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1.    Introduction 

This Tourism Development Handbook has been collated by Moyle District Council to bring 
together the vast amount of data and information that has been produced as a result of the 
Tourism Development Strategy and Action Planning process. It represents a partnership 
approach, and sets out a delivery structure that encourages the public, private and 
community sector to work together to differentiate and position  Moyle as a significant 
visitor destination on the Causeway Coastal Route, and within Northern Ireland and the 
island of Ireland. It is soundly market based, identifies the opportunities and the needs of 
the District and provides a dynamic framework for action over the next three years. It will 
be an essential tool to enable all those involved in tourism in the Moyle District to compete 
effectively for visitor spend in the local, regional and global tourism market  and maximise 
the economic benefit for the District within the overall climate of sustainable development. 
The Tourism Development Handbook contains comprehensive research into current tourism 
performance, current visitor markets and potential target markets  and is a result of a 
detailed audit of local tourism products, services and activities and a meaningful stakeholder 
consultation programme.   

The Tourism Development Handbook sets out the strategic direction for tourism, articulates 
the vision, and defines the core aims and underlying principles which guided the formulation 
of five priority themes for action. It should be used in conjunction with the Tourism Action 
Plan (2011-2015), which was produced by RPD Consulting, a small multi-disciplinary team of 
experienced tourism, regeneration, place-management and spatial planning consultants, and 
ratified by Council in December 2010. A detailed Year One Marketing Plan has also been 
produced to create and roll-out a new branding strategy for the district and build a series of 
dedicated marketing collateral and PR material. 

Our plans to develop tourism have been carefully prepared to ensure a good strategic fit 
with the DETI Tourism Strategy for Northern Ireland up to 2020, which is currently still in 
draft form. It reflects the proposed delivery structures and destination management 
approach to creating a world class visitor experience that have been proposed in the 
Causeway Coast and Glens Tourism review. It will assist with future strategic planning and 
maximise additional resource and funding opportunities. It has also retained an inbuilt 
flexibility, given the uncertainties surrounding the Review of Public Administration, to give 
the area its own strategic platform to develop tourism, yet also allows for collaboration and 
cost efficiency planning with neighbouring Council areas in the future. It provides a 
resource-led and realistic way forward that the Council and its partners can adopt and 
pursue. 

 
Councillor Padraig McShane Richard Lewis 
Chairman    Chief Executive 
Moyle District Council  Moyle District Council 
 
September 2011
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2.0	  	  	  	  Wider	  Policy	  and	  Strategic	  Context 
 
It is vital that tourism development is positioned within the wider policy and strategic 
context, not only for the Moyle area, but the wider Northern Ireland region if it is to be 
realistic, achievable and deliverable, with clearly identified funding avenues. Tourism 
development can no longer be viewed as a stand-alone discipline, but transgresses public 
policy issues surrounding economic development, urban and rural regeneration, regional and 
local planning, community planning, physical area-based renewal and arts and cultural 
development.   

2.1  Local Strategic Context 

A number of strategies that have been produced directly by Moyle District Council, such as 
the Economic Development Strategy 2008-2013, which is currently under review, and the 
Moyle District Council Corporate Plan, form an overarching framework for tourism 
development and position it carefully within an overall list of priorities for the Council. DSD, 
in partnership with community representatives and Moyle District Council, produced the 
Ballycastle Town Centre Development Strategy, which prioritises a number of initiatives that 
will have a positive effect on the tourism product of the town and, alongside a number of 
significant infrastructural projects, will serve to develop the town as the tourism “hub” for 
the district. 

2.2 Regional Strategic Context 

A number of regional strategies will impact significantly on the future delivery of tourism and 
its funding potential. The Draft Northern Area Plan forms the planning context for the 
development of tourism and will affect aspects such as accommodation and activity 
provision. The plan also aims to protect the area’s natural environment and sustainable 
development is a key theme throughout. The consultation process on the new Tourism 
Policy Statement PPS16 was ongoing during this project and will have significant impact on 
the future delivery of tourism in the district. The North East Rural Development Strategy will 
also create development and funding opportunities for the villages outside Ballycastle and 
measures such as Village Renewal will fit well with the tourism initiatives being suggested 
here. 

There are a number of regional tourism plans and initiatives which exist that must, in the 
future, take cognisance of the others’ existence and develop simultaneously. The Causeway 
Coast Masterplan, which has just gone under a major review, contains a number of 
significant actions which will have a positive impact on the area if implemented. It is 
proposed to transfer this masterplan from DETI ownership to a new regional delivery 
structure, were it will become a Tourism Area Plan under the Draft NI Tourism Strategy 
guidelines. Likewise, the Causeway Coast and Glens Heritage Trust plans and funding 
applications will assist with environmental protection and sustainable development issues 
which may be outside the remit or financial scope of the Council. The Causeway Coast and 
Glens Regional Tourism Partnership is also undergoing a period of enormous transition as it 
develops into one of 9 Key Tourism Areas within Northern Ireland and there is further re-
alignment of the local regional and national delivery structures.    
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2.3 Overarching NI Policy and Strategy Context 

As with all locally produced development strategies and action plans, it is important that 
they sit within the wider government policies for the province such as the Regional 
Development Strategy 2025 and the Northern Ireland Programme for Government 2008-
2011. 

Perhaps the most important strategy which will fundamentally shape the development of 
tourism, at a local and regional level, is the DETI Draft Tourism Strategy to 2020. The Action 
Plan has been developed in line with the vision, targets and strategic and implementation 
framework advocated within the draft national strategy. Moyle District Council submitted a 
detailed response to the draft consultation document, which was produced by the same 
consultancy team, and is attached as Appendix One. 

The annual Marketing Plan and numerous research reports produced by Tourism Ireland 
have been consulted and have provided the basis for the development of the Marketing Plan 
by assisting with the identification of current and potential visitor markets.  

An important reference point for the development of activity tourism within the district has 
been the vast amount of research into walking, cycling and water-sport activities carried out 
by the Countryside Access and Activities Network (CAAN), backed up by sound initiatives on 
the ground, which will provide a robust basis for the development of this sector. 

2.4 Strategic and Policy Context: Summary 

The local, regional and national policy context formed the basis of the audit process, and 
was taken into account when developing specific measures set out in the Action Plan. It 
highlighted a number of underlying questions which must be addressed if Moyle is to have a 
sustainable and practical way forward for tourism development. These key questions are: 

• Given the District’s current asset base, what should be the strategic priorities for 
tourism development over the next three years? 

• Given that the District includes the Giant’s Causeway, how can Moyle take greater 
advantage of its location and accessibility? 

• Are there aspects of the District’s cultural heritage which are currently being 
underplayed or even ignored? 

• Can Moyle achieve a greater profile with key public agencies, such as NITB, in order 
to address the under-investment in tourism which has thus far prevailed? 

• Is there scope for the Council to review tourism and related spending in order to 
maximise the impact on tourism development of current and future spending 
programmes?  

• What should be the nature of the Council’s working relationship with local tourism 
providers and tourism agencies and who should take the lead in driving forward the 
Council’s future tourism development programme? 
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• What should be the role of the villages in developing tourism as part of wider 
attempts to bring about rural regeneration and diversify the rural economy? 

• What should be the future role of Ballycastle Town Centre as a central “hub” 
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3.0   Current Tourism Performance  

3.1   Background Statistics 

Covering 495 sq km, Moyle District Council area is geographically the 12th largest of the 26 
local authority areas in Northern Ireland.  (Source: Office of National Statistics). It does, 
however, have the lowest resident population, estimated at 16,900 in mid-2009, which is 
less than 1% of the total population of Northern Ireland.  Neighbouring Ballymoney, with 
30,400, is the local authority area with the second lowest population (source: Northern 
Ireland Statistics and Research Agency). The rural characteristics of the area are illustrated 
by a population density of 34 persons per sq km which is the lowest amongst all 26 council 
areas, but almost on a par with Fermanagh (36/sq km). About two-thirds of Moyle’s 
population lives in the countryside and small villages. The main town, Ballycastle, is home 
for over 5,000 people (Source: 2001 Census) and smaller settlements include Bushmills 
(approximately 1,300), Cushendall (1,300), Waterfoot (550), Armoy (420), Glenariff (200), 
Mosside (270) and Cushendun (140). 

Between 2003 and 2009, the population of Moyle increased by an estimated 600.  This is an 
increase of 3.7% compared with 5.1% for the whole of Northern Ireland. The latest 
population projections envisage Moyle’s population growing to 17,345 between 2008 and 
2013 and to 17,775 by 2018 (Source: NISRA: 2006-based projections).  This is relatively 
modest growth of 5.2% in 10 years compared with projected growth for Northern Ireland of 
6.8% over the same period. 

The significance of these background statistics for tourism is: 

• They show that Moyle is not a particularly small area but its population is low 

• It is primarily a rural area with one small town 

• No major changes are expected in these characteristics 

• The resident population provides a low base for VFR tourism (ie. Visiting Friends and 
Relatives) and this is not expected to change to any great extent. VFR tourism forms 
47% of incoming visits to Northern Ireland (Source: NITB Tourism Facts 2009). 

• The limited resident population also restricts the range of local services available to 
visitors. 
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3.2 Tourism Statistics: Current Volume and Value 

The area certainly makes up for its low local catchment population by its performance in 
tourism.  The latest figures from NITB summarise the volume and value of Moyle’s tourism 
in 2009 as follows: 

 

Staying Visitors 2009 

Staying Visitor Trips 000s 162.4 

Staying Visitor Nights/Days 
000s 

476.3 

Average Nights per Staying 
Visitor 

2.9 

Total Spend by Staying Visitors 
(£m) 

27.0 

Average Spend per Day Night  56.69 
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3.3 Tourism Statistics: Performance and Trends 

Moyle’s tourism performance compared with all other parts of Northern Ireland can be 
assessed over two periods, 2002-2004 and 2005-2008, due to changes in survey and 
estimation methods.  The analysis suggests that in 2004, Moyle accommodated 112,500 
staying visitor trips, which was the eighth highest of all 26 local authority areas in Northern 
Ireland.  The table below shows the data for the top 10 destination areas, in terms of 
staying visitor trips received in 2004.  It also shows that Moyle achieved the highest % 
growth in trips over the 2002-2004 period amongst these top 10 destination areas: 

Tourism Trips 2002 – 2004: Top Ten Council Areas (000s) 

 

Local Council 
Area 

2002 2003 2004 % Change 

2002-2004 

Belfast 705.6 819.5 845.8 +19.9 

Coleraine 325.6 354.2 311.0 -4.5 

Derry 143.8 159.0 166.1 +15.5 

Fermanagh 163.4 150.6 158.6 -2.9 

Down 168.9 172.9 154.8 -8.3 

Antrim 138.4 146.4 143.6 +3.8 

North Down 146.1 152.6 136.5 -6.6 

Moyle 83.8 105.4 112.5 +34.2 

Lisburn 100.6 103.4 111.6 +10.9 

Newry & Mourne 87.1 78.8 89.8 +3.1 

Source: NITB Regional/Local Authority Tourism Estimates 

 

A different pattern is shown by the analysis of Expenditure by tourists. In this case, Moyle 
was eleventh out of the 26 council areas in 2004 and achieved one of the lower growth 
rates between 2002 and 2004 (3.3% or 8th lowest): 
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Tourism Expenditure 2002 – 2004: Top Twelve Council Areas (£m) 

 

Local Council 
Area 

2002 2003 2004 % Change 

2002-2004 

Belfast 108.5 115.9 118.3 +9.0 

Coleraine 47.1 45.1 37.6 -20.2 

Derry 20.7 23.8 27.1 +30.9 

Fermanagh 20.0 21.3 25.9 +29.5 

North Down 19.1 20.3 19.9 +4.2 

Antrim 21.3 19.3 18.3 -14.1 

Down 27.5 26.3 17.6 -36.0 

Lisburn 11.3 12.2 17.4 +54.0 

Ards 14.4 15.6 14.8 +2.8 

Newry & Mourne 10.7 9.3 13.5 +26.2 

Moyle 12.0 11.4 12.4 +3.3 

Omagh 7.7 8.4 11.9 +54.5 

Source: NITB Regional/Local Authority Tourism Estimates 

 

Although slightly out-of-date due to the availability of a compatible series of data, these 
expenditure figures for 2002 to 2004 reflect the lower levels of VFR and business tourism in 
Moyle and, to some extent, length of stay and the relatively high proportion of self-catering 
and caravan park accommodation.  This is supported further by the data on average 
spending per night, showing Moyle to be in the bottom 6 alongside some other areas with 
high levels of un-serviced accommodation and/or limited hotel provision: 
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Average Spending per Night 2004: Six Lowest Council Areas 

 

Local Council Area Nights 2004 

000s 

Average Spending 

Per Night (£) 

Ballymoney 115.1 26.06 

Armagh 186.0 30.65 

Coleraine 1206.6 31.16 

Lisburn 554.8 31.36 

Banbridge 143.4 31.38 

Moyle 390.1 31.79 

 

The average spending per night of £31.79 compares with £36.72 for all of Northern Ireland 
(ie. 87% of the average). 

The consistent growth in trips between 2002 and 2004 shown by these estimates is the 
most encouraging trend.   The estimates show that Moyle achieved growth of 34.2% 
compared with 8.7% for the whole of Northern Ireland. The analysis for this period is also 
significant in demonstrating that while the value of tourism is vital for Moyle, it was 
achieving relatively low levels of expenditure per overnight stay. 

The surveys for NITB’s Local Authority Tourism Estimates changed in 2005, primarily in 
relation to domestic tourism.  Face-to-face interviews were used instead of telephone ones 
and, probably of more importance, it covered all domestic trips involving an overnight stay, 
as opposed to only holiday maker trips previously.  This provided more comprehensive data 
that take more account of such aspects as domestic business, VFR and event trips.   

For Moyle, the new set of data shows that in 2005 it was 4th in the number of trips, 8th in 
the expenditure and 19th in the average spending per night.  These figures suggest an 
improved ranking position for Moyle in terms of trips and total expenditure but its 
performance in terms of average expenditure per night was still relatively poor.  
Nevertheless, there was some improvement. The average spending per night of £35.58 in 
2005 is equivalent to 92.5% of the Northern Ireland average of £38.45, whereas it was 87% 
of the average in the 2004 estimate. 
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Estimates from 2005 Surveys: Top Ten Council Areas 

 

Local Council 
Area 

Trips 

000s 

Expenditure 

(£m) 

Nights 

000s 

Spend 

Per Night (£) 

Belfast 885.8 123.2 2774.9 44.40 

Coleraine 379.6 39.4 982.7 40.09 

Down 340.2 37.5 1098.8 34.13 

Moyle 258.8 18.7 525.6 35.58 

North Down 195.4 27.2 559.6 48.61 

Fermanagh 190.3 26.1 491.4 53.11 

Derry 148.4 25.5 670.8 38.01 

Newry & Mourne 111.0 18.5 382.0 48.43 

Lisburn 105.6 18.2 514.5 35.37 

Antrim 100.8 15.0 389.6 38.50 

Source: NITB Regional/Local Authority Tourism Estimates 2005  
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The table below provides an analysis of tourism performance in the Moyle District Council 
area over the period 2006 -2009  

 

Moyle District Council Area: 2006-2009 

 2006 2007 2008 2009 % Change 

2006-2009 

Trips 000s 162.0 165.2 143.8 162.4 +0.25 

Expenditure 
£m 

17.0 21.8 19.3 27.0 +58.8 

Nights 000s 482.00 540.97 461.2 476.3 -1.2 

Avg. Nights 
Stay  

3.0 3.3 3.2 2.9 -3.4 

Spend/Night £ 35.27 40.30 41.85 56.69 +60.7 

Northern Ireland: 2006-2009 

Trips 000s 3,147 3,142.1 3,024.4 3,129.4 -0.6 

Expenditure 
£m 

487 509.9 522.5 507.0 +4.1 

Nights 000s 12,418 12,848.8 12,378.4 10,565.6 -14.9 

Avg. Nights 
Stay 

3.9 4.1 4.1 3.4 -12.8 

Spend/Night £ 39.22 39.68 42.21 47.99 +22.36 

Source: NITB Research & Evaluation Department 

 

The main trends for 2006-2008 are shown to be:  

• A slight increase in trips (0.25% compared with a drop of 0.6% for the whole of 
Northern Ireland), following a 13% drop between 2007 and 2008. 

• A 59% increase in expenditure (compared with the Northern Ireland increase of just 
over 4%) 

• A 1.2% reduction in nights (compared with a 15% reduction nationally) 
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• A slight drop in the average length of stay to 2.9, after two good years in 2007 and 
2008 and still showing lower length of stay than Northern Ireland as a whole (3.4  
nights in 2009) 

• A 60% increase in average spend per night (compared with 22%) 

• An average expenditure per night in 2009 which is 18% higher than the Northern 
Ireland average  

The main indicators from these estimates are (1) the increase in trips to Moyle in 2009 to a 
level similar to 2006; (2) the significant growth in total visitor expenditure in 2009; (3) the 
reduction in average nights stay; and (3) the resultant increase in average spend per night.  

 

3.4   Tourism Statistics: Visitor Attractions 

The Moyle area is fortunate in having the iconic tourist attraction of the Giant’s Causeway 
and others that are well-known and well-visited.  In 2009, it had two of the top 10 most 
visited attractions in Northern Ireland.  As shown below, there has been a phenomenal 
increase in the number of visits to the Giant’s Causeway Visitor Centre and Carrick-a-Rede 
Rope Bridge in recent years: 

 

 
Attraction 

 
2002 

 
2003 

 
2004 

 
2005 

 
2006 

 
2007 

 
2008 

 
2009 

% 
Change 
02-08 
 

 
Giant’s 
Causeway 
Centre 

 
406,801 

 
398,977 

 
445,327 

 
464,243 

 
553,063 

 
712,714 

 
751,693 

 
714,612 

 
+75.7 

 
Carrick-a Rede 

 
124,152 

 
133,502 

 
157,000 

 
165,000 

 
184,904 

 
222,613 

 
241,291 

 
239,299 

 
+94.5 
 

 
Old Bushmills 
Distillery 

 
101,002 

 
109,937 

 
125,425 

 
128,425 

 
134,298 

 
123,000 

 
101,589 

 
100,318 

 
-0.7 

 
Glenariff 
Forest Park 

 
61,300 

 
70,000 

 
43,113 

 
45,255 

 
41,224 

 
47,288 

 
47,343 

 
51,037 

 
-16.7 

 
Rathlin West 
Lighthouse 

 
7,207 

 
9,105 

 
8,907 

 
10,998 

 
11,200 

 
10,200 

 
11,708 

 
14,478 

 
+100.9 

 
Watertop 
Open Farm 

  
8,000 

 
8,500 

 
8,600 

 
9,500 

 
10,000 

 
10,000 

 
10,500 

 
+31.3 

 
Rathlin 
Boathouse 

 
4,500 

 
7,350 

 
7,700 

 
8,138 

 
9,226 

 
9,000 

 
7,846 

 
12,422 

 
+176.0 

 
Ballypatrick 
Forest Park 

 
11,700 

 
14,400 

 
5,236 

 
3,688 

 
4,435 

 
2,558 

 
3,483 

 
3,177 

 
-64.3 

Source: NITB Survey of Visitor Attractions: Annual Reports 
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Over the period from 2002 to 2009, the number of tourist trips (staying visitors) recorded as 
coming into Northern Ireland increased from 1.741m to 1.918m, or by 10%.  Thus, the 
levels of increase in visits achieved by 5 of the Moyle attractions in the above table greatly 
exceeded what would have been expected if they had gone up in keeping with national 
trends in incoming visitor numbers.  By comparison, the forest parks performed poorly and 
the Old Bushmills Distillery has experienced declining numbers since a peak in 2006, largely 
as a result of company policy to cater more for smaller groups (due to health and safety 
issues). 

In addition to the above visitor attractions for which visit numbers are available, Moyle has a 
wide range of others.  These are included in the full categorised list in the product audit 
section. 

3.5 Tourism Statistics: Accommodation 

The full range of accommodation in Moyle is described in the audit section and summarised 
below: 

 

Type of 
Accommodation 

 

Number Rooms 

Hotel 4 112 

Guest House 7 41 

B&B 77 198 

Hostels/Camping Barn 7 64 

Self Catering 152 n/a 

Caravan parks 12 n/a 

 

Hotel Occupancy 

As far as occupancy levels and trends are concerned, the main published sources of 
information are NITB’s annual surveys.  These do not provide information down to local 
authority area level.  Moyle’s figures are included in the analysis of the North East area 
which covers County Antrim and Portstewart (excluding areas within 10 miles of central 
Belfast).  

In 2009, the North East area contained 38 (28%) of the138 hotels in Northern Ireland and 
1,562 of the hotel rooms (20%).  The table below compares hotel occupancy levels achieved 
by the regions and Northern Ireland between 2006 and 2009: 
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Hotel Room Occupancy (%) 

Region 2006 2007 2008 2009 

Belfast 75 77 70 63 

North West 59 64 63 62 

North East 61 64 60 56 

South West 53 59 54 51 

South East 52 57 53 47 

Northern Ireland 64 67 63 57 

Hotel Bedspace Occupancy (%) 

Region 2006 2007 2008 2009 

Belfast 50 50 48 44 

North West 41 44 45 44 

North East 41 43 40 40 

South West 41 43 39 38 

South East 36 37 37 33 

Northern Ireland 43 45 43 41 

     Source: NITB Hotel Occupancy Surveys 2007 and 2009 

 

Throughout the period, the North East area hotel room occupancy levels were lower than 
the average for Northern Ireland as a whole, as were all the other regions except Belfast 
and, more recently, the North West, including Derry.   This reflects the Belfast’s relative 
success as a business tourism and short city-break destination. 

Trends show that the North East hotels performed in a similar fashion as Northern Ireland 
as a whole, with occupancy levels rising and falling at much the same rate. 
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Guest House and B&B Occupancy 

A similar analysis for this category of accommodation can be summarised as follows:  

 

Guest House and B&B Room Occupancy (%) 

Region 2006 2007 2008 2009 

Belfast - - - - 

North West 29 32 33 24 

North East 31 39 34 31 

South West 31 37 32 32 

South East 29 33 29 22 

Northern Ireland 31 37 33 28 

Guest House and B&B Bedspace Occupancy (%) 

Region 2006 2007 2008 2009 

Belfast - - - - 

North West 20 22 23 19 

North East 26 31 27 25 

South West 24 29 25 26 

South East 20 23 20 16 

Northern Ireland 24 28 25 22 

Source: NITB Guest House and B&B Occupancy Surveys 2007 and 2009;   
Sample too small to provide figures for Belfast 

 

The 37% room and 28% bedspace occupancies for Northern Ireland as a whole in 2007 are 
the highest ever recorded.  In that year, the levels in the North East were in fact higher than 
the overall average.  By comparison, 2009 was not a good year for this sector generally.  All 
regions, except the South West, experienced drops.  However, in three of the four years 
covered, the North East area recorded the highest occupancy levels.   
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Self-Catering Occupancy 

In 2009, the North East area had 821 self-catering units available.  This is 46% of all units in 
Northern Ireland.  The table below shows occupancy levels achieved in the regions: 

 

Self-catering Seasonal Occupancy (%): April-September 

Region 2006 2007 2008 2009 

Belfast - - - - 

North West 37 41 31 38 

North East 45 49 36 46 

South West 57 53 42 51 

South East 50 52 39 44 

Northern Ireland 49 50 38 45 

Self-catering Annual Occupancy (%): 

Region 2006 2007 2008 2009 

Belfast - - - - 

North West 27 29 22 25 

North East 31 34 23 29 

South West 40 40 29 35 

South East 38 40 30 30 

Northern Ireland 35 37 26 30 

     Source: NITB Self-catering Occupancy Surveys 2007 and 2009; 
    Sample too small to provide figures for Belfast 
 

While 2008 was not a good year for self-catering establishments in Northern Ireland, there 
was good recovery in 2009.  All but one of the regions experienced seasonal and annual 
increases.  However, the North East region was the only one where there was no increase in 
the number of weeks sold, suggesting that while the stock increased, no additional business 
was attracted.   
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3.6   Key Statistics, Performance and Trends: Summary 

From the above analysis, the most relevant findings can be summarised as follows: 

• Moyle is not a particularly small area but its population is low. It is primarily a rural 
area with one small town with no major changes are expected in these 
characteristics 

• The resident population provides a low base for VFR tourism (ie. Visiting Friends 
and Relatives) and this is not expected to change to any great extent. VFR tourism 
forms 47% of incoming visits to Northern Ireland 

• The limited resident population also restricts the range of local services available 
to visitors. 

• The area attracted 476,300 visitor nights in 2009 (NITB), which is very slightly 
down (-1.2%) on 2006 figures. 

• All visits generated a total of £27m in revenue for the local economy in 2009 

• For every night a visitor stays in Moyle, £57 is generated within the economy 
(NITB 2009)  

• Average spend per night has tended to be relatively low in Moyle compared with 
most areas from NITB estimates. 

• There has been a phenomenal increase in the number of visits to the Giant’s 
Causeway Visitor Centre and Carrick-a-Rede Rope Bridge in recent years 

• Between 2006 and 2009, the North East area hotel occupancy levels were slightly 
lower than the average for Northern Ireland as a whole 

• Over the same period occupancy levels for guest houses and B&Bs in the North 
East area were higher than average 

• The opposite applies to self-catering in the North East which suffered a drop in 
average occupancy in 2008 but recovered in 2009, to be on a par with the 
Northern Ireland average. 
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4.0     Current Visitor Markets 

There are a number of sources that can be used to build up a profile of the existing visitors 
to the Moyle area.  

4.1 Moyle Council Survey of Accommodation Providers 

The Council’s TIC staff have carried out a survey of accommodation providers for the past 
three years. This means that the information gathered is about staying visitors. The number 
of completed questionnaires was 65 for the 2007 season, 74 for 2008 and 90 for 2009. 
The results and their implications are summarised below: 

(1) Where did the majority of your visitors come from? 

 

Origin (%) 2007 2008 2009 

Northern Ireland 24 25 26 

England 28 31 34 

Scotland 8 4 9 

Wales 3 0 0 

Republic of Ireland 9 8 12 

Europe 14 22 12 

USA 3 2 3 

Canada 4 1 2 

Australia 5 5 2 

Other Countries 2 2 0 

 

This illustrates the importance of the domestic and GB markets for the area (making up 
63% in 2007, 60% in 2008 and 69% in 2009). The most significant change shown is the 
increase in visits from people from close to home markets, including ROI.  
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(2) How many nights did your visitors stay? 

 

Nights Stayed (%) 2007 2008 2009 

One 20 22 13 

2 to 3 35 36 36 

3 or more 45 42 51 

 

The results here depend on the structure of the sample that completed the questionnaire.  
For example, the number of hotels and self-catering establishments in the sample will have 
most influence on the average nights spent. The figures suggest that up to 2008, more than 
half of stays were under 3 nights. This is probably in keeping with the STEAM estimate for 
2008 suggesting an average stay of 3.4 nights. However, the 2009 returns suggest an 
increase in average length of stay for that year, with 51% staying 3 nights or more. 

(3) Where did your visitors hear about your establishment? 

 

Source of Information 
(%) 

2007 2008 2009 

Tourist Information 
Centre 

17 9 5 

CC&G Regional Tourism 
Guide 

23 12 9 

Independent Advertising 12 7 2 

Internet & Other 48   

Internet  22 31 

Telephone Directory  2 0 

Website  17 27 

Previous customers  22 22 

Other  9 0 

 

It is not possible to make direct comparisons involving the 2007 data because the response 
categories changed. However, the 2009 data show that there has been a substantial 
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increase in use of the internet and individual websites as sources of information (up from 
39% in 2008 to 58% in 2009). TIC and Tourism Guide usage levels have dropped 
accordingly. 

(4)  How did your visitors make their booking? 

 

Booking Method (%) 2007 2008 2009 

Tourist Information 
Centre 

10 9 5 

Telephone 35 37 34 

In Person 8 4 5 

Writing  4 1 

Internet/website 19 19 22 

Email 26 32 33 

Other 2 - - 

 

Much the same applies here regarding the change in response categories between 2007 and 
2008. However, the 2009 figures verify an increase in use of the internet and email as 
booking media. 

 

(5)  How would you rate your business in comparison to the previous season? 

 

Level of Business (%) 2007 2008 2009 

Increased 75 41 12 

Decreased 3 20 36 

Remained the same 22 39 52 

 

The decrease in business in 2008 has already been evident in the estimates produced by 
STEAM and NITB. Indications for 2009 show a continuation of that trend although the NITB 
occupancy survey results for the North East show that this varied by sector. 

(6)  What would you say was the most popular tourist attraction with your visitors? 
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Most popular 
Attraction (%) 

2007 2008 2009 

Giant’s Causeway 37 56 74 

Glens of Antrim 25 13 10 

Carrick-a-Rede Rope 
Bridge 

14 12 4 

Rathlin Island 21 6 8 

Bushmills Distillery 0 5 1 

Other Attraction 3 8 1 

 

These responses illustrate the dominance of the Giant’s Causeway but also suggest strong 
popularity of the Antrim Glens that is not evident when looking only at available figures on 
annual visits to attractions.  

(7)  What would you say was the most popular leisure activity with your visitors? 

 

Most popular Activity 
(%) 

2007 2008 2009 

Walking 63 34 39 

Cycling 7 6 5 

Golf 9 8 2 

Angling 3 2 5 

Horse Riding 6 4 2 

Other Activities 12 6 - 

Sightseeing  40 47 

 

It is not possible to make direct comparisons involving the 2007 data because the response 
categories changed. However, it is clear that sightseeing and walking are the main activities 
of visitors staying at least one night in Moyle. 
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(8)  Do you think visitors will plan a return trip? 

 

Likelihood of Return 
Trip (%) 

2007 2008 2009 

Yes 81 83 70 

No 1 0 0 

Don’t Know 17 17 30 

 

These responses show a perceived high level of repeat visits which is not surprising given 
the quality of experience on offer and also the fact that around 75% of guests are from NI, 
GB or ROI (ie. close to home markets).   

 

(9)  In your opinion, which aspect of local tourism were your visitors most satisfied with? 

 

Most satisfied with 
(%) 

2007 2008 2009 

Standard of 
Accommodation 

32 39 41 

Hospitality 31 22 31 

Attractions 26 30 23 

Transport 10 2 1 

Restaurants/pubs 2 7 4 

 

The low score for restaurants and pubs is the most concerning result here, given the strong 
emphasis placed on this aspect by Tourism Ireland and NITB in trying to promote the 
uniqueness and quality on offer. 
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(10)  Which of the following months was your busiest this year? 

 

Busiest Month (%) 2007 2008 2009 

May 6  6 

June 11 11 12 

July 24 30 30 

August  44 49 45 

September 15 10 6 

October   1 

 

The poor May 2008 performance is not evident from other information such as the monthly 
Causeway Visit Centre figures. The 2009 figures suggest a disappointing autumn. 

 

4.2   Accommodation Providers’ Consultation Workshop 

This workshop was held on Wednesday 17 February 2010 and attended by 17 
accommodation providers. No hotels were represented. Otherwise, there was a good mix of 
guest house, B&B and self-catering providers. With regard to the profile and motivations of 
existing staying visitor markets, the main responses to the following questions can be 
summarised as follows: 

(1) Who is coming to Moyle? 

Aside from the domestic tourism market which still accounted for the bulk of business, the 
out-of-state visitor market was ranked as follows: 

• England 

• Scotland 

• ROI 

• France 

• Germany 

• Polish (visiting family working in NI) 

• Dutch 

• American 
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(2) Changes in the customer profile 

The group was able to identify a clear demographic pattern emerging across the different 
accommodation sectors. For example, the local B&B’s were catering for an English mature 
market interested in sightseeing/scenery and a European young market with an active 
interest in activities. The self-catering sector was catering for young families in the peak 
season (from across the UK and ROI) and in the off-peak season, they were seeing an 
increase in long stay, mature visitors. 

The group agreed that overall, there was a slight increase in visitors last year. The 
caravanning sector had a phenomenal season in 2009, despite the inclement weather, as a 
direct result of the economic recession. Some thought that although there was an increase 
in visitors from the South, this had not materialised in the way they would have expected 
compared to the rest of the Causeway Coast, given the currency advantages. The reason 
given was a lack of knowledge of the area from this market.   

 

(3) Reasons for coming to Moyle 

Attractions were ranked as follows: 

• Giant’s Causeway 

• Carrick-a-Rede Rope Bridge 

• Scenery/beaches 

• Genealogy 

• Rathlin Island (bird watching, flora and fauna, seals) 

• Castles and Legends 

• Old Bushmills Distillery 

 

When asked what they regard as the main things that visitors come to do in the area, the 
following ranking emerged: 

 

• Rest and Relaxation 

• Visiting Family and Friends 

• History and Culture 

• Walking 

• Cycling 
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• Music and “Craic” 

• Sporting Events ie Tennis tournament, North West 200 

• Events and Festivals 

 

(4) How did they hear about you? 

• Internet Websites: The main website mentioned was the NITB one, which is linked 
to the Causeway Coast and Glens RTP site and, in turn, linked to the provider’s 
individual site. A straw poll indicated that all attendees either had or were in the 
process of developing their own site. Over the last year, there was said to be a 
noticeable increase in traffic from local sites such as ireland-holidays.net and 
northantrim.com 

• NITB Brochure: Second only to the website, this was still regarded as a valuable 
marketing tool, although the participants were disappointed by the size and weight 
of the most recent edition. 

• Passing trade/Word-of-mouth: Visitors still arrive on spec at the local accommodation 
and the providers said they relied heavily on word-of-mouth and recommendations 
from previous guests 

• Local TIC: Ranked fourth in the list, there was a definite feeling that much more 
could be made of this avenue. 

 

(5) Customer satisfaction 

There was a long discussion on this issue and whether their customer perceptions were 
realised when they actually visited. The providers generally agreed that there was a high 
level of satisfaction amongst their customers and that their perceptions were more than 
satisfied, which was evidenced by the number of repeat visits. Visitor comments included 
reference to the very high standard of accommodation, compared to other parts of the UK; 
ample opportunity to get real rest and relaxation; local knowledge and friendliness; and 
stunning scenery. A common comment from visitors is: “I never imagined it would be so 
beautiful”. 

 4.3    Causeway Coast and Glens Visitor Surveys 2005 and 2008 

Further insight into the characteristics of existing markets can be provided by these two 
surveys which involved interviews with a sample of visitors throughout the CC&G area. The 
2005 survey was carried out between March and October that year and involved interviews 
with a sample of 455 visitors to the area (most of whom were classified as tourists rather 
than day visitors). The 2008 survey was conducted between February and December and 
the sample size was 1,012, split roughly 50:50 between tourists (staying at least one night 
away from home) and day visitors. The following are the main findings of relevance: 
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(1) Age Profile (all visitors) 

Age Group (%) 2005 2008 

16-24 12 7 

25-34 21 15 

35-44 22 25 

45-54 20 19 

55-64 13 20 

65+ 11 14 

 

This suggests a trend towards more visitors in the 55+ age bracket. However, this change 
may be influenced to some extent by the longer survey period in 2008, covering off-peak 
months when older people are more likely to be available to make a trip. 

(2) Lifestage (of respondents who were staying visitors either inside or outside the area) 

 

Lifestage Group 
(%) 

2005 2008 

Empty Nesters 40 34 

Young 
Independents 

30 10 

Families 17 35 

Older Independents - 21 

 

The two sets of data are not directly comparable because one of the categories was 
excluded form the 2005 analysis. The 2008 results show a more reliable profile of the main 
lifestage market segments attracted to the area, namely: 

• Families – households with children still at home – 35% 

• Empty Nesters – aged 45+ with no children in household – 34% 

• Young Independents – aged under 25 with no children in household – 10% 

• Older Independents – aged 25-44 with no children in household – 21% 
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The same analysis of day visitors in 2008 provides the following lifestage breakdown: 

 

Lifestage  Group 
(%) 

2008 

Empty Nesters 30 

Young 
Independents 

15 

Families 39 

Older Independents 15 

 

So there appears to be a higher proportion of Young Independents and Families amongst 
day trippers when compared with the profile of those classified as tourists (staying visitors). 

(3) Place of Origin (all visitors) 

Origin (%) 2005 2008 

Northern Ireland 22 48 

Great Britain 22 35 

Republic of Ireland 12 5 

Europe 18 7 

Other Overseas 26 7 

           Totals do not add up to 100 due to rounding 

The higher proportion of persons from Northern Ireland may be a reflection on the lower 
tourist trip figures in 2008 (ie. many more day visitors were interviewed).   
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(4)  Activities Undertaken (excluding day visitors) 

 

Activities (%) 2005 2008 

General 
sightseeing/touring 

69 68 

Walking less than 2 
miles 

54 58 

Eating Out 37 70 

Visiting Historic Buildings 29 20 

Shopping 28 44 

Hill Walking/walking 2+ 
miles 

23 14 

Visit to specific 
attraction 

20 * 

Visit to 
museums/galleries 

17 * 

Go to craft centre/shop 15 * 

Visit to 
churches/cathedrals 

15 * 

Visit to Gardens 11 * 

Visit family/friends 9 20 

 

* Data not available. 

Again these confirm the popularity of sightseeing and walking as visitor activities in the 
CC&G area. 
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(5) Attractions Visited - or planning to visit (excluding day visitors) 

 

Attractions 2008 

The Causeway Coastal Route 53 

Giant’s Causeway  51 

Carrick-a-Rede Rope Bridge 36 

Carrickfergus Castle 20 

Old Bushmills Distillery 28 

Portstewart Strand 27 

Dunluce Castle 25 

Carrickfergus Marina 13 

Carnfunnock Forest Park 11 

Benone Strand & Tourist 
Complex 

14 

None 16 

 

The above figures show how the Causeway Coastal Route has become recognised by visitors 
as an attraction  
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4.4  Origin of Visitors to the Giant’s Causeway 

 

The following analysis of the nationality of people making counter enquiries at the TIC in the 
Giant’s Causeway Visitor Centre illustrates the wide range of nationalities that are attracted 
to the Moyle area, mainly as day visitors: 

 

Origin of 
Enquirer 

2009 

 No. % 

Northern Ireland 29,747 17.2 

England 23,639 13.7 

Scotland 6,098 3.5 

Wales 1,444 0.8 

Republic of Ireland 19,190 11.1 

USA 23,299 13.5 

Canada 4,607 2.7 

Australia/New 
Zealand 

7,596 4.4 

Germany 8,397 4.9 

France 10,239 5.9 

Italy 3,394 2.3 

Holland 1,550 0.9 

Spain 7,890 4.6 

Nordics 1,985 1.1 

Other Europe 11,882 6.9 

Rest of World 10,161 5.9 

Unknown 1,099 0.6 

TOTAL 172,757 100.0 
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In 2009, the estimated number of visits to the Giant’s Causeway Visitor Centre was 714,612 
and the above table shows that 172,757 of these involved an enquiry or purchase at the TIC 
counter.   

 

 

Total Visitor Split 

 

2009 

 No. 
(rounded) 

Great Britain 128,600 

Northern Ireland 122,900 

North America 115,800 

Republic of Ireland 79,300 

France 42,000 

Germany 35,000 

Spain 32,900 

Australia/New 
Zealand 

31,400 

Italy 17,000 

Nordics 7,900 

Holland 6,400 

  

Rest of  Europe 49,300 

Rest of World 42,200 

Unknown 4,300 

TOTAL 715,000 
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It could be argued, however, that these enquiry figures are skewed away from the Northern 
Ireland residents, who might be less inclined to ask for information at the counter or buy 
souvenirs, in comparison to international visitors. Nevertheless, they give an indication of 
the magnitude of out-of-state visits that the Moyle area attracts in a single year. In truth, 
however, only a small fraction spends at least one night in accommodation in Moyle. 

 

4.5 Summary of Existing Markets and their Characteristics 

From all of these sources of information, the main markets (excluding VFR tourists) currently 
attracted to the Moyle area and their characteristics (including a broad estimate of relative 
volume) can be summarised as follows (based partly on the lifestage categories used in the 
CC&G Visitor Survey): 

 

 

(1) Staying Visitors (actually staying in accommodation in Moyle for at least 
one night) 

 

Families (or extended families) 

- with children in household 
- mainly from NI, ROI and GB 
- often on main holiday or extended short break 
- interested in family/child-related activities and facilities 
- using holiday parks and self-catering accommodation 
- currently about 20% of staying visitors 

 

Empty Nesters from NI and ROI 

- aged 45+ with no children in household 
- on a short break (often off-season by those retired) or a main/second holiday 
- interested in leisurely sightseeing and low key activities (eg. gentle walking, 

birdwatching, boat trips,  history/culture, local tours) 
- like to relax and enjoy food 
- using hotels, guest houses and B&Bs, caravans and self-catering 
- currently about 20% of staying visitors 

 
 
Empty Nesters from Elsewhere 

- aged 45+ with no children in household 
- more likely to be independent tourers or on a short break (eg. off-season from 

GB) 
- sightseers and culture seekers (many travelling on the Causeway Coastal Route) 
- visit the area’s main attractions and like scenery 
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- like local culture and unique experiences 
- short stay in hotels, guest houses and B&Bs 
- currently about 20% of staying visitors 

 
Older Independents/Couples from NI, ROI and GB 

- aged 25-44 with no children in household 
- shortbreakers from urban areas or taking a week away from it all 
- sightseers with interest in more active walking, golf, birdwatching, boating, 

fishing 
- prefer quality accommodation and cuisine 
- better hotels and guest houses, some quality self-catering 
- currently about 15% of staying visitors 

 
Older Independents/Couples from Europe and further afield 

- aged 25-44 with no children in household 
- more likely to be independent tourers (using Causeway Coastal Route) 
- sightseers visiting main attractions 
- avid interest in local culture and cuisine 
- using hotels, guest houses and B&Bs 
- currently about 10% of staying visitors 

 

Younger Independents/Couples from NI/ROI 

- aged under 25 with no children in household 
- single, couples or small groups 
- shortbreakers from urban areas and/or activity pursuers 
- sightseers with interest in specific activities like hiking, golf, birdwatching, 

boating, fishing and events 
- young professionals prefer quality accommodation and cuisine 
- others have broader requirements and tastes 
- better hotels and guest houses, some quality self-catering (for longer stayers) 
- currently about 10% of staying visitors	  

 

Younger Independents/Couples from Elsewhere 

- aged under 25 with no children in household 
- single, couples or small groups 
- on their own tour (car, cycle, motorcycle, backpacking) 
- tourers and visitors to attractions 
- some also with interest in specific activities – as above 
- interest in local culture and hospitality 
- guest houses and B&Bs, hostel accommodation 
- currently about 5% of staying visitors 
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(2) Day Visitors (coming into Moyle as part of a day trip from home or from an 
accommodation outside the area) 

 

 

From Northern Ireland 

- From all lifestages 
- Out for a drive or organised tour and returning home at night 
- Visiting the Giant’s Causeway and other attractions 
- Currently about 25% of day visits (excluding VFR) 

 
Independent Tourers Passing Through Moyle without an overnight stay 

- Visitors on a self-drive touring holiday 
- Mainly from GB, ROI and mainland Europe 
- Visit main attractions 
- Move on to another overnight destination outside Moyle (including CC&G area) 
- Currently 50% of day visits 

 

On Organised Tours 

- Travelling by coach on organised tour 
- Mainly GB and international 
- Visit main attractions 
- Move on to another overnight destination outside Moyle 
- Currently about 25% of day visits 
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5.0 Tourism Audit and Consultation Programme 

An in-depth audit of all aspects of tourism was undertaken by the consultancy team over a 
six month period, from January to June 2010. This important exercise represents the first 
comprehensive attempt to document and consolidate tourism data and information. It also 
assesses the current state of tourism within the District and provides a sound evidence 
based approach on which to base a robust, deliverable strategy.  

The Tourism Audit was compiled following an in-depth consultation programme involving a 
large number of public, private and community sector representatives from across the 
District. A full list of Consultees is attached as Appendix Two. 

The Tourism Audit has been organised into a number of distinct sections as follows: 

5.1   Delivery and Structure 

This section looked at how tourism is delivered in Moyle and the current structures and 
relationships that are in place at a local regional and national level. 

Council Structure 

The tourism function sits within the Department of Tourism and Leisure. The Head of 
Tourism and Leisure, is supported by a Tourism Development Officer who was appointed in 
2009, with the idea that they would be familiar with the area and, by participating in the 
Tourism Development strategy process, would be well placed to take forward delivery and 
implementation going forward. The Tourism Development Officer is also responsible for the 
TIC’s within the district. 

The current structure within Council is sound and fit for purpose going forward. The 
employment of a Tourism Development Officer ahead of the strategy has proved to be a 
sound strategic move by the Council as the TDO has worked closely with the consultancy 
team, particularly in their work with the private sector. 

While tourism development is given top priority within the Council’s Corporate Plan and 
strategic objectives, and there is a good working relationship at officer level between the 
Development Department and Tourism and Leisure, there is potential to formalise and 
strengthen this going forward. The new Economic Development Strategy will provide an 
ideal vehicle for this.   

Causeway Coast and Glens Regional Tourism Partnership 

The Causeway Coast and Glens Regional Tourism Partnership currently comprises of eight 
local authority areas namely Coleraine, Moyle, Ballymoney, Limavady, Ballymena, Larne, 
Newtownabbey and Carrickfergus. Moyle District council is one of the biggest financial 
contributors to the organisation, contributing £39k per annum, matched only by Coleraine.  
It has two seats on the board and also actively participates in the Management Committee 
meetings. Private sector membership, totalling over 155 individual businesses is one of the 
highest of the 8 areas. 
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Causeway Coast and Glens Regional Tourism Partnership was one of five original regional 
partnerships proposed by NITB. A Business Plan produced in 2006 outlined the vision for the 
RTP and its role “to maximise tourism impact in terms of the economy of the Causeway 
Coast and Glens region through marketing, development and visitor servicing activity either 
directly or in a co-ordination or partnership role while giving due regard to the need for 
sustainability” A series of objectives and actions based round the themes of Destination 
Marketing, Destination Management, Causeway Masterplan, Product Development, 
Communication, Leadership, Training Needs and Management, was produced for the period 
2006- 2009.  This has formed the basis of an annual operational plan since then. 

The Giants Causeway, the Carrick-a-rede Rope Bridge and the Glens have been a key selling 
point for the RTP since its inception. Images of the area regularly form a key element of tv 
and print advertising campaigns, so in terms of marketing spend and exposure to overseas 
markets, Moyle benefits substantially from its membership. The print run of the main guide 
is 50k and 110k for the Causeway Coastal Route Map. The RTP also delivered a £25k GB 
advertising campaign featuring Carrick-a-rede Rope Bridge in which 4 page A4 flyers were 
inserted in a Scottish national newspaper and a £20k ROI Spring advertising campaign. 
CCAG has assisted with delivering 119 Trade and Media familiarisation trips to the Moyle 
District. Moyle is also well positioned to take advantage of key development themes being 
promoted by the RTP, such as Myths and Legends, Biker Tourism, and the Rural Tourism 
Marketing Programme, funded by the North East Partnership, Rural Development 
Programme.  

A review of the local and regional tourism delivery structures within the Causeway Coast and 
Glens region, in line with the DETI Draft Tourism Strategy for NI up to 2020, has been 
commissioned and is due to report to Councils in September 2011. This review will have a 
significant impact on the tourism delivery structures and funding opportunities for the Moyle 
District going forward.  

Northern Ireland Tourism Board (NITB) 

There is a degree of confusion within the public and private sector in the Moyle area 
surrounding the defined roles of NITB and the RTP and the relationship between the two. 
Officers from Moyle do have a direct relationship with various departments within NITB, 
although this exists on an ad-hoc project or funding basis, rather than an on-going strategic 
basis. They have also had direct involvement in the review of the Causeway Coast 
Masterplan being carried out by DETI and NITB. The council also submitted a detailed 
response to the DETI Draft Tourism Strategy for NI, which has been enclosed as Appendix 
Two, in recognition of the importance of any locally developed plans dovetailing with the 
overarching national strategy.  
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Tourism Ireland   (TIL) 

Moyle District Council have little or no direct communication or relationships with Tourism 
Ireland, despite the strong presence of the district in marketing collateral and inclusion in 
high profile Familiarisation trips and Trade Shows. This relationship is conducted primarily 
through the RTP structure, a practice which does cause confusion and frustration at a local 
delivery level and requires clarification and review going forward. 

Causeway Coast and Glens Heritage Trust (CCGHT)  

Moyle is a core member of this organisation which also includes the council areas of 
Coleraine, Ballymena, Larne and Limavady. The Causeway Coast and Glens Heritage Trust 
was established as a limited company in 2002 “to promote environmental management and 
sustainable tourism which aims to protect and enhance the unique heritage of the Causeway 
Coast and Glens area”. Moyle contributes £11k per annum to the initiative and has benefited 
significantly from its membership, demonstrating a good on-going working relationship. 
Projects such as the Causeway Coastal Route Signature Project and CCR Alive Digital 
Project, involving an investment of £150k in digital media to promote the area, have added 
significant value to visitor servicing in the District.  Uncertainty regarding the future of the 
initiative, and its vulnerability to public sector funding cuts, is of great concern to many in 
Moyle area who see the organisation as a key advocate of sustainable development and its 
links to a viable tourism product in the future.  

Countryside Access and Activity Network (CAAN) 

The Consultants have met with representatives from CAAN and have identified tremendous 
opportunities for future product development and marketing projects for the future, which 
will form an integral part of the final Strategy and Action Plan. There is a wealth of on-going 
research which will provide a robust evidence base for future funding applications and 
private sector development opportunities. Moyle District Council is also working in 
partnership with NITB and the Forest Service on a Feasibility Study looking at the tourism 
potential of forests, which includes Glenariff Forest Park, which could form a viable” hub” 
and catalyst for the development of a viable activity tourism product.  

The Private Sector 

The appointment of the Tourism Development Officer was part of a strategic aim by Moyle 
District Council to develop stronger working relationships with the private sector businesses 
within the District. The TDO has begun this process and it is hoped that the tourism 
development strategy will galvanise and support this effort. Moyle also supports,  by way of 
a service Level Agreement the Antrim Glens Tourism Group, a private sector organisation 
with their own TIC in Cushendall, dedicated to promoting the Glens.  

Throughout the process of the consultation programme the consultants noted a positive 
response, particularly from the Accommodation Provider Sector and notable activity 
providers. There are a number of private sector developers who have received support and 
assistance, including the developers of Cushendall Marina. It was very apparent that there 
was a demonstrable need for some sort of Tourism Forum or organisational framework, to 

51



co-ordinate the activities and development plans of the wealth of small private sector 
businesses within the area and strong support and enthusiasm for this approach, as 
advocated within this strategy.   

 

5.2    Visitor Servicing 

A review of the basic infrastructure, orientation and signage and visitor information provision 
of the district and how it positively or negatively impacts on the development of a viable 
tourism offer. 

Basic Infrastructure  

The basic road infrastructure and the area’s current perceived inaccessibility is the main 
barrier to tourism development. We say “perceived” as the centre of Belfast is only just 
under an hour’s drive away, Coleraine is around 25 minutes and Ballymena is only 15 
minutes from Glenariff. Certain parts of the Causeway Coastal route and Antrim Coast Road, 
ie Cushendun, Torr Head and Murlough Bay are difficult to navigate for large coaches or 
caravans. The quality of the roads is generally good and the topography and scenic beauty 
of the area would rule out any widening or major improvement schemes, so innovative 
transport schemes are required. The main issue, from the visitor perspective, is orientation 
and the relationship between the towns and villages and the places of interest and 
attractions and the provision of viewing points and information, particularly in the Glens 
themselves, which is discussed in the section below. A thorough review of the road 
infrastructure has been carried out to assess the feasibility of creating a series of driving 
routes, either by private car or other means in the least inaccessible roads, which link the 
towns and villages with the places of interest and encourage the visitor to stay longer and 
spend more in the locality. 

Moyle is difficult for those using public bus transports as there are no direct routes from 
Belfast. People need to change at Ballymena for either direct routes to Ballycastle, 
Cushendall or Cushendun. Visitors need to change again at Ballycastle to get to the 
Causeway itself. During the peak summer months the “Antrim Coaster” operates twice daily, 
and although it does pass through all the towns and villages, it still does not function as a 
“jump on/jump off” facility. 

There are also a number of private tour operators ie. Allens and Paddywagon Tours, who 
operate daily trips to the Causeway and the Distillery. A consultation with the Belfast 
Welcome Centre provided interesting data on the usage of these trips. The main issue was 
the fact that these trips operated to a fixed itinerary and timetable and provided no 
opportunity to visit the wider area. 

The provision of Coach Tour Parking was identified on numerous occasions during the 
consultation process.  One only has to visit Cushendall or Ballycastle during the summer 
months to see the extent of the problem and realise that this must be a priority action for 
the future.  
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Orientation and Signage 

The provision of orientation and signage, in comparison to other areas of the North Coast is 
poor.  There is an identifiable need for an orientation and signage programme specifically 
for the Glens. Although improvements have been made and more are in the pipeline there is 
a definite need for a thorough review, consolidation of design and materials and general 
simplification of the provision, if it is to meet high quality visitor standards and contribute to 
the development of tourism.    

Brown Signage provision in the District is generally very good, with very few gaps in 
provision being noted. There is some scope for rationalisation and consolidation in some 
instance in order to reduce road side clutter. 

The Ballycastle Town Centre Masterplan and the audit of the villages and their individual 
Action plans has highlighted particular issues. Specific orientation and signage issues, as 
they relate to individual places of interest or attractions, have been photographed, 
catalogued and passes to the relevant authorities for action. 

Visitor Information Provision 

Visitor Information Provision, like many other parts of Northern Ireland, is not up to the 
standard of an international visitor destination. This is something that the wider tourism 
bodies are working hard to correct. NITB have carried out a major strategic review of 
information provision under various initiatives such as marketing, Causeway Coastal Route 
Technical Study and the Draft Tourism Strategy for NI.  It is vital that any recommendations 
for this area dovetail with this work, which can only serve to enhance and add value to them 
in the longer term. It is proposed to submit another application under Phase Two of the 
programme.  

The Ballycastle Town Centre Masterplan and the audit of the villages and their individual 
Action plans has also highlighted a series of issues in this area.  

 

5.3    Marketing and Image 

An assessment of the area’s ability to present a unique, cohesive image/ brand as a tourism 
destination to key tourism markets was carried out. This also included a review of direct and 
in-direct marketing expenditure at a local, regional and national level, including e-marketing 
activity, packaging opportunities with the private sector and involvement in Product 
familiarisation trips and Trade Shows to showcase the area. 

Generic Tourism Marketing Expenditure 

The Tourism Officer is responsible for the generic marketing of the District to the local 
Northern Ireland market, marketing through the main Tourist Information Centre, based in 
Ballycastle. She is also responsible for updating the tourism website, supplying material and 
working on marketing initiatives with the Causeway Coast and Glens Regional Tourism 
Partnership and attending trade and exhibitions on behalf of the Council. The Council annual 
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marketing budget for the financial year 2010/2011 was £20k, which includes all advertising, 
promotional and sponsorship costs. The main marketing tool for marketing the district of 
Moyle is a pocket size brochure under the heading “Moyle Coast and Glens”. The leaflet 
consisted of a map which highlights the main tourist attractions and has suggestions for 7 
great days out.  

The Council has made a number of attempts to put together packages and promotions for 
the local market, but there has been a slow uptake from the trade. Timing may have been a 
factor here, and a more strategic approach is planned for the future. 

 

Other Tourism Marketing Expenditure 

Moyle District Council contributes £39,000 per annum to the Causeway Coast and Glens 
RTP, which represents eight local Council areas. There are also 155 private sector members 
in the Moyle area, the majority of these are local accommodation providers. As a group they 
represent a large percentage of the total private sector membership of the RTP. The RTP is 
responsible for out-of-state tourism marketing, which includes brochures, trade shows, 
promotions, web-site etc. The RTP manages and contributes to the communication, 
development and marketing of the region’s tourist image in defined markets, with its key 
products being the natural environment, golf, walking and cycling. It also provides a vital 
tourism monitoring function for each Council area through the STEAM Model which was 
introduced last year.  

A review of the Causeway Coast and Glens promotional literature identified that, relative to 
other Council areas, Moyle has a strong presence in their annual Visitor Guide. The main 
main attractions of the Giants Causeway are Carrick-a-rede are key selling points and 
feature strongly in visual imagery. Moyle also features strongly in the Causeway Coastal  
Route Map, the main marketing tool to orientate visitors round the area.  

There are a number of other publications which were produced in the past, but, because 
they were as a result of a joint funding initiative which is now completed, further print runs 
are not planned. These include A Guide to the Glens of Antrim, Your Guide to Walking in the 
Causeway Coast and Glens and Your Guide to Cycling in the Causeway Coast and Glens 

The consultations revealed that the private sector are not making the most of the marketing 
opportunities being offered by the CC&G RTP, particularly with regards to packaging, 
although there has been some notable successes this year, such as the Myths and Legends 
Fam Trip in May, and an excellent feature in the Aer Lingus in-flight magazine. There is a 
clear need to improve communication with the RTP and expand the existing membership 
base into other sectors such as Activity Providers. 
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NITB  

Strong images of the Causeway, Carrick-a-rede and the Glens feature heavily in the NITB 
literature, website, TV campaigns and press advertising. The area is also well represented in 
the “Great Days Out” publication.  Local accommodation providers are generally pleased 
with the website accommodation service but some were concerned about the size and 
weight of this year’s printed Accommodation Guide, which had incorporated a self catering 
section. 

Throughout the consultation process and various workshops it was clear that the private 
sector would welcome more proactive interaction with NITB on marketing initiatives. 

 

Tourism Ireland  

As with NITB, Tourism Ireland use strong visual imagery of the attractions in the Moyle area 
in all aspects of its marketing collateral. There is, however, very few links to the wider Glens 
area, thus encouraging the visitor to visit the attraction and leave. Council has no direct 
engagement with Tourism Ireland at this stage, other than through RTP led initiatives. 

 

Other Promotional Literature 

Our Marketing Audit also identified various other leaflets and booklets promoting attractions 
or areas in Moyle. These include  

• Brochures on the Giants Causeway and Carrick-a-rede produced by the National 
Trust. 

• “Explore the heart of the Glens Guide” produced by  Antrim Glens Tourism Group 
(currently out of print) 

• Antrim Coast and Glens produced by Causeway Coast and Glens Heritage Trust 
(currently out of print) 

• Rathlin Island – A perfect Day Out produced by RSPB 

• Glenariff Forest Park produced by the Forest Service 

Tourism Website 

Moyle also has a dedicated tourism website www.moyle-council.org/tourism which was 
launched in 2005. In general, this is a good tourism website, which fulfils an adequate 
tourism function. There were some examples of material being out-of-date and there is now 
a need to re-vamp the site and take advantage of new technology in visitor servicing and 
information provision.  
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Promotional Packages 

Council piloted a number of promotional packages aimed at the domestic short break 
market, selling them through shopping centre exhibitions, but take up and participation from 
the private sector has been poor. 

 

Familiarisation Trips/Trade Shows 

Moyle District Council has participated in a French Familiarisation Trip focusing on 
Storytelling market in March 2010 and a follow up Myths and Legends trip. The Council also 
attends a number of Trade Shows such as Balmoral Show. Council representatives will 
attend Milwaulkee in August 2010 and a representative from the Antrim Glens Tourism 
Group went to Germany. 

 

5.4     Product Audit 

A series of product databases were compiled as part of the Audit process in order to 
quantify, benchmark and map the tourism product in the district. The purpose of these 
updateable databases were threefold, to inform the consultation process, provide a 
framework for the strategic planning and action planning process and laid the foundations 
for the creation of a private sector Tourism Forum and communication network in the 
future. 

Natural Environment  
 
The natural environment and landscape of the Moyle District is its key asset and the essence 
of its tourism product. The following locations have been categorised under this heading. 
 

1. The Glens (Glentasie,Glenshesk,Glencorp,Glenann,Glendun,Glenballyeamon,Glenariff) 
2. The ‘Causeway’ 
3. Whitepark Bay 
4. Torr Head (Benmore) 
5. Murlough Bay 
6. Kinbane Head 
7. Rathlin Island 
8. Runkerry Point 
9. Loughareema (Vanishing Lake) 
10. Cushendun Bay 
11. Cushendall Bay 
12. Ballycastle Bay 
13. Larry Bane Bay 
14. Knocklayde 
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Towns and Villages  
 
An extensive catalogue of photos and information and data collected as a result of the site 
visits and consultation programme is available. The consultants have spent a lot of time with 
the relevant Council Officers and community groups, looking at the development of the 
towns and villages and the role of tourism in their Village Renewal and regeneration plans. 
The role of the towns and villages in the development of tourism is crucial as they represent 
key service centres, strategically positioned along the Coast and through the Glens, and the 
only means by which the local community can obtain economic benefit in the form of visitor 
spend.  Their strategic role is further enhanced by their potential to move people around the 
district and away from the traditional honeypots. This has been illustrated in the Spatial 
Maps (see Appendix 3). A number of driving routes which links the Glens to the towns and 
villages has been plotted. The key issues and potential interventions for each of the towns 
and villages in the District has been summarised below. 
 

1. Bushmills - “Home of the World’s Oldest Distillery and Gateway to the Giant’s 
Causeway” 

• To work with Bushmills Trust (ref. Cushendun Building Preservation Trust) to 
purchase derelict buildings and bring back into beneficial use; 

• Develop a detailed tourism regeneration programme and action plan involving Moyle 
Council, DSD and NITB to bring forward tourism projects making use of derelict 
buildings in the village centre; 

• Investigate retailing and other commercial opportunities allied to Moyle Council’s TIC 
proposal; 

• Promote the River Bush Salmon Station (principally established to carry out 
ecological research studies into the life cycle of the Atlantic salmon) as a visitor 
attraction and angling along the Bush for salmon, Brown Trout and sea trout; 

• Establish a Food and Drink Circle (ref. Kinsale, Co. Cork) with Naturally North Coast. 

 

2.   Cushendun 

• Support the Cushendun Building Preservation Trust in its work to restore Cushendun 
Old Church as a multi-purpose arts venue (regional winner of BBC’s “Restoration 
Village”); 

• Consider completion of the Clough William-Ellis Village Master Plan with the 
development of the proposed Community Hall adjacent to the village post office; 

• Refurbish and reopen public toilets; 
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• National Trust to be visible during high season with visitor information services and 
guides; 

• Celebrate the life and work of poet Moira O’Neill (Agnes Shakespeare Higginson); 

• Consider signing an alternate Causeway Coastal Route via Cushendun at Mollarts 
Bridge (Tromra Road) on the road from Cushendall. 

 

3.    Cushendall - “Heart of the Glens” 

• Establish annual Irish music events programme, promoting the village as the Irish 
music centre of the North coast; 

• Develop a ‘mirror’ programme during Derry’s City of Culture year in 2013 (liaise with  
City of Culture Company); 

• Support the development of the Marina project; 

• Improve coach parking facilities (possibly using sites at the Chapel Road entrance to 
the village); 

• Improve signage to Layde Church and improve interpretation of the site; 

• Improvements to Cushendall River and Cliff Paths; 

• Promotion of water sports at Red Bay Pier and Sailing Club; 

• Improved interpretation at Red Bay Castle; 

• Establish a St. Patrick’s Day Festival. 

 

4. Ballintoy - “Home of the Carrick-a-Rede Rope Bridge” 

• Establish more evident promotional link between the village and the Carrick-a-Rede 
Rope Bridge; 

• Shuttle bus in high season between Harbour, village and Rope Bridge; 

• NT shop in village centre; 

• Way-marked walks linking village, harbour and Rope Bridge (linking into Causeway 
Coast Way); 

• Promotion of the village as pack-packers and walkers centre through the Sheep 
Island View Hostel and excellent local walking; 
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5.  Church Bay (Rathlin) - “A World Apart” 

• Restoration of the Manor House Walled Garden; 

• Harbour and Foreshore improvements (programmed); 

• Introduction of seafood retailing at Manor House; 

• Improved island based visitor transportation; 

• Niche packaging (wildlife/birds, photography, archaeology etc.) with Rathlin Ferry 
operator; 

• 7 day a week accommodation at the Manor House during high season; 

• Wider range of food and drink options during high season. 

 

6.   Glenariff/Waterfoot - “Queen of the Glens - Gateway to Glenariff” 

• Promote the village’s position on the Moyle Way and the way-marked link to Glenariff 
Forest Park; 

• Provide a Moyle Way TIP and walkers information. 

 

7.   Armoy - “Home of the Armoy Road Races - The Race of Legends” or “Gateway 
to Glenshesk and Glentasie” 

• Interpretation of St. Patrick, Oclan and 5th Century monastery site at St Patrick’s 
Church and the Round Tower; 

• Formalise visitor information services at the offices of the Causeway Coast and Glens 
Heritage Trust; 

• Promote the village’s position on the Moyle Way and way-marked access to 
Glenshesk and Glentaise; 

• Interpretation of the ‘Armoy Armada’. 

 
8.   Ballycastle- Central “Hub” 
 

• Establish a Tourism Working Group as part of the Town Centre Partnership to 
prioritise and progress the tourism related actions detailed in the Town Development 
Plan. The consultants have amended the SWOT analysis for the town produced in 
2008 and extracted key elements that relate to tourism.  
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• Position the town as the main “Hub” for the Causeway Coast and Glens and promote 
its key strengths and vitality as a well-rounded visitor location with unique family run 
businesses, cafes and restaurants, the marina and beach, a lively evening economy 
and activity provision, well-preserved built heritage and an animated music arts and 
cultural scene.  

 
• Capitalise on the town’s strategic location and links to Scotland, ROI, Rathlin and 

proximity to Belfast air and sea ports. 
 

• Put in place initiatives which deal with the identified infrastructural weaknesses ie 
Traffic management, welcome signage, public transport provision, lack of access to 
beach, poor coach parking and lack of car parking at marina  

 
• The provision of quality, good value hotel accommodation in the town is a huge draw 

back since the Marine closed in late 2010. This will require a major public/private 
sector initiative to attract this type of provision back into the town. 
 

• The lack of indoor activities such as an indoor Leisure Centre has been a well 
documented weakness of the town as a tourist destination, with many travelling 
outside the district on wet days. A Feasibility Study has been carried out and a 
potential location already identified. Delivery of this project will require a partnership 
approach and effective lobbying to identify and deliver the necessary cocktail 
of funding  
 

• Work with the local Chamber of Commerce to address issues such as Opening Hours 
and Training (hospitality) which improve the visitor experience. An initial Training 
Needs Analysis has been produced and discussed with both NITB and the Economic 
Development and Tourism Officers within Moyle District Council to assist with future 
planning. 

 
 
 
5.5    Attractions  
 
Moyle has an enviable array of visitor attractions and places for interest, many of which 
have already been categorised under a Natural Environment heading. The remainder have 
been listed under “Attractions”. A catalogue of photos and recommendations on areas for 
improvement as a result of site visits and consultation interviews has been prepared and 
passed to the relevant agencies for action.  
 

1. Giant’s Causeway Visitor Centre 
2. Carrick-a-Rede Rope Bridge  
3. Old Bushmills Distillery  
4. Glenariff Forest Park 
5. Armoy Round Tower 
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6. Bonamargy Friary  
7. Layde Church and Graveyard  
8. Red Bay Castle  
9. Kinbane Castle  
10. Dunserverick Castle  
11. Ossian’s Grave  
12. Causeway School Museum  
13. The Bushmills and Giant’s Causeway Heritage Railway  
14. Watertop Open Farm  

 
 
5.6   Leisure Facilities and Outdoor Pursuits  
 
The latent tourism potential of the outdoor pursuits market for this area is obvious; the key 
issue is how to harness this potential without harming or detracting from the natural beauty 
and character of the place. It is also vital to develop supporting infrastructure and ancillary 
services such as accommodation, orientation and information provision, hospitality and 
retail. The consultants met with various personnel from CAAN (Countryside and Activity 
Network) to explore this issue. CAAN are carrying out a number of projects which were 
useful in shaping the Action Plan, including extensive research on the walking, cycling and 
horse riding activity market, Quality Walks Scheme which designates and brands walks into 
levels of duration and difficulty, an exercise to map public land and rights of way to identify 
potential development opportunities and the North Coast Canoe Trail, with stop off point at 
Portmoon Bothy, near Dunservick. The consultation and research programme has shown 
that the area lacks a suitable visitor orientation centre or “Hub” from which to develop a 
viable outdoor pursuits and activity tourism product. Glenariff has been highlighted as an 
ideal location for this initiative. The on-going Feasibility Study on the tourism potential of 
forests in NI, commissioned by NITB and NI Forest Service will investigate this potential but 
it is vital that Moyle District council put together their own research and develop a strong 
business case to progress this initiative in the current funding climate. 
 
The lack of an indoor leisure facility in Ballycastle has been highlighted in the consultation 
and research programme as a major obstacle in providing a quality visitor experience, 
particularly for the family market which has to travel out of the District on wet days. 
A Feasibility Study for the provision of a Tourism/Leisure Centre at Quay Road has been in 
existence for a number of years, but has not progressed. This issue has been highlighted in 
the Ballycastle Town Development Strategy and through a number of avenues by the 
Council. It is vital that the Tourism Action Plan highlights this initiative and its importance to 
the overall tourism product for the District. 
 
An updateable database of leisure facilities and outdoor pursuits has been prepared. 
A Scoping Exercise looking at the issues surrounding the creation of a viable activity tourism 
product has been commissioned, which will include the provision of the necessary 
infrastructure to support its development. The Scoping Exercise will also look at the 
development potential and consider best practice from other areas. It will also effectively 
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link and progress other studies/initiatives such as those by NITB/Forest Service and CAAN, 
and assist the Council and key partners put forward a strong business case for the provision 
of this activity in the Moyle area.  
 
 
5.7   Accommodation  
 
A detailed database of Accommodation providers across the various accommodation sectors 
including hotels, guest house, B&B and self-catering provision, caravan and camping, youth 
hostels/camping barns etc has been compiled and is summarised below. 
 

Accommodation Sector No. of establishments 

Hotels 

B&Bs 

Guest Houses 

Self Catering 

Other 

3 

63 

8 

147 

22 

 
 
The lack of any hotel provision in Ballycastle became a topical issue during the audit process 
with the closure of the Marine Hotel in December 2010. It is still in the hands of the 
receivers and despite intense lobbying has not progressed to the point where it can be 
advertised for sale. Until then it will be difficult to determine its commercial viability in 
today’s market conditions. A proactive, partnership approach involving Council, NITB and 
the private sector will be required to progress this issue and demonstrate that there is a 
viable market. 
 
An accommodation provider’s workshop was held in February 2010, as part of the 
consultation programme and was followed up at an Implementation Workshop in September 
2010, which provided a valuable insight into the current market and trading conditions. In a 
difficult market place, there was evidence that high quality self-catering accommodation was 
bucking the market trend, but more importantly there was huge potential to develop more 
packaging initiatives with attraction/ events and in particular leisure/outdoor pursuits and 
sporting initiatives. There was also scope to develop a network of accommodation providers 
to spread demand during peak times. 
 
A review of the existing accommodation provision and on-going development proposals at 
Runkerry (5* Golf Resort), National Trust plans at the Causeway Hotel and other smaller 
planning and refurbishment proposals, have identified gaps in the current provision which 
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must be prioritised in the Action Plan and will be fundamental to the successful development 
of the total product offer and visitor experience in the future. 
 
 
 
5.8   Food and Hospitality  
 
An electronic updateable database of Food and Hospitality providers has been compiled. It 
identified 51 restaurants and 32 Public Houses in the District, which is relatively high for an 
area the size of Moyle, with a good range of establishments in terms of quality and value 
and a variety of offer in terms of it being within a hotel, pub or standalone establishment.  
The hospitality offer is primarily geared for the family market, although there is good 
provision of high end dining in the Bushmills area, which has become a destination for food 
lovers from across the Causeway Coast and beyond.  
 
The main issue for the hospitality sector is one of image and promotion to a wider market. 
To assist local providers list their business and promotional offers, Council has provided a 
template for inclusion on the Tourism web-site. There is however much more scope to 
develop this sector, particularly if linked to the wide availability of local produce in the area.  
This could be a major area of differentiation for the area which will add to the quality of the 
visitor experience, length of stay and potential to return and attract others.  
 
The “Menu of Moyle” Initiative, which has been incorporated into the “Naturally North Coast” 
initiative, has provided strong building blocks for the development of the hospitality sector 
and the pending funding application through the Rural Development programme will bring 
benefits, however it is clear that there is so much more potential than the regional initiative 
can deliver. A much more proactive, joint approach from Economic Development and 
tourism departments, community and rural development initiatives will reap huge rewards.  
Best practice examples from other small towns and villages across the UK should be pursued 
and specific actions to kick-start this approach needs to be prioritised within the Action Plan. 
 
 
5.9   Events and Festivals  
 
A full list of annual events and festivals has been collated and is available in an electronic 
updateable format, with plans put in place to update it on a quarterly basis via the website. 
Like the hospitality sector above, Council has a simple template for organisers to complete 
and ensure exposure on the tourism web-site. The Moyle area is in close proximity to a 
number of international sporting events such as the North West 200 and the Milk Cup, but 
does not seem to have benefited from the spin-off to the same extent as other neighbouring 
areas. The area has a number of major home grown events such as the Ould Lammas Fair, 
the Heart of the Glens festival and more recently, the Armoy Road Race. The issue now is 
how to harness a direct tourism spin-off from these events. This has not been the case to 
date, with anecdotal evidence on the Ould Lammas Fair in particular, highlighting this.  
Ballycastle Town Partnership has identified the need to commission a feasibility study to look 
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specifically at this issue, which should be supported by the Tourism Action Plan.  The Antrim 
Glens Tourism Group and the organisers of the Glens festival have worked tirelessly to put 
together an event programme with little in the way of financial or event management or 
marketing support. The Armoy Road Race has had a good degree of success in capturing a 
niche visitor market, through the “Biker Tourism” joint marketing initiative with other similar 
events such as North West 200, led by Causeway Coast and Glens RTP. There is also a 
wealth of evidence of smaller scale musical and cultural events taking place all over the 
Glens and in the villages and towns, with the majority of them having a relatively active 
evening economy, centred predominantly around the pub or sporting activity. Local sporting 
events such as hurling, Gaelic, tennis and more recently cycling sportives are of great 
interest to the visitor and are often overlooked in terms of their tourism potential as they are 
so much intertwined with the fabric of the place. This particular avenue has not been 
developed within Moyle at all.  
 
There is no doubt of the positive role and vital contribution of events, festivals and 
entertainment to tourism development, particularly when these are inextricably linked to the 
history, culture and heritage of the area, as is undoubtedly the case in Moyle. These large 
and small scale events, whether they be planned or happen spontaneously in the pub, all 
add to the unique identity and sense of place which is so vital to the creation of an authentic 
tourism product. The Draft Tourism Strategy for NI and the wealth of research carried out 
by NITB and Tourism Ireland all highlight that this is exactly what the visitor wants.  Moyle 
has this in abundance but has not yet found a way to package and present it to the visitor, 
that does not detract from the authenticity of the event and the involvement of the local 
community. This is a challenge that the Tourism Action Plan must take up.   

 

5.10   Key Issues arising from the Tourism Audit and Consultation Process 

The key findings are summarised below. 

 The District is not achieving full economic potential as a visitor destination and is not 
well positioned in terms of its future delivery structures, to take full advantage of the 
projected growth in tourism numbers for Northern Ireland as a whole.  

 There is a limited range and quantity of hotel bed spaces in the district which is a 
key barrier to growth and market development 

 There is a massive overdependence on day visitors, the majority of whom are 
destined for the Causeway on day trips originating from Belfast or Derry and do not 
have the opportunity to visit other parts of the region 

 The District is not capitalising on the development opportunities that will be created 
by the opening of the Causeway Visitor Centre in 2012  

 The enormous potential of Glens as a must-visit location and as a key hub for activity 
tourism has been under exploited in the past and represents a key opportunity for 
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the future. Access to countryside and land ownership issues remain key barriers to 
growth in this sector. 

 The potential to harness tourism as a regeneration tool within the villages has not 
been managed or developed, although there is evidence emerging through the Rural 
Development Programme which needs to be enhanced. This will be essential to 
developing the potential of the Glens as they represent the main hubs and visitor 
service centres. 

 Visitor Packaging opportunities have not been pursued as a means of keeping visitors 
in the area for longer. 

 Ballycastle has an important role as the main “hub” and orientation point for the 
District itself and as a link to the Republic of Ireland and Scotland via the sea. The 
actions identified in the Ballycastle Town Strategy need to be re-prioritised in terms 
of their contribution to the tourism product. 

 The network of visitor servicing locations needs to be reviewed to ensure there is 
provision at key entry and orientation points throughout the District. Bushmills and 
Glenariff Forest Park have been identified as suitable locations. 

 There is limited engagement with the private sector which is a further inhibitor to 
successful growth and development of the product offer. 

 Visitor orientation could be improved, particularly in the Glens area, with better 
servicing and interpretation points that make more of local history and uniqueness of 
place 

 Food Tourism represents a huge growth opportunity that goes far beyond the 
existing “Menu of Moyle” and “Naturally North Coast” initiatives. 

 There is a branding and image issue which needs to be addressed as Moyle is not a 
readily identified location for the visitor 
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6.0      Potential Target Visitor Markets 

This section reviews the market opportunities and priorities identified in the main strategic 
documents for Northern Ireland and the North East, before considering the particular 
circumstances of Moyle and identifying its most realistic target markets for the future. 

 

6.1    The Draft Tourism Strategy for Northern Ireland to 2020 

This important document was launched for consultation at the end of February 2010. It sets 
out a strategy to increase tourism revenue to £1 billion by 2020 (from an estimated 536m in 
2010) and visitor numbers to 4.5m (from 3.3m in 2010). 

It identifies the following target market segments for the short term, with particular 
emphasis on the closer to home markets (ie. NI, GB and ROI): 

• City Breaks – especially event led short breaks 

• Culture/experience seekers 

• Activity/special interest breaks – especially music, golf, angling, walking, gardens, 
cruising and cycling 

• Business visitors – especially National Association conferences, corporate meetings 
and conferences, trade and consumer exhibitions and incentive travel. 

For the longer term, it describes the market segments most relevant to the outcome of the 
strategy by 2020 as follows: 

• Event led short breaks – especially younger audiences from UK/ROI 

• Mature culture/experience seekers from UK and Europe 

• Extended families from domestic market, ROI and GB 

• Conference and Exhibition delegates 

• “Eco” travellers – especially from Germany seeking untouched landscapes 

• “Hobby” visitors – especially music, gardens, angling, golf, cruising, walking, cycling 

• Wellness and rejuvenation breaks with a luxury element 

• “Foodies” inspired by the quality of raw materials and local chefs 
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6.2   Tourism Ireland and NITB Target Markets 

Fuller descriptions of the target markets for Northern Ireland were provided in the market 
segmentation exercises carried out by NITB and Tourism Ireland in 2006. These were 
contained in NITB’s Marketing Plan which identified two main categories and their segments 
as follows: 

 

Immediate Return Segments 

Those who can be influenced to visit Northern Ireland in the medium term through 
marketing: 

• Sightseers and Culturalists: England, Scotland, USA, Canada, Australia, France 

• Couples: Northern Ireland, Republic of Ireland 

• Empty Nesters: Northern Ireland, Republic of Ireland 

• Families: Northern Ireland, Republic of Ireland 

• Business Tourists: Republic of Ireland, Great Britain, USA, Canada, France 

 

Future Return Segments 

Those who have the potential to visit but have a low awareness of what Northern Ireland 
has to offer: 

• Sightseers and Culturalists: Germany, Netherlands, Spain, Italy, Nordics, New and 
Developing Markets 

• Business Tourists: Germany, Netherlands, Italy, Spain, Nordics 

 

Given the recent declines in tourism business, Tourism Ireland’s Marketing Plan 2010 adopts 
a pragmatic and short-term approach which still adheres to these target market segments 
but focuses on: 

• Driving home the message that Ireland is a place for a value-for-money and 
affordable experience 

• Providing more opportunities for members of the tourism industry to get directly 
involved in key markets 

• Targeting best prospect markets for short-term returns – meaning more emphasis on 
marketing in GB, Germany and Southern European countries 
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• Re-orientating and re-energising marketing in GB (especially to the trade) to convey 
a convincing message that Ireland is different from other destinations (in GB) and 
value-for-money – demonstrating the distinctiveness of Ireland through (1) themed 
promotions highlighting music, literature, genealogy and film and (2) highlighting the 
diverse experiences on offer. 

• Continuing to target business tourism from GB, especially for business 
related events. 

• Intensifying contact with travel agents in Germany and implementing a national 
television campaign there for the first time – highlighting Ireland’s unique character 
and characters and emphasising the “strong landscape icons” that clearly 
differentiate the island from its competitors. 

• Targeting the travel trade in France to encourage visits from tour groups (special 
interest, seniors and company social clubs) and continuing with TV advertising. 

• Continuing to target Italy, Spain and the Nordics, all of which still have 
growth potential 

• Showcasing Northern Ireland, with its changed environment and new positivity, and 
encouraging trade offers of value-for-money packages – and promoting its 
uniqueness, the Signature Projects, spectacular scenery, golf, walking, gardens, 
music (eg. Belfast City of Music) and the Titanic. 

• Increasing the focus on St Patrick’s Day with major campaigns in GB, North America, 
Mainland Europe and Australia. 

• Capitalising on events unique to the island of Ireland and exploiting co-branding 
opportunities overseas with food and beverage brands. 

• Launching a recovery campaign in North America including new online golf 
marketing, more emphasis on convenience and value, promoting culture and 
distinctiveness and stronger emphasis on Northern Ireland. 

• Implementing TV and online campaigns in Australia (including Northern Ireland 
dedicated e-newsletters), while continuing to work with traditional travel agents. 

• Including more trade and industry engagement in China and India. 

For an area like Moyle, which has a strongly unique tourism product and spectacular 
scenery, it is significant that the Plan makes the pledge: 

“We will focus on the unique features of, and experiences on, the island to clearly 
differentiate us from our competitors.” 

“We will generate awareness of the uniqueness of the island by making icons such as the 
Cliffs of Moher and the Giant’s Causeway a focal point of our publicity activity throughout 
Europe.” 
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6.3     Causeway Coast and Glens RTP Target Markets 

Further information on the main requirements of the immediate return markets for Northern 
Ireland was included in the CC&G RTP Operational Plan 2006-2009. From this analysis and 
consideration of the assets of the area, the Operational Plan identified the following key 
target markets for the CC&G region (excluding domestic tourist markets): 

• ROI Empty Nesters 

• ROI Families 

• ROI Couples 

• England Sightseers & Culturalists 

• Scotland Sightseers & Culturalists 

• USA Sightseers & Culturalists 

• Canada Sightseers & Culturalists 

• Australia Sightseers & Culturalists 

• France Sightseers & Culturalists 

 

In addition, the RTP target specific niche markets within the business tourism sector:  

• Cross Border Business – Targeting key businesses in the border regions of 
ROI to promote small conference & meeting venues  

• Incentive Travel – Targeting businesses who provide incentive travel as a 
reward eg. Golf and Spas 

• Conference Add-ons – Working with Belfast and Derry convention bureaux to 
promote pre/post conference tours of the region. 

 

The RTP is still working within the framework provided by these target markets and 
pursuing a marketing plan in partnership with TIL and NITB. Since 2007, it has been heavily 
involved in helping to promote the Causeway Coastal Route (especially to GB and European 
markets).   

 

6.4   Activity Tourism Marketing Action Plan 2009-2010: NITB and CAAN 

The four key objectives of NITB’s Activity Tourism Strategy and Action Plan (2005-07) were: 

• to use activities to contribute to and support growth in the short breaks market 
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• to target residents of Northern Ireland both to take more activity breaks themselves 
in Northern Ireland and to influence and market to the VFR (Visiting Friends and 
Relatives) sector and increase take up of activities 

• to target “dedicated enthusiasts” and “regular amateurs” in each activity tourism 
segment through targeted marketing 

• to develop the physical and business infrastructure, services and capacity to support 
future growth in activity tourism and deliver quality to the active tourist. 

 

The latest Activity Tourism Marketing Plan 2009-2010 (dated June 2009) categories the 
priority activities as: 

 

Primary: 

• Adventure activities (adrenalin inducing like trail biking, surfing, paragliding, climbing 
but often including diving and horse riding) 

• Golf (which is marketed separately outwith the remit of the plan) 

• Walking 

• Cycling 

 

Secondary: 

• Watersports (which is an integral part of adventure marketing but canoeing is given 
separate treatment) 

• Angling (which has been given raised status this year) 

 

Tertiary: 

• Equestrian 

• Field Sports (but regarded as niche product) 
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The 2009-2010 marketing plan set out proposals to create greater awareness and demand 
for specific activities through focused marketing programmes. The activities and target 
markets can be summarised as follows: 

 

Activity Target Markets 

 

Adventure Activities  ROI, GB and NI 

Walking ROI, GB, Netherlands and 
NI 

Cycling ROI, GB, Netherlands and 
NI 

Canoeing ROI, GB and NI 

 

 

6.5   Analysis of Potential Markets for Moyle 

In the process of identifying the key tourism markets for the future development of tourism 
in Moyle, there are two important aspects to take into account: 

 

• It would be wrong to treat Moyle as a self-contained tourism destination. It is part of 
the wider Causeway Coast and Glens area in which it plays a significant part as the 
main focal point for iconic attractions and stunning scenery. In that sense, there is a 
close inter-relationship between Moyle and the rest of the Causeway Coast and Glens 
area which gives strength to the overall product on offer.  For example, 
accommodation providers throughout the CC&G area benefit from Moyle’s 
attractions. At the same time, Moyle’s accommodation providers benefit from 
attractions, facilities and activities in the wider area (eg. golf courses, angling rivers, 
events).   

• The potential future markets for Moyle will depend upon the product on offer to 
them (throughout the CC&G area). From the product audit and other considerations, 
the product related issues that are most likely to influence potential future markets 
are: 
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The Giant’s Causeway Visitor Centre:  The opening of the new centre will probably 
make the Giant’s Causeway the most visited attraction in the whole of Ireland and an even 
greater international icon. It will attract repeat visitors and entirely new ones drawn by the 
publicity and high profile marketing (at a time when Northern Ireland will be the focus of 
much attention anyway with the opening of the Titanic Signature Building). 

The Causeway Coastal Route (CCR): Further development and promotion of the CCR 
will attract more touring sightseers and culture seekers to the route and its loops (of which 
Moyle has four). Over time, the CCR’s international reputation will grow further and attract 
more visitors to the area. 

Uniqueness:  Tourism Ireland and NITB are placing great emphasis on making people 
aware of Ireland as a destination offering unique experiences.  Moyle and the whole of the 
CC&G area are just right for offering such uniqueness.  As well as its unique and iconic 
attractions (the Giant’s Causeway, Carrick-a-Rede and Old Bushmills Distillery), Moyle has a 
whole range of unique places and stories that can attract more people and encourage them 
to stay longer.  These include St Gobban’s Church (the smallest in Ireland), Ballintoy 
Harbour, Rathlin’s upside-down lighthouse, the Marconi Connection, Fair Head, The 
Vanishing Lake, Layde Graveyard, Glenariff waterfalls, and many more. 

The Glens: There is much potential to encourage more people to enjoy the Glens area.  
This will be assisted if there was a commitment by Government departments and agencies 
to rejuvenate forest areas for recreation (eg. Glenariff and Ballypatrick). 

Rathlin Island:  The island offers a unique experience for visitors, including the boat trip 
to and from the island, the varied and unique wildlife, the lighthouses and other heritage 
buildings, the walks and the general feel of being in an island community. 

Villages:  Whilst already attractive to visitors to varying degrees, there is scope to improve 
the attractiveness of Moyle’s villages and make them attractions in their own right. They 
must be presented to visitors as worth a visit and worth a stop when touring. 

Walking Routes:  Moyle already has well established long distance walking routes (The 
Moyle Way, the Causeway Coast Way and parts of the Ulster Way) and a range of shorter 
more local paths such as the Cliff Path, Cushendall, the Tow River Path, Fair Head and 
Murlough Walks.  These put the area in an outstanding position to attract the growing 
number of tourists interested in walking and general wellness. 

Menu of Moyle:  This initiative, which has evolved into the “Naturally North Coast” 
programme, presents the opportunity to attract more visitors from market segments that 
place good local cuisine as a high priority. These would include the “Foodies” identified as a 
target in the new Tourism Strategy for Northern Ireland. 

Accommodation: Moyle has an excellent range of self-catering, guest house and B&B 
accommodation but only 4 hotels with a total of 112 bedrooms (of four star and under).  
This acts as a constraint to attracting certain types of staying visitors (e.g. conference 
groups, top quality seekers, certain touring groups) 
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Ballycastle-Campbeltown Ferry: The latest position regarding the re-instatement of this 
seasonal ferry service is understood to be: 

• a company is currently reviewing the link to include a triangular route via Troon; 

• the funding position is unclear at the moment; 

• there is proposal and draft timetable but nothing is confirmed; 

• a vessel has been identified; 

Once reinstated, the challenge for Moyle, especially its accommodation providers, will be to 
turn as many passengers as possible into staying visitors. The main target markets will be 
travellers from Scotland that are classified as by tourists including, to some extent, those on 
business from Scotland. 

 

6.6      Summary of Potential Markets 

Taking account of these product issues, the following summarises Moyle’s potential markets 
for the future. 

 

Market Segment Potential for Moyle 

 

Families from NI, ROI and GB The area is already quite successful in attracting 
tourists from the NI market segment. The challenge 
will be to maintain and improve standards of facilities 
in a way that improves competitive advantage. This not 
only applies to Moyle but to the whole Causeway Coast 
and Glens area. There is scope to attract more families 
from ROI and GB, especially those interested in 
outdoor family activities. 

 

Empty Nesters (aged 45+) 
from NI, ROI and GB 

The new Causeway Visitor Centre and the Causeway 
Coastal Route will renew interest from this segment.  
The ROI market is largely untapped as yet, possibly 
because they stay outside Moyle or over the border. 
Accommodation providers need to make the most of 
this opportunity with special offers and packages.  
Provision of quality cuisine is also important.   

 

Empty Nesters (aged 45+) The growth in popularity of the Causeway Coastal 
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from Elsewhere 

 

Route will also deliver more of this market segment to 
the area. The challenge will be to make the 
independent travellers aware of the full range of 
attractions and uniqueness in a way that convinces 
them to include at least one overnight stay in Moyle as 
part of their tour. This will be a key target for Guest 
Houses and B&Bs. Those on coach tours will increase 
in number but Moyle no longer features to any great 
extent as an overnight stop by tour operators.   

 

Older Independents/Couples 

(aged 25-44) from NI, ROI 
and GB 

The new Causeway Visitor Centre and Causeway 
Coastal Route will also renew interest from this sector.  
However, there are other key opportunities in 
attracting those interested in wellness and rejuvenating 
experiences and the “Foodies”. Promotion of activities 
(especially walking, golf, birdwatching, boating and 
fishing) and good cuisine will attract more of this 
segment to Moyle. 

 

Older Independents/Couples 

(aged 25-44) from Europe and 
further afield 

 

 

As in the case of Empty Nesters, a large proportion will 
arrive via the Causeway Coastal Route and the 
challenge for Moyle will be to captivate them enough to 
generate at least one overnight stay. The range of 
attractions, local culture and cuisine will have a strong 
role to play in serving this market segment. Again, this 
is a key target for Guest House and B&B sector. 

 

Younger 
Independents/Couples 

(aged under 25) from NI and 
ROI 

In order to attract more of this segment, the main 
opportunity will come from developing and promoting 
Moyle as a place for quality relaxation and, at the same 
time, as a base from where to pursue a range of 
sightseeing visits and activities (in Moyle and the CC&G 
area). Quality accommodation and cuisine also needs 
to be on offer to meet the requirements of elements of 
this segment. 

Younger 
Independents/Couples 

(aged under 25) from 
Elsewhere 

Iconic attractions, uniqueness and adventure are the 
keys to attracting more of this segment.  Many of them 
already visit Moyle from bases outside the area (eg 
tours from Belfast). The challenge is to build up Moyle’s 
reputation as a base and a place where you need to 
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spend more time to get the full experience: “There’s 
more to Moyle”. In this case, the Glens, Rathlin, 
villages and evening entertainment have important 
roles to play in lengthening dwell time in the area. 

 

Activity Tourists External research by CAAN and NITB, and internal 
findings rising out of the Accommodation providers 
workshop and consultations has already identified the 
scope and potential of this sector, both from the local 
market and the international visitors particularly 
France. 

 

Business Tourists from NI and 
from international events. 

The potential is constrained by existing accommodation 
provision. The area will continue to accommodate small 
NI business events/meetings. The greatest benefit to 
Moyle from business tourism will continue to come 
from add-on visits to its attractions from business 
tourism events in other parts of Northern Ireland. This 
would change if Moyle’s hotel accommodation profile 
was enhanced. 

 

Day Visitors Day visits to Moyle are expected to increase over the 
next 10 years for a number of reasons, including: 

 

(1) The strong commitment by Tourism Ireland and 
NITB to increase visits to Northern Ireland by a 
substantial amount, thereby generating day visits from 
tourists based throughout Northern Ireland 

 

(2) The opening of the Causeway Visitor Centre, 
further promotion and development of the Causeway 
Coastal Route  and the all-year-round opening of 
Carrick-a-Rede Rope Bridge 

 

(3) The new emphasis on uniqueness and the great 
opportunity this presents for Moyle and its fascinating 
range of attractions and experiences.  
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The challenge for the future is to turn some day visits 
into overnight stays or to convince day visitors that 
they need to come back again and stay in the area in 
order to fully experience its uniqueness. For that 
reason, much greater emphasis must be placed on 
developing and promoting Moyle as an attractive option 
for staying at least one night or longer.  
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7.0   Strategic Direction for Tourism 

7.1   Destination Management and spatial approach to tourism development  

This approach to tourism development represents a radically different approach to previous 
strategies and Tourism Plans for the District. It is an integrated approach, in that it firmly 
positions tourism development within the wider economic development strategy for the area 
and assigns a corporate priority to tourism development that will reflect the future allocation 
of resources and funding. Moreover, the approach is much more outward looking and firmly 
positions Moyle within a wider regional and national context.  

A destination management approach to tourism development has been adopted which is 
clearly focused on the importance of the visitor experience. There is a recognition that a 
positive visitor experience emanates from a wide range of factors including the physical and 
built environment, the infrastructure and amenities, the ability to get around and interpret 
the area, as well as more intangible factors such as the character, history and culture and 
the general ambience and welcome. All these aspects come together to create a totality of 
experience that makes the area unique in the minds of the visitor. Destination Management 
is about making this experience as positive and memorable so that visitors will stay longer, 
return more often and tell others.  

A destination management approach also forces the local tourism sector to carefully 
consider their tourism offer within the wider regional and national tourism offer. The visitor 
does not recognise local Council boundaries, but will gravitate to a specific tourism area that 
has a critical mass of attractions, accommodation, activities and services that has been 
presented to them as a total package that meets their individual needs, or multi-faceted 
needs as a bigger group. This more holistic approach to tourism development is the 
fundamental principle of the DETI Draft Tourism Strategy for Northern Ireland up to 2020 
and explains the rationale behind the re-organisation of tourism delivery structures into 9 
Tourism Areas or destinations, of which Causeway Coast and Glens is one such destination. 
A recent review of regional delivery structures has recommended that the Causeway Coast 
and Glens Tourism Area be reduced to 6 Council areas, which is more reflective of the visitor 
experience. The review also recommends more streamlined communication channels 
between national and local delivery structures and a more effective strategic planning 
framework. 

A series of spatial maps have been produced to assist local stakeholders adopt a destination 
management approach to tourism development and start to think about the product offer in 
relation to the natural environment and local infrastructure.  

• Map One clearly illustrates Moyle’s strategic position not only within the Causeway 
coast, but in relation to the major tourism hubs of Belfast and Derry/Londonderry 
and key gateways ie airports and ferry terminals. Also its close proximity and 
physical links to the Republic of Ireland and the western coast of Scotland.   

• Map Two illustrates the natural assets and habitats across the area 
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• Map Three plots the locations of the major tourism assets, divided into natural 
landmarks and key attractions, plotted against the natural assets and habitats. 

• Map Four is the main spatial mapping which overlays all of the above on one map. 
This process starts to reveal a series of unique product clusters or destinations within 
the Moyle area. Four specific clusters have been identified, including Giants 
Causeway and Coastal Route which incorporates the main visitor attractions of the 
Giant’s Causeway and the Carrick-a-rede Rope Bridge, Rathlin Island, Ballycastle 
“Hub” and the Glens which incorporates the proposed driving routes, linking the 
Glens to the local towns and villages. 

The use of spatial mapping techniques, and the identification of key product cluster groups, 
is useful in the Moyle context as it clearly highlighted gaps in the provision of services and 
infrastructure on the ground and issues in relation to connectivity and visitor orientation. It 
also created debate on how to package and sell Moyle to a wider target audience and tackle 
the huge challenge of how to persuade visitors to explore more of the Moyle area and not 
just visit the key attractions and move on. The maps also clearly highlight the diversity of 
Moyle as a visitor destination, offering coastal, rural, urban experiences, activity coupled 
with rest and relaxation as well as rich and diverse culture, art and history.   
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7.2     Vision, Core Aims and Underlying Principles  

As a result of this detailed analysis of the current tourism offer, its future potential, the 
aspirations of key local stakeholders as a result of the consultation and workshop sessions, 
and the creation of the spatial maps, a vision for tourism began to emerge. Over the course 
of many discussions as to how tourism should be developed, and how it could bring benefits 
to local people and underpin the economic viability of the towns and villages of the District, 
the overriding concern was the recognition of the need to protect the natural landscape and 
to develop an authentic offer based on the rich history, culture, stories and heritage of the 
area. A number of core aims and underlying principles were agreed which would form the 
basis of the vision for the development of tourism in the district.   

Core Aims 

• To be the principal economic driver for the District; 

 To be a platform for community renewal 

 To be an integral and central component of the District’s rural and urban 
regeneration 

 

Underlying Principles 

• To demonstrate the principles of sustainable development (through a regime of area 
protection, management and conservation); 

• To bring real economic benefit to the local population in terms of business 
opportunities and job creation;  

• To be underpinned by a planned work programme of infrastructure and facilities 
improvements i.e. get the basics right; 

• To deliver a world-class quality visitor experience and customer experience; and 

• To communicate the unique sense of place, authentic history and culture and way-
of-life to a selected target audience. 

 

The Vision 

“To shape a unique, signature destination that is internationally renowned for 
the quality of the visitor experience and the sympathetic development of its 
natural landscape and landmarks as tourism resources, vital to the economies of 
Moyle and Northern Ireland, and a tourism offer that is rooted in the authentic 
history, stories and culture of the area” 
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7.3   The Action Plan  

An Implementation Action Planning Workshop, carried out in June 2010 with local tourism 
service providers, resulted in the creation of 5 Strategic Themes around which the Action 
Plan could be developed. These 5 “Ps” represented the priority themes for action which 
would focus the efforts of all the key stakeholders over the next 4 years. 

The five themes and associated objectives are set out below: 

1. Place  

There is a clear need to invest in the place and the “visitor experience”, a key principle 
of the DETI Draft Tourism Strategy for NI up to 2020. This is where tourism 
development becomes an integral part of other local economic development and 
community plans as, investing in the place - “place making” - should be as much about 
improving the quality of life for the local community as it is about attracting visitors. It is 
about improving the local infrastructure, the roads, car parking and amenities, the 
quality of the public realm. It is about regenerating the towns and villages and improving 
their capacity to harness tourism as an economic driver. It is also about creating high 
quality accommodation, hospitality and visitor servicing, suited to the needs of the 
discerning visitor and it is about achieving sustainable development and protecting the 
local landscape which is our fortune and our future.    

• To work with local communities to maximise the potential of the Village Tourism 
offer; 

• To position Ballycastle as the main tourism ”hub” by improving the town’s physical 
appearance and  infrastructure through delivery of the work  programme set out in 
the Town Centre Masterplan and CCR Technical Study; 

• To develop a visitor orientation and visitor centre for the Glens area at Glenariff. 

• To work with key agencies on a “first impressions” programme and promote a high 
quality built environment through design, public realm, refurbishment and cleansing 
regimes, appropriate to an international visitor destination. 

• To improve the quality and stock of accommodation provision as set out in the 
strategy; 

• To provide a range of accommodation options including the development of good 
quality budget family hotel in Ballycastle Town Centre; 

• To improve the provision of visitor orientation and directional signage and ‘Brown 
Signage’ ; 

• To improve the distribution network for tourism promotional literature including the 
Belfast Welcome Centre and airports and ferry terminals. 
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2. Product Services 

This is about developing attractions and local Places of Interest that sit well with the natural 
landscape, attract visitors to the area and give them opportunities to stay longer and spend 
money. It is about developing new activities, particularly in the outdoor pursuits sector, 
which again takes advantage and complements the local environment and has already been 
identified as a growth target market that will attract substantial funding streams by NITB 
and CAAN. There is also tremendous scope to develop new events and festivals which 
showcase local history, culture, music and sport and fit in with key principles of the 
overarching NI Tourism Strategy which aims to promote uniqueness and authenticity. 

• To establish a coordinated approach and packaging to the development of Activity 
Tourism to include golf, angling, boating, walking cycling, climbing, orienteering, 
photography, painting and equestrian pursuits; 

• To improve the delivery of local events ie The Lammas Fair and to examine the 
feasibility of new visitor focused events, ie storytelling festivals, sporting events such 
as hurling; 

• To develop a family friendly evening economy in Ballycastle; 

 

3. People  

The involvement of the local population is vital to the success of tourism. This can take the 
more traditional form of providing the necessary skills and training or business development 
support. But it is also about preserving and animating the local heritage and culture, the 
local stories and myths and legends that are an essential ingredient of the Causeway Coast 
and Glens experience.  

• To encourage leadership development in all aspects of management 

• To develop a service excellence culture across all aspects of the tourist experience 

 

4. Positioning  

Moyle has had an identity crisis for a number of years which has thwarted its ability to 
promote itself successfully within a competitive market place. The vision and strategic 
planning process has given a clearer idea of how Moyle should be positioned going forward. 
Marketing should be aimed primarily at added value tourism visits rather than more tourism 
visits and must encourage the visitor to take in other destinations within the area, rather 
than just the traditional “honeypots” during their stay. It goes way beyond the traditional 
marketing and promotional initiatives which is why it has been entitled “positioning”. It is 
about creating an effective brand and image that capture the essence of the Causeway 
Coast and Glens experience. 

• To develop a new Tourism Brand as the foundation of integrated marketing activities 

92



• To clearly define the District’s tourism offer through new and rebranded promotional 
material; 

• To work closely with external bodies such as the Causeway Coast and Glens Heritage 
Trust, the Causeway Coast and Glens RTP and NITB to maximise strategic marketing 
opportunities and ensure focus and continuity of promotional activity; 

• To recognise the importance of Dublin and Belfast as the principal ‘Gateways’ to the 
‘Island of Ireland’ and to develop marketing and promotional links accordingly. 

• To develop accommodation and activity packages with local providers based on 
themes of walking, angling, watersports, cycling and golf 

• To develop a PR Plan to promote initiatives and the investment in tourism arising out 
of the Tourism Action Plan 

  

5. Partnership 

The creation of a strong partnership structure that will drive tourism development in the 
future and deliver the comprehensive Action Plan has been a core underlying principle. It is 
vital to forge closer working relationships with local private sector businesses, developers 
and investors and review the relationship and working relationships with the regional and 
national tourism bodies such as the Causeway Coast and Glens RTP and NITB in the context 
of the emerging NI Tourism Strategy and the framework of wider government policies and 
strategies. It is also about developing robust implementation and management proposals 
aimed at putting in place effective inter-agency working and RPA transition arrangements 
for 2015. 

• To enhance the District Council’s capacity to deliver a sustainable tourism economy 
in partnership with the private sector, local communities and other public agencies; 

• To further develop working relations between the District Council and local tourism 
providers through the launch of a private sector-led Tourism Forum; 

• To improve local awareness of the District’s tourism offer including familiarisation 
trips for local councillors, tourism agencies and tourism providers; 

• To revisit the role of the Causeway Coast and Glens RTP by way of a comprehensive 
review of regional marketing, destination management and promotional activity, 
undertaken jointly with the constituent local authorities and the NITB; 

• To use the above review as the basis for future collaborative working with 
neighbouring local Councils in the lead up to RPA in 2015. 
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7.4    Delivery Structures 

It became clear from an early stage in the analysis of the need to promote a corporate 
approach to Tourism Development, that would formally recognise the ‘tourism imperative’ 
and more effectively coordinate the Council’s tourism and economic development functions 
and result in improved joined up policy making and action planning. It was vital that the 
Economic Development Strategy for the District reflected the tourism priority and 
encompassed a detailed review of corporate budgeting and fiscal policy to target and 
maximise Council’s tourism investment programme.  

Moyle District Council also needed to find a way to effectively engage and communicate with 
the myriad of private sector tourism providers that were identified through the Audit 
process. This would be vital to the implementation process going forward. This issue was 
discussed at length throughout the consultation process and the implementation workshops.  
It was agreed that a Moyle Tourism Forum would be set up to co-ordinate private sector 
input to the implementation process. Every local tourism provider would be entitled to sign 
up to the Forum which would meet in full twice a year.  

Marketing will be a key activity for the Forum and will work with the Tourism Officer to 
develop joint marketing initiatives to ensure consistency of message and delivery. This   
required the creation of a dedicated marketing budget and agreed Annual Marketing Plan 
which was endorsed for the period April 2011/2012 by Council in December 2010. A key 
element of the first marketing plan was to undertake a review of the image and branding of 
Moyle as a tourist location. In terms of image or outside perceptions of Moyle there is little 
understanding of where Moyle is or what it means as a visitor destination. A new brand 
identity was created and endorsed by Council in April 2011. The brand links to the regional 
branding, recently updated by CC&G RTP and the wider brand values of the Northern 
Ireland brand, managed by NITB. A costed strategy to roll out the new brand has been 
agreed, which will firmly position the area in the minds of the visitor and act as a 
tremendous “hook” and attractor for the target markets, particularly the overseas visitor.   
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8.0  TARGETS AND MONITORING   

8.1 Monitoring and Research 

The Tourism Development Handbook for Moyle represents the first attempt to pull together 
and benchmark the vast array of data and information that exists on the area and use it as a 
meaningful tool in the strategic planning process, by both the public and the private sector. 
The information which has been derived from the research, audit and consultation process 
has shaped the development of the priority themes and the associated Tourism Action Plan 
and formulated a robust delivery mechanism to take forward implementation. But this is 
only the beginning of a process of on-going monitoring and evaluation which must be set up 
and tailored to the specific needs of Moyle. The system must be maintained and invested in, 
both in terms of time, resources and money, if implementation is to bring the desired 
regeneration and economic rewards. Even more importantly, it is vital to demonstrate and 
prove this success to would be funders and investors and to continue to prove the case for 
tourism as a key strategic priority. 

Over the period 2011/2012 there will be a number of changes in how tourism is monitored 
at a national level, again reflecting its increasing importance as a key economic driver. The 
use of STEAM as an evaluation measure is scheduled to cease in 2012 and is being taken 
over by NISRA as a central government function. The detail, frequency and presentation of 
the data and research going forward is till emerging, so it is vital that Council and the 
Tourism Forum keep abreast of the changes as they are implemented. As well as the 
availability of more detailed and up-to-date statistical data in terms of visitor numbers and 
spend it will be essential to record levels of visitor satisfaction, occupancy levels and visitor 
numbers to local attractions as well as assessing the impact of marketing spend. This will 
require a mixture of qualitative and quantitative information, collected at a local, regional 
and national level. It is essential to learn more about where the visitor comes from, the 
reason for their visit and the length of their stay, their perception of the visitor experience 
and their propensity to come back and tell others of their positive experience. 

There is still uncertainty over whether the statistics will continue to be available at a local 
council level or will be altered to reflect the 9 new Tourism Areas as part of the Draft 
Tourism Strategy. In light of this uncertainty going forward, a number of recommendations 
have been presented which represents the minimum requirements of a meaningful 
monitoring and evaluation framework. These are 

• Up-to-date statistical data on visitor numbers and spend broken down by overnight 
and day visitors (Source NISRA) 

• Visitor satisfaction levels on all aspects of the visitor experience (Source NITB Visitor 
Attitude Survey, carried out every two years, next one due Autumn 2011) 

• Local accommodation occupancy levels, origin of visitor and satisfaction levels 
(Source Moyle District Council Annual Accommodation Providers Survey) 

• Visitor numbers to local attractions (Source Moyle District Council, National Trust and 
Tourism Forum) 
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• Set up a Marketing Evaluation Framework to assess the impact of marketing spend 
by campaign (Source: Moyle District Council and Tourism Forum)  

 

8.2   Targets  

The following growth targets have been set for Moyle and are currently based on the annual 
Local Authority Tourism Tourist estimates 2007-2009, which may require review in light of 
the situation outlined above. It does provide an indication of the potential of tourism and will 
fulfil the objective of galvanising the public, private and community sector to work together 
to realise the vision and economic benefits.    

The Local Authority Tourism estimates relate to all out of state visitors (GB, other overseas 
and ROI) to Northern Ireland, visiting for any reason (Holiday, business, visiting friends and 
relatives) and staying for at least one night. Added to this are Northern Ireland residents on 
holiday at home. 

 

Growth Targets 2007 2008 2009 2015  

Target 

% 
Growth   

 

2015 

Target  

Number 

No. of Trips (thousands)  165.2 143.8 162.4 20 203.0 

No. of Nights(thousands)  541.0 461.2 476.3 40 595.4 

Visitor Spend(£ million)   21.8  19.3  27.0 20   33.8 

 

The growth targets have been based on a high growth estimate from the 2009 Baseline, but 
are in line with the ambitious targets set under the Draft Tourism Strategy for NI. They are, 
of course, heavily dependent on the world economic situation and the ability to deliver the 
actions set out in the Action Plan. They need to be reviewed and updated annually to 
maintain a meaningful evaluation framework for all those involved in tourism in Moyle.   
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1.0 Background to the Response 

 

1.1 Moyle District Council welcomes the opportunity to respond to the Department of 
Enterprise, Trade and Investment (DETI) Draft Tourism Strategy for Northern Ireland 
to 2020. It was considered vital that the Council fully engage in the consultation 
process to ensure that the Council’s emerging Tourism Development Strategy, which 
is in the final stages of preparation, takes cognisance of, and dovetails with, the 
emerging Tourism Strategy for Northern Ireland.  

1.2 This response was prepared by RDP Consulting. RDP Consulting is currently 
preparing the Tourism Development Strategy for Moyle District Council area and has 
subsequently been retained to prepare this response. In the process of doing so, RDP 
Consulting have attended two DETI and NITB Consultation Road-show events in 
Ballymena and Derry on 13th and 29th April respectively. The consultants also held a 
workshop with Moyle Councillors on 15th April to discuss the Strategy. In addition, RPD 
have consulted with Moyle Council Officers, Kevin McGarry and Kerrie McGonigle. 

1.3  The response was ratified by the Council on 10th May 2010. 

 

Structure of the Response 

 

Section Two:        Addresses the four specific questions proposed in the Strategy 
consultation document and at the consultation workshops;  

Section Three:      Addresses additional issues deemed not covered by the Strategy; 

Section Four:       Explores several strategic issues which are specific to the Moyle context.  
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2.0 Generic Questions 

 

(1)  Your reaction to the key target to grow visitor revenue to £1 Billion by 2020.  Do    
you agree that the 5 critical success factors set out in Section 3 of the strategy 
will deliver this target?  

• Earning more from visitors 
• Investing in development- both capital projects and business skills 
• Targeted marketing 
• Policy support from government and its agencies 
• Industry leadership 
 
2.1 Although we support in principle the ambitious target to grow visitor revenue to £1 

Billion by 2020, we see it as an aspirational target at this stage, rather than one based 
on hard evidence and sound business planning.  Initial research on the ground would 
indicate that, in the first half of 2010, there has been a significant decrease in visitor 
spend, which does not correspond with a similar decrease in visitor numbers.  The 
visitor is very price conscious, with discounting prevalent.  The economic decline has 
increased competitive pressure for every aspect of the tourism market, but is 
particularly marked in the bar and restaurant sector and the hotel sector. The PWC 
Report “Tourism in the Economy” (February 2010) calculated that while overall room 
occupancy is up, revenues per available room is now 32% below the 2006 peak.  
Despite this competitive pressure there are numerous examples within Northern 
Ireland, that the existence of a world class product backed up with sound market 
research into customer needs and aggressive marketing, can pay dividends.  

2.2 There needs to be a fuller explanation of how this figure was extrapolated and the 
assumptions being made around growth, not just in terms of revenue but also pure 
visitor numbers. How have the projections been extrapolated from current 
performance? Which of the identified target markets are projected to generate the 
most visitor spend? How can the private sector take ownership and contribute to this 
target? How can the individual Area Plans effectively contribute to this target? 

2.3 We feel strongly that a visitor revenue target is only meaningful as part of a wider set 
of targets that are directly related to economic growth, such as contribution to GDP 
and job creation.  Despite growth in overall visitor numbers, tourism’s overall 
contribution to the Northern Ireland economy is still only 1.82%, compared to 4.4% in 
ROI, 5% in Scotland and 7% in Wales.  

2.4 Taken collectively, these three economic indicators of contribution to GDP, job creation 
and visitor revenue, provide a robust Monitoring and Evaluation Framework that would 
elevate tourism as a key economic driver for the NI economy and would also provide a 
mechanism for other government departments to formally sign up to departmental 
targets for each of the three indicators that would contribute to the total. DETI should 
take the lead in designing, delivering and funding the robust Monitoring and Evaluation 
Framework that will be required to benchmark and collect the information which needs 
to be published and reviewed on an annual basis, if it is to be relevant and recognised 
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as a realistic business target. This function will be essential in acquiring and 
maintaining private sector investment and support. 

 

(2)  We have 4 Priorities for Action (People, Product and Places, Promotion and 
Partnership). Have you any comments on these and do you think they should be 
prioritised in any way? 

2.5 In principle, the four Priorities for Action provide a solid platform on which to base 
future actions. We do not feel that there is a need to specifically prioritise them, 
although we would question the need to place “partnership” as an overarching theme. 
By positioning it as a Priority for Action in the same way as the other three, it ensures 
that it is of equal status and priority. 

2.6 The Action Plan needs to be more to 'operational' rather than 'aspirational'.  It needs to 
be more specific about how key projects will be prioritised and funded and how the 
public and private sector will work together to drive forward delivery.  

2.7 Given the current and likely future state of public finances is there a need to look at 
innovative alternative funding arrangements? All sectors, not just tourism, will have to 
explore new funding routes such as Capital Investment Funds based around Public 
Asset Registers and Local Asset Backed Vehicles (LABVs) and Joint Ventures 
Schemes etc.  

 

(3)  Do you think the strategy targets the right market segments to ensure growth in 
income from the Out of State visitors? Do you agree with the type of Out of State 
visitors that we should concentrate on attracting in the future? 

2.8 There can be little argument with the Market Segments identified in the short term, 
although the Strategy does stop some way short of prioritising these or providing any 
market based intelligence or statistics on their potential importance in delivering the 
targets for growth. The Market Segments identified over the medium term are less 
clear cut and would require much more research into their viability and contribution to 
growth.  For example, we would see the Green travel and eco tourism having much 
more of a niche role in Northern Ireland and not having a significant impact on 
contribution to GDP and job creation.  

2.9 Also we are unsure as to the inclusion of ‘Food’ as a specific market segment. 
Northern Ireland would not be perceived internationally as a gastro-tourism destination 
in the same way as say France, Italy or Spain. However, we do support initiatives 
which aim to improve quality of the food offer as part of the range of service support 
elements. To this end, Moyle Council launched the ‘Menu of Moyle’ programme in 
2007, a local food initiative aimed at championing local food producers and eating 
establishments. The programme is currently being rebranded and expanded to include 
the four RPA ‘Super’ Council cluster with the programme title ‘Naturally North Coast’.  

2.10 We are aware, through our own research, of the vast amount of research that has 
been done by Tourism Ireland and, to a lesser extent NITB, in this area. What we have 
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not been good at in the North, is accessing and using this information as a vital 
strategic planning tool. It is essential that the new Strategy addresses this and 
improves the communication flow, both from the public sector agencies to the local 
authorities and their private sector partners, but also back up the chain, as the private 
sector tourism businesses on the ground have an active role to play in the 
dissemination of market information on visitor needs. Only when this mechanism is in 
place will be in the position to make commercially based marketing decisions, based 
on a viable assessment of visitor needs and wants. 

(4)  Your comments on the 9 proposed Key Tourism Areas and the proposal to work 
collaboratively at a local level to deliver Tourism Area Plans? 

2.11 We feel that the rationale behind the creation of ‘Key Tourism Areas’ is questionable 
given the importance being placed on the Local Areas as the “building blocks of 
tourism” we would advocate further analysis and consultation with the public and 
private sectors on the overall number and their defined boundaries. For example, we 
are not convinced on the merits and benefits of including Lough Neagh, Strangford 
and The Sperrins as Tourism Areas. In addition, the definition of the Local Area in the 
case of the Causeway Coast and Glens is quite complicated, as the existing RTP 
currently takes in 8 Council areas, and, in a post RPA scenario, will span three “Super 
Council” boundaries. The document states that the Local Area should be “defined by 
coherency and based on a well-defined geographic area that is easily recognised and 
understood by external and internal markets where it is natural for people to work 
together” and it will be up to the individual Councils to decide which areas will make up 
the Causeway Coast and Glens. This exercise will be even more critical if the Review 
of Public Administration is delayed to 2015.  It is also related to further discussion on 
the role of central government below. 

2.12 We are supportive of the proposed “simpler, more transparent structure based initially 
on a clear 2 tier system” in which DETI/NITB delivers the “national strategy” and local 
Councils deliver the “Local Area Plans”. We see NITB having a supportive as well as a 
strategic role, by way of meaningful market research, communicating information and 
a defined monitoring and evaluation role. It is still unclear how exactly Tourism Ireland 
would fit into the new proposed structure, and how exactly the marketing function 
would be effectively delivered to avoid unnecessary duplication, and capitalise on new 
marketing opportunities.  We would like to see further clarification on this point.  

2.13 We support the idea of Local Area Plans. We need to clearly identify how the 
Causeway Coast and Antrim Glens Tourism Masterplan, which is currently being 
reviewed, can be reformed and reworked as a Local Area Plan. How do we ensure 
that the future plan is recognised as a credible way forward and does not suffer in the 
same way as the Causeway Coast and Antrim Glens Tourism Masterplan, which has 
been somewhat diminished in stature and credibility due to its inability to identify 
sustainable funding sources and delivery structures with a clear remit and 
responsibilities for partner organisations which were necessary to drive implementation 
forward? 

2.14 In addition, ‘Sustainable Tourism’ around cultural uniqueness, creativity, the ‘Green 
Economy’ and, key to the future Local Area Plan for the Causeway Coast and Glens, 
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the protection, stewardship and proper management of our natural and built 
environments, should be at the heart of the Local Area Planning and implementation 
process. Local authorities, as local delivery agents, must be equipped and resourced 
with the skills and capacity to adequately address these issues. 

2.15 We recognise there is a distinct need for the 8 member Councils comprising the 
Regional Area to engage in a collective discussion to agree the future delivery of 
tourism for the region. Careful consideration needs to be given to engagement with the 
private sector and the strategic marketing function within the region. There is little 
reference to the role of the private sector in the Strategy, despite the future onus on 
them to deliver the financial growth. Moyle District Council would like to see a clearer 
role for the private sector articulated within the strategy, in line with its own emerging 
Tourism Development Strategy. 
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3.0 Additional Issues  

 

Central Government Coordination 

3.1 “Tourism is everyone’s business” is how the DETI Minister puts it. This is no less the 
case when it comes to Central Government, where the sector falls under the influence 
of several Government Departments, namely; DETI (including NITB and Tourism 
Ireland), DARD, DCAL, DEL, DoE, DRD and DSD. All these departments have some 
role to play in developing tourism and moving the industry to becoming a more central 
part of the Northern Ireland economy.  

3.2 The Strategy needs to be more specific as to how Government Departments will be 
held to account and ‘step up the plate’ in terms of delivering the step change that is 
needed in the NI Tourism Economy. Past informal arrangements aimed at coordinating 
Government Action have proved relatively ineffective. The Strategy must set out a 
clear set of measures to bring Government Department together around this key issue 
as tourism becomes an increasingly important driver of the NI Economy. 

3.3 A specific platform for joint policy and action planning needs to be identified, as does a 
system of tangible and monitored departmental outputs which will hold government 
departments to account. This might include measures such as employment targets 
(more tangible than visitor spend targets for Government Departments), training and 
skills measures and the level of placements within Northern Ireland, investment targets 
and a clearly defined set of contributory policies and actions which should be reviewed 
on an annual basis. 

Private Sector Engagement and Contribution 

3.4 We understand that during the course of preparing the Draft Strategy, DETI facilitated 
consultation workshops with the tourism industry. However, apart from some ‘lip 
service’ paid to the role of the private sector in rolling out the Strategy we can see little 
tangible evidence as to how the private sector will be engaged in a working partnership 
with public agencies to deliver the growth in tourism which is envisaged. 

3.5 We contend that this remains one of the principle weaknesses of the Strategy which is 
heavily skewed towards public sector delivery, with little or no firm proposals as to how 
a public/private tourism partnership which is both workable and effective is to be 
established. Given the current, and likely future, state of the UKs public finances, the 
role of the private sector is all the more pivotal. 

3.6 Further consideration of this issue must be given as a matter of priority. This should 
include mechanisms to cover both Northern Ireland-wide and local situations. It is not 
good enough to suggest that local arrangements will “eventually” be devised as is 
suggested in the Strategy. 
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Funding 

3.7 How will DETI ensure there is an adequate pot of ring fenced funding to deliver the 
ambitious targets in the strategy?  There is reference to the need for a “collective 
approach to policy development across government which impact on tourism” and 
there was discussion at the workshop about the establishment of an inter-departmental 
Working Group, but is this aspiration realistic in the current economic climate, with 
further pressure on budgets forecasted?  Does something more formal and 
sustainable need to be introduced by the Executive, if this laudable aspiration is to be 
delivered in reality? 

3.8 Will the Councils also have control over the cocktail of funding that currently makes up 
mainstream tourism funding such as those previously administered by NITB? This 
would seem an important perquisite if the envisaged development and local marketing 
responsibilities are to be delivered effectively.  

 

The Review of Public Administration (RPA) 

3.9 The role of the local Council includes the new powers to be devolved following the 
Review of Public Administration (RPA) including local planning, urban regeneration 
and community planning. How will this scenario work if RPA is delayed to 2015?  Will 
the Department engage with local authorities to re-define their role in the five year 
transition period, if RPA does not go ahead as previously planned? 

 

Early ‘Accelerators’ For Growth 

3.10 The Strategy sets out a long term plan for tourism development over the next 10 years. 
As we have already indicated, Northern Ireland lags behind its UK neighbours and RoI 
in terms of the significance of tourism in the wider economy. In other words tourism 
needs to become a more obvious and tangible economic driver in order to even 
achieve a level playing field. In this circumstance we contend that the Strategy needs 
to set out a clear of ‘early wins’, short term strategy measures, which will act as 
accelerators for tourism growth. Some of this is likely to come from ongoing investment 
in the Signature Projects. In addition, however, we need to think quickly beyond these 
projects to tangible measures for Signature Destination Management including ’place-
making’ and spatial planning, place marketing and improved local orientation. 

3.11 Specifically, in the case of the Moyle District area, investment in tourism infrastructure, 
including ‘wet weather’ facilities and additional, much needed, quality hotel bed 
spaces, would do much to bring about early benefits in terms of enhancement of the 
existing product offer and retaining visitors in the area, where the current average 
length of stay remains below the Northern Ireland average despite the obvious 
popularity of the area with both domestic and out of state visitors. 

3.12 In addition, the reinstatement of the Ballycastle to Campbelton Ferry will do much to 
open up reinforce existing markets in Scotland and beyond as well as bringing about 
wider benefits for the Northern Ireland tourism economy. Moyle Council, with its 
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partners in the Northern Ireland and Scottish Governments continues to work hard for 
the of the reinstatement of the ferry route. 

3.13 Furthermore, we contend that the role of other government departments such DSDs 
investment in town centres, coastal resorts and DARDs investment in Village Renewal 
and Tourism Business Development can help strengthen the product offer. Is this work 
getting enough government focus and the wider contribution of this work to tourism 
development being fully acknowledged and adequately resourced? The issue of resort 
and village regeneration was highlighted in the Causeway Coast and Glens Tourism 
Master Plan as being a central component in product development and infrastructure 
improvement. However, is enough being done to bring forward regeneration on a scale 
that enables the resorts and villages of the North Coast to meet fully their tourism 
potential and improve the quality of life of resident communities?  

3.14 For example, take Bushmills, the main village linked directly to the Giant’s Causeway 
and comprising an iconic brand attraction (Old Bushmills Distillery) and a high quality 
accommodation offer (The Bushmills Inn). Bushmills is arguably being held back as a 
successful village tourism hub by a lack of investment in the village’s historic fabric 
which detracts greatly from its’ visual appearance and presentation to the visitor. More 
needs to be done, to augment Moyle Council’s decision to investment in new TIC 
facilities, in order to bring about a step change in the physical environment of 
Bushmills if it is to succeed. Coordinated, cross agency/departmental plans and 
investment are needed to accelerate growth in Bushmills and other similar villages. 

 

Regeneration, Tourism and Place-making 

3.15 The Strategy takes a somewhat traditional approach to tourism development which 
does not, we contend, fully recognise the wider benefits in acknowledging the mutually 
reinforcing relationship between urban and rural regeneration, tourism development 
and place-making (the idea that places/destinations are more than the sum of their 
parts and that it is the total visitor experience, be it in a city, town or village, that is key 
the visitors enjoyment of that place and, therefore, how we approach destination 
management and marketing). 

3.16 It is generally recognised that tourism is often a contributor to and, in some cases, 
a/the driver for economic regeneration. What is less well understood is the contribution 
that wider regeneration and place-making can and does make to product development. 
The Strategy rightly puts ‘Product and Place’ together in the Action Plan. What we 
contend it needs to do more explicitly is to make the link between investment in our 
places (cities, towns, resorts and villages) to the development of tourism product. For 
example, investment in the public realm and historic built fabric of our major cities, 
towns, resorts and villages has as much to do with tourism as it does with developing 
and enhancing our civic infrastructure. 

3.17 Moyle District Council takes the issue ‘place making’ very seriously as part of a wider 
strategy of urban enhancement. The Council is currently involved in several major 
public realm and public art TDS Schemes (under Signature Project Funding) in 
Ballycastle Harbour and Seafront, Ballintoy and Rathlin Island (Church Town) Harbour.  
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3.18 In policy terms, this highlights the need to recognise the economic, as well as the 
aesthetic, value of civic investment and place making where tourism development is a 
central consideration in the focus on urban and rural regeneration. 

 

Structure of the Draft Strategy Document 

3.19 The general format and presentation of the Draft Strategy document is somewhat 
confusing and lacks clarity. There is further explanation contained in the Supporting 
Evidence document, particularly in Appendix Three, which contains useful information 
on the proposed new delivery structure. Consideration should be given to transferring 
some of the supporting evidence material into the main Strategy document. 

 

4.0 Issues Specific to the Moyle Tourism Context 

 

1. ‘Signature Destination’ - the Strategy makes reference to the transformation of 
‘Signature Projects’ to ‘Signature Destinations’. This is a key issue for Moyle. The 
Giant’s Causeway currently attracts some 750,000 visitors and has consistently been 
Northern Ireland’s most popular attraction with visitor numbers  growing by 84% 
since 2002 (and by 94% at nearby Carrick-a-Rede to over 250,000). With current 
investment through the Signature Project programme, the Causeway will likely grow 
in visitor popularity (only limited by environmental capacity and management 
considerations). The key will be how to take this market advantage and make it work 
for the wider Causeway Coast and Glens, with increased visitor numbers, spend and 
overnight stays, bringing benefits to communities across the District, by reinforcing 
the Causeway Coast and Glens as rich and varied Signature Destination. This can 
be achieved through various means including specific marketing and branding 
initiatives, a tailored Destination Management Scheme, increased investment in 
village regeneration and, critically, investment in the District’s quality bed stock. Not 
all of this can be achieved by one sector only, it can only be done through 
partnership between sectors, local councils, the RTP and between government 
departments. 
 

2. Funding and Resources - Moyle District is the smallest Council area in population 
terms in Northern Ireland, with some 17,200 residents, and yet, paradoxically, it has 
some Northern Ireland’s most significant tourism assets (as highlighted above) 
making it the most popular destination outside Belfast, and as such one of the most 
important drivers of the Province’s tourism economy. The size of the Council’s 
populations has implications for the funding available to Moyle Council, the range of 
local services available to visitors, the impact of the VFR market and the degree to 
which the local tourism economy can grow by way of indigenous endeavour and 
investment alone. In order for the Moyle offer to meet its potential fully and address 
the issues raised above in terms of the Signature Destination, we contend that Moyle 
Council, particularly during the transition to a Super Council in 2015(as looks 
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increasingly the case) should be afforded special consideration by DETI and NITB as 
it looks to roll out the Council’s emerging Tourism Development Strategy and Action 
Plan to be completed later this year. 
 

3. Tourism as a Key Economic Driver (Identifying ‘Accelerator’ Projects) - few 
areas across Northern Ireland rely so heavily on tourism as a local economic driver 
and at the same time contribute so much to the wider Northern Ireland tourism 
economy as Moyle District Council Area. We contend that Moyle, as part of the wider 
Causeway Coast and Glens tourism area, is well placed to provide opportunities to 
promote accelerated growth (discussed elsewhere in this response). The Council 
would welcome early discussions with DETI, NITB and Tourism Ireland around ideas 
as to how ‘Accelerator’ Projects and Programmes might be identified. 
 

4. Implications of RPA Delay - given the limitation on resources currently available to 
the District Council, and the potential hiatus created by the possible delay in 
implementing RPA by May 2011, we recommend that DETI reflect on the implications 
of this for the effective coordination of tourism resources, planning and management 
during the intervening 5 year period. 
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With thanks to everyone who participated in the tourism development process, including the 
consultation and workshop processes 

Name Organisation 

 

Don Wilmont  

Jason Powell 

Kathleen Mc Bride 

Siobhan McCauley 

Helen Noble 

William Cameron 

Carolyn Ferris 

Clare Wright 

Chris Scott 

Helen Perry 

Lisa McCaughan 

Graeme Thompson 

Patrick Casement 

Andrew Mc Allister 

Sean Trainor 

Moira Mann 

Valerie Richmond 

Noreen Delargey 

Eileen McCauley  

Donal O’Loan 

The Councillors 

Kerrie Mc Gonigle 

Kevin McGarry 

 

 

Causeway Coast and Glens RTP 

Causeway Coast and Glens RTP 

NITB 

NITB 

CCGHT 

DSD 

CAAN 

CAAN 

CAAN 

Causeway Museum Service 

National Trust 

National Trust 

National Trust 

North East  RDP 

Ballymena Borough Council 

Coleraine Borough Council 

Limavady Borough Council 

Antrim Glens Tourism 

Glens of Antrim Historical Society 

Dalriada Historical Society 

Moyle District Council 

Tourism Development Officer, Moyle District Council 

Director of Tourism, Moyle District Council 
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With thanks to everyone who participated in the tourism development process, including the 
consultation and workshop processes 

Margaret Craig 

Elaine Gaston 

Deidre Kinney 

Esther Mulholland 

Alex Mahafey 

Harriett  Hamilton 

Paul Cochrane 

Peter Harper 

Mary O’Driscoll  

Orla Greer 

Patsy McBride 

Terry Mc Bride 

Danny McGill  

Andrew Haley 

Trevor Kelso 

Bernie Delargey 

Una Rowan 

Anne Bowen 

Liz Weir 

Martin Mc Carron 

Paddy O’Boyle 

Teresa McCaughey 

Kathleen Murray 

Liz Gough 

Charlie McAllister 

Arthur Acheson 

Economic Development Officer, Moyle District Council 

Arts Officer, Moyle District Council 

Community Services Officer, Moyle District Council 

Head of Development Services, Moyle District Council 

Visitor Services/ Marketing Officer  

Ballycastle TIC 

Ballycastle Chamber of Commerce 

Ballycastle Town Partnership 

Rathlin Island Ferry Company 

Marine Hotel 

Watertop Open Farm 

Watertop Open Farm 

Ballycastle Historic Research Group 

The Paul Hogarth Company 

Carnately Lodge 

Cushendall TIC 

Cushendall Development Group 

Ardclinnis Outdoor Adventure 

Story teller 

The Glens Hotel 

Walk the Glens 

Glenariff Improvement Group 

Glenariff Tea Rooms 

Tales to Tell 

Glenariff Improvement Group 

The Boyd Partnership 
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With thanks to everyone who participated in the tourism development process, including the 
consultation and workshop processes 

 

Colin Bradley 

Annie Clark  

Lynne Bryson 

Noel Dunlop 

Colin Neill  

Gary Stewart 

Charles Howell 

Raymond McMullan  

Linda & Danny Beavan 

Patrick Casement 

David Quinney-mee 

Joan Baird 

Majella Kirkpatrick 

Aileen Mc Shane 

Peirce Mc Hendry 

John Mc Neill 

Helen Dunlop 

Margaret Mc Quilkan 

Susan Mc Keegan 

Rose Ward 

Community Places 

Community Places 

Bushmills Distillery 

Bushmills Inn 

The Nook 

Tartine 

Bushmills Crafts 

Bushmills Historical Society 

Cusendun & District Development Association 

National Trust 

Rathlin Development and Community Association 

Bengore Country House 

Causeway Tavern B&B 

Sheep Island 

Ballycastle Holiday Homes 

Ballycastle Holiday Homes 

Ballyness B&B 

Coolnagrock B&B 

Glenn Eireann House 

Lurig View B&B 
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Tourism 
Development 
Handbook

a handbook to assist the tourism sector 
work in partnership to deliver the vision 
for tourism in Moyle


