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TODAY'S AGENDA

RANALD CALDWELL - NON-EXEC CHAIR
Visit Agency Chair Address

ANGELA BYRNE - HEAD OF VISIT
Visit 2023 Strategy & Beyond

LAURA DALTON - MARKETING MANAGER
Marketing Overview & Plan

Q&A WITH VISIT AGENCY BOARD MEMBERS

GUEST SPEAKER: LINDA MOIR VISIT :‘Zm
ISLE OF MAN




"WE ARE AN ISLAND IN A
SEA OF OPPORTUNITY"
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r We are creating a
platform & winning
mentality to deliver sustainable

visitor growth J
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VISIT ISLE OF MAN WILL... *¢: -4

Aey
establish what is
deliver 340,000 deliver 500,000
visitors by visitors by
2023 2030
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KEY HIGHLIGHTS FROM 2019

Growth in visitor numbers
Visitor First Review
Investment in the future of Tourism

> Increased awareness & profile
> Infrastructure investment

Agency performance review by PWC
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“The IOM have successfully brought together politicians,
civil servants and members of the private sector better

than any organisation of its type before.” 3

- PricewaterhouseCoopers

Industry endorsement that we are
head]ng in the r]ght direCtion... more focus is required on VISIT &

strategy with better engagement ISLE OF MAN ,tm
with the industry



A SPECIAL THANK YOU TO...

To you - the Visit industry for your input & patience
Cabinet Office, Treasury, DOI, DEFA

Chamber of Commerce Visitor Economy Committee
MNH & Heritage Railways & Cruise Ship Consultants
Visit Agency Board

DfE Visit & Marketing Team
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2023 AND BEYOND
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MaryBeth
Coll

Catering &
Entertainment

Self-catering
Accommodatio

Mark Lewin
CEO

Brett

Martin
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Commerce

Mark
Wilson

Serviced
Accommodatio

Ranald
Caldwell

Chair

Power
Attraction

John
Watt

Tour/Travel
Operator

Laura Dalton
Marketing Partner

Rob

Callister
MHK

Carl

Underwood
Attraction

Richard
Fletcher

Events
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Angela Byrne Mike Doherty Trish Joyce Leanne Faragher

Head Events Manager Events Executive Events Officer

-

Jade Foster Yvette Hollows ~ Laura Myfié Nicola Wilkinson Hannah Wylde Katy Ashwell
New Product Executive New Product Executive New Product Officer Business Development Business Development Business Development
Manager Executive Officer
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Laura Dalton Rebecca Saylé Natasha Johnson
Marketing Manager Marketing Executive Marketing Officer



PROGRESS SINCE LAUNCH IN SUMMER 2018

\/ completed

POLICY INPUT

() Updated 3yr Visit Isle of Man Strategy 2020 -
2023

\ Group Travel Strategy - development of future
focus to increase visitor numbers

v Non-serviced Accommodation Policy

« Employee Relocation Incentive delivered for
Senior Management within the Visitor Economy
to aid with skills shortage

(O serviced Accommodation Study

" Consulted on updating 1975 Tourism Act

() New 'Visitor First' approach developed to
increase & measure customer service quality

() Reviewed Passenger Survey process & method of
data collection to improve data set

() Supporting DOI Harbours Strategy incl. deep
water berth

PRODUCT DEVELOPMENT

«~ New events plan rolled out to increase the no.
of events & visitors within this sector

() Golf Tourism - Development Plan in place
O Cruise Proposition & Secondary Spend Campaign
- looking to increase the economic value of the

Cruise Business & visitors

v Chef Apprenticeship Program rolled out to fast
track careers into hospitality

/" Event Team expansion
O Walking Product Development Plan - including
Millennium Way and Raad ny Foillan

enhancements

() Impact of AirBnB - how do we address
unregistered properties

PROMOTION

Marketing Plan developed to support additional
MIF support - focusing on key markets, transport
hubs & niche products

One Stop Guide production

\ Destination Consumer Event - London

Annual Industry Day for feedback & engagement
Fairy House Project for enhanced PR

Developed new enhanced Marketing Strategy for
increased promotion of the Isle of Man

Seasonal Campaigns to increase visitor season &
highlight variation of activities & attractions
throughout the year




STRATEGIC OVERVIEW TO 2023

VISION

To establish and promote
the Isle of Man as a
quality, year round, visitor
destination for our target
audiences

MISSION

To ensure the provision of first class visitor
offering through enhanced partnerships,
innovative products and dynamic marketing
strategies which boost the Island'’s
proposition and image, while building on
our UNESCO Biosphere status and drive for
sustainable tourism.

340,000 3,500

jobs in the visitor
econom

£159m

VISIT (om

ISLE OF MAN

visitors to the IOM

annual visitor spend




STRATEGIC ACTIONS TO 2023

Exceptional Visitor

Fostering a culture that focuses on providing a service which exceeds visitors

‘; | Expe rience expectations to create lasting memorable experiences
. Strengthening relationships with local industry, other Government departments and
Pa rtnerSh]pS expanding our network of travel trade partners to accelerate the growth of the visitor
economy
PrOdUCt & Event Championing new investment and product development to meet the needs of our
InnovatiOn current and developing markets

Promoting all year round tourism to the Isle of Man through innovative and omni-
channel marketing campaigns, highlighting our distinctive visitor proposition

Promotion & Marketing

POlicy DevelOpment Removing barriers to growth to encourage and actively seek inward investment
Enhanced ResearCh Creating and maintaining a programme of research and market intelligence to direct
strategy

& Measurement
R




PRIORITY AREAS: OVERARCHING 3 AIMS

LOYALTY

NURTURE OUR
CURRENT
VISITORS

AUDIENCE
GROW THE
CURRENT &
DEVELOPING

MARKETS

GROWTH
EXTEND THE

VISITOR
SEASON

¥
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Increase secondary spend

Cross sell: on-island promotion of our offering

Partnerships: Travel Agents & Tour Operators

Improve customer experience

Increase productivity and service quality

Improve measurement across customer service and experience

Target key sectors: events / groups / PVPA & VFR

Target niche groups: cycling, walking & golf

Geographic marketing around major air hubs

Interest led marketing: showcasing all the Island has to offer for all three
target audiences

Product development: packages/walking proposition/golf development
Policy development: accommodation

Partnerships: on & off-Island travel trade / on-Island associations

Existing event promotion

Product development: new events / packaged products - surround key
USPs (heritage / active / walking / wildlife)

Year round event calendar

Encourage car and motorsport clubs into the shoulder seasons



B PRIORITY AREAS: SECTORS

o P inle g (o M e ¥ Working to address the skills shortage across the
SKI LLS sector

% Cross-selling product to extend seasonal nature

SERVICED
ACCOMMODATION

2, G A, e g

¥ Cross-selling opportunities to develop experiential

NON-SERVICED PRopUcT - T

ACCOMMODATION

¥ Diversification of offering to open new markets

— iy - g L Wl S RN % Encourage more non-weather dependent events to
= S L ; extend visitor season
“:—_‘ & % ":‘. - . g £ . : 3 :
= RN SRR EVENTS v 3 PROMOTION ¥ Investigate the potential of creating or attracting
‘ , » Rnds g y o W e R N signature events
- E > 7 M ¥ Creation of more indoor activities to assist with

ACTIVITY &
ATTRACTIONS

extending season
¥ Embracing technology solutions to aid cross-selling
opportunities

PRODUCT

DTt i R he

PRODUCT

¥ Working with Business Agency Domestic Economy and
Towns & Villages Campaign

¥ 'Open All Hours' by assisting businesses to operate all

year round

CATERING &
ENTERTAINMENT



NEXT STEPS: TOWARDS

Work will be undertaken to produce a 10 year strategy for the Isle
of Man in order to achieve 1/2 million visitors.

This piece of work will detail how the Isle of Man can realise its full
potential in an increasingly competitive market. Rather than be
behind our competitors we aim to reposition ourselves to be ahead
of the game.

Infrastructure: Air/Sea, - ; Att :
: raction &
Public Transport, Marina Accommodation

Facilities inc. Cruise 2 Activties

- Product & Event
Development
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2019 HIGHLIGHTS

EXTRAORDINARY STORY YEAR 2: OUR ISLANDERS ENHANCED MARKETING CAMPAIGN
15t September >

PROJECT PROGRESS TIMELINE

1 2 3 4 5 6 7 8 9 101112 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 %0

ADVERTISING



2019 IN NUMBERS

843,237
Unique Users

57k
Followers

t

+38k

12k
Followers

t

+12k

1,294
Followers

t

+5k




London

Dublin

Liverpool

Manchester

Birmingham

Bristol

Edinburgh

Belfast

+60%
+554%
+87%
+119%
+99%
+64%
+104%
+65%




2019 IN FOCUS - PRINT

TARGETED ADVERTISING FOR DESTINATION AND NICHE INTEREST GROUPS

WE ARE
THE DISCOVERERS...
WHO NAVIiGATE OUR
$SEABOUND KINGDOM
_ WHERE iSLAND WONDERS
" MEET THE WATER.

Uncover landscapes carved from
pure imagination and the majesty
of Mother Nature herself.

Welcome to a dog-friendly Island, where you and your

Welcome'to our #IOMSstory

Uncover more at visitisleofman.com/dogfriendly

Countryside

LR
man

WELCOME TO
OUR iSLAND..
7’5 TIME 10

aa
..Escape the everyday to a seabound

kingdom with its own’captivating story. to
tell, a place that reminds you-how life = =

really should be: = o
;‘:_ 7
g-r:“‘“)J of

Start your #10Mstory now :
Mman

Uncover more atwisitisleofman.com

Moved by the mountain straights,
driven onto valleys views, we tour
the lines that hug the coast spurred
on by the swell of the sea.

s
ROUTE KEY ¥ 0
— PLANE 3

Welcome to our #|OMstory

Uncover more at visitisleofman.com

coast

WE ARE THE DISEE
WHO NAVIGATE OUR $
KiNGDOM WHERE i:

() D E |

marine life associatédhwithitheswarfi-water current. So;:

keeFrangieridr 4 hovice wWatifing to il away arew
nge of Tocations for both freshwater ard sea fishing.
Start your #10Mstoty now

Uncover-more at visitisleofman.com
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CREATE YOUR
EXTRAORDINARY STORY
|
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Start your #10Mstory now
Uncover more at visitisleofman.com

RAES FLANKED BY TANGLED
TREES THAT LEAD US TO
ADVENTURES ANEW ...

Vi

Carried by the brisk wind that drives us on to heady,d@%
heights, beyond the breathtaking and down endlgsflis#%
descents. 2

with{its o
ou how it really
i

Start your #10Mstofy:HOW

Uncover more at visit; 0.com
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Daily - Mail DAILY:EXPRESS Camping Telégraph




2019 IN FOCUS - DIGITAL

ONLINE PRESENCE

SOCIAL MEDIA

DIGITAL ADVERTISING

-
SWANDER LIKE A
SCOVERER

Visit isle of Man

Welcome to The Isle of Man

Cammant,
Grosgn

Wheh cian o yeu ben.

Wit A0 Cont

T
683 subscribers

HOME VIDEOS PLAYLISTS CHANNELS DISCUSSION ABOUT O\ >

Uploads ~ PLAY ALL = SORTBY

Visit Isle of Man

o tan as a quality vistor destination.
s + ol site @ | 2
B Anahys & stanapost

Our Islanders- Carl Our Islanders- Foraging Visit Isle of Man Foraging Our Islanders- Manx National DFE NaturalChoice VR 360 - o .
Underwood Vintners & Versa Vintners Draft 1 Heritage 1211 thocats
460 views + 2 weeks ago 187 views + 1 month ago 1 view + 1 month ago 113 views + 2 months ago 5 views + 3 months ago

@ Private @ Private o .y

) "IT's TIME TO
WELCOME TO CREATE YOUR

Our Islanders- Isle of Man DFE NaturalChoice VR 360 Lamborghini Car Club visits DFE NaturalChoice VR 360 DFE NaturalChoice VR 360

EXTRAGRDINARY e . Loy
OUR 4 .LAN D STORY | v :\' Steam Railway V2 injected- 1 Nov 19 the Isle of Man injected injected




2019 IN FOCUS - PARTNERSHIPS

ONLINE BOOKING AGENTS AIRPORTS AIRLINES

@ Toodvser e g

WHERE WiLL

YOUR NEXT
ADVYENTURE TAKE

W PR HOU.. T e

iSLE OF MAN THE EXTRAGRDINARY STGRY
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2019 IN FOCUS - PR

2019 REVIEW

Q1 COVERAGE Q3 COVERAGE
Our highlights

EVéiiing PN/ qitrose T
Standara "Ovebullefin - MEIBES MA|L

Our highlights 10 of the most spectacular road trip
routes in the UK

— e )

Tourist Trophy Route, Isle of Man

wae 2019 REVIEW
The Extraordinary Story: Isle of Man rolls out second | =
he [\%anx E p‘hluofcampaign 2.
actor - —— ] g -
— Q2 COVERAGE Q4 COVERAGE 5 N\ 0 IDEAS FOR
Our highlights Our highlights p O; SHORT BREAKS
E = : IN 2020
0 S
SLAND FLING Book Isle of Man holiday <c’§ BRITI S H TRAVEL
e it JOURNAL

time

RIDI=

DAILY# -
EXPRESS

The best places to see puffins, dolphins, sharks,
whales and other amazing sea life in the UK

i Mf-!. T . B
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SMIN9IU19Ju0)




2020: STRATEGIC MARKETING

\)

iy

RESEARCH & OUR VISITORS
VISION Visitor segments gra ded

by interests
trategic Plan to 2023




OUR VISITORS

TRADITIONAL TRAVELLERS CURIOUS EXPLORERS

They live life at full speed and
are always on the go. They
want to do well in their
careers and relaxation time is
spent reconnecting with what
matters. They love outdoor
activities which give them a
new perspective and seek out
new exciting experiences.

Empty nesters and older,
they are conservative and
traditional, sticking to what
they know. They like local,
British quality and enjoy
holidays which allow them to
take things at a leisurely

pace.

They are open-minded and
they like to use their free time
to explore the world and new
things, often off the beaten
track. They have a broad array
of interests and enjoy being
challenged intellectually as
well as being outdoors.




2020 STRATEGIC MARKETING

| .i [ 4 i [ 4 i.
RESEARCH & OUR VISITORS TARGET MARKETS
VISION Visitor segments graded To nurture, grow and
by interests develop

Strategic Plan to 2023
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Leisure & Short Break — UNESCO Biosphere Motorsport
Visiting Friends & Relatives Marine & Nature Heritage & Culture

Groups Active & Adventure Adventure & Endurance

Cruise - Walking

Sports
Cycling

Colf

Specialist Groups
Sports s‘
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2020: OMNI-CHANNEL MARKETING

DIGITAL

TELEVISION

BUILD ON 2019
CAMPAIGNS

Particular focus on:

New partnerships

Customer Insights & Focus Groups



"ALWAYS ON™ MARKETING

SPECIAL OUR
EVENTS OFFERS ISLANDERS
SEASONAL NICHE PACKAGED
CAMPAIGNS INTERESTS PRODUCTS
Lras ' emts




SHORT FORM PR INITIATIVES: DIGITAL DETOX

Phoneboxes 2020

MailOnline AN EXPRESSDIGEST

Isle of Man visitors can now opt to ‘lock away’ their smartphones
1 COVE RAG E Isle of Man visitors can now opt to v de re.(erve a range of digital detox 'analogue items’ in return,
Q 'lock away' their smartphones and including postcards, a map and film camera
receive a range of digital detox The Isle of Man wants you to lose the = Vaitors arw being urged 1o ghre up therr phanes ar the daration of their trip
‘analogue items' in return, including phone and go old school on your next o Inreurn ey also get a guidebsek. bisoculars, & rav journl and & netegad

Our highlights postcards, amap and film camera © Babaaech shams hat 6% o Briany think Ehat he coumry soeds » el dotoe
ow ey -

visit

1113 boped th

Van who are looking to spend thre reconnect 11 the natare! envi

©fF (e Tromm: the dgital world,

i ent a5 w

way fram it all may want 1o The Bhoneboxes wil be ot secfic nural iand retessts. - Knockalos Beg Farm and Glen Heten
2 Glamping.
nzherald.conz ce The initative i 5 AT R bt
' . | sitors lock oM a i tal detom
W s o o sk ot e bt o1k e visitors
| e cray ann cmnt e v sn arrival on the

v vans e winwige CONTENTS OF THE
'PHONEBOXES'

Pt of b Iy e UK ey

Thisisland is issuing visitors
with a digital detox lockbox

2ir trip n return for
o B o 1 o i

ogue alternatives

N 4 BT ik WS B e € Thon
53 £k M Tk e d 6 G G o

1 e 30 L i o M o 13 6 1 o o g ! oA

reawon oy Pher
x rakdar.

e

41 i o e g ol et bk

E co N oM I c The idea is that it will enable them to switch off from the digital

it Isle of Man introduces smartphone bans to help with mrmey SRR -
digital detox

further enjoy time with their loved ones, The boxes will be lotated ot

speeiic rursl retreats on the i land, Their contents will Include an

gin echangs ot somme v bedoved s | X ! ! Tsde of Man gusdebook and mmp, a film camera, bird and plant
Vet the bow s packed al sorts of an thogye st for Fhane 5pps, Icuding TS ING = e identifi books, binoculass and megnifving glasses. There will
1000219 phocal mag of e kdard o Nl € and o 04

Theisland has an nounced a new initiative for 2020, allowing visitors to lock their phones 3way for the duration of the also be o travel journal, s digital detax suide, s notepad, posteards

v < evin 3 pack of playing cands, 1 case

trip. No peaks at Instagram, no “urgent” work emails - no excuses. Instead, you exchange your beloved smartphane

and stamps, itinerary mspiration idees and a pack of plaviag cands
for a range of “analogue” items, like a guideboak, a film camera, a map, bird books, a zet of Binoculars for scouring

ggtal ey switcholt and

eonal ts migte help phone add
5 ng the sea for marine life, 3 travel journal and some playing cards,

sland. They wil b peclic nural rotroa
e 1he Ghan Heden (amp gy stw

With the rise of freelance and seif-employed woek as well a3 the digital always-on’ cuiture, vacations have become
work-cations. But in the Isle of Man, guests can be effectively forced off their phones and back into the warid. The
initiative comes im the wake of research carried out by the island, which found that 74 per cent of 8rits surveyed -
found digital distractions prevented them from switching off on hetiday, while more than hall continue 1o work o Do we all need o digital deiox?
holiday for fear of getting behind. The Phoneboxes (pun alert) will be on a first come, first served basis. =




AMBASSADORS & INFLUENCERS

explorewithlee : - ‘ baldhiker

2,550 344k 2,200 ‘ . , ¢ , 1,468 222k 7,332

Posts  Followers Following = - § : SR \ Posts Followers  Following

«Lee X Enjoi= ~ g 3 Paul Steele

Travel Writer for @budgetair.co.uk N ' Founder and editor of BaldHiker

@ospreyeurope Ambassador ¢ Twitter - paul_steele

Social Media Manager \ Hiker, Adventurer, writer, smiler, Travel, photography,
Location: #london { | Y tech

www.taketheleaptravel.com R 4 www.baldhiker.com

Follow Message Email ) 3 Following v Message Contact

0000 o X Y.
. . | ' : i
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Beer Non Alcoho. Press Liquor FA( ] { ancc 2 me! @ Baldy's Bud. passers by BaldHiker.c







