 96% were white (including Irish
Traveller).

Age

In 2021 NI Census statistics with regard to age in
the Lisburn and Castlereagh area were recorded to
inform the Corporate plan;

e 19% Children were aged 0-14 years

e 30% of people aged 15 -39 years
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e 33% aged 40 — 64 years
e 18% aged 65+ years and older

The population of the Council area aged 65 and
over will increase by 9% by 2025 and 13% by 2030.

In April 2020 the number of registered claimants in
the 16 — 24 year age category in this area rose to
575 and in April 2021 the figure was 590. While the
number of claimants is higher in the age 25 — 49
age group, that corresponds to a much bigger
section of the population. We have identified that
women and those in the 55+ age bracket
experience particular barriers to employment and
specific programmes are tailored to address their
employability needs.

The labour market has ensured many challenges as
a result of Covid-19. In addition to furloughing and
redundancies, many young people have seen their
hours reduced over the course of the pandemic to
the present day, greatly reducing their income
while retaining their employed status (not
evidenced as economically inactive). Even pre-
Covid younger residents aged 16-24 were more
likely to collect unemployment benefits than older
age groups. Source Office for National Statistics
(ONS). Actions will be aimed at preventing young
people becoming long term unemployed (over 12
months) through all means available, suggested
actions included industry taster courses and short
term training interventions directly linked to areas
of current work opportunity for example
warehousing, forklift/ HGV licences, hospitality,
CSR (Construction) training and digital skills.

Marital Status

The 2021 census records the following statics with
regard to the marital status of persons over the age
of 16 for the LCCC area;

e Single—33%

18
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e Married or in civil partnership—52%

e Same-sex civil partnership —0.1%

e Separated- 3%

e Divorced or formerly in civil partnership— 6%

e Widowed or surviving partner in civil
partnership— 6%

Sexual Orientation

ONS figures (2016) suggest at least 2% of the NI
population identify as Lesbian, Gay or Bi-sexual.
However, LGB support groups suggest this is a
significant under-estimate based on lack of
willingness/confidence to identify as LGB and the
fact sexual orientation categories is now more
inclusive of other categories and is referred to as
LGBTQ+

Government Equalities Office research suggests
over 4% of the 18-25 year age group identify as
LGB, confirming that younger people are more
likely to be open about sexual orientation.

Men & Women Generally

The 2021 NI Census report the population of
Lisburn and Castlereagh Local Government District
at 149.106, of which 49% were male and 51% were
female.

There is no official statistic on the number of
people in N Ireland who identify as Transgender,
non-binary or part of the LGBTQ+ population but
referrals to advice services are increasing year on
year which suggests a growing minority.

During a Northern Ireland Housing Executive (NIHE)
human rights, equalities and diversities workshop
(April 2021) some of the main findings were:

e Women constitute 79% of the part time
workforce.

e 1/3 of working age women are economically
inactive.
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e In 2019/20 70% of apprenticeships were male,
Higher Level Apprenticeships (HLA’s) are 69%.

e Occupational segregation is problematic; men
tend to be more involved in engineering,
manufacturing and construction. Women more
involved in business, administration and law.
One possible related solution is women only
training programmes in non-traditional sectors,
i.e., construction and engineering.

Disability

The rate of disability in Northern Ireland is higher
than the other UK regions with the exception of
Wales. The rates of disability among older age
groups is higher than other regions of the UK. The
50-64 year old age group accounts for 33.4% of our
disabled population compared to 26.9% of the UK
disabled population as a whole. The most striking
finding was that 60.2% of disabled people in
Northern Ireland are economically inactive while
the comparative figure for the UK as a whole
stands at 42.5%. At 55.8% Lisburn and Castlereagh
has the highest employment rate for Northern
Ireland.

The pay gap was also highlighted in this report.
Northern Ireland compared favourably with other
parts of the UK in this regard however there is still
a difference in median pay between disabled and
non-disabled employees which needs to be
addressed.

The concerns expressed by disabled participants
engaging with this research were articulated in the
report on their behalf. These included:
e The need for investment and support for
individuals with disability
e The need for a more holistic approach based
on needs to support individuals into
employment.

20
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e The LMP should seek to fill gaps that may
arise through the loss of EU(ESF) funding
schemes and the transfer to the UKSPF. This
transition will create gaps in support
schemes

e Implement broader based supports such as
pre-employment engagement, pre-interview
visits, money management to assist
participants coming off benefits.

Dependants can include children, older people and
Dependants those with disabilities.

12.51% of people in the 2011 Census stated that
they provided unpaid care to family, friends,
neighbours or others. On that basis, people with
dependants are less likely to be employed or face
greater barriers when seeking employment.

According to the Equality Commission for Northern
Ireland, lone parents, 91% of whom are women,
also experience occupational segregation in
employment, with lone parents with dependent
children mostly employed in ‘Personal Service’ and
‘Elementary’ occupations. Caregiving has been
identified as one factor influencing occupational
segregation with women and lone parents
choosing occupations.

Allowing sufficient flexibility to balance the
demands of caregiving. This may have a potential
impact on the sustainability of employment, with
women and lone parents having to consider pay
and career progression with flexibility in
employment and childcare provision.
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Needs, experiences and priorities

Taking into account the information referred to above, what are the different
needs, experiences and priorities of each of the following categories, in relation
to the particular activity/policy/decision? Specify details for each of the Section
75 categories

Labour Market Partnership is intended to improvement the employability
outcomes and labour market conditions across the Lisburn and Castlereagh City
Council district, irrespective of background or circumstance. Those who will be
directly targeted will either be economically inactive unemployed or
underemployed, have barriers to employment due to disability or reside in areas
of high deprivation. This scheme will have direct and indirect benefits for some
groups of service users, however, the aim of the LMP is to improve fairness in the
labour market by supporting the most vulnerable and disadvantaged while
working to support local people back into work. Ultimately, this programme will
benefit a wide range of groups, particularly groups that experience disadvantage
or inequality.

Part 2. Screening questions

1 What is the likely impact on equality of opportunity for those affected by this
activity/policy, for each of the Section 75 equality categories?

Section 75 Category Details of likely impact — will | Level of impact -
it be positive or negative? If | Major or minor* -
none anticipated, say none | S€€ guidance below

Religious Belief There is no evidence that None
people from particular
religious or policial
backgrounds are more likely
to be unemployed,
underemployed or
economically inactive.

Political Opinion There is no evidence that None
people from particular
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religious or political
backgrounds are more likely
to be unemployed or
economically inactive.

Racial Group

Extensive research was
undertaken with a wide range
of stakeholders across the
Lisburn and Castlereagh
Province. Research and
consultations did not identify
that people from a particular
racial group are more likely to
be unemployed or
economically inactive.

None

Age

Young people (aged 16-24)
are more likely to be
unemployed and require
targeted intervention in order
to build new skills in fields
representing current and
emerging labour market
opportunities.

Minor Positive

Marital Status

There have been no specific
needs identified for people of
different marital status.

None

Sexual Orientation

There have been no specific
needs identified for people of
different sexual orientations
in relation to this policy.

None

Men & Women Generally

Some women need more
interventions/support to
enable them to take up or
remain in employment.
Women may be more likely to

None
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need/want flexible work
opportunities

Disability

Disabled people need specific
advice and to help them apply
and be successful in the
labour market. They require
targeted intervention,
training, understanding
employers and flexible
working conditions.

Minor Positive

People with and without
Dependants

The need is specific support
for people with dependants to
enable them to undertake
training and the right kind of
job opportunities that they
can balance work and care
responsibilities.

Minor Positive

* See Appendix 1 for details.

2(a) Are there opportunities to better promote equality of opportunity for
people within the Section 75 equality categories?

Section 75 Category

IF Yes, provide details

If No, provide details

Religious Belief

No groups will be targeted
based on their employment
statis, regardless of their
Section 75 Categories

Political Opinion

No groups will be targeted
based on their employment
statis, regardless of their
Section 75 Categories

Racial Group

Yes — The programme will
target unemployed people
across all racial groups.
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Age Yes — Young people and the
55+ age group will be
particularly targeted as this
age group show high levels
of unemployment and
barriers to employment
however, many of the
programmes will be open
to all.

Marital Status No — groups will be
targeted based on their
employment, regardless of
their Section 75 categories.

Sexual Orientation No — groups will be
targeted based on their
employment status,
regardless of their Section
75 categories

Men & Women Generally No — groups will be
targeted based on their
employment status,
regardless of their Section
75 categories.

Disability Yes — People with a
disability will be
particularly targeted as this
Section 75 group show high
levels of unemployment

People with and without Yes — Programme will be
Dependants promoted equally to
ensure that carers and
those from all backgrounds
with dependents are aware
of LMP opportunities

25
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Does the activity/policy/project being screened relate to an action in the Equality
Action Plan 2021-2025? Yes/No If yes, specify which action.

2(b) DDA Disability Duties (see Disability Action Plan 2021-2025)

Does this policy/activity present opportunities to contribute to the actions in our

Disability Action Plan:

e to promote positive attitudes towards disabled people?

e to encourage the participation of disabled people in public life?

Yes

The Labour Market Partnership Action Plan aims to support disabled people back
into training, education and employment. It also works closely with the Lisburn
and Castlereagh business community to address barriers into and retaining
employment for those who are disabled.

3 To what extent is the activity/policy/project likely to impact on good relations
between people of different religious belief, political opinion or racial group?

155

Good Relations
Category

Details of likely impact. Will it be
positive or negative? [if no specific
impact identified, say none]

Level of impact

minor/major*

Religious Belief

The scheme is aimed at improving
the employment landscape across
Lisburn and Castlereagh City
Council area

No direct impact
identified in
relation to
religion, political
opinion or racial
group. By
providing
employment
opportunities for
those facing
unemployment, it
will bring people
from different
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backgrounds

together.
Political Opinion As Above As Above
Racial Group As Above As above

*See Appendix 1 for details.

4 Are there opportunities to better promote good relations between people of
different religious belief, political opinion or racial group?

Good Relations IF Yes, provide details If No, provide details
Category
Religious Belief The partnership is a

financial assistance
scheme that will address
employment inactivity
across the Lisburn and
Castlereagh Council area.
It doesn’t lend itself to
promoting good
relations.

If any opportunities arise,
they will be addressed.

Political Opinion As above

Racial Group As Above

Multiple identity

Provide details of any data on the impact of the activity/policy/project on
people with multiple identities. Specify relevant Section 75 categories
concerned.

LCCC recognises that all individuals are not exclusive to just one designated
group. “Multiple identity” has been given consideration within this screening
exercise in order to ensure benefit to all groups. Some people who are the
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targets of this project will experience disadvantage on a number of grounds, e.g.,
age, race, gender and disability.

If additional issues/impacts not already covered above arise, they will be
addressed.
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Part 3. Screening decision/outcome

Equality and good relations screening is used to identify whether there is a need
to carry out a full equality impact assessment on a proposed policy or project.
There are 3 possible outcomes:

1)

Screen out - no need for a full equality impact assessment and no
mitigations required because no relevance to equality, no negative impacts
identified or only very minor positive impacts for all groups. This may be
the case for a purely technical policy for example.

Screen out with mitigation - no need for a full equality impact assessment
but some minor potential impacts or opportunities to better promote
equality and/or good relations identified, so mitigations appropriate. Much
of our activity will probably fall into this category.

Screen in for full equality impact assessment — potential for significant
and/or potentially negative impact identified for one or more groups so
proposal requires a more detailed impact assessment. [See Equality
Commission guidance on justifying a screening decision.]

Choose only one of these and provide reasons for your decision and ensure
evidence is noted/referenced for any decision reached.

Screening Decision/Outcome Reasons/Evidence

Option 1 It has been concluded that a detailed

Screen out — no equality impact
assessment and no mitigation
required [go to Monitoring section]

equality impact assessment is not
necessary as all the potential impacts
identified are minor and positive. The
Partnership overall is intended to
address identified needs of particular
target groups. Each element of the
programme will also be considered for
potential impacts.

In order to best deliver equality of
opportunity, the core partnership is
made up of 8 core partners with the
knowledge and experience needed to
deliver on the objectives of the Labour
Market Partnership. The Lisburn and
Castlereagh LMP currently comprises of a
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representative from each of the
following organisations:

e Jobs and Benefits Office (DfC)

e South Eastern Health and Social
Care Trust

e |nvest NI (DfE)

e Careers Service NI (DfE)

e Lisburn Area Learning Community
Consortium

e Lisburn Chamber of Commerce

e SERC

e Lisburn and Castlereagh City
Council Economic Development
Department

A full research exercise was undertaken
using a combination of primary and
secondary research to develop an
accurate portrayal of the current
strengths, weaknesses, limitations and
opportunities available across Lisburn
and Castlereagh employment market.
LCCC will continue to assess the situation
and be more proactive especially
mitigating risk surrounding promotion
across all Section 75 categories etc.

Option 2

Screen out with mitigation — some
potential impacts identified but they
can be addressed with appropriate
mitigation or some opportunities to
better promote equality and/or
good relations identified [complete
mitigation section below]

N/A

Option 3

N/A
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Screen in for a full Equality Impact
Assessment (EQIA)

[If option 3, complete timetabling
and prioritising section below]

Mitigation (Only relevant to Option 2)
N/A

Can the activity/policy/project plan be amended or an alternative
activity/policy introduced to better promote equality of opportunity and/or
good relations?

N/A

Timetabling and prioritising for full EQIA (only relevant to Option 3)
N/A
Part 4. Monitoring

What will be monitored and how? What specific equality monitoring will be
done? Who will undertake and sign-off the monitoring of this activity/policy
and on what frequency? Please give details:

The delivery and implementation of the Labour Market Partnership will be monitored on a
quarterly basis via reports which are to be returned to DfC. The monitoring will focus on the
number and attendance of meetings and the delivery outcomes of the Action Plan itself i.e. the
impact the partnership is having. The individual programmes will be monitored on a quarterly
basis by their respective project officers and monitoring returns will be made to DfC. The
actual performance indicators to be monitored vary according to programme but are listed on
the Action Plan.

Part 5 - Approval and authorisation

Position/Job Title Date

31
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Screened by: Jacqueline Russell Programme Officer
Reviewed by: Annie Wilson Equality Officer
Approved by: Paul McCormick Head of Service
Note: On completion of the screening exercise, a copy of the completed

Screening Report should be:

approved and ‘signed off’ by a senior manager responsible for the
activity/policy

included with Committee reports, as appropriate

sent to the Equality Officer for the quarterly screening report to
consultees, internal reporting and publishing on the LCCC website
shared with relevant colleagues

made available to the public on request.

Evidence and documents referenced in the screening report should also be
available if requested.

Appendix 1 - Equality Commission guidance on equality impact

*Major impact:

a) The policy/project is significant in terms of its strategic importance;

b)

f)

Potential equality matters are unknown, because, for example, there is
insufficient data upon which to make an assessment or because they are
complex, and it would be appropriate to conduct an equality impact
assessment in order to better assess them;

Potential equality and/or good relations impacts are likely to be adverse or
are likely to be experienced disproportionately by groups of people
including those who are marginalised or disadvantaged;

Further assessment offers a valuable way to examine the evidence and
develop recommendations in respect of a policy about which there are
concerns amongst affected individuals and representative groups, for
example in respect of multiple identities;

The policy is likely to be challenged by way of judicial review;

The policy is significant in terms of expenditure.
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Minor impact

a) The policy is not unlawfully discriminatory and any residual potential
impacts on people are judged to be negligible;

b) The policy, or certain proposals within it, are potentially unlawfully
discriminatory, but this possibility can readily and easily be eliminated by
making appropriate changes to the policy or by adopting appropriate
mitigating measures;

c) Any asymmetrical equality impacts caused by the policy are intentional
because they are specifically designed to promote equality of opportunity
for particular groups of disadvantaged people;

d) By amending the policy there are better opportunities to better promote
equality of opportunity and/or good relations.

No impact (none)

a) The policy has no relevance to equality of opportunity or good relations;

b) The policy is purely technical in nature and will have no bearing in terms of
its likely impact on equality of opportunity or good relations for people
within the equality and good relations categories.

Updated Template @ Oct 2022
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LCCC Committee:  Regeneration & Growth ‘

Lisburn & Date: 5 September 2024
Castlereagh _
City Council Report from: Head of Economic Development
Item for: Decision
Subject: Integrated Marketing Campaign Annual Review

1.0 Background

1. The Regeneration & Growth Committee in May 2022 approved a tender from
Rumour Mill Creative Communications to deliver a three-year Integrated
Marketing Campaign for LCCC, delivered in the period to run until the end of
summer 2025.

2. The appointment of the specialist marketing services is based on a 1+1+1
contract, with years two and three based on the achievement of agreed targets
and to the Council’s satisfaction.

3. Key obijectives of this Council wide Integrated Marketing Campaign include
producing and activating an innovative, integrated marketing approach; promoting
LCCC as a visitor and shopping destination all year round and at key seasonal
times such as Christmas, Easter etc; increasing footfall, dwell time and consumer
spend within the Council area; positioning LCCC as a positive lifestyle destination
for a diverse audience across Northern Ireland and ROI; engaging with target
audiences in a fun, creative and innovative way; promoting civic pride; and
monitoring the marketing campaign regularly.

4. Two marketing campaigns have been completed since awarding the tender last
October, namely Christmas & Lisburn Light Festival 2023 and Spring 2024. An
evaluation for both is attached (see Appendices). At the time of writing, we are
still within the Summer 2024 campaign and therefore no evaluation on activity is
available. The evaluation for Summer 2024 will be brought to a future
Regeneration and Growth Committee.

5. Members should note levels of investment have remained the same for the
Council’s Integrated Marketing Campaign since before 2009. For example, in
2009 the budget for promoting the Christmas campaign alone was £100,000 that
equates to more investment than any of the more recent Christmas campaigns.

Key Issues

1. New destination branding was developed for Christmas and Lisburn Light Festival
2023. The Campaign was focused on Lisburn City Centre and its commercial
offering (mostly hospitality and retail). The campaigns utilised TV, radio, digital and
outdoor targeted media opportunities, and included footage from local visitor
attractions and events to promote the city centre and wider Council offering in a
positive ‘“lifestyle” context. A summary page on outcomes is attached (see
Appendix).
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2. The Spring 2024 campaign (March/April) was conducted on a more modest budget
(£30k) and therefore no TV was used. More emphasis was placed on the use of ' ———
digital media that included social media and influencer marketings with large
numbers of followers and reach. This was complemented with outdoor and print
advertising. A summary page on outcomes is attached (see Appendix).

3. The vision of the emerging LCCC Tourism Strategy and Action Plan 2024-2029 is
to ‘position Lisburn and Castlereagh as a leading tourism destination’. From
consultation with industry, it is important to note the desire to position Lisburn and
Castlereagh as a ‘destination with its own character... that is differentiated by a
slower pace of life, a deep sense of community, an accessible geography’.

4. The emerging LCCC Tourism Strategy and Action Plan takes stock of all the
research, consultations and situationally analysis to highlight experiences and
things to do in the area. It is highlighted that the Council should ‘continue with the
management of campaigns conducted by LCCC’s tourism team that have been
successful in raising the district’s profile and driving footfall from the NI and ROI
markets.’

5. The Christmas and Lisburn Light Festival 2023 proved to be very successful in
terms of generating new business for city centre traders and increasing the city
centre’s positive profile across Northern Ireland and the Republic as a shopping
destination. The campaign was independently evaluated, and the results have
quantified this success.

6. From independent CARD Group research on Lisburn Christmas Events (see
Appendix), 78% of people had heard about the Christmas events prior to visiting
the city centre, as part of the Integrated Marketing Campaign. We can infer from
the data that for every £100 spend in Lisburn, the Council’s Christmas activities
encouraged an uplift in spend of approximately 30%. This research was
summarised and incorporated in the wider Christmas Evaluation Report which was
considered at the Leisure & Community Wellbeing Committee in May 2024.

7. A core element of the campaign each year focused on the Christmas period. In this
context the core objective was to drive shoppers into Lisburn City Centre to do the
bulk of their Christmas shopping. Further seasonal campaigns were used to
promote Lisburn’s offering and events for Spring and Summer.

8. Rumour Mill Creative Communications has reserved sites and bookings for
Christmas and the Lisburn Light Festival 2024 promotions, pending approvals by
the Council to proceed with year 3 of the contract.

9. Due to the lead in time required to procure a new 3-year service contract to be in
place to allow the early planning of Christmas 2025 (which commences pre-
summer 2025), it is proposed that this work is tendered in Autumn 2024. This
should include consideration of the need to refresh the Integrated Marketing
branding for the 2025-2028 period and beyond.

2.0 Recommendation

It is recommended that Members:
1. Consider the findings of the attached evaluation documents for Christmas and
Lisburn Light Festival 2023, and the Spring 2024 marketing campaign.
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3.0

4.0

4.1

4.2

4.3

4.4

2. Agree that officers commence year 3 of the tender for delivery of Integrated
Marketing services.

3. Agree that the next 3-year period 2025-2028 of the Integrated Marketing
Campaign is publicly procured.

Finance and Resource Implications

Up to a maximum £450,000 (DfC funding additional £70k in Year 1) over three years,
and total average annual cost of up to £150K from the Tourism budget estimates.

Equality/Good Relations and Rural Needs Impact Assessments

Has an equality and good relations screening been carried out? Yes

Brief summary of the key issues identified and proposed mitigating
actions or rationale why the screening was not carried out

LCCC does not anticipate that the Marketing and Communication
Policy will hinder equality of opportunity for any Section 75 group, but
instead, through open and transparent marketing and communications
across all media platforms and channels it will aspire to promote
equality of opportunity and good relations.

The reason for this decision is due to the following:

. The nature of marketing and communication is inclusive to
all sections of the community;

. Currently none of the categories have been identified as
being at risk of an adverse impact;

. The policy is reviewed on an annual basis or per marketing

campaign and would therefore highlight any issues.
(see Appendix)

Has a Rural Needs Impact Assessment (RNIA) been completed? Yes

Brief summary of the key issues identified and proposed mitigating
actions or rationale why the screening was not carried out.

Economic development initiatives such as the IMC will benefit the local
rural population and visitors to the area as well as the urban areas.
The project will contribute towards the Council’s overall strategic
objective of increasing economic development in the L&CCC area for
the benefit of all citizens (see Appendix)

Appendices: Appendix 3a — IMC evaluation - Christmas and Lisburn Light Festival 2023

Appendix 3b — IMC evaluation - Spring Adventures Await 2024
Appendix 3c — Christmas Campaign 2023 Summary

Appendix 3d — Spring Campaign 2024 Summary

Appendix 3e — CARD Group Lisburn Christmas Events Visitor Surveys
Appendix 3f and 3g — Equality and Rural Needs assessments
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Summary of Advertising

Google Ads (Youtube)

Digital

A

48 Sheets
AdShels
Digital Adshels

Reels/TikTok

Facebook Ads
Instagram Ads

ITv
ITVX
SKY ADSMART

Cool FM
Downtown Radio
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TV Advertising

Christmas Campaign 2023
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TV AD Key Stats
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LCCC

Castlereagh
City Council

KEY STATS

ITV

* Impressions 1.2 Million
« Daily - 87,000

« 49% TV Audience

+ 38.9% Mobile

SKY
Impressions — 350k
Reach — 98k
Frequency — 3.5

{13V,

Sky l ADSMART



Radio Advertising

Christmas Campaign 2023
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Radio Advertisement e

Castlereagh
City Council

Campaign Dates:
November 27t — December 10th 2023

Total No of spots: 132
Total Impacts: 2,055,796

Audience reached: 617,184 adults
Reach: 39.62%
OTH: 3.33




Content Creation

Christmas Campaign 2023

LCCL .
rumaour mill
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Barkeligious Bakes - Rosie’s Emporium
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Artwork

Christmas Campaign 2023

LCCC

Lisburn &
Castlereagh
City Council

rumour mill
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Think Christm¥s
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Social Media Ads

Christmas Campaign 2023
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Digital Advertising by

Castlereagh
City Council

Advertising across Facebook, Instagram, Google and YouTube
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Social Media Advertising
@ Visit Lisburn Castlereagh W @ ‘l."ISI'[LISbIan Castlersagh X E m M eta

e e Take in the dazzling festive lights in Lisburn city .\ Google Ads
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LCCC

Lisburn &
Castlereagh

Social Media Advertising

@ Visit Lisburn Castlereagh X i @ Visit Lisburn Castlereagh X ot @ Visit Lisburn Castlereagh % .
. . ] o “Find the Golden Baubles! © g : L w G ;
Discover the magic of Christmas in Lisburn. Pick up an entry form from the Visitor Take in the dazzling festive lights in Lisburn city

Find artisan treasures, festive food and special Iiihation Cee inhAaE et ~-seemore  centre and Castle Gardens as you search for
gifts. _spe more : * those perfect gifts. _..5e8 more

TAIFUN

%

w

Golden Bauble

Chnistrmas Competiton

www visitlisburncastlereagh.c..

Think ChrIStmasn Think Learn more www.visitlisburncastlereagh c.. Think Think

Lishum Find The Golden Baubles! Learn more i Learn more i
This Christmas wereon a... Christmas, Christrr

Q0 14 7 comments 2 shares ©Q s Toomments Saloics BN 4

[L’_'} Like [:] Comment F;> Share
UE} Like [_:] Comment pi} Share [& Like () Comment &> Share



Youtube Advertising

Y -I1D 019 Foss

Think Christmas - Think Lisburn [2023]

Visit Lisburn & Castlereagh
+
@ 22 subscribers w Dﬁ 4 g[l A> Share ¥ Download

24K views 1 month ago

| Back {0 Agenda_
LCCC

Lisburn &
Castlereagh
City Council

Key Stats
YOUTUBE

Views — 24,000+ views
Impressions — 47.1k impressions




LCCC Integrated Marketing Campaign
Evaluation

Spring Adventures Await 2024

rumour mill
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Content Creation —Creative

« Campaign Name: Spring Adventures Await

« New photography and videos captured for use across campaign marketing - online
& offline.

 Models booked and used - genuine family of four & Male and Female adult couple

« Businesses featured in the content include:
« Ballyburren Outdoor Escapes
« Keanes Deli
« Roundhouse Bakery
 Pods at Streamvale Farm
« Hillsborough Forest Park
« Hillsborough Castle
« EIaa Boutique



Content Creation —Creative

The new photography and videography content captured for Visit Lisburn &
Castlereagh showcases an ethnically diverse cast, highlighting the inclusivity and
vibrancy of the area. The content spans numerous locations across Lisburn and
Castlereagh, featuring both well-known tourist spots and new attractions, ensuring a
comprehensive representation of the region's offerings.

Key activities are prominently displayed, from outdoor adventures to cultural
experiences, providing potential visitors with a rich visual journey through the area's
diverse and dynamic landscape. This strategic approach not only enhances the visual
appeal but also promotes the region as a welcoming and multifaceted destination for
all visitors.

Back to Agenda
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Content Creation —Creative

elag




Back to Agenda

Content reation —Creative
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Q Ballyburreﬁ Qutdoor Escapes

Q Baliyburren Outdoor Escapes.
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Content Creation —Creative
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PR Activity

Public Relations / Social Media
« WhatsOn NI Partnership
« NI4Kids Partnership

« Blogs drafted for tourism:
- https://www.visitlisburncastlereagh.com/blog/read/2024/04/the-perfect-
weekend-for-two-in-lisburn-and-castlereagh-b262
- https://www.visitlisburncastlereagh.com/blog/read/2024/04/spring-
adventures-await-in-lisburn-and-castlereagh-b260
- https://www.visitlisburncastlereagh.com/blog/read/2024/03/easter-fun-in-
lisburn-and-castlereagh-b259
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PR Activity

For the Visit Lisburn & Castlereagh Spring campaign, we

opted to advertise through ezines, websites, and social media

with Ni4Kids and What's On NI to leverage their extensive

reach and targeted audience demographics. Ni4Kids is a 4 4

trusted resource for families, offering valuable information on n ' ' s
local events, activities, and family-friendly destinations,

making it an ideal platform to promote our campaign to
parents and children.

What's On NI, with its comprehensive coverage of events and

attractions across Northern Ireland, provided a perfect -
avenue to engage a broader audience interested in regional WhatSOIlnl.Com
happenings. By utilising these platforms, we ensured that our Northern reland's free what's on listings website

campaign message reached highly relevant and engaged
audiences, maximizing the potential for attracting visitors to
Lisburn & Castlereagh.
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NI4KIDS —EZINE
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NI4KIDS

Dog Days Out: Embark on a paw-some adventure with your
furry friend in the heart of Lisburn & Castlereaghl Explore
the lakeside woodland paths of Hillsborough Forest, take a
scenic stroll around Molra Demesne, or follow the river and
canals alongside the Lagan Towpath. Plus, whether you're
grabbing a coffee or enjoying a leisurely meal, you'll find
welcoming establishments where your pup Is just as
welcome as you are. So, leash up your furry friend and get
ready to explore all that Lisburn & Castlersagh has to offer!

Lisburn and Castlereagh Is the perfect destination for
fun-filled days out, relaxation, and enjoying time together
with loved ones.

Plan your spring adventure at:

IF your no longer wish o receiwe our
Family Media Group Ltd emails, click the unsubscribe
Unit 2 Channal Whart, 21 Old Charined el A

Fd, Balfast BT3 80 Click here to unsubscribe.
United Kingdom

NI4KIDS Facebook
Competition

Nld.lm:ls
.apm n-a

~COMPETITION TIME!

Widkids have partnered up with Visic Lisburn Castlersagh to give one lucky individual the chance
to win 2 Spring Adventure in Lisburn Castlereagh! «

This great prize is one that will be enjoyed by the whole family with a £50 voucher for High Rise
Adventurs Centre, 25 well 22 3 voucher for 3 24” Pizza Feast to be enjoyed ar Little Wing Pizzeria
in Lisburn Sguare!

All you have to dois -

Like this post !

Share thiz post !

Comment under thiz post!

Compstition closes Sunday 23th April!

Midkid= will contact the winner via DM and will NOT ask you to fill cut any forms.

High Rise

Little Wing Pizzeria

Visit-Lizburn Castlersagh

iture -

musb“m‘s‘“’maaqh L4

eLL | U
I
Cartiaraach M’w
ity Councll e & Camibe -

0 242 comments 174 shares

nb Like G Comment £ Share
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What’'s On NI —Social Media

www.whatsonni_com

Looking for zome inspiration on how 1o entertain your family thiz Spring? §
The area of Lisburn & Cast

lereagh has an array of activities guaranteed to be enjoyed by all and
craate memark

that will last a ifetime! Find out what's onover 2t ) £

hitps:/fimyurl.com/52kshb 59

P T 1
¥ o e ,{
b, 4 5

4

4

. ¥
.
i

()

S Like ) Comment

a Commant az Naomi Finnagan v I o B R
g 2

&

R

www.whatsonni.com
=]

i Like

omment a5 Naomi Finnagan

) Comment

spring? The arez of Lisburn & Castderzagh
e whole family will LOVE! Read more at
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What's On NI '3

Ezine As spring arrives, beckoning us outdoors, it’s
the perfect time to embark on new adventures
with your family.
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What's On NI 207
Results

Q_” search for tools, features, and mare @ 19 i

Al orders > Lisburn and Castlereagh City Council >
Order: LCCC Spring 2024  &3settings * 9

1D: 3541966298  Time: Apr 28, 2024 5:07 PM GMT+1 - Jun 30, 2024 11:59PM GMT+1  Total projected value: £0.00 ®  Total booked impressions: 150,000 ®

Line items:  Delivering (1) Completed (1)

Impressions @ Viewable impressions @ Clicks @ cTR®

158,533 N/A 133 0.08%

Runreport  Exportorder More actions «

Line items Creatives
@ Select line items from a table to take the following actions - Edit, Pause, Resume, Copy, Release inventory, Archive, and Add existing creative Learn more & Dismiss
w
Y  Archivedisfalse X  Add new filter @ 4
St Name Targeting  Status Type Start time time Progress Rate Goal Impressions cl
arred ol i @ @ i End ti [©] 1 i licks
Booked 20K Apr 28,2024 Jun 30,2024
5 Standard ! ¢ £0.00 150,000
O ‘k ID: 6712184319 | 120x600, 728x90, Completed 5:07PM| 11:59PM | - 125% p 150,000 57
320x50 @ Normed GMT+1 GMT+1 CPM imps
Apr 29, 2024 Jun 30, 2024
Home Page F/E o 7 : : m £0.00 100%
O ﬁ 1D: 6714631387 | 300x250 '@ Delivering Sponsorship 202PM| 11:59PM | ol cPD imps 8,533 76

GMT+1 GMT+1
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INFLUENCER ACTIVITY

Summary Report for Visit Lisburn & Castlereagh's Spring Campaign

Influencer Overview

For the Visit Lisburn & Castlereagh's Spring Campaign, two influencers were utilised to maximize
reach and engagement:

1.Jackie Gendron: She promoted the campaign on her own social media channels and through
the Love Belfast page.

2.Caroline O’Neill (Digg Mamma): A prominent local influencer page.

Followers

The following details the influencers' social media reach:
-Love Belfast’s Instagram: 108,000 followers
-Caroline’s Instagram: 78,900 followers

-Jackie’s Instagram: 23,200 followers

-Jackie’s TikTok: 128,000 followers

Campaign Performance

The content shared by Jackie Gendron and Love Belfast achieved impressive engagement:
-Instagram Reel: 55,000 plays

-TikTok Video: 22,400 plays

These metricsindicate that the videos performed exceptionally well, surpassing average view
counts expected based on the influencers' followings.



INFLUENCER ACTIVITY

Performance Analysis
«Instagram Performance:

« With a combined following of 131,200 (108k from Love Belfast and 23.2k
from Jackie), the Instagram Reel reached 55,000 plays. This represents
approximately 41.9% of their total combined followers. Typically, average
engagement rates for Instagram Reels hover around 5-10% for influencers.
Achieving 41.9% is significantly higher, indicating strong content resonance
and effective audience engagement.

-TikTok Performance:

« Jackie's TikTok, with a follower count of 128,000, saw 22,400 plays on the
campaign video. This translates to around 17.5% of her followers viewing the
video. Given that average TikTok engagement rates for views typically range
from 5-15%, the campaign video outperformed standard expectations.

Conclusion

The Visit Lisburn & Castlereagh's Spring Campaign, executed with the help of Jackie
Gendron and Love Belfast, not only reached a large audience but also generated
higher-than-average engagement. The Instagram Reel and TikTok video both
exceeded typical view rates, making this campaign a notable success.

Back to Agenda
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INFLUENCER ACTIVITY

Campaign Performance

The content shared by Caroline O'Neill achieved remarkable engagement:
-Instagram Video Views: 108,000 views

-Instagram Likes: Nearly 950 likes

Performance Analysis

-Instagram Performance:

« With a follower base of 78,900, Caroline O'Neill's campaign video garnered 108,000 views. This view count represents
approximately 137% of her total followers, indicating that the video reached well beyond her immediate follower base,
likely through shares and Instagram's algorithm favouring the content.

« The video also received nearly 950 likes, translating to an engagement rate of about 1.2%. While likes are a valuable
metric, the exceptionally high number of views is the standout success indicator here.

Comparison to Average Metrics
-View Rate:

« On Instagram, a typical engagement rate for video views ranges from 5-10% of an influencer's followers. Achieving a view

rate of 137% far exceeds these averages, showcasing the video's high appeal and shareability.
-Like Rate:

« Although the like rate is lower compared to the number of views, it still reflects active engagement from a significant

portion of her audience.
Conclusion
The Visit Lisburn & Castlereagh's Spring Campaign, promoted by Caroline O'Neill, demonstrated outstanding performance. The
campaign video achieved an impressive 108,000 views, substantially exceeding her follower count and indicating a viral reach
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INFLUENCER ACTIVITY

Jackie Gendron / Love Belfast
@jgendron10 @jgendron5 @love_belfast

Love Belfast’s Instagram Followers: 108k

Instagram Reel Plays: 55k
TikTok Reel Plays: 22.4k

@ theroyalhillsboroughbookshop Come ses us next time il
1w 3likes Reply

View replies (1)

monteith454 Lovely video &
Tw 1like Reply

View replies (1)

allaboutthetastebelfast So many great places to eatin
Hillsborough!

Tw 3likes Reply

3

Jackie’s Instagram Followers: 23.2k
Jackie’s TikTok Followers: 128K

live.for.todayx Mot too far from me. A beautiful place. Enjoy
your stay x

1w 3likes Reply

——  View replies (1)

v
1w 3likes Reply

—  View replies (1)

dilemmacrafts The room locks beautifull

1w 3likes Reply
—  View replies (1)

myrz.06 Yes | used to work in hilsbrough castle and it was the
best | do recommend the cafe inside

1w 3likes Reply

&

Back to Agenda

Rooster

| worked in the walled garden of the castle when it

was used as a day placment for adults with

learning disabilities. Such a nice place to work.

Glad you enjoyed your visit

(=i 4 Danhs

Linda

Royal Hillsborough Castle grounds are stunning.
\We went last summer for the first time and will
definitely be back.

5-4 Reply

Krista
c That hotel looks so cute %

53 Reply

Victoria
¥ @Lauren Carlisle I've never seen Hillsborough look

50 nice
5-3 Reply

irenehughes361
Love Hillsborough %

1wago Reply
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Jackie Gendron
Instagram Stories
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INFLUENCER ACTIVITY

Caroline O’'Neill / @diggmama
Caroline’s Instagram Followers: 79.8k

W Four places to put on your list to visit this. |
T - = T y

Now this really was fun for all the family

Instagram Reel Plays: 108k

denisecurran & We love our walks at Hillsborough forest park!
Unreal x

Tw 1like Reply
—  View replies (1)

homeatrosecottage Love getting some new ideas for things to
do on your doorstep & xx

Tw 4likes Reply

—  View replies (1)

<

<@

@

rachmccrea Thank you. Added to our list this summer <

Tw 1like Reply

®@ o

—  View replies (1)

yogabyita My home <
Tw 2 likes Reply

—  View replies (1)

titanicdenim ]
Tw 1like Reply

—  View replies (1)

millarjacky Brilliant! Great pest for ideas over the summer! ]

Gw Reply

aranislandsphotography Love this post
Gw  Reply

fortheheartofmermaids @whao_knew_mchugh this is so nice to
go together and with everyone and the kids. 5o special!

3w Reply

Back to Agenda
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PRINT ADVERTISING

Overview
For the Visit Lisburn & Castlereagh's Spring Campaign, strategic press
advertising was utilised to maximise regional reach and engagement. The
campaign targeted prominent print media outlets to ensure extensive coverage
across Northern Ireland.
Print Press Advertising
1.The Irish News
1. Rationale: The Irish News was chosen due to its status as the most read
regional paper in the UK and Ireland, ensuring high visibility for the
campaign.
2. Circulation: 23,615 per issue
3. Impact: Advertising in The Irish News provided a substantial reach,
tapping into its large and engaged readership base, thereby increasing
the campaign's awareness and visibility.
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PRINT ADVERTISING

News Letter Group
-Rationale: Despite a lower individual circulation, the News Letter group's package offers regional coverage
across multiple local publications, providing a comprehensive spread across Northern Ireland.
Circulation:

 News Letter: 6,623 perissue

» Derry Journal: 2,719 per issue

 Larne Times: 1,000 per issue

« Mid Ulster Mail: 1,418 per issue

 Newry Reporter: 2,347 perissue

« Portadown Times: 1,562 per issue
«Total Combined Circulation: 15,669 per issue
«Impact: The combined circulation of the News Letter group’s regional papers, totaling 15,669, enabled the
campaign to reach diverse local audiences across Derry, Larne, Mid Ulster, Newry, and Portadown. This
extensive regional presence ensured that the campaign was visible to a wide demographic, reinforcing the
campaign message throughout Northern Ireland.
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PRINT ADVERTISING

Summary

By advertising in The Irish News and the News Letter group, the Spring Campaign for Visit Lisburn
& Castlereagh achieved a well-rounded and extensive press presence. The Irish News provided
significant reach through its high circulation, while the News Letter group's diverse regional papers
ensured comprehensive coverage across Northern Ireland. This strategic approach maximiaed
the campaign's exposure, reaching a broad audience and enhancing the overall impact and
effectiveness of the campaign.
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Spring adventures await in
Lisburn and Castlereagh

Digital sculpture trails, alpaca treks and more...make it Lishurn and Castlereagh for a stayeation break to remember

IRISH NEWS
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DERRY JOURNAL

Friky Aprd L0 dermyjurraloom

anmErem |

Soring adventures await youl

With so much ta do, scc
and enjoy, Lishurn and Cas-
Uereigh is the place Lo visil
Lhigspringlime | From scenic
walks, tamnily trails. tevibrant
shoppinglecations andmust-
catbakeriesandeates, theres
somcthing forcveryoneinthe
charmingareao(Lishurnand
Castlerengh.

Guess How Much | Love
YouTrail

Grab your tricnds and
family and cmbark on ajowr-
ney lilled wilh love, laughler,
and uniergellable memaories!
Tahe part in this sell-led ad-
venture and follow 1 the
fnatsteps of Little Nutbrown
Ilare and Big Nuthrown [are
an a whimsical adventure
Lthrough Lishurn
This publicartund literalure
trailisinspived bythebeloved
childven's bouk "Guess Ilow
MuehILove You" by Sam Mce-
Bratney. This enchanting trail
promises (un (o Lthe whele
fam

Eat yown-way through Lis-
burnand Castlereagh’

Lisburn and Castlereagh
oast a vibrant and diverse
culinary seene Lhal cilers lo
alllaste buds and pecagions)
From eosy cafes. traditional
puhs to fine dining restan-
rants and intcrnational cat-
erics, there's no shortape
ol delicious dining opliang
awailing 1o be discovered
across Lishurn and Cas-
tleveagh!

Castle 1 isagreat Lishurn
City Centre stopfor that quick
and Lasly lunch La Tuel you up
belare hilling Lhe ghaps, or
when walking the chirm-
ing streets of Roval Hillshel-
augh, Loundhouss Bakery is
anexecllent pitstop tor enttes,
bakesand delicious pastries!
Perhapsyour seekingLhalen-
Joyable pubervirenmenl, just
like what you would find in
The Pheasant m Royal Ills-
rorough.

Experience Ballyburren
uldour Escapes

Take the family onanun-
forgettable adwenture and
experience like na other at

Ballyburren {rutdoor Es-
capes. Best known for their
popular Alpaca Trekking,
whore yonl. your friends and
your family gel Lhe appuriu-
nily lo gel up-close and per-
sunal with these ineredible
animals and £1)oy scenic

LUXURY SPRING

RE

AKS

peaceful countryside treks
alongsile them!

Lxperienee Iillshboraugh
Forest Park Digital Seulpture
Trail

Bringyour family onalrail
likehoother! Experiencethe
digitalsculpture trail at 11ills-

berough Forest Park and be
amazed by the intersection
of art and teehnology. Asyou
wander the peascfuland sco-
nic [orest park, you will en-
counler a ser i

digital seulptu
brought to Life througl the

9 Ballyburren Outdoor Escapes

o
e g
Hou e

imffu'f L e 2

Fnbcary B et

creative use of augmented
rveality technology.

Touw ationlocation..,

Whelher you e seeking &
peacelul eountryside selling
ot a eonvenient ity centre
stoy. Lisburn and Castlereagh
offers an array nf staycation
cptions bo suit cvoryono!sa

After w day of adventure
antd exploring the bustling
streets of Lisburn, unwind in
style at the modern and con-
venient Lisburn City Contre's
Haslem Hotel, If you pretor
Lo Lake a night away (o Lhe
cily. ThePads al Streamyvules
the perieet loealion lnswilch
off.

www.visitlisburncastlereagh.com
CLl
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Digital Advertising

Overview
The digital marketing strategy for the Visit Lisburn & Castlereagh's Spring Campaign was highly successful,
utilising a diverse range of ad formats to maximize engagement and reach. The campaign included
Facebook posts, Instagram posts, Carousel ads, stories, and more.
Performance Metrics
-Ad Spend Distribution: The ad spend was strategically allocated across multiple ad formats to ensure broad
coverage and engagement.
-Highest Performing Ad Set:

« Impressions: 271,000

« Reach: 292,000

« Impact: This ad set, which had the highest budget allocation, delivered exceptional results, achieving

impressive impressions and reach compared to the ad spend applied.

Overall Campaign Results
All ad formats performed exceptionally well, surpassing expectations across key performance indicators:
-Impressions: Every ad format delivered a higher-than-expected number of impressions, ensuring the
campaign's visibility was maximized.
-Reach: The campaign successfully reached a broad audience, far exceeding initial targets.
-Clicks and Engagement: The ads generated significant click-through rates and engagement, contributing to
the overall success of the campaign.
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Digital Advertising

Conclusion

The digital marketing efforts for the Spring Campaign for Visit Lisburn & Castlereagh proved to be highly
effective. The strategic allocation of ad spend across various formats resulted in exceptional performance in
terms of impressions, reach, clicks, and overall results. The highest performing ad set, in particular,
demonstrated outstanding efficiency and impact, underscoring the success of the digital marketing strategy.
This robust performance highlights the campaign's effectiveness in promoting Visit Lisburn & Castlereagh,

achieving substantial audience engagement and visibility.
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Digital Advertising

Activity:
- 4 weeks of digital activity on social media
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Digital Advertising
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Digital Advertising
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Digital Advertising
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Digital Advertising
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Outdoor Advertising

Overview
The Visit Lisburn & Castlereagh Spring 2024 campaign employed a robust outdoor advertising strategy to
maximise visibility and engagement. A mix of strategic high-traffic and high-footfall locations were
selected to ensure extensive exposure.
Outdoor Advertising Components
48 Sheet Billboards

Sites: 9

Duration: 4 weeks

Locations: Key high-traffic areas, ensuring significant visibility.

6 Sheet Screens
Sites: 7
Duration: 4 weeks
Locations: Positioned at Apple Green stations and other strategic spots to capture attention during
commute and refueling stops.
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Outdoor Advertising

Westlink Lightbox
Location: Westlink, a critical artery in Northern Ireland.
.Impact: This high-visibility site captures a substantial amount of traffic, ensuring that the campaign reaches a large audience.

.Connolly Station Dublin
.Location: Connolly Station, Dublin
.Impact: A highly prominent ad targeting travelers from Dublin to Northern Ireland, encouraging tourist influx and awareness.

Summary

The outdoor advertising for the Visit Lisburn & Castlereagh Spring 2024 campaign was
strategically designed to cover a wide array of high-traffic and high-footfall locations. With a
mix of 48 sheet billboards, 6 sheet screens, bus shelter ads, city centre placements, the Westlink
Lightbox, and the prominent Connolly Station advertisement, the campaign achieved extensive
exposure. Each component was chosen to target different segments of the commuting and
traveling public, ensuring the campaign's message reached a broad and diverse audience
effectively. The use of prominent and well-placed outdoor advertisements greatly contributed to
the campaign's overall visibility and impact, driving awareness and interest in visiting Lisburn &
Castlereagh.
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LCCC

LCCC Christmas Campaign 2023 Summary e
p g Castlereagh
City Council
MEDIUM | LENGTH | TIMEFRAME | cost RESULTS NOTES
uTv 30 seconds 2 weeks, Nov 27 - Dec 10
Average Frequency 4.5 Around 38% of NI adults saw the commerical at least once
£ 16,000.00 689,020 Adults saw the commercial at least which is extremely high performing. Overall the audience saw
once the ad on average around 4 - 5 times
1.2 million impressions
Sky Adsmart 30 seconds 3 weeks, Dec 1-21 Average frequency - 3.5 Sky Adsmart has a smaller viewership than UTV however the
£ 3,000.00 98,651 saw the ad at least once views and impressions are high versus their average viewing
350K Impressions figures.
delivering 350,001 impressions
TV SUBTOTAL £ 19,000.00
X 80 seconds S weeks, Dec1-21 Average frequency - 2.7 49% saw the on demand ITVX ad on their TV set, 38.8% on
£ 4,000.00 45,678 saw the ad atleast once .
R X mobile and 11.3% on desktop PC.
104, 766 impressions
VOD SUBTOTAL £ 4,000.00
Cool FM, Downtown and 20 seconds 2 weeks Nov 27 - Dec 10 £ 4,500.00 Total Impacts: 2,055,796 Around 39.62% of the NI population were reached hearing this
Downtown Country Audience reached: 617,184 adults radio ad at least once. The impact of 2million represents
Reach: 39.62% potential audience opportunities to hear the ad including car,
home (with large families, public spaces and more.
132 spots
RADIO SUBTOTAL £ 4,500.00
48 sheet billboards 23 Sites 4 weeks, Nov 20 - Dec 17 All sites were strategically selected based on their cost,
e 10,100.00 23 billboard sites across NI for a 4 week availability, proximity to the area and more. We ensured we
period selected ample sites in towns and cities that are visible and
experience high footfall or traffic going past.
Digital 6 sheet screens 15 panels 4 weeks Nov 20 - Dec 17 15 digital screens placed across various NI
(Shopping Centres) £ S shopping centres over a 4 week period As above
Adshel Live 15 panels 2 weeks, Nov 20 - Dec 10 e 5,400.00 15 G sheet bus shelter ads across a 2 week As above
period across NI
OUTDOOR SUBTOTAL £ 19,400.00
Google Advertising Adwords / Display Advertising Based on a budget of £1,000, receiving 24k views is above
. 1,000.00 Youtube Ad (Via Google Adwords) - 24k video average for this type of spend as is 41.7k impressions. A spend
views. 41.7k impressions of 1k in NI would usually average around 20k views and 39.8k
impressions
Social media Advertising Tik Tok advertising / Facebook Ads / Facebook + Instagram The budget of 3k was split over several ads and formats across
Instagram Ads . . Average Link Clicks — 600+ Instagram, Instagram Stories, Reels, Facebook Posts and
U Average Reach - 160k Videos. All posts performed extremely well in impressions,
Average Impressions — 270k reach and click throughs when compared with their budget.
ONLINE/DIGITAL TOTAL £ 4,000.00
Direct Costs Management of account/ PR/ Social
Media / Media Buying / Graphic Design £ 8,000.00
Indirect Costs Content Creation / TV Production Costs
/ Experiential Activity £ 15,000.00
DIRECT / INDIRECT COSTS
TOTAL £ 23,000.00
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LCCC Spring Campaign 2024 Summa e horas
p g p g ry Castlereagh
City Council
MEDIUM LENGTH ‘ TIMEFRAME ‘ COST RESULTS NOTES
WestLink 1 Site 2 weeks, This large and prominent advertising site strategically selected based on
e 2800 1 prominent site at the West Link bypass over a 2 their cost, availability, proximity to the area and more. We ensured we
’ week period selected ample sites in towns and cities that are visible and experience
high footfall or traffic going past.
48 sheet billboards 10 Sites 4 weeks, March 11 - April 7 All sites were strategically selected based on their cost, availability,
. . . proximity to the area and more. We ensured we selected ample sites in
2 2000 10billboard sites across NI for a 4 week period towns and cities that are visible and experience high footfall or traffic
going past.
Digital 6 sheet screens 15 panels 4 weeks March 11 - April7 e 3,840.00 7 digital screens placed efcross various NI shopping As above
(Shopping Centres) centres over a 4 week period
OUTDOOR SUBTOTAL £ 11,640.00
Social media Advertising 8 Social Ads Facebook Ads / Instagram Ads Highest Performing Ad:
Impressions: 271,000 The budget of 2k was split over several ads and formats across Instagram,
Reach: 292,000 Instagram Stories, Reels, Facebook Posts and Videos. All posts performed
£ 2,000.00 L . X
extremely well in impressions, reach and click throughs when compared
Average Impressions: 110k with their budget.
Average Reach: 100k
Influencer Advertising 2 Influencers Campaigns with Love Belfast/Jackie With a follower base of 78,900, Caroline O'Neill's campaign video
Gendron and Caroline O’Neil garnered 108,000 views. This view count represents approximately 137%
Love Belfast’s Instagram: 108,000 of her total followers, indicating that the video reached well beyond her
followers Caroline O’Neil immediate follower base, likely through shares and Instagram's algorithm
Caroline’s Instagram: 78,900 followers Video Views: 108,000 favouring the content.
Jackie’s Instagram: 23,200 followers e 3.300.00
Jackie’s TikTok: 128,000 followers ’ . Jackie Gendron/Love Belfast Jackie's TikTok, with a follower count of 128,000, saw 22,400 plays on the
Video Views: 55,000 (Instagram) campaign video. This translates to around 17.5% of her followers viewing
View Views: 22,400 (TikTok) the video. Given that average TikTok engagement rates for views typically
range from 5-15%, the campaign video outperformed standard
expectations
ONLINE/DIGITAL TOTAL £ 5,300.00
Print Advertising WhatsOn NI Partnership Ads placed in Irish News and Newsletter based on
NI4Kids Partnership their circulation figures
The Irish News Irish News: 23,615 per issue
News Letter Group News Letter: 6,623 per issue
Derry Journal: 2,719 per issue The "What’s On NI" banner advertising campaign achieved an impressive
Larne Times: 1,000 per issue 158,000 impressions, indicating significant visibility. Additionally, the
Mid Ulster Mail: 1,418 per issue Ni4Kids ezine campaign boasted an open rate of 11.5%, substantially
Newry Reporter: 2,347 per issue higher than their average open rate of 7.9% for similar campaigns. These
Portadown Times: 1,562 per issue metrics demonstrate effective engagement and reach, suggesting
£ 3,000.00 successful promotion of the area to the target audience.
PRINT ADVERTISING £ 3,000.00
Direct Costs Management of account/ PR/ Social
Media / Media Buying / Graphic Design £ 6,380.00
Indirect Costs Content Creation / TV Production Costs
/ Experiential Activity £ 3,680.80
DIRECT / INDIRECT COSTS
TOTAL
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s Background

Research objective: to explore engagement with LCCC Christmas events and Lisburn City Centre in the run up to Christmas 2023.

* Onsite intercept interviews were carried out on Bow Street, Market Square and in Castle Gardens.
 Sampling took place from 23 November to 21 December 2023.
* Sampling days were scheduled to cover at least one iteration of all Christmas events and performances.

* 503 responses were received producing a robust sample with a margin of error of +/—4.36% at a 95% confidence level.

_ Relationship Development
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*«- Visitors to Lisburn City Centre: Distance travelled

Repondents by Council

Distance to home Drivetime
Newry, Mourne and Down I 3.2%
75%
72%
Mid Ulster  0.2%
Mid and East Antrim  0.2%
Lisburn and Castlereagh I 73.9%
Fermanagh and Omagh  0.2%
20% 9
16% A Belfast M 10.0%
12%
. I 59 Armagh City, Banbridge and Craigavon M 5.6%
L Ards and North Down | 0.4%
Upto5 6-10 Miles 10 miles + Upto1l5 16-30 Mins 30 mins + _
Miles Mins Antrim and Newtownabbey | 1.2%

99% of respondents were NI residents, with the remaining 1% split between ROI, GB and elsewhere.

Not including the international visitors (n=2), the average distance travelled from home to Lisburn City Centre was 6.2 miles, and the average drivetime was 13 minutes.

More than 20% of visitors came from Council areas other than Lisburn and Castlereagh.
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== Visitors to Lisburn City Centre: Mode of transport

How did you travel to Lisburn City Centre today?

67%

19%

9%
4%

1%
- I
Car (or lift) Walk Bus Train Taxi

The majority of respondents travelled by car, while one fifth lived close enough to walk.
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o= Visitors to Lisburn City Centre: Demographics

Age Gender
27%
21%
17%
13% 12%
8%
|
18t024 25t034 35to44 45to54 55to64 65to74 75+ m Female ©~ Male

The average visitor age was 42 years old. Almost two thirds of visitors were female.

Relationship Development
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== Visitors to Lisburn City Centre: TREADS

CARD Group uniquely categorises visitors using six categories: Tourist, Resident, Employee, Access-only, Destination visitor and Student (TREADS).

69%
15%
9%
— | —_—
Tourist Resident Employee Access Destination visitor Student

Most respondents were classed as residents — those who live within 15-minutes travel distance of the City Centre.
Destination visitors represent 15% of attendees. This group live more than 15 minutes away and come to interact with the city offer.
9% of visitors were aged 18+ and in full time education. Tourists include everyone who travelled from more than 45 minutes away, including day trippers.

Access-only visitors were passing through the city with no intention to interact with the offer.
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e« Reason for visiting Lisburn City Centre

26% of visitors came to Lisburn City Centre to attend Christmas events. Out of 24 different events, the seven listed below were the only ones
that respondents said they had come specifically to visit.

Of those who came to Lisburn City Centre in order to visit
Christmas events:

Christmas Garden Light Trail 74%
Light Festival — Christmas tree/canopy shows 43%
Christmas Light Switch-On 15%
26% ; — Elfi 9
Lapland to Lisburn — Elfie Tour 2%
1 (o)
13% . Bumping Carz 2%
11%
Santa John 2%
3% 4%
— . Sensory Night 1%
Shopping Visit Christmas Work/education Meeting Services (eg Other
events family/friends financial, legal,
health &
beauty)

Those who selected “other” were mostly out for a walk (often with a dog) or on their way to or from somewhere, for example to drop off or pick up their children.

D card™
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««- Awareness of Christmas events

How did you hear about the Christmas events?

31% 30%
22%
9% 6%
0, 0, 0,
. 5% 5% 5% 3% 3% 3% 0
[ ] [ ] [ ] — — — ]
Word of mouth Facebook Local newspapers Radio Billboards/buses  Info in Lisburn LCCC website Instagram Digital ads Other | haven't
retailers

78% of people had heard about the Christmas events prior to their visit to Lisburn City Centre.

Almost one third had heard about the Christmas events from other people (word of mouth) and 30% had heard about them on Facebook.

_ Relationship Development



- Awareness of LCCC Christmas advertising

Have you seen the LCCC Christmas advertising campaign?

41%

o,
6% 8%
Yes, on TV Yes, on the radio Yes, elsewhere

Half of respondents had seen the LCCC Christmas advertising campaign, and half had not seen any advertising.

50%

No

More respondents saw the campaign on TV than heard it on the radio. Other options given by respondents included having seen the campaign on social media, on

billboards and online. Some could recall having seen advertising but not where they had seen it.

Back to Agenda
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«- Frequency of visit

Average rate of
How often would you normally visit Lisburn City Centre...? visit per month

For retail and shopping 28% 15% 7% 11% 4% 3.85
1.08

For dining out E}Z 10% 9%
0.87

For meeting friends Y 5% 4% | &5 10% 18%

B Several times a week Weekly 2-3 times a month B Monthly B Once every few months M Less often B Never

People visit Lisburn most frequently for retail and shopping, with 50% visiting at least once a week for this reason, and 78% visiting at least monthly.

34% said they dine out in Lisburn at least once a month while 20% said they meet friends in Lisburn once a month or more.

_ ( 1 Relationship Development



Back to Agenda

s« Current perception of Lisburn City Centre

How would you rate the following in Lisburn City Centre? Positive
responses
Level of civic pride 57% 22% 73%
Vibrancy and vitality 48% 26% 67%
Overall perception 57% 22% 74%

B Very good Good Average M Poor M Very poor

73% of respondents gave a positive rating (very good or good) to the level of civic pride in Lisburn City Centre currently, while 67% gave a positive rating to the level of
vibrancy and vitality in the City Centre. Overall, 74% of respondents have a positive perception of Lisburn City Centre.
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-« Experience of those who visited events

Of those who came to Lisburn City Centre in order to visit Christmas events:

oo e | Postvooptones

Christmas Garden Light Trail 74% 96%

Light Festival — Christmas tree/canopy shows 43% 100%
Christmas Light Switch-On 15% 100%
Lapland to Lisburn — Elfie Tour 2% 100%
Bumping Carz 2% 100%
Santa John 2% 100%
Sensory Night 1% 100%

97% of those who came to Lisburn City Centre to attend Christmas events rated their visit as a positive experience.
96% of visitors who came to see the Christmas Garden Light Trail had a positive experience.
100% of visitors who came to see any of the other events listed above had a positive experience.

Note: there is a small sample size (<100) for each of these events.

D card™
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o« Overall experience in Lisburn City Centre

Has your visit been a positive experience? Would your positive experience make you...
3%
More likely | As likely to |Less likely to

to visit

For retail
For dining out

For evening entertainment

® Yes = No

97% of respondents said their visit had been a positive experience. Of those, the positive experience of their most recent visit resulted in 9% saying they would be likely
to visit more often for retail, and 6% likely to visit more often for dining out and for evening entertainment. A majority of respondents said they would be likely to visit
the same amount as before.

card”

Relationship Development




| Back 0 Agenda_
- Net Promoter Score

The Net Promoter Score (NPS) is the proportion of people who would recommend a visit to Lisburn City Centre (Promoters) minus the proportion
who would recommend elsewhere instead (Detractors). The NPS can range from -100 to +100. Scores between -10 & +10 are seen as ‘Average’.

48%

NPS: -4

B Promoter Passive M Detractor

Respondents were asked how likely they would be to recommend a visit to Lisburn City Centre to someone they know who has never been, on a scale of 0 to 10.
For Lisburn City Centre, the number of detractors outweighs the number of promoters, giving a minus NPS.

_ ( Relationship Development
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s Spend in Lisburn City Centre

* 70% of visitors had already spent something on their visit to Lisburn City Centre, with an average spend of £79.00.
e 22% of visitors were planning to spend, or to spend more on their visit, with an average planned spend of £36.09.
e 23% of visitors had not spent, and had no plans to spend, in Lisburn City Centre.
 The average projected overall spend was:

* £82.40 for spenders only, that is visitors who had already spent and / or were planning to spend

* £63.24 for all visitors, including those not spending.

For details of rate of spend and average spend across specific locations in Lisburn City Centre see Appendix 1.

_ Relationship Development
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s« Christmas shopping

How likely are you to carry out some Christmas Shopping in Lisburn city? Where else do you expect to carry out some
Christmas shopping?

Belfast City 49%

m | don't expect to at all ST 2

| expect to make one or two visits Boucher Retail Park 8%

| expect to visit a few times Craigavon (Rushmere) 8%

= Most of my Christmas shopping The Boulevard (Banbridge) 6%

559% m All of my Christmas shopping Lisburn Road area 5%
S Other 36%

22% of respondents expected to carry out all or most of their Christmas shopping in Lisburn City.

The table shows other locations where respondents planned to carry out some Christmas shopping. In the table, ‘other’ includes towns and cities such as Ards, Armagh,
Newry, Ballymena, Banbridge, Derry, Dublin, Lurgan, Portadown and venues including Junction One and Yorkgate (Cityside). A large proportion of those selecting other
did so as they either don’t plan to shop anywhere else or will only shop online.

card”
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o« Reasons for visiting other places

What encourages you to visit other places for Christmas shopping?

79%

33%
24%
20% 15% o
Choice of retailers Christmas lighting, Special offers and Parking access Choice of places for a Parking charges Other
decorations, and advertising coffee break
atmosphere

A majority of respondents are attracted to visit other places for Christmas shopping by the choice of retailers.

Other here includes convenience, distance to travel, presence of independent retailers, influence of friends or family, and whether there is a specific attraction (such as
the Christmas market in Belfast).




- Evenings out

How likely are you to visit Lisburn City Centre for some evenings out leading up to Christmas?

2%

3%

33% of respondents expected to visit Lisburn City Centre for evenings out in the run up to Christmas.

m | don’t expect to
m Occasional evenings out
® Some evenings out

All of my evenings out

Most of my evenings out

Back to Agenda
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e«- Comments from visitors

Positive comments

Castle gardens really good for family

Grandkids loved the lanterns

| love Lisburn and come every year for the lights

Like that it's free parking for December - this helps

Santa was good with my son as he has autism (in Castle Gardens)

Lisburn is great for my electric scooter - that's why | come here and not Belfast

Suggestions for improvement

Disabled parking is very poor

| didn't know Santa was only here on certain nights and that the huts were closed

| would have like a few stalls or shops to walk round as there was a lot of waiting about
Lisburn could do with more shops

More cycle paths, more pedestrian areas, too many vacant shops

Not enough shops here

There are too many empty units which makes it look rundown

Would have liked the traders huts to be open

D card™



Back to Agenda

- Appendix 1: Detailed spend in Lisburn City Centre

_ Spend so far on their visit Planned spend on their visit

Rate of spend: Rate of planned Average Average
. Average spend: | Rate of planned ..
. Rate of spend: visitors who Average spend: : spend: visitors planned spend: | planned spend:
Location have spentin spend: all

all visitors have already all spenders that location Visitors who plan to all planned plan to spend

spent spend spenders in that location
Bow Street 52% 74% £34.39 £46.42 14% 37% £16.49 £26.24
Market Square 12% 18% £7.76 £43.90 3% 12% £7.93 £64.00
Bridge St 2% 2% £1.21 £53.00 0.2% 1% £0.22 £25.00
Castle St 4% 5% £1.84 £33.95 1% 3% £0.46 £17.33
Smithfield St 1% 2% £0.50 £29.00 0.2% 1% £0.44 £50.00
Market Place/Chapel Lane 3% 4% £1.54 £38.64 0.4% 2% £0.66 £37.50
Antrim St 7% 10% £4.25 £41.47 1% 5% £1.21 £22.83
Bachelor’s Walk 1% 2% £0.75 £44.17 0.4% 2% £0.40 £22.50
Bow St Mall 25% 36% £26.77 £75.18 4% 16% £8.27 £51.94

In the table above:
* The rate of spend is the proportion of visitors who had spent, or planned to spend, in each location. This is shown both as a proportion of all visitors to Lisburn City

Centre and as a proportion of spenders.
* The average spend is the average amount spent, or planned to be spent, in each location. This is shown both as an average of all spenders, and as an average of

those who have spent, or plan to spend, in each location.

D card™
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Contact

Roxy Thompson

T: 028 9447 7463
E: roxy.thompson@card-group.com
A: Knowledge Building, 13 University Street, Belfast, BT7 1FY
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Lisburn & Castlereagh City Council

Section 75 Equality and Good Relations Screening template

Part 1. Information about the activity/policy/project being screened

Name of the activity/policy/project
Marketing and Communication (Tourism)

Is this activity/policy/project — an existing one, a revised one, a new one?
Revised — previous EQ Screening took place in July 2020.

What are the intended aims/outcomes the activity/policy/project is trying to
achieve?

Tourism Development is part of Economic Development within Lisburn & Castlereagh
City Council. Economic Development is involved in a number of distinct areas of
operation aimed at developing prosperity throughout the Lisburn and Castlereagh area.

Promoting the LCCC area through a strategic marketing campaign and using all media
platforms to showcase the wealth of products and services on offer will assist in the
economic growth of the area. Tourism Development are responsible for both the
Integrated Marketing Campaign which covers the marketing and promotion of the LCCC
tourism product offering and smaller marketing campaigns on digital platforms as well
as promotions in local and national press.

Through the Marketing and Communication Policy, LCCC Tourism Development
section aim to effectively disseminate information about the activities, products,
services and events to local, national and international audiences. It is also anticipated
that feedback on how these promotions are received and appreciated will be collated
for future decision making. This monitoring will also help identify any future adverse
impact arising from the policy which will help with future marketing and communication
planning and policy development and support fairness across all categories of section
75.

The aim of this policy is to offer a framework to support the Tourism Development
section in marketing and communication within the Lisburn and Castlereagh City
Council area. These promotions tend to be via digital platforms, TV, radio and
traditional platforms such as outdoor and newspaper advertising. Examples of previous
Marketing and Communication include:-
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. Marketing and Promotion of small and major events through social media
platforms and websites; advertising in the local and national press and
producing promotional flyers;

. Newsletter distribution via hard copy and e-newsletter on social media
platforms;

. Integrated Marketing Campaign to promote tourism across the whole council
area;

. Billboard promotion for major events such as Balmoral Show and seasonal
marketing campaigns such as Christmas Lights Festival;

. Advertising events in the local press and printed travel journals and
magazines.

. More emphasis will be dedicated to digital promotions, especially on social

platforms including Facebook, Instagram, X (formerly twitter), and Tic Tok.

The Marketing and Communication Policy will facilitate effective promotional
communication within LCCC. This will be achieved through key themes of ensuring
compliance, equality and delivering value for money through a commercial approach
and supporting the local economy.

The marketing promotion is aimed at domestic and non-domestic tourists, visitors and
local residents, and businesses with the aim to improve the economic growth with all
sections of LCCC community by improving the process of marketing and
communication. A third-party marketing and promotion agency will be appointed
providing strategic direction and accessing value for money media promotional spend.
They will also support the seasonal campaigns that use a mix of media. The
appointment will be procured through the Council’s robust procurement process with it
likely to be a 3-year contract with yearly break clause subject to evaluations.

Who is the activity/policy/project targeted at and who will benefit? Are there
any expected benefits for specific Section 75 categories/groups from this
activity/policy/project? If so, please explain.

All proposed marketing initiatives are open to all participants, businesses and
organisations across all forms of marketing and communications channels and
therefore all sections may stand to benefit directly and indirectly from this policy.

The larger marketing and communication campaigns within the Tourism Development

section will be delivered by a 3rd party delivery agent who will act on behalf of LCCC.
This appointment will be conducted through the appropriate procurement process.

Who initiated or developed the activity/policy/project?

Tourism Development Unit in LCCC
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Who owns and who implements the activity/policy/project?

Owned by LCCC Service Transformation Directorate; implemented by the Tourism
Development Unit

Are there any factors which could contribute to/detract from the intended
aim/outcome of the activity/policy/project?

If yes, give brief details of any significant factors.

Financial - The delivery of Tourism Marketing and Communications activity will be
reliant on adequate financial and human resources.

Legislative: Tourism development is a non-essential service.

Other: Tourism Development supports economic development, generating jobs and
economic wealth to the local area.

Who are the internal and external stakeholders (actual or potential) that the
activity/policy/project will impact upon? Delete if not applicable

Staff - all LCCC staff involved in the delivery of Tourism.

Service users - wide range of local and out of state visitors, local businesses, retailers,
and local schools.

Other public sector organisations - Tourism NI, Business Community, and local
residents.

Voluntary/community/trade unions All local V&C bodies within LCCC area.

Other — including Elected Members
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Other policies/strategies/plans with a bearing on this activity/policy/project

Name of policy/strategy/plan

Who owns or implements?

Lisburn & Castlereagh Community Plan

Lisburn & Castlereagh City Council

Hillsborough Master Plan

LCCC

LCCC Corporate Plan 2024-28 LCCC

Visit Belfast Tourism Strategy 2024-2027 | Visit Belfast
Tourism Strategy for NI 10 year plan Tourism NI
Forest Service NI Business Plan DAERA

NI Economic Strategy — Vision for 2030 Department for the Economy
LCCC Equality Scheme and associated LCCC
equality action plans and policies

Use of Social Media, Professional LCCC
Networking & Blogging Policy employees

Management of Council Social Media LCCC
Photographic & Public Relation Protocol LCCC
Photography Guidance for images of LCCC
Children & Adults at Risk

Procurement Policy LCCC

Available evidence

What evidence/information (qualitative and quantitative) have you gathered or
considered to inform this activity/policy? Specify details for each Section 75

category.

The LCCC Corporate and Community Plans set out the vision for LCCC — ‘building on
the many reasons to live, visit and invest here’. Through the means of positively
marketing the Council area, its tourism products, and the many attractions this will in

turn support economic growth in the area.

The Tourism section of the Council operates the Visit Lisburn Castlereagh Facebook,
Instagram and X (formerly Twitter) social media platforms along with the Visit Lisburn
Castlereagh website. The aim of these online platforms is to assist with the economic
growth of the Lisburn and Castlereagh area by attracting international and day visitors,
who in turn may stay overnight, and spend in the local economy. The Lisburn and
Castlereagh City Council area consists of approximately 140,205 residents, with 58,868

homes covering an area of 200 square miles.

As 55% of the population of NI is under the age of 40 their engagement with social
media will be high and it is therefore important that we have a strong presence in this
area to engage with people and encourage visitors to the area.

Evaluations from recent events co-ordinated by LCCC show that social media and
digital marketing are the most effective means of generating awareness such as the

Back to Agenda
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Food and Drink events delivered by a third party delivery agent on behalf of LCCC. (see
appendix 1)

Attached at Appendix 2, is the Council’'s 2023 Integrated Marketing Campaign
Evaluation. This campaign was used to support and promote the Lisburn Light Festival
which ran over the Christmas period in Lisburn City Centre. The campaign used a
range of different media platforms to collectively encourage footfall and awareness to
this unique and colourful event. From the findings it is clear that all Section 75 groups
will have had opportunity to witness the marketing and promotions efforts. Evidence
from CARD Research presented to Development Committee showed awareness levels
at over half of those attending the Christmas events as a result of Christmas
promotional campaign attracting shoppers and the visitors attending the Lisburn Light
Festival.

NI Statistics and Research Agency estimates the value of tourism (2019), from out-of-
state visitors to the Lisburn and Castlereagh area, to be approximately 194,860 trips per
annum (up 3% on previous year), 636,210 nights (down on previous year), and £20.2m
spend (also down on previous year).

From NIRSA 2019 Fact card (see appendix 5) we know:

. There are estimated to be 4,816 tourism jobs in the LCCC area;
. 1.6m visits to visitor attractions in LCCC area;
. LCCC attracts the fourth highest proportion of GB visitors.

From statistics collated from the Visit Lisburn Castlereagh website, we have been able
to establish the increase in users on the web page and social media platforms:

. In the period 15t April 2022 — 315t March 2023 the visitlisburncastlereagh.com
website saw a total of 80,365 users.

. For the same period the following year up to 315t March 2024 the site saw a
total of 102,601 users, an increase of 26.1%.

. The number of sessions (individual visits to the site) also increased

significantly going from 103,000 from 15t April 2022 — 315t March 2023 to
132,000 in the same period the following year, an increase of 26.7%.

. For the period 15t April 2023 — 315t March 2024 user acquisition to the
visitlisburncastlereagh.com website can be broken down as follows:

o Organic Search: 74,054
o Organic Social: 14,242
o Direct: 10,871
o Referral: 3,087
o Paid: 311
. Presently the Visit Lisburn Castlereagh social media followers are as follows:
Facebook: 18,548 Twitter: 3,400 Instagram: 6,258
. The most common age groups following the Visit Lisburn Castlereagh
Facebook page are:
25-34: 15.4% 35-44: 35.5% 45-54: 26.8%
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. The most common age groups following the Visit Lisburn Castlereagh
Instagram account are:

25-34: 28.2%

35-44: 41.3% 45-54:17.8%

Section 75 Category

Details of evidence/information

Religious Belief

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Political Opinion

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Racial Group

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Age

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Marital Status

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Sexual Orientation

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Men & Women Generally

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Disability

All proposed marketing initiatives are open to all
participants, businesses and organisations across all
forms of marketing and communications channels.

People with and without
Dependants

All proposed marketing initiatives are open to all
participants, businesses and organisations across all forms
of marketing and communications channels.

Back to Agenda
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Needs, experiences, and priorities

Taking into account the information referred to above, what are the different
needs, experiences and priorities of each of the following categories, in relation
to the particular activity/policy/decision? Specify details for each of the Section
75 categories

The different needs of each of the Section 75 categories will continue to be
recognised and reflected in the delivery of the Marketing and Communication
Policy. The dynamics of each category will continue to be recognised within the
policy and evaluated through the post event evaluation of each large marketing
campaign. These evaluations identify value for money, dynamics of the audience
reached and how successful the campaign has been to the area from a tourism
and economic perspective.

It is difficult to effectively communicate with everyone in the same manner, for
example; the younger age group focus on communicating through social media
whereas the older age groups may find it easier to gain information through more
traditional methods of newspaper and visual advertisements. Our aim, as a
Council area is to engage with all categories of section 75 to promote the tourism,
hospitality and event offering in the LCCC area.

Tourism collateral marketing material will continually be monitored to ensure
that all material is available to different audience needs. LCCC will endeavour to
support people across multiple Section 75 groupings and of various abilities. LCCC
procures and uses professional graphic designers who understand and adhere to
the latest guidelines keeping text and imagery concise, jargon free and clearly
formatted. For example; the material is currently available in hard copy format,
alternative languages, as well as in digital format online leaflets and information
through the two Visitor Information Centres that are serviced by highly trained
LCCC staff or alternatively digitally provided through our website and social media
channel.
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Section 75 Category Details of needs/experiences/priorities

Religious Belief The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available online
and hard copy to all regardless of Section 75 group.

Political Opinion The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available online
and hard copy to all regardless of section 75 group

Racial Group The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available in
different formats such as online and hard copy to all
regardless of Section 75 group

Age The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available online
and hard copy to all regardless of Section 75 group. The
younger age group focus on communicating through
social media whereas the older age groups may find it
easier to gain information through more traditional
methods of newspaper and visual advertisements.

Marital Status The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available online
and hard copy to all regardless of Section 75 group

Sexual Orientation The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available online
and hard copy to all regardless of Section 75 group

Men & Women Generally | The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available

online/ hard copy to all regardless of Section 75 group

Disability The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information will be available in
different formats such as online and hard copy to all
regardless of Section 75 group

People with and without The marketing and communication programme will be
delivered to prioritise equality of opportunity across all
categories. LCCC Tourism information is available online
and hard copy to all regardless of Section 75 group

Dependants

8
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Part 2. Screening questions

1 What is the likely impact on equality of opportunity for those affected by this
activity/policy, for each of the Section 75 equality categories?

The revised Marketing and Communication policy will support equality of opportunity
to each category. It will promote a transparent approach to the work of staff and
elected members of LCCC around Marketing and Communication with reference to
the Tourism Section.

Provision is currently made for information to be available to international visitors
whose 1st language is not English. Hard copies of the Lisburn & Castlereagh
Information guide is available in other languages such as French, German and
Spanish.

For other alternative formats such as large print and braille, requests will continue to
be processed as necessary.

The Visit Lisburn Castlereagh website has the “Recite” plugin which allows the user to
hear the text read aloud if they have difficulty reading, and also allows them to change
the contrast and appearance of the text for accessibility.

Tourism marketing material will continually be monitored to ensure that all material is
available to as wide a number of audiences as viable. We will endeavour to support
people with a wide range of disabilities to access our marketing information. We use
trained graphic designers who understand the importance of keeping text and imagery
concise, jargon free and clearly formed. The material is available in hard format
through our Visitor Information Centre and Tourism Exhibition Trailer that are serviced
by highly trained LCCC staff or through our digital platforms including website (word
and PDF format).

Section 75 Category Details of likely impact — will | Level of impact -
: L
it be positive or negative? If Mmajor or minor=- see
o guidance below
none anticipated, say none

Religious Belief No impact for majority of visitors | None
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and
cover as many Section 75
groups as possible.

Political Opinion No impact for majority of visitors | None
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and

9
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cover as many Section 75
groups as possible.

Racial Group

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and
cover as many Section 75
groups as possible.

None

Age

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and
cover as many Section 75
groups as possible.

None

Marital Status

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and
cover as many Section 75
groups as possible.

None

Sexual Orientation

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and
cover as many Section 75
groups as possible.

None

Men & Women Generally

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and
cover as many Section 75
groups as possible.

None

Disability

No impact for majority of visitors
coming into Lisburn &
Castlereagh. The Marketing
and Communications is trying to
target as many audiences and

None

10
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cover as many Section 75
groups as possible.

People with and without No impact for majority of None
visitors coming into Lisburn &
Dependants Castlereagh. The Marketing

and Communications is trying
to target as many audiences
and cover as many Section 75
groups as possible.

2(a) Are there opportunities to better promote equality of opportunity for
people within the Section 75 equality categories?

This Policy represents an opportunity to benefit all users. If any further opportunities
were to arise to continue to promote equality of opportunity then these would be given
consideration in due course. For example; advertisements for events or marketing
campaigns are currently published within local press, which would be read by a cross
section of the community but from the recent evaluations of events and marketing
campaigns it is apparent that the population is now opting to communicate more
electronically. Council and Tourism websites and other social media platforms are now
also being heavily used to promote events and marketing campaigns to ensure that all
categories of the population and community are being engaged with. The Policy will be
reviewed annually.

Section 75 Category IF Yes, provide details If No, provide details

All Activities conducted under this
policy are available to all,
regardless of Section 75
category.

Equality Action Plan 2021-2025

Does the activity/policy/project being screened relate to an action in the Equality
Action Plan 2021-2025? Yes/No |If yes, specify which action.

No, however the policy will be kept under review to ensure that requests for
information in various formats are monitored and provided across the Council.

2(b) DDA Disability Duties (see Disability Action Plan 2021-2025)

Does this policy/activity present opportunities to contribute to the actions in our
Disability Action Plan:

11
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e to promote positive attitudes towards disabled people?
e to encourage the participation of disabled people in public life?

No, activities conducted under this policy are available to all, regardless of Section 75 category.
Some activities will however be highlighted to have additional facilities for disabled people,
including places to stay, where to eat, and various attractions and experiences to visit. Through
consultation exercises disabled people will be targeted proactively for their feedback.

3 To what extent is the activity/policy/project likely to impact on good relations
between people of different religious belief, political opinion or racial group?

The all-inclusive nature of the policy will support a positive impact on good relations. With each
marketing campaign conducted an evaluation of impact is provided and can be assessed in accordance
with the categories below to ensure that the level of impact remains at none.

Good Relations Details of likely impact. Will it be | Level of impact
: Fe

Category positive or negative? [if no specific minor/major

impact identified, say none]

Religious Belief Activities conducted under this policy | Minor - positive
will be available to people of different
Political Opinion religious beliefs. Such access should
) provide opportunities for all groups to
Racial Group engage in the marketing and

communication activity.

4 Are there opportunities to better promote good relations between people of
different religious belief, political opinion or racial group?

The Marketing and Communication Policy has been designed to support a positive impact on all
users.

Good Relations Category | IF Yes, provide details If No, provide details

12
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Religious Belief No, there are no further

opportunities to better

Political Opinion promote good relations

between these groups. All

Racial Group opportunities are currently

being addressed.

Multiple identity

Provide details of any data on the impact of the activity/policy/project on
people with multiple identities. Specify relevant Section 75 categories
concerned.

LCCC recognises that all individuals are not exclusive to just one designated group.
“Multiple identity” has been given consideration within this screening exercise in order
to ensure benefit to all groups.

Part 3. Screening decision/outcome

Equality and good relations screening is used to identify whether there is a need
to carry out a full equality impact assessment on a proposed policy or project.
There are 3 possible outcomes:

1)

Screen out - no need for a full equality impact assessment and no
mitigations required because no relevance to equality, no negative impacts
identified or only very minor positive impacts for all groups. This may be
the case for a purely technical policy for example.

Screen out with mitigation - no need for a full equality impact assessment
but some minor potential impacts or opportunities to better promote
equality and/or good relations identified, so mitigations appropriate. Much
of our activity will probably fall into this category.

Screen in for full equality impact assessment — potential for significant
and/or potentially negative impact identified for one or more groups so
proposal requires a more detailed impact assessment. [See Equality
Commission guidance on justifying a screening decision.]

Choose only one of these and provide reasons for your decision and ensure
evidence is noted/referenced for any decision reached.

Screening Decision/Outcome Reasons/Evidence

Option 1

13
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Screen out — no equality impact
assessment and no mitigation
required [go to Monitoring section]

Option 2 LCCC does not anticipate that the Marketing
and Communication Policy will hinder equality of
Screen out with mitigation — some ppportunity for any Section 75 group, but

Lo instead, through open and transparent
potential impacts could be marketing and communications across all media

identified in the eight-week platforms and channels it will aspire to promote
equality of opportunity and good relations.

consultation, and they can be
addressed with appropriate The decision is to screen out with no mitigation
e . . at this time. The reason for this decision is due
mitigation or some opportunitiesto | ;1 he following:
better promote equality and/or . The nature of marketing and
. . . communication is inclusive to all
good relations identified [complete sections of the community:
mitigation section below] . Currently none of the categories
have been identified as being at risk
of an adverse impact;
. The policy is reviewed on an annual
basis or per marketing campaign and
would therefore highlight any issues.

Option 3

Screen in for a full Equality Impact
Assessment (EQIA)

[If option 3, complete timetabling
and prioritising section below]

Mitigation (Only relevant to Option 2)

Can the activity/policy/project plan be amended or an alternative
activity/policy introduced to better promote equality of opportunity and/or
good relations?

If so, give the reasons to support your decision, together with the proposed
changes/amendments or alternative activity/policy and ensure the mitigations
are included in a revised/updated policy or plan.

None

14
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Timetabling and prioritising for full EQIA (only relevant to Option 3)

If the activity/policy has been ‘screened in’ for full equality impact assessment, give
details of any factors to be considered and the next steps for progressing the EQIA,
including a proposed timetable.

Is the activity/policy affected by timetables established by other relevant public
authorities? Yes/No. If yes, please provide details.

Not applicable
Part 4. Monitoring

Public authorities should consider the guidance contained in the Commission’s
Monitoring Guidance for Use by Public Authorities (July 2007).

Effective monitoring will help a public authority identify any future adverse impact
arising from the activity/policy which may lead the public authority to conduct an
equality impact assessment, as well as help with future planning and activity/policy
development.

What will be monitored and how? What specific equality monitoring will be
done? Who will undertake and sign-off the monitoring of this activity/policy and
on what frequency? Please give details:

The Tourism team will be responsible for monitoring of this policy that will involve
logging feedback and concerns from stakeholders, community and the public when
required. The Council will proactively seek feedback on the emerging Tourism Strategy
and Action Plan by way of consultation questionnaires for an eight-week period
following agreement from Committee.

Part 5 - Approval and authorisation

Position/Job Title Date

Screened by: Andrew Kennedy 8.8.24

Tourism Development Manager

Reviewed by: Annie Wilson 8.8.24
Equality Officer

Approved by: Paul McCormick 9.8.24

Head of Economic Development

15



Note: On completion of the screening exercise, a copy of the completed
Screening Report should be:

approved and ‘signed off’ by a senior manager responsible for the
activity/policy

included with Committee reports, as appropriate

sent to the Equality Officer for the quarterly screening report to
consultees, internal reporting and publishing on the LCCC website
shared with relevant colleagues

made available to the public on request.

Evidence and documents referenced in the screening report should also be
available if requested.

16
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Appendix | - Rural Needs Impact Assessment (RNIA)
Template

SECTION 1 - Defining the activity subject to Section 1(1) of the Rural
Needs Act (NI) 2016

1A. Name of Public Authority.

Lisburn & Castlereagh City Council

1B. Please provide a short title which describes the activity being undertaken by the
Public Authority that is subject to Section 1(1) of the Rural Needs Act (NI) 2016.

Marketing and Promotions

1C. Please indicate which category the activity specified in Section 1B above relates to.

Developing a Policy Strategy Plan
Adopting a Policy Strategy Plan
Implementing a Policy Strategy Plan
Revising a Policy Strategy Plan

Designing a Public Service

X

Delivering a Public Service

1D. Please provide the official title (if any) of the Policy, Strategy, Plan or Public Service
document or initiative relating to the category indicated in Section 1C above.

Marketing and Promotions

1E. Please provide details of the aims and/or objectives of the Policy, Strategy, Plan
or Public Service.

The key aim of this campaign is to promote the LCCC area as a visitor destination across N.
Ireland and in the Republic of Ireland and also support the promotion of Lisburn City Centre and
its commercial offering (mainly retail and hospitality).
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1F. What definition of ‘rural’ is the Public Authority using in respect of the Policy,
Strategy, Plan or Public Service?

Population Settlements of less than 5,000 (Default definition).

Other Definition (Provide details and the rationale below).

A definition of ‘rural’ is not applicable.

Details of alternative definition of ‘rural’ used.

N/A

Rationale for using alternative definition of ‘rural’.

N/A

Reasons why a definition of ‘rural’ is not applicable.

N/A
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SECTION 2 - Understanding the impact of the Policy, Strategy, Plan or
Public Service

2A. Is the Policy, Strategy, Plan or Public Service likely to impact on people in rural
areas?

Yes | X No If the response is NO GO TO Section 2E.

2B. Please explain how the Policy, Strategy, Plan or Public Service is likely to impact on
peoplein rural areas.

The Marketing and Promotions ( including Integrated Marketing Campaign and Visit Belfast) will impact on people
in the rural area and it will promote economic investment by:-

¢ Increasing tourism footfall

e Increasing spend in rural areas

e Increase visitor dwell time in rural areas

¢ By offering a holistic “end to end” tourism offering to locals and visitors from further afield

The campaign will impact on people in rural and urban areas. The Council are aware that attracting more visitors
to these areas will require mitigating any negative impacts this may have. Negative impacts will be considered as
part of the collaborative process and mitigated as early as possible in the programme.

The rural share of the NI population is growing. Over the years 2001-2011 the number of people living in rural
areas of NI increased by 15% in comparison to a rise of only 4% in urban areas. According to the Interim Local
Rural Development Strategy (2016), just under half of the population (47.2%) in the L&CCC area live in rural areas.
In the last decade to 2016, suburban areas have seen the highest growth rate of 22.1% with five wards alone
covering over half of the districts growth — Ballymacross (44.3%), Carrowreagh (9.7%), Maghaberry (7%), Glenavy
(6.3%) and Derriaghy (6.2%).

2C. If the Policy, Strategy, Plan or Public Service is likely to impact on people in rural
areas differently from people in urban areas, please explain how it is likely to impact
on people in rural areas differently.

Tourism is an expanding area and is being increasingly recognized for its overall contribution to
the Northern Ireland economy.

The Marketing and Promotions campaigns will promote all tourism businesses across the
whole LCCC area. The campaign will also help build businesses up after the temporary
closures due to the Covid-19 pandemic.

The sustainability and stability of businesses is very important in a rural context as these
businesses sustain the local community.
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2D. Please indicate which of the following rural policy areas the Policy, Strategy, Plan or
Public Service is likely to primarily impact on.

Rural Businesses X
Rural Tourism X
Rural Housing

Jobs or Employment in Rural Areas X
Education or Training in Rural Areas X
Broadband or Mobile Communications in Rural Areas

Transport Services or Infrastructure in Rural Areas

Health or Social Care Services in Rural Areas

Poverty in Rural Areas X
Deprivation in Rural Areas X
Rural Crime or Community Safety

Rural Development X
Agri-Environment

Other (Please state)

If the response to Section 2A was YES GO TO Section 3A.

2E. Please explain why the Policy, Strategy, Plan or Public Service is NOT likely to
impact on people in rural areas.

N/A
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SECTION 3 - Identifying the Social and Economic Needs of Persons in
Rural Areas

3A. Has the Public Authority taken steps to identify the social and economic needs of
peoplein rural areas that are relevant to the Policy, Strategy, Plan or Public Service?

Yes [X No If the response is NO GO TO Section 3E.

3B. Please indicate which of the following methods or information sources were used
by the Public Authority to identify the social and economic needs of people in rural

areas.
Consultation with Rural Stakeholders X | Published Statistics
Consultation with Other Organisations X | Research Papers
Surveys or Questionnaires Other Publications

Other Methods or Information Sources (include details in Question 3C below).

3C. Please provide details of the methods and information sources used to identify the
social and economic needs of people in rural areas including relevant dates, names
of organisations, titles of publications, website references, details of surveys or
consultations undertaken etc.

Draft Northern Ireland Programme for Government (2016-2021)
Northern Ireland Economic Strategy — Vision for 2030

Tourism NI- Operating Plan

Tourism NI — Northern Ireland Tourism Priorities for Growth
Forest Service NI Business Plan 2014-15

OFMDFM - Together; Building a United Community (TBUC)
OFMDFM - Lifetime Opportunities — Government’s Anti-Poverty & Social Inclusion Strategy for Northern
Ireland 2006-2020

Section 75 of Northern Ireland Act

Hillsborough Tourism Master Plan. 2015

Hillsborough Forest Economic Appraisal. 2017

Public consultation and survey in Hillsborough Forest. 2016
Visit Belfast Strategy 2024-2026

The Socio-economic profile and forecast, Lisburn & Castlereagh (2018-2032) identified the LCCC area as showing
marked distinctions between the rural and urban populations. According to the Interim Local Rural Development
Strategy (2016), just under half of the population (47.2%) in the L&CCC area live in rural areas and the population
forecast is set to grow by 8,300 residents between 2018-2032 (0.4% per annum, twice that of the NI equivalent).
L&CCC'’s population growth outlook between 2018-2032 on average will be 1.65% making it the third highest
across NI districts and 0.35 points above the NI rate.
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3D. Please provide details of the social and economic needs of people in rural areas
which have been identified by the Public Authority?

The Interim Local Rural Development Strategy (2016) has identified the following as key areas:

Rural Businesses

Rural Tourism

Jobs or employment in rural areas
Education or training in rural areas
Poverty in rural areas

Rural development
Agri-Environment

If the response to Section 3A was YES GO TO Section 4A.

3E. Please explain why no steps were taken by the Public Authority to identify the social
and economic needs of people in rural areas?
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SECTION 4 - Considering the Social and Economic Needs of Persons in
Rural Areas

4A. Please provide details of the issues considered in relation to the social and
economic needs of people in rural areas.

The Scheme proposed will have a positive impact on the local rural business community and
the Council area as a whole.

According to the Interim Local Rural Development Strategy (2016), just under half of the
population (47.2%) in the LCCC area live in rural areas. In the last decade to 2016, suburban
areas have seen the highest growth rate of 22.1% with five wards alone covering over half of
the districts growth — Ballymacross (44.3%), Carrowreagh (9.7%), Maghaberry (7%), Glenavy
(6.3%) and Derriaghy (6.2%).

In Northern Ireland 58% of businesses are based in rural areas. The business base in the
region as a whole is predominantly small to medium enterprises with a dominance of micro
businesses. In terms of businesses located only in rural areas, 94% are defined as micro
(having less than 10 employees). Agriculture plays a more important role in the economy of NI
than is the case in the rest of the UK, it generates a higher proportion of total GVA (Gross
valued added) in the economy and accounts for a higher proportion of our

employment. Furthermore 78% of the total NI land area is in agricultural use. Rural businesses
located in NI have particular challenges and need specific solutions. The slow uptake of
agriculture and rural enterprises in NI with regards to innovation, the fact that only 67% of rural
areas have superfast broadband coverage (98% in urban areas) and 14% of tourism
expenditure takes place in rural areas (compared with 86% in urban) are further examples of
challenges facing the small rural businesses in Northern Ireland.

In 2018 there were 4,755 VAT/PAYE registered businesses in the L&CCC area (NISRA). The
close proximity to Belfast puts the L&CCC area in an advantageous position whereby the
population density is a way to generate an increase in sales and revenue.

Considering that almost half of the L&CCC district is rural, the regeneration of the LCCC area,
is a key priority for the Council whom over the next 10 years will continue to invest in
regeneration initiatives. Economic development initiatives such as the Integrated Marketing
Campaign and the marketing carried out by Visit Belfast on the Council’s behalf will benefit the
local rural population and visitors to the area as well as the urban areas. These projects will
contribute towards the Council’s overall strategic objective of increasing economic development
in the L&CCC area for the benefit of all citizens.
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SECTION 5 - Influencing the Policy, Strategy, Plan or Public Service

5A. Has the development, adoption, implementation or revising of the Policy, Strategy
or Plan, or the design or delivery of the Public Service, been influenced by the rural
needsidentified?

Yes | X No If the response is NO GO TO Section 5C.

5B. Please explain how the development, adoption, implementation or revising of the
Policy, Strategy or Plan, or the design or delivery of the Public Service, has been
influenced by the rural needs identified.

The synopsis of the programme has been identified in Section 2B, fully considering the needs of
the rural population. There have been no detrimental impacts identified.

If the response to Section 5A was YES GO TO Section 6A.
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5C. Please explain why the development, adoption, implementation or revising of the
Policy, Strategy or Plan, or the design or the delivery of the Public Service, has NOT

been influenced by the rural needs identified.

SECTIONG6-Documentingand Recording

6A. Please tick below to confirm that the RNIA Template will be retained by the Public
Authority and relevant information on the Section 1 activity compiled in accordance

with paragraph 6.7 of the guidance.

| confirm that the RNIA Template will be retained and relevant information compiled.

Rural Needs Impact
Assessment undertaken by:

Margaret McAvoy

Position/Grade:

Tourism Development Officer

Division/Branch

Economic Development

Signature:

MARGARET MCAVOY

Date:

08/08/2024

Rural Needs Impact
Assessmentapproved by:

Andrew Kennedy

Position/Grade:

Tourism Development Manager

Division/Branch:

Economic Development

Signature:

ANDREW KENNEDY

Date:

8/8/24
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LCCC

Lisburn &
Castlereagh
City Council

Item for:

Subject:

Committee:  Regeneration & Growth ‘

Date: 5 September 2024

Report from: Head of Economic Development

Decision

Regional Tourism Partnership - Visit Belfast Annual Service Level Agreement

1.0 Background

1.

Lisburn and Castlereagh City Council joined the Greater Belfast Regional Tourism
Partnership (RTP) in 2006, with the purpose of marketing and promoting the
tourism product across the Greater Belfast region (including Lisburn and
Castlereagh) to international markets. The relationship with Visit Belfast is
governed by an annual service level agreement (see Appendix).

Since 2015, Lisburn and Castlereagh City Council and Ards and North Down
Borough Council have remained local authority partners, along with Belfast City
Council. Other local authorities who were RTP members prior to the reform of
local government, have chosen to ‘purchase’ other sales opportunities or services
on an ad-hoc basis only eg specific advertising on relevant platforms.

The cost per annum for local authority membership has remained at £30,000
since 2015. In addition, the Gold Welcome Centre presence has cost a further
£6,000 per year, with a slight increase for 2024 to £6,500.

Key Issues

1.

The Committee has previously been reminded that Visit Belfast had confirmed
that the price for membership was not negotiable as another Council has the
same Service Level Agreement at the same cost.

The draft Council LCCC Tourism Strategy and Action Plan 2024-2029
recommends to remain a member of Visit Belfast going forward, with ‘an
opportunity for Lisburn and Castlereagh to leverage Belfast’s brand recognition
as a tourist destination and Northern Ireland’s capital city to a) achieve
measurable promotional and revenue-generating opportunities for tourism and
hospitality businesses and b) increase dwell time in the Lisburn and Castlereagh
district’.

The summary view of the emerging Tourism Strategy is to ‘continue to partner
with Visit Belfast, while additionally maximising opportunities at a local, regional,
and national level.

An evaluation report (see Appendix) provides a detailed breakdown of all activity
for the 2023/24 financial year. All targets have been met from the outgoing
service level agreement. Visit Belfast is targeting an annual growth of 6.25%,
from £125 million in economic impact (target) in the year 2023/24 to £150 million
in 2026/27. Over the course of the three-year strategy Visit Belfast will deliver
20% growth and a cumulative economic impact of £424m to the Greater Belfast
region, that includes Lisburn and Castlereagh. This represents a return on
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investment of £30:1 (i.e. for every £1 of investment made a return of £30 is L
generated). -

. During 2023, Excursions Ireland (largest cruise ship provider to Belfast), had
90,282 passengers coming through the port. Data provided shows that 4,640
passengers were booked on a shore excursion to LCCC, representing 5.14% of
all shore excursions. Excursions to LCCC include Hillsborough Castle and Hinch
Distillery. Officers believe this is a good return given the competing experiences
on offer throughout Northern Ireland. It is anticipated that future programmes will
develop experiential tourism opportunities within the Council area that could then
be promoted for cruise ship excursions such as Ulster Aviation Society and
Hillsborough Fort Guard tours.

. Some of the highlights included in the evaluation are:

e LCCC products & events featured in Visit Belfast blog articles and e-zines,

e dedicated pages in Belfast and City Region Guide (50,000 Summer
edition, 30,000 Autumn/ Winter edition and 30,000 Spring editions),

e listings of LCCC products on the new visitbelfast.com website including all
events (attracts over 2.2m visits p.a.),

e 17,890 LCCC literature racked in Belfast Welcome Centre, 7,300 LCCC
literature racked at BIA, and 650 LCCC literature racked at GBBCA, and
1,000 literature racked at Belfast Cruise Hub,

e industry briefings, and part of weekly concierge e-zine,

e LCCC specific enquires handled for LCCC destination across the 3 VICs
(Belfast Welcome Centre, George Best Belfast City Airport, and Belfast
International Airport) and cruise hub were 15,590 (up 9% on year before).

. For the last 6 years, the Council has also agreed to purchase the additional Gold
Sponsorship Package for a further £6,000 per year. There has been no price
increase for 5 years. However, there is a small increase for 2024 to £6,500 that
will include an even higher profile wrap-around graphic display on the island that
sits within the Belfast Welcome Centre. The package continues to include:

e Headline image or video on 42” screen looped during Visit Belfast Welcome
Centre opening hours

e Business profile on 42” screen

¢ Ahighly visible display compartment to hold artwork or 3D artefacts

e On screen images and product information displayed in a headline position on
a themed pod

e Sponsors receive up to 20 times more traffic to their product profile.

e Visitors will have added bonus of instantly being able to add your brand or
product information to their own bespoke itinerary

e Exclusive literature racking

The Lisburn & Castlereagh City Council tourism product is one of the top viewed
products in The Welcome Centre out of a possible 500+ profiles meaning having
commercial presence in the Centre continues to represent excellent value for
money. There are 4 islands, and each island offers 4 enhanced profiling
opportunities, 16 positions in total. LCCC currently occupy one of these. Gold
island positions provide a flexible advertising space, where content can be
changed throughout the year in line with events, seasons or visitor needs.
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2.0

3.0

4.0

4.1

4.2

4.3

4.4

8. Akey objective and priority for Visit Belfast over the next 3—5-year period will be L
to champion the development of a new and updated Regional Tourism —
Partnership scheme and agreement. There is likely to be a stepped-up
membership investment ask over the coming years from 2025 onwards.

9. There are opportunities for Members to directly engage with the Belfast Regional

Tourism Partnership in terms of the Annual Industry Forum which would normally
fall to the Chair and Vice Chair of the Committee.

Recommendation

It is recommended that the Committee considers and:
1. Agrees that Lisburn and Castlereagh City Council continues its long-standing
membership of Visit Belfast, at a cost of £30,000 plus a further £6,500 for the
‘Gold’ promotional package for a further year.
2. Nominates the Chair and Vice Chair to participate in the Annual Industry Forum.
Members are encouraged to take advantage of this facility to seek to influence
the future delivery of the partnership.

Finance and Resource Implications

The total contribution (£36,500) from the Council will be met from within the existing
Economic Development Budget Estimates.

Equality/Good Relations and Rural Needs Impact Assessments

Has an equality and good relations screening been carried out? Yes

Brief summary of the key issues identified and proposed mitigating
actions or rationale why the screening was not carried out

It is not anticipated that the membership of Visit Belfast Regional
Tourism Partnership will impact adversely on any Section 75 group
(see Appendix)

Has a Rural Needs Impact Assessment (RNIA) been completed? Yes

Brief summary of the key issues identified and proposed mitigating
actions or rationale why the screening was not carried out.

Membership of Visit Belfast Regional Tourism Partnership benefits all
the tourism and hospitality industry from both rural and urban areas of
the Council area (see Appendix)

Appendices: Appendix 4a - 2024/2025 Service Level Agreement

Appendix 4b - 2023/2024 Visit Belfast Evaluation
Appendix 4c and 5d — Equality and Rural assessments
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Lisburn and Castlereagh City Council and Visit Belfast
Regional Tourism Partnership Agreement 2024-25

The Belfast Regional Tourism Partnership was first set up in 2006. The purpose of the partnership is to facilitate, collaboration,
communication and integrated working between Regional Tourism Partner (RTP) councils with regards to tourism promotion,
marketing and visitor servicing, and through Visit Belfast’s role as a Destination Marketing Management Organisation (DMMO), for Visit
Belfast to create stronger and efficient and effective framework to maximise value of the visitor economy to the wider Belfast City
Region to represent value for money for each of the RTP council areas.

Lisburn & Castlereagh City Council’s investment in Visit Belfast’s activity is £30,000 for the financial year 2024-25, payable in 2 annual
instalments; by 15 September 2024 and 1°t March 2025. Visit Belfast has not increased the RTP Membership contribution since 2015
though it is acknowledged that the support, remit and activities from Visit Belfast have substantially increased over the period,
specifically post pandemic. Given the steep rise in business operating costs and channel marketing costs, it is important to note Visit
Belfast’s intention to evaluate and develop with our RTPs, a more innovative, as well as economically viable model, for future years,
and one which may extend the RTP membership to other neighbouring Councils.

Partnership has been an integral foundation of Visit Belfast operations since it was set up 25 years ago; and the strength of
relationships with strategic stakeholders, including our Regional Tourism Partner Councils, continues to provide an important and
relevant delivery framework, enabling sustained collaboration that will significantly contribute to a regionally balanced net zero
economy while supporting the achievement of the city and region’s full tourism growth potential. Tourism has seen continuous
improvement, and the development of new and unique tourism experiences has helped shape the city and region into a destination of
choice, a place people really want to live, work, study and visit.

Visit Belfast’s New Horizons for Belfast City Region, Strategy and Business plan 2024-2027, builds on the significant progress and on-
going transformation of Belfast as a thriving gateway city and international destination for leisure, business and cruise tourism. Over
the past three years our successful sales, marketing and visitor servicing activity has ensured that the city’s visitor economy has re-
emerged stronger and more dynamic, innovative and competitive in a market context that has been characterised by strong headwinds
and challenging trading conditions. Visit Belfast is targeting an ambitious annual growth of 6.25% supporting the strategic aim to
increase the value of tourism to economy by 50-75% (compared to 2019) as outlined in the Department of Economy’s draft Tourism
Strategy for Northern Ireland.
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Visit Belfast is Focused on spreading the benefit of the city’s growing visitor economy to its neighbourhoods and the wider city region,
our new strategy will utilise the strength of its gateway position to promote regional balance, to grow and collaborate with LCCC and
other key regional tourism organisations to strengthen and promote the ‘neighbourhood’ and ‘region’ experiences, increasing visitor
participation and duration of stay, as well as utilising key themes such as food and drink, outdoor experiences and adventures,
capitalising on the unique and authentic offerings in our city region and neighbourhood areas.

Visit Belfast’s Strategic Aims include:
e Growing the value of Tourism to the Belfast City Region and its communities
e Positioning the Belfast City Region as a front of mind destination for leisure visits, business events and day excursions
e Enhancing the experience for visitors by showcasing Belfast City Region as a diverse and welcoming destination with unique
neighbourhood and city region offers.
e Sustaining its approach to championing a net zero economy
e Supporting smaller businesses and tourism providers
e Maximising social as well as economic opportunities

Visit Belfast will continue to align, support and collaborate with key RTP’s Lisburn and Castlereagh City Council, Ards and North Down,
and through collaboration, develop an agreed future approach regarding the scope and geographical remit of Belfast’s Regional
Tourism Partnership scheme and ways in which it will support the Belfast City Region Deal.

A key objective and priority for Visit Belfast is to champion the development of a new and updated RTP scheme and agreement to
maximise the opportunities to align our respective Strategies and Plans, so together we can demonstrate increased impact, value for
money, visible and measurable success, through focused and collaborative working over the next 3—5-year period. This will be achieved
through strategic collaboration and the co-design and co-creation of a new updated and strategic RTP framework for 2025 and beyond.

The agreed Schedule for Marketing, Sales and Visitor Servicing activities and related platforms for 2024-25 are as set out below.
These have been identified as prioritised promotional opportunities for tourism products and experiences within the Lisburn &
Castlereagh City Council area. These are not limited and may be subject to change, and Visit Belfast is committed to providing added
value and additional platforms as and when appropriate to our RTP partners.
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Marketing and Visitor Servicing Activity and Promotional Platforms 2024-25

Initiative / Platform

Activity / Outputs

Belfast Plus —
enhanced activity

30k print run
Distributed between
councils.

150K possible
readership

1m Consumere-zine
communications per
annum

Consumer E-zine
database

76,000+

28% Average Open rate

Develop dedicated regional partnership marketing for Lisburn & Castlereagh City Council, promoting specific
activities/itineraries/ products/events etc. This will take a themed experience approach across digital platforms.

e Belfast Plus web pages
e Belfast Plus content blogs to be included in up to 4 e-zines.
e Visit Belfast to update RTP on content plans and maximising all #BelfastPlus activity on Visit Belfast’s
social-media accounts:
o Facebook / Twitter —including reposting as relevant, LCCC experiences and activity.
o Instagram stories — resharing content and capturing content for use on Instagram stories.
o Inclusion in social media video content throughout the year where appropriate
e Digital update of Experience Belfast Plus guide
e Belfast Plus featured on Visit Belfast Welcome Centre map.

Belfast City & Region
Guide

110K print run City and
region guides

550k readerships

10k print run per
edition for Student
guide

50k readership

Belfast & City Region Guide focussed on themed products and experiences.
The Belfast & City Region guide will provide a double page spread in the body of content for promotion of Lisburn
& Castlereagh City Council attractions, products and experiences including advertising placement:

e Produce 3 editions of Belfast City & Region Guide: Summer 2024, Autumn/Winter 2024 & Spring 2025
plus a student edition for university students. Print and digital versions supported by web/social media
and e-zine promotion.

e Distribution reviewed with Lisburn and Castlereagh City Council and extended as appropriate.

e Production of digital version, supported by web and social media promotion.
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Main Visitor Guide —
inc city & region
approach

The Annual Visitor Guide will continue to prioritise a City & Region approach, redesigned for incorporating
sections for each RTP Council area.

e Digital and print edition supported by social / digital marketing promotion.

Marketing Campaigns
180m+ opportunities to
see promotional
advertising

£60m spend to the
local economy

Visit Belfast’s marketing and digital campaigns will focus on the domestic, ROl and GB markets. Lisburn &
Castlereagh City Council, experiences and themes will be included in campaign plans (where appropriate).
Inclusion of Belfast Plus within Visit Belfast’s campaign website and related activity (where appropriate).

Website: 2.3m visits
p.a.

Social Media Followers
431,000

53 million impressions
per year

5.6 million
engagements per year

Development of main visitor portal to include and reflect the Belfast City Region within its branding and include a
dedicated homepage navigation to provide links to Lisburn and Castlereagh City Council visitor websites and
dedicated sections, pages and blogs.

visitbelfast.com will provide:

e Listings for up to 20 key Lisburn & Castlereagh City Council properties in relevant sections e.g. visitor
attractions. — Lisburn and Castlereagh Council to update Twenty listings to reflect increased
neighbourhood and region offerings if update is required

e Key RTP events/activities listed in “What’s On’ section.

visitbelfastpartners.com will provide:
e Showecase RTP product and itineraries for the group travel market development (within Travel Trade
section)
e Promotion of press releases and RTP product news

In addition, Lisburn & Castlereagh City Council profile with links on conference, cruise and corporate websites (as
appropriate).

Back to Agenda
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Visitor Servicing — Visit
Belfast Welcome
Centre, Belfast
International Airport.
George Best Belfast
City Airport self-serve
local info point.

766,000 Visitor
Enquiries

495,000 visitors
through VBWC and BIA
airport desk

247,000 gateway
visitors

September 2024, plans
for joint Travel and
Visitor Information
Desk at New Belfast
Grand Central station.

Circa 20m passengers
per year

Travel Advisory Service
Literature Distribution
Event Information
Ticketing Service
Accommodation Booking

Provision of a daily gateway visitor information and travel advisory service for both locals and visitors, available
seven days a week by:

e Telephone
e Email
e Online at visitbelfast.com hello@visitbelfast.com and Live/Quick Chat service through visitbelfast.com
e Promotion of press releases and RTP product news
Visitor Servicing team to provide accurate and reliable visitor and travel information on behalf of tourism
businesses, services and RTP Councils across the Belfast Plus area.

RTP promotional platforms will include:

e Wide range of RTP imagery digitally showcased in VBWC: main screens, screens behind desks, NI Gateway
screens and 9 screen video wall.

e Dedicated Belfast Plus branding within VBWC self service area

e Belfast Plus and RTP literature racked at BIA airport visitor information desk, Cruise Hub. Literature
available at new desk at Grand Central Belfast.

e RTP product featured on self-serve screens in VBWC, BIA, GBBCA (self-serve point), Cruise Terminal,
Europa Bus Station, Great Victoria St Rail Station (TBC), Lanyon Place Station, Titanic Belfast, Applegreen
M1 and M2 stations, Eastside Visitor Centre, An Cultdrlann, Stena Line Cairnryan, Stena Line Liverpool, on
board 2 P&O Ferries plus P&0O Cairnryan terminal). Regional promotional opportunities utilising VBWC
member desk — up to 4 days p.a.

e Dedicated enquiry and literature monitoring across the VIC's.

e Promotion of Belfast Plus products at off-site events and conferences

Back to Agenda
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Reserved Marketing
opportunities
platforms

External Screen min
508 views a day
Islands minimum 150
views a day

Gold package VBWC island and BIA airport package promotion reserved at agreed discounted cost to LCCC.

Visit Belfast Industry
Engagement
Programme —
enhanced RTP profile

Avail of opportunities to participate in Visit Belfast’s Industry Engagement Programme, aimed at promoting
products and experiences across Belfast City and Region to front of house staff:

e 4 xIn person Industry Briefings — dedicated LCC speaker’s slot

e 3 x Super Fam events to showcase new tourism products and increase staff product knowledge across the
Belfast neighbourhoods, with 1 dedicated Fam of the LCC area every two years. Option to assist with
recruitment for a dedicated LCC fam in 2024-25 if LCC wish to deliver and fund.

e ‘Pop-in and See’ events open to LCC tourism staff to enhance product knowledge.

NEW - VIC Training
Programme

Develop and deliver VIC Training Programme for Visit Belfast, RTP VIC staff and relevant VB/RTP Front of House
staff as required. Share visitor servicing / VIC best practice findings from Visit Belfast staff attendance at
European City Destinations Network Alliance (CDNA) conference and meetings. VIC Best Practice across a range
of needs e.g.

e  Volunteer Programmes

e Industry Engagement Programmes

Any additional training as deemed necessary.

302



]

Partnership

Regional partnership
B2B promotion and
information

11,000 concierge/Front
of house email
communications

313+ Database

51% avg open rate

Weekly Concierge/Front of House E-zine

Key LCCC events to be included in concierge e-zine’s (where appropriate.)

Update content relating to What’s On / Experiences/ Activities across the Belfast City Region (where
appropriate).

Work with the Lisburn and Castlereagh City Council in order to increase partnership participation of
businesses in their area.

Cruise Belfast -
enhanced marketing
and sales activity

136 ships
275,000k+ Visitors

Cruise Belfast will continue to promote the Belfast Plus region by including the relevant RTP products and
experiences:

within Cruise-Belfast website

within the Cruise Belfast brochure (digital/ print versions)

during sales calls inc. attendance at Seatrade (USA and Europe)

Feature relevant RTP themed experiences, within sales calls and presentations to cruise itinerary planners
and executives.

Deliver cruise updates/ briefings to RTPs, stakeholders and product providers, as appropriate, during the 2024
Cruise season and ahead of the 2025 cruise season.

Cruise Terminal-
Visitor Servicing/
Promotion Platforms

163,485 enquiries at
Cruise Hub desk

VBWC will provide welcome/information service on arrival/departure:

136 cruise calls booked bringing a potential 275,000 visitors between March and October 2024. Please
note variations can occur across the season.

The Cruise Welcome Terminal features a range of imagery across the Belfast Plus Region, including:

Hillsborough Castle
Irish Linen Centre
Mount Stewart
Ulster Folk Museum

Back to Agenda
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Travel Trade and
Leisure Exhibitions

200 buyer
engagements
175 referrals

Travel Trade and consumer promotion will showcase relevant RTP product across relevant platforms, including:

e Travel trade itineraries for 2024-25
e Promotion and opportunity to attend (at an additional cost) of RTP products and experiences at key sales
and marketing platforms including:
- World Travel Market
- Meet The Trade Dublin
- ETOA workshops
- Tourism Ireland platforms

Conference/Business
Events

34,000 delegates
95,200 bed nights
94% increase in
business events

2021-2024

£511m leads general
2021-2024

2024 is set to be another busy year for business events in the city region, with 119 inbound conferences welcoming an
estimated 31,000 delegates and 76,000 bed nights.

The dedicated Business events website https://businesseventsbelfastandni.com/ hosts LCC Experience Belfast plus guide
under our planners’ toolkit where we direct all organisers and delegates to.
https://businesseventsbelfastandni.com/bochures-downloads/

LCC product is included under delegate offers which are refreshed on a quarterly basis
https://businesseventsbelfastandni.com/exclusive-delegate-offers/ and any new relevant delegate offers should be sent to
aoifemcveigh@visitbelfast.com

A new 2025-2026 conference guide will be produced in 2024 with dedicated pages to Lisburn and Castlereagh. This printed
and online guide is used extensively with event organisers across Association, Corporate and Agency segments and will be
sent to the Tourism Ireland in-market teams around the globe.

Visit Belfast Business events team will be active in-market all year round and will be able to:

. Promote relevant RTP products and experiences, as appropriate, through a co-ordinated and strategic calendar of
face-to-face sales activity.
. Promote RTP products and experiences at key sales and marketing platforms including:

o The Meetings Show London

o IMEX Frankfurt

o IMEX America

o EIBTM

o Tourism Ireland showcases and events

. Visit Belfast in- market dinners

Back to Agenda
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Destination
Sustainability Index
and programmes

Include RTP assets and professional input in a range of destination sustainability tourism projects including the
Global Destination Sustainability Index and Sustainable Belfast plans.

Include relevant RTP Visit Belfast partners that seek to develop the green/ sustainable tourism products/
experiences in sustainability promotional activity and initiatives during the year. RTPs will be required to provide
content and updates to Visit Belfast to facilitate this.

RTP PR Support

Corporate X/Twitter
3596 Followers
Linkedin

10,035 followers

Provide ongoing RTP PR support:

e Publish press releases/ photography within ‘latest news / press area’ section of Visit Belfast corporate
website, content to be provided by Lisburn and Castlereagh City Council as appropriate.

e Where possible, extend press fam itineraries to include RTP attractions and experiences.

e Share relevant insights/data sourced from Tourism Sentiment Index (Visit Belfast subscribing to new
destination and tourism sentiment analysis)

Strategic Development
of RTP Partnership

Develop new Strategy and Plans:

Establishment of working group to collaborate, co-create and co-design the next level and next generation city
region tourism partnership strategy and framework, key objectives, branding approach, priority themes and
actions, collaborative remit, outputs, outcomes and defined measurables.

Belfast Region City
Deal- priority
positioning of Royal
Hillsborough (£26m
investment)

VB and LCCC Marketing Operational Group will work collaboratively to ensure prioritised promotion and support
as appropriate, to raise the profile of the Royal Hillsborough, Hillsborough Castle and Gardens, alongside other
top ranked signature tourism attractions and those that are unique to this destination.

Back to Agenda
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Engagement and Facilitate on-going and regular Strategic Group Meetings, including Marketing and Operational Group Meetings:

Administration

¢ Industry Partnership Events — provide opportunities for enhanced RTP attendance and engagement, to
enable industry stakeholders to network and exchange information, and gain an understanding of the
wider strategic activity for planning purposes.

e Twice-yearly Visit Belfast SMT / RTP Strategic Group meeting - focus on tourism development projects
that will enhance the product portfolio in the wider city region (agenda/format to be agreed in advance of
each meeting).

e Regular Marketing and operational Team Meetings (to include social media content planning, scheduled,
marketing activity and upcoming projects) quarterly or when appropriate

e 1:1 meetings with each RTP Council partner to be arranged on a regular basis as appropriate. Peadair
Meenan will be the Visit Belfast’s administrative lead for the Regional Tourism Partnerships.

e An annual schedule of meetings will be co-ordinated by Visit Belfast and communicated in advance.

10
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Regional Tourism Partnership Agreement 2024-25

Signed on behalf of Visit Belfast: Signed on behalf of Lisburn and Castlereagh City Council:

forre

Name: Gerry Lennon Name: Andrew Kennedy

Title: Chief Executive, Title: Tourism Development Manager,
Visit Belfast Lisburn & Castlereagh City Council

Date: Date:

11
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Marketing and Visitor Servicing Activity and Promotional Platforms 2023-24

Initiative / Platform

Activity / Outputs

Belfast Plus —
enhanced activity

Develop dedicated regional partnership marketing for Lisburn & Castlereagh City Council, promoting specific
activities/itineraries/ products/events etc. This will take a themed experience approach across digital platforms.

o Belfast Plus web pages

o Belfast Plus content blogs to be included in up to 4 e-zines.

e Sharing of content plans and maximising all #BelfastPlus activity on Visit Belfast’s social-media

accounts:
o Facebook / Twitter — including reposting as relevant, LCCC experiences and activity.
o Instagram stories — resharing content and capturing content for use on Instagram stories.
o Pilot the creation of video content by Visit Belfast that will be used to support social media
marketing of the LCC area. As a pilot this will be monitored and reviewed.

o Digital update of Experience Belfast Plus guide

¢ Belfast Plus featured on Visit Belfast Welcome Centre map.

o Belfast Plus featured in advertising in BCA concourse

Belfast City & Region
Guide

Belfast & City Region guide focussed on themed products and experiences.
The Belfast & City Region guide will provide a double page spread in the body of content for promotion of Lisburn &
Castlereagh City Council attractions, products and experiences including advertising placement:

e Produce 3 editions of Belfast City & Region Guide: Summer 2023, Autumn/Winter 2023 & Spring 2024
plus a student edition for university students. Print and digital versions supported by web/social media
and e-zine promotion.

o Distribution reviewed with RTP Council and extended as appropriate.

e Production of digital version, supported by web and social media promotion.
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12 Month Update:

Lisburn and Castlereagh 4 page spread in both the Summer 23, Autumn/Winter 23 and Spring 24 City Guides.
Promotion of LCCC products in 2023 Student Guide with mentions of Lets Go Hydro In Adrenaline Junkies section as well as
promotion of Xtreme Bowling at Dundonald Ice bowl in the student guide

Main Visitor Guide —
inc city & region
approach

The main visitor guide for 2024 will continue to contain a City & Region approach, incorporating sections for each RTP
Council area.

. Digital and print edition supported by social / digital marketing promotion.
12 Month Update:

Currently being worked through with the aim that this will be ready in digital format from the end of April / early May
2024,

Marketing Campaigns

Visit Belfast’s marketing and digital campaigns will focus on the domestic, ROl and GB markets. Lisburn & Castlereagh
City Council, experiences and themes will be included in campaign plans (where appropriate). Inclusion of Belfast Plus
within Visit Belfast’s campaign website and related activity (where appropriate).

6 Month Update
Royal Hillsborough Castle and Gardens used in Summer 23 Campaign

12 Month Update

Qtr 4 Expedia Campaign:
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Visit Belfast partnered with Tourism Ireland and Expedia from 15t — 315t March to run a campaign through Expedia and
Hotels.com platforms. The objective of this campaign was to promote Belfast and beyond as a destination. We
included Lisburn & Castlereagh in the Belfast & Beyond section of this campaign. This consisted of a click through from
the Expedia / Hotels.com platform to our bespoke Belfast Plus landing page on the VB website. We are awaiting
evaluation results for this campaign

Website: 2.2m visits
p.a.

visitbelfast.com will provide:
e Listings for up to 20 key Lisburn & Castlereagh City Council properties in relevant sections e.g. visitor
attractions.
6 Month Update:
Visit Belfast has provided Listings for key Lisburn & Castlereagh City Council properties e.g. visitor attractions:
e Dundonald International Ice Bowl,
e Dundonald Touring Caravan Park,
e Xtreme Bowling at Dundonald International Ice Bowl,
¢ Information Centre,
e |[sland Arts Centre,
e Lagan Valley Leisureplex,
e Lagan Valley Regional Park,
o Hillsborough Forest,
e Hillsborough Castle & Gardens,
e Eikon Exhibition Centre,
e Castlereagh Hills Golf Course,
e Down Royal Park Racecourse Ltd,
e Let’s Go Hydro,
e Hinch Distillery,
e Moira Demesne
e High Rise.
e Wallace Park

These were discussed and alterations can be changed at Lisburn and Castlereagh's Discretion.
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LCCC products continued to be featured in the following evergreen blogs:

Amazing Outdoor Spaces (Hillsborough Castle Gardens, Lagan Valley Regional Park)

Top Golfing Trips in Belfast and Beyond (Castlereagh Hills Golf Course)

Road Trips in Northern Ireland (Hillsborough Castle, High Rise, Hillsborough Forest, Hinch)

Day Trip to Lisburn and Castlereagh (Hillsborough Castle, Irish Linen Centre, Dundonald Ice Bowl, Lagan Valley
Leisureplex, High Rise, Castlereagh Hills Golf Course and more)

Urban Adventures (Let’s Go Hydro)

Belfast Plus Family Fun (We Are Vertigo/Dundonald International Ice Bowl/Hillsborough Castle &
Gardens/Lagan Valley Leisureplex/Irish Linen Centre and Lisburn Museum/High Rise/Hillsborough
Forest/Moira Demesne/Lagan Valley Island/Lagan Valley Regional Park)

Whiskey Tours and Experiences (Hinch)

Gin Experiences (Hinch)

Art Venues in Belfast (Island Art Centre)

Museums in Belfast (Irish Linen Centre/ Museum at the Mill)

10 Things To Do in Belfast for £10 or less (Dundonald Ice Bowl / Hillsborough Castle & Gardens)
Explore Royal Hillsborough and Lisburn (Hillsborough Castle & Gardens/Irish Linen Centre and Lisburn
Museum/High Rise/Lagan Valley Leisureplex/Island Arts Centre/Hinch/Hillsborough Forest/Wallace Park/Moira
Demesne)

Summer Family Fun in Belfast (High Rise/Let’s Go Hydro)

Things to do indoors (Xtreme Bowling at Dundonald International Ice Bowl / High Rise / Dundonald
International Ice Bowl / Lagan Valley Leisureplex)

Historic Houses and Stately Homes (Hillsborough Castle & Gardens)

Free Things to Do (Wallace Park)

LCCC products were featured in the following blog articles from 1 April to 30 September 2023:

Autumn Walks (Lagan Valley Regional Park, Hillsborough Forest/Moira Demesne/Lisburn Castle Gardens)
Autumn Events and Festivals (Hillsborough Castle and Gardens, Let’s Go Hydro)
Autism Friendly Attractions in Belfast (High Rise/Dundonald Ice Bowl/Lagan Valley Leisureplex)
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Summer Walks (Hillsborough Forest/Hillsborough Castle & Gardens/Moira Demesne/Lisburn Castle
Gardens/Wallace Park/Lagan Valley Regional Park)

Spring Walks (Hillsborough Castle & Gardens/Lagan Valley Regional Park)

Hillsborough Castle and Gardens (Hillsborough Castle & Gardens)

Top Glamping Experiences in Belfast and Beyond (Let’s Go Hydro)

Easter in Belfast (Hillsborough Castle & Gardens/High Rise/Lagan Valley Regional Park)

Things to do this Spring Bank Holiday (Hillsborough Castle & Gardens)

Things to do this August Bank Holiday (Hillsborough Castle & Gardens)

Father’s Day in Belfast (Let’s Go Hydro)

LCCC products were featured in the following blog articles from 1 October to 31 March 2024

Autumn Walks (Hillsborough Castle & Gardens / Hillsborough Forest / Lagan Valley Regional Park / Moira
Demesne)

Halloween in Belfast (Let’s Go Hydro)

Scariest Things to do this Halloween (Let’s Go Hydro)

Autumn Half Term Break (High Rise / Xtreme Bowling at Dundonald International Ice Bowl)
Festive Family Fun (Hillsborough Castle & Gardens)

Christmas Music Events (Island Arts Centre)

Best Places to meet Santa (Hillsborough Castle & Garden)

Best Places to see Christmas Lights & Displays (Hillsborough Castle & Garden)

Winter Walks (Hillsborough Castle & Garden / Lagan Valley Regional Park)

What's on this Half Term (link to multiple blogs)

Things to do on a Sunday (Hinch Distillery / link to Family fun — Belfast Plus)

Mother's Day (Hillsborough Castle & Garden)

St Patricks Day in Belfast (Hillsborough Castle & Gardens)

Spring Events in Belfast & Beyond (Hillsborough Castle & Gardens)

Easter in Belfast (Hillsborough Castle & gardens)

Key RTP events/activities listed in “‘What’s On’ section of the website:
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e Great Rabbit Runaround at Hillsborough Castle

e Spring Spectacular at Hillsborough Castle

e Coronation Weekend Party at Hillsborough Castle

e Royal Hillsborough Farmers Market

e Life Through a Royal Lens

e National Balmoral 2023

e Summer Music in the Gardens at Hillsborough Castle
e Honey Fair

e Moira Specialty Food Fair

e Halloween at Hillsborough

e Halloween at Let’s Go Hydro

o Walking with the Snowman at Hillsborough Castle & Gardens
e Island Arts Centre

e Hillsborough Spring Spectacular

e Hillsborough Easter Hunt

visitbelfastpartners.com will provide:
e Showcase RTP product and itineraries for the group travel market development (within Travel Trade section)
e Promotion of press releases and RTP product news

In addition, Lisburn & Castlereagh City Council profile with links on conference, cruise and corporate websites (as
appropriate).

Belfast Plus e-zines

Belfast Plus e-zines (either independent or integrated based on content as provided and agreed.) Lisburn and
Castlereagh City Council products and events were included in a number of seasonal emails to our consumer
databases during 1 April to 30 September 2023. These included:

e Spring Escapes (NI & ROI), 14 April - https://mailchi.mp/visitbelfast/easter-from-home-ni-505335

e Coronation Weekend in Belfast (NI), 05 May - https://mailchi.mp/visitbelfast/january-blues-ni-505419

ED
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e Hillsborough Sponsored Ezine (NI & ROI), 09 May - https://mailchi.mp/visitbelfast/hillsborough-castle-
and-gardens

e Belfast Festivals This Summer (NI & ROI), 16 June - https://mailchi.mp/visitbelfast/easter-from-home-
ni-505548

e Your Guide to Summer Holidays in Belfast (NI & ROI), 23 June - https://mailchi.mp/visitbelfast/easter-
from-home-ni-505576

e Find the Ultimate Belfast Staycation (NI & ROI), 30 June - https://mailchi.mp/visitbelfast/easter-from-
home-ni-505596

e Festivals not to be Missed (NI & ROI), 04 August - https://mailchi.mp/visitbelfast/easter-from-home-ni-
505668

e Road Trips Belfast and Beyond (NI & ROI), 18 August - https://mailchi.mp/visitbelfast/easter-from-
home-ni-505688

e Events Not To Be Missed This Autumn (NI & ROI), 22 September -
https://mailchi.mp/visitbelfas