
#TourismAForceForGood



#TourismAForceForGood

Dr Joanne Stuart OBE, CEO NI Tourism Alliance



Tourism is a Force for Good
Sustainably creating economic growth and social impact

 For the Economy – Export led and a primary instrument of job creation across NI

 For Society - Attracting visitors brings spend, jobs and infrastructure directly into 
communities helping to preserve and celebrate local culture and heritage. Developing 
experiences for visitors leads to the provision of additional local services and provides 
opportunities for entrepreneurship and diversification as well as creating pathways into 
work for those furthest from the job market.

 Placemaking – Creates a positive reputation for NI as a destination to visit, work and 
invest in through the authenticity and excellence of our experiences, world class 
attractions and our growing conference and events sector.

 Attract Visitors – tourism businesses adapt and develop services which encourage 
longer stays and increased spend

 Creating Lasting Memories –our experiences make a connection to visitors that 
remains after their visit. 



Tourism is a Force for Good
Sustainably creating economic growth and social impact

Sustainability

 Our membership has been clear that sustainability must be at the heart of  the 
NITA strategy

 We can only plan for the future, grow and prosper if we ensure our position as a 
sustainable destination with sustainable practice at the core of how we do 
business.

 Our aim is for NI to be recognised globally as a sustainable destination



We are in a situation of unprecedented
cost increases, in an economy which is still
recovering from the devastation of the
pandemic. Therefore, supporting
businesses to remain competitive is critical.

We are calling for action in the following
areas to ensure the long-term survival of
our Tourism Economy.

BUSINESS SUPPORT 
Government investment supporting
businesses to recover from the effects
of the pandemic, meet increasing costs
and develop/adapt product.

PROMOTION 
Continued and increased investment in 
promoting NI as a destination to our key 
markets.

TAXES 
Recognition by UK Government of the
disadvantages faced by NI through the
removal of APD on domestic flights and a
reduced VAT rate for Tourism services.

LEGISLATION 
Update the NI Tourism Order to reflect
the needs of a modern market.

COMPETITIVENESS

Our geographical reality of being on an
island off an island with no road or rail
links to GB and Europe must be
considered. Access into Northern Ireland,
and the ability to travel easily and
seamlessly throughout the Island of
Ireland, is critical to the industry’s growth 
and prosperity, which is why NITA are
calling for action on the following issues.

IMMIGRATION POLICY 
The removal of EU ID cards as a valid
form of identity and the introduction of
electronic travel authorisations for non-
visa nationals travelling to the UK will
adversely impact on the 70% of overseas
visitors that travel to NI via RoI. We are
calling for an exemption on those
entering NI via the land border.

ACCESS 
Additional direct air routes to NI from EU &
GB are needed to allow the conditions for
sustainable growth.

CONNECTIVITY 
More regular rail and bus connections
between Dublin and NI and a joined-up
approach to infrastructure investment 
and development across the island of 
Ireland is needed to cement our offering
as a sustainable destination.

ACCESS AND CONNECTIVITY

People are the cornerstone of the sector
and one of our greatest strengths. We
need to ensure skills and staffing levels in
order to provide our visitors with the
warm welcome and fantastic service they
have come to expect. Prior to COVID the
sector faced a number of challenges which
need to be addressed to ensure we
maintain these high standards.

INVEST IN TALENT AND SKILLS 
The impact of the pandemic has
exacerbated many of the skills issues
faced and accelerated the need to
provide long term stability in this regard.
We need government action to address
staffing in the industry.

FLEXIBLE IMMIGRATION POLICY 
With almost full employment in our
labour market, Tourism relies on
attracting skills from outside of NI and
NITA is calling for more flexibility in how
UK immigration policy is implemented 
here.

PARTNERSHIP 
We are working closely with HATS to
drive forward the skills agenda

SKILLS

Tourism businesses cannot plan or
provide evidence to show the return on
investment of funding without robust and
credible data produced in a timely
manner. This is an absolute necessity in
order to record and report the positive
economic and societal benefits of Tourism
to Northern Ireland.

AN ANNUAL TOURISM BAROMETER 
Will be produced by NITA bringing 
together different sources of data and
industry insights.

A GVA FIGURE FOR THE
TOURISM ECONOMY 
NITA will work with the government to 
produce a GVA figure for the Tourism
Economy to give visibility to all the work
being done across the industry.

A FORCE FOR GOOD 
NITA will provide case studies to show the
wide- ranging positive impact of the
Tourism Economy and its contribution to
NI as a whole.

RESEARCH AND DATA

Priority Areas



Next Six Months
 Financial Viability of tourism businesses

 Input costs / interest rates

 Skills 
 Contributing to Department  for Economy Tourism Strategy
 Flexible Immigration Policy

 MAC review of the Shortage Occupation List

 Nationalities & Borders Bill
 Permission to Travel Policy - ETA and EU ID cards

 Annual Tourism Barometer
 Increase engagement and lobbying in Westminster

 Partnership with ALVA and utilising networks of members

 Westminster Reception



Our Approach

 Engaging proactively with our members and stakeholders

 Communicating the importance of ‘Tourism as a Force for Good’, sustainably
driving economic growth and social impact.

 Holding to account, and where necessary challenging, government,
agencies, and politicians.

 Influencing and Lobbying at all levels of government – NI, RoI, UK – to
shape policy based on industry insights and expertise.

 Partnering with stakeholders in NI, GB and RoI to create the conditions for
our tourism businesses to thrive.



#TourismAForceForGood

Bernard Donoghue OBE, Director ALVA
(Association of Leading Visitor Attractions)



Bernard Donoghue,  Director, ALVA.

Changing Consumer Behaviours and how 
Tourism can Adapt.

NITA Conference, 27th September 2022
@bernarddonoghue; @alva_uk



Mayor of London’s Cultural Tourism Ambassador

Co-Chair, London Tourism Recovery Board

Chair, Bristol Old Vic Theatre.

Chair, National Trust London and South East Advisory Board

Chair, People’s History Museum



• 10 things we learned over the last 2 years.

• What visitors are doing now.

• Reopening, renewal and repair.

• Prospects for domestic and inbound markets.



Value
(income)

Volume
(visitor numbers)

Visitor 
Experience

Wise 
Growth

Visitor Attraction Trilemma – balancing the three objectives in order 
to achieve wise, sustainable growth; this will hold true in the future. 



• UK attractions which have successfully and sustainably 
increased their visitor numbers over the last 10 years 
share these behavioural characteristics:

– Provocative

– Disruptive

– Risk-taking

– Brand-stretching

– Foster creative partnership with unusual suspects

– Audience-developing



1. Greater political appreciation of the size, value and 
importance of tourism and the cultural sector to our 

health, lives and economies. CRF was won with data.
But we must continue to lobby. Data, including spend, is key.



2. An inspiring explosion of sharing and 
collaboration within the sector and 
beyond, including internationally.



3. The absolute importance of 
Front of House staff. 

To welcome, to reassure, to explain, to 
manage and to protect.



Biggest difference between a 4 star 
Tripadvisor review (very good) and a 5 
star review (excellent) is that a 5 star 
review is 4 times more likely to mention 
a staff member’s name.



4. The importance of digital as a tool to complement, to 
entice, excite, entertain and invite, 

but not to replace the visitor experience. 

People have been encouraged to cross the digital threshold 
and in doing so have more confidence to cross the physical 

threshold, but visible diversity in the museums is the key.



5. An acceptance that what we did in the past 
wasn’t perfect, and we should not try and 

replicate it. We must recover better.

– Be open to innovation and risk-taking, including co-
curation and community programming

– Try new things, be open to new partnerships with unusual 
partners especially performance companies and artists



6. This is an opportunity to open our 
doors to people who are different from 

those we closed them to in 2020.



7. People yearned to return to their favourite
attractions. They are part of their lives.

We need to reciprocate that love and loyalty.

– Significant growth in memberships during lockdown
– 82% average membership retention rate amongst ALVA 

members in 2020, 86% in 2021.
– Family memberships big growth in 2021 and early 2022 

as families chose value for money daytrips because of 
inflationary pressures (National Trust, English Heritage, 
Historic Royal Palaces).

– Significant increase in secondary spend in Retail and 
especially in F&B until August



9. Sanitise your site, not the visitor experience.



10. You create the backdrop for people’s 
happiest memories.



• Attractions are being recognised, and used, as social spaces where you 
can breathe, heal, and reunite with friends and family. Deliberate 
memory-making.

• On average 20% of 2019 audiences of performance spaces (especially 
for classical music / orchestras) have not yet returned, some never will, 
and some are disinclined to return. Forward bookings have reduced 
considerably, at some places by up to 50%. Very short lead times for 
bookings now, days rather than weeks.

• Outdoor attractions were the first to reopen and recover (now up to 90% 
+ of pre-pandemic levels), helped by initiatives like Winter Lights etc. 
Outdoor attractions, and indoor attractions with outdoor spaces for 
programming, are recovering most quickly.

• But many indoor venues are still operating at less than 75% of 2019 
visitor numbers.



• Overseas visitors won’t be back in any real numbers until 
2023 and not fully back to pre-pandemic levels until 2024 / 
2025. USA, French, Germans, Irish, Dutch, Italians have 
been the quickest to return. 

• International visitors to GB currently - 28% against same 
period in 2019 (last 3 weeks). Spend - 9%.

• Visitors from North America currently - 5% against 2019.

• Chinese visitors currently – 99% against 2019. But there is a 
strong global appetite to visit the UK, including from China.

International recovery.



International recovery

• Tourism will suffer a ‘Long COVID’; attractions which are usually heavily 
dependent on overseas will recover last. 

• Govt requirement for EU children and young people to travel on passports to 
the UK rather than ID cards is decimating the school, youth and language 
markets.

• The consequences of Electronic Travel Authorisation (ETA) for visitors to NI 
from the Republic.



• This year has already seen a partly depressed 
staycation market as we’ve seen that the UK 
public wanted to go abroad asap. Record 
outbound travel at February half term, Easter and 
Jubilee weekends. This won’t be like the 2008 
recession; there is a double jeopardy in 2022 / 
2023.

• Weak £ means expensive overseas holidays, but 
the ‘cost of living’ crisis means that the domestic 
market is more cautious about spending 
commitments, already sacrificing Netflix 
subscriptions, having fewer meals delivered, 
cutting down on date nights. But not, so far, day 
trips.



• Recruitment crisis; especially chefs, Food and Beverage and 
Front of House. 

• Hospitality sector paying staff retention bonuses.

• Workers want better work / life balance. Birthday leave 
entitlement becoming the norm.

• Now energy prices and inflation, new minimum wage are 
jeopardising business sustainability.



• What did we do, pre-pandemic which, looking back, was 
bureaucratic, did not work, was inefficient, was overly risk-
averse and was too inward-looking?

• Which of these things can we dump now that we're in a 
different place? Which do we want to keep?

• What have the last 2 years taught us about our appetite for 
risk and to just 'try' things? Can we maintain that flexibility 
and responsiveness as we move out of crisis management?

Big Questions.



• Our visitors, supporters and members showed us that they 
loved us, how do we reciprocate that?

• Let's be critically honest about who our visitors are, who 
doesn't visit us, why they don't visit, and how we must be 
better at explicitly inviting them and making them welcome?



• How do we better monetise what we already have?

• Are we providing memory-making experiences? That's 
what the public are telling us they are prioritising in their 
leisure hours and in their leisure spend - special time with 
special people.



• How are we communicating and engaging with our visitors 
and audiences on site, online and in the community in 
authentic ways? 

• Are we conversing with them or broadcasting to them?

• How are we reducing our environmental footprint and 
impact and how do we help our visitors do that too?



• How do we listen more attentively to our staff? How do we 
benefit from their creativity, wisdom, savviness, appetite for 
risk, passion, diverse experiences and perspectives?

• How do we recognise and reward them for being the 
principal reasons that our visitors love their visit and why 
they return?



#TourismAForceForGood
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