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To consider the elements that will support the
model forproduct and experience development
along the Western Silk Roaahformed by
consumer needs, international tourism trends and
Information and support thalistinctive Silk Road
brand by offering compelling and relevant

propositionsthat can support growth and secure
the future for all involved
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Consider the shift from product to experience
development

Share some learning and insights

Explore the elements that need attention

|dentify the priorities and quick wins that may build
reputation for the Western Silk Road with consumers
and stakeholders
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SHIFT FROMRODUCDEVELOPMENLT.




The Truth:Cheap flights and
globalisation have reduced the sij
of the globe for travellers.

So What:Destination brands are
not competing locally but globally

The Silk Roads on a global
NEFSNBEYOS 02 YLIS
has so much more potential !
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1.They are all
experiences.

2.They have
becomebrands
that people want
to do and share.
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Experiences Matter

OA Touri sm Prod

IS what you buy ... -V-

A Tourism ﬁ%
Experienceas what y
you rememberao
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The need to shift....

If vou are packaging, advertising and selling a:
5 day visit to . staying at the 3-star . with

tickets to , and visits to : dining at
and travelling on a . All for the amazing
price of €

You are selling ‘stuff” and competing on price.

= _ geals Itis time to focus on the
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People value Experiences

Research shows that people who travel want more out
of life and their time away.

They do not want to simply see things; they want to be
engaged and to feel immersed while travelling.

Marketing tourism experiences vs. selling products is
key to competing on a global stage
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Brandingthe

experience makes
It a destination
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It is the alchemy of the

people, the culture and the

geography that creates a —
truly unigue and long lasting Expefience
experience
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Branding the experience
creates an emotional
connection that is sharable
and enduring

PULL:

Experiential tourism draws people in to the
local nature, culture and histogh (1 Q& | 6
story of the place and its people

UNIQUE & STRONG MEANING:

It creates a very personal, unique and
individual experience for each visitor
People create meaning through this direct
experience.
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SHARE:

This meaning creates long and lasting
impressions and shareable memories which
contributes to the successful development of
the Brand Experience
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Experience Economy
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WILD ATLAMTIC WAY

The Experience Brands are at the heart of the Toursm

Irelond Brand w

They are designed to bring it to life

WILD ATLANTIC WAY
Thisisanintegral partof that process AT s
Visitor Experience Development Plans are about
creating experiences within the major brand IRELAND'S
propositions thatare & ANCIENT EAST
o Distinctive tothe area/theme, and unique to the 3

major proposition *'—'x]J uﬂb!lmﬁl:
o Of international appeal, ‘«L] go .
o Motivate visitors to stay longer, spend more, and
extend the season

Sustain & increase job creation
ct the culture &

F N Eailte Ireland
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ASignificant decrease in
International visitors
since 2007

ADecrease in
International air access

AOver reliance on
domestic market and
subsequently impact of
economic downturn

AShort season in
peripheral locations




From Strategy to Action

A Segmentation of target consumers
A Branding
A Product and experience

A Industry and trade engagement

A Distribution and access
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The Experience DevelopmeRramework
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Brandlreland ¢Our unique international tourism identity that promises
visitors spontaneous and engaging experiences. Tourism Brand Ireland
comprises five pillars

BRAND - Key Propositions; A key proposition has the potential to stand out in the
IRELAMD international marketplace. Ireland has 3 key propositions: The Wild
Atlantic Way, Dublin Now and South & East.

KEY PROPOSITIONS \ Themes/Stories; Unique and authentic themes and stories that bring
the proposition to life for consumers.

THEMES / STORIES “{J “\

Signature Experiencesiconic experiences of sufficient scale to deliver

on the Proposition promise and serve as a motivator for international
SIGNATURE EXPERIENCES visitors. Generally, though not always, they comprise a combination of
experiences that can be storpased, thematic or geographical.
SUPPORTING EXPERIENCES . . i . .
Supporting experiencesg tourism products (e.g. activities, attractions,

restaurants) that also deliver on the proposition promise. Individually
however, not motivators for international visitors, but vital to ensuring a
EXPERIENCE COMPONENTS complete visitor experience.

PRODUCT — SERVICE — STORY — MARRATIOMN

Experiences ComponentsAn experience requires the four components
to be successful.



Focusing on Oversedsrowth
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