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Economic Context to the Campaign

TR V74

Market Performance: ROI domestic travel is strong, but ROI-to-NI trips in
2024 declined vs 2023 (though above 2022). Happily for the first half of 2025
overnight trips from ROI to NI have increased by 15%.

NI domestic performance 2024 was down quite significantly but early indicators
are showing a more positive performance for 2025

Competitive Landscape: Tourism brands invested heavily in ROl in 2024, with
total spend exceeding £66.6m. Press, digital and OOH dominated the mix, with
OOH investment alone up 35% year-on-year. This means the ROI market is
still extremely competitive and much more expensive than NI media.

Economic Pressures: Rising cost of living and reduced disposable income
are impacting travel choices; NI's historic value-for-money edge is narrowing.
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Travel Trends: Shorter planning windows (often <3
months), increased interest in sustainability, Al,
accessibility, and unigque cultural experiences.

Media Environment: Digital and streaming
platforms are gaining reach but offline channels
remain critical for awareness.

Weather & Seasonality: Poor summer weather in
2024 impacted domestic tourism.




Consumer Sentiment in ROI Market

* Tourism NI's consumer sentiment research, undertakenin March / April 2025, indicated continued
strong ROI visitor volumes for the opening quarter of this year.

* Thevast majority of ROI visitors said their trip exceeded or matched expectations, with the
iconic/world-renowned attractions, range of places to eat & drink and scenic/interesting walks being
particularly highly rated.

* Theresearchalsoindicated that ROl intentions for taking both day trips and short breaksin Nl over the
summer months, remained strong.

* While cost-of-livingis still a concern for many ROI consumers, encouragingly they continue to regard
NI as better value for money than GB and ROI. Very important that we push the value messagein our
advertising.

* Keymotivators for ROI consumers areto have fun, torelax and to escape & get away fromit all.
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Consumer Sentimentin NI Market
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* TourismNI's l[atest consumer sentiment research alsoindicated continued strong domestic visitor
volumes for the opening quarter of this year.

* Thevast majority of domestic visitors said their trip exceeded or matched expectations, with
interesting/scenicwalks, outdoor sport & activities and iconic/world-renowned attractions being
particularly highly rated.

* Theresearchalsoindicated
comparedtowhen this researchwas
conductedin 2024.

» Torelax,tospendtime with friends & family and to escape & get away fromit all are key motivators for
intended NI trips for domestic consumers.

* While cost-of-livingis still a concern for many NI consumers, they continue to regard NI as better

lue for money than GB and ROI.
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Priority

Segments
Aspiring Naturally Quality Social
Families 20% Seekers15% Instagrammers 15%
* Activefamilies * Natural Quality seekers * Buzzand atmosphere seekers
* Strongfamilyfocus * Quality of accommodation * Seekingnightlife, great pubs etc.
* Activities veryimportant (all important More likely touse AirBnB

types, variety ofinterests)
Need activities tosuit
children/suit whole family
Planners

Pay attention toprice, seeking

* Nature lovers, outdoors
* Sustainabilityimportant
* Enjoy planning, clear

itineraries

* Short breaksimportant part of

* Short breaksimportant part of life

* Wantto broaden the mind

* Connectivity very important (Wifi, 4G)
* Gettingagood dealandengagingin

activities deemed more important

value, bargain theirlives thanfinding greataccommodation
Demographics . Preferencef.or gentle activities Demographics :
Most likely 35-44, evensocial Demographics Youngest segment, more likely tobe

female, Slight C2DE bias, Least likely

Older (av.age 55) more likelyto
to havekids

be male, ABC1, olderkids

O
@)

class split, have younger children
(under16)

T§$g¢ £ 1,360
Estimated spend

£1238 < £1,006

Estimated spend [ | Estimated spend




ACtive
Maximizers 337%

- Seekgreatdestinations

+ Travellingas couplesbutalsoas
young families - 57% will have
young children

+ Seekingenergeticexperiences
and unpredictability

* Buzzand atmosphere seekers
Qualityof accommodation
important

+ Enjoy planning and like tohave
clearitineraries

« Shortbreaksimportant part of
theirlives

+ Sharetheirexperiencesonsocial
channels

Demographics
Most likely 30-40, even gender

split. Low spending. Likely to have

younger children (under 16)

T($)! £ 871

=7+~ Estimated spend

Priority
Segments

indulgent
Relaxers 11%

Intentiontovisitin theshort-term

. Lookmg toindulgeand spend
qualitytime with their partner

* Mostlikelysegmenttotakea
‘romantic’ breakas theirnext
break.

* Nature lovers,enjoythe outdoors

* Interestedinshopping
opportunities

* Enjoy good foodand music

+ Seeking luxuryaccommodation,
large comfortablerooms

+ Notafraid to pay forqualityifit's
worth

+ Short breaksimportant part of
theirlives

Demographics
Most likely 40-50, morelikely to
be female. ABC1, olderkids.

®“ £1,013
@‘ Estlmated spend

open Minded
Explorers15%

* Highmedium-termintentionto
visit

* Naturelovers,enjoythe outdoors

* Qualityof accommodation
important, space and comfort

+ Foodveryimportantand highly
motivating forthem

* Wanttoengagewithlocalpeople

*+ Motivatedbyculture,foodand
uniqueexperiences

* Planners-doalotofresearch

* Consciousofvalueformoneyand, i

particular, safety

Demographics
Older (45-54), morelikelyto be
female. ABCl, olderkids.

9y £ 924

| Estimated spend
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GO LIVE DATES

NI — 22nd September to
10t November

ROI — 22" September to
17th November







ROI Media
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TV — RTE the most popular station in ROl - we are
running a 4 week campaign —we will reach 1,482m
adults 70% of the target audience.

40% of our audience live in a Sky household with
history, culture and arts their passion points so we
have a Sky partnership with “first in break’ positioning
across Sky in October

VOD - we will appear on RTE player and Virgin media
player reaching +50% of the OME audience




ROI MEd]a Embracea!

N 7 . selfas-tﬂr ‘ N
City eseare

OOH - high impact digital galleries in commuter hubs In
Connolly, Pears Street and Tara Street stations with a
combined footfall of over 1.1m every 2 weeks

RADIO - we are targeting the 2 leading OME national

stations — Newstalk and Today FM combined weekly
reach of +1.7m THE IRISH TIMES

&
PRINT - we will have a series of regional specific neWS'l'Olk fo‘DAyﬁ“

advertorials with the Irish Times, Irish Indo and Daily
Mail group reaching over 900K people

Irish Independent 7

17 E



NI Media

TV - UTV 6 week campaign targeting the NQS audience
68% of whom watch UTV every week, supported by Sky aky
Adsmart reaching almost 200k homes across Nl and

VOD on ITVX.

OOH - our OOH will build awareness and
frequency with the Adshel live and billboard live m‘,-m;m,,,m.hm 1
networks nationwide (200+ panels), as well as |
30 handpicked 48 sheet sites across NI




- Downtown
NI Med]a B JUST PLAY GREAT patieir
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EATEST
RADIO - our bespoke ‘Autumn adventures’ radio initiative @r B
with Downtown, Downtown country and greatest hits radio
Is a series of 40 second ads showcasing events,
attractions, and accommodation providers. Cumulative
reach of this is 528,000 NI consumers

PRINT - we will have a series of regional specific ,
advertorials in the Belfast Telegraph, Daily Mail, Mail on i
Sunday and NI4 kids providing inspirational travel e
content for the NQS audience — combined reach of over
400k consumers




Digital & Social Channels

The Autumn digital campaign will utilise a range of brand
video assets and lo-fi UGC/influencer content as well as
carousel and static image formats across Meta, YouTube,

Programmatic Video, Display Retargeting & Google Search
Ads.

This will be underpinned by paid and organic activity

across Facebook & Instagram, with a combined organic
audience of over 300k. We will also use travel and lifestyle
influencers to help us reach the market segments aligned to
our campaign activity.

Email Marketing will be utilised to communicate autumn
offers and offer inspiration on where to stay, what to see, and
what to do in Northern Ireland. The call to action will connect
visitors to our website, www.discovernorthernireland.com, to
plan their trip.

Bookyour N
autumn
break now

Northetn &2 £rmbrace 2
fretand e GianSpirit




Regional Rotation

Causeway Coastal Route - w/c22nd Sept Fermanagh & Tyrone - w/c29th Sept

* Regional rotation is where we home in on specific
regions so that a spotlight is shone on
one particular area for a full week.

* If you were thinking of doing some of your own
activity, this is your perfect opportunity to
advertise in an already fertile marketplace.

Derry~Londonderry- w/c 6th Oct Mournes & Strangford - w/c 13th Oct

* This means that one press ad of your own, for
example will have much more traction in the
market against the backdrop of the TNI
campaign, than advertising on your own.

Armagh & Down - w/c 20th Oct Belfast - w/c27th Oct

* All our channels will focus that week on
one particular area so it’s a great opportunity to
grow your business for autumn.




PR Support
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All activity will be underpinned by a
comprehensive PR strategy in Nl & ROI

* Fam trips
* Press releases
* Competitions
* Media relations activity




Embrace a Giant Spirit—Brand Book
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Industry Templates
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Catherine Kelly

Social & Digital Manager, Tourism NI
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Brand Book — Embrace a Giant Spirit
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When we work together, our content is much more impactful.
Download the Awakening our Giant Spirit Brand Book and find out more about
unlocking NorthernIreland's Giant Spirit.

Northetn &5
freland

A guide to .
awakening

our Giant Spirit



https://www.tourismni.com/globalassets/business-development/opportunities-with-tourism-ni/embrace-a-giant-spirit/brand-book/brand-book-2024/tni-eags-brand-book-guidelines/

Autumn Industry Toolkit
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A supporting toolkit will be
available after the session,
providing all the assets you
needto leveragethe
campaign and help attract
more visitors.

: Autumn 2025
Marketing Campaign for Tourismin Northern Ireland b Man(e‘t'"g CamPalgn TOO"(“

#™=, TOURISM
§ NORTHERN
IRELAND

Alltheinformation and assets you need to get involved with
Tourism Northern Ireland’s Autumn 2025 Marketing Campaign.



https://www.tourismni.com/business-guidance/opportunities-campaigns/tourism-ni-marketing-campaign/

Industry Templates - Get Involved in Our Marketing Campaign!
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Quaar Qn Qs V82
A Q

Boost your visibility by incorporating our ready-to-use social media templates into your
own marketing activity. Whetherit's for stories or your feed, these assets make it easy to
showcase your special offers and promote great value for money this autumn.




Tailor Messaging Using Research and Insights

Maximise the results of your content by ensuring Research & Insights
thatitis underpinned by research andinsights.

ALLSECTORS

Consumer Sentiment Analysis

Segment

Travel intentions
Travel behaviours
Market trends

Read more >

Keep the audience motivationsin mind; Both
audiences care about Value for Money. ROI

audiences are motivated by fun and excitement

1 : . Tourism Industry B t Tourism Perfi Tourism 360°
& NI audiences are driven by the desire to relax PR IRty Retamater T e ourism
and unwind.

Tourism Statistics, Research & Insights | Tourism NI

Tailor your messaging accordingly & tag us
@discovernito create engaging content on your
own channelsthat we can curateand share.



https://www.instagram.com/discoverNI/
https://www.tourismni.com/research-insights/?

Content Pool
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P Eggﬂ-lngN eeeeeeeeeeeeeeeeee Collections  # Upload Kathy -
k) IRELAND

Due to the upcoming Content
Pool Migration, the Autumn
Campaign assets will be
available at this publicly
shareable link.

Need Help? Contact: Featured Collections

Kathy Wilford — k.wilford@tourismni.com

Beautiful Landscapes Derry~Londonderry and Strabane Autumn Campaign 2025 Peace Tourism

NorthernIreland's Content Pool.



https://eur01.safelinks.protection.outlook.com/ap/od-59584e83/?url=https%3A%2F%2F1drv.ms%2Ff%2Fc%2F022e2aae5620ad43%2FEqrW112ejf5JjJkisPz1X0QBJcQd8OpyEsPoNHlljeKqIQ%3Fe%3D5YzQxU&data=05%7C02%7Cc.kelly%40tourismni.com%7Cd6a30d5c66b5480f0e5508ddf43dfb82%7Cb3525b9804864155902fc1bcd5d418c6%7C0%7C0%7C638935269237799717%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=eajhKauj4VJpxQt7wuqWQLs0oBM%2F2foHXS1A5u8QYEI%3D&reserved=0
https://eur01.safelinks.protection.outlook.com/ap/od-59584e83/?url=https%3A%2F%2F1drv.ms%2Ff%2Fc%2F022e2aae5620ad43%2FEqrW112ejf5JjJkisPz1X0QBJcQd8OpyEsPoNHlljeKqIQ%3Fe%3D5YzQxU&data=05%7C02%7Cc.kelly%40tourismni.com%7Cd6a30d5c66b5480f0e5508ddf43dfb82%7Cb3525b9804864155902fc1bcd5d418c6%7C0%7C0%7C638935269237799717%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=eajhKauj4VJpxQt7wuqWQLs0oBM%2F2foHXS1A5u8QYEI%3D&reserved=0
https://northernirelandscontentpool.com/en/_/login?login.redirectlogin=/en

Content Calendar
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Please share your content with our social specialist Victoria by tagging

@discoverni or #embraceagiantspirit
or contact Victoria Mc Murray: v.mcmurray@tourismni.com

Content Theme

Brand Campaigns

2025

Autumn Campaign (launching 22nd Sep - 9th Nov)
6x Regional weeks

n/a

2026

Spring (launching 26th Jan - 31st Mar) 6 x Regional weeks

Seasonal

Halloween

Autumnal Short Breaks

Christmas Countdown

Christmas / Festive

New Year Resolutions

Valentines Theme - Love
Northern Ireland

St Patrick Theme

Easter Promotion

(Easter Sunday 5th April)

Events / What's on

Events and What's on Guide

Events and What's on Guide

Christmas Events & Winter
Festivals

Events and What's on
Guide

Events and What's on

Events and What's on

Guide Guide
Peace Tourism
Tactical School |V|IC‘I Te‘rm Break Spa Breaks - Indulgent Giftcard and Christmas offers Peace Tourism School Mlq Te‘rm Break Mother's Day
Inspiration Relaxers (Phase 2: Jan-Mar) Inspiration
ROI Bank Holiday 27th October
Industry Development / . L . .
SETETIE Food & Drink Month Historic Houses - Christmas n/a Signature Walks n/a Blueways / Greenways

Sub Themes

Sustainability / Train Journeys
Food & Drink

Autumn ASMR

Retail and Hospitality

Retail and Hospitality

Winter Walks

Wellness
What's New for 2026

Sustainability

Sustainability

Sport Theme

29




discovernorthernireland.com
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58
Any attraction, experience or \ Million visjts / 
certified accommodation that Awoken y%ur .t

wishes to be promoted by Tourism G"an SPIF |

NI must have a free Discover '
Northern Ireland website listing.

The website listings are used to
inform a range of content outputs
including events and seasonal
offers so make sure that all your
listings are up to date.



http://discovernorthernireland.com

DISCOVER NORTHERN IRELAND WEBSITE PRODUCT LISTINGS — TOP TIPS

R W/

1. Createalisting byfollowingthe ‘Signup’ linkon
Tourismni.com.
2. Updateyour listingregularly—at least twice a year

3. Addeventlistings too as these are promoted by Tourism NI Welcome to
... Northem jreiand

across their marketing channels.

4. Addup to 9 photographs to your listing, which accurately &
positively reflect the visitor experience.

5. Addadescription of your experienceto give potential
visitors anidea of what they can expect to see / think / feel /
hear / taste.

6. Alsodetail whothe experienceis suitable for—align with our
customer segments.

7. Include helpful details, including transport and parking
information, facilities available and insider tips.

8. Include contactinformation,including a contact email, web
URL and booking details.

9. Check Google Search for FAQs to address within your listing i
description (the “People Also Ask” suggestions). o

Time to get planning




Top 4
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Things To Do Today

Create or update your Business/Event Listing on the Discover Northern Ireland website.

Download and use our Autumn Campaign Photography, Social Media Templates and
Embrace a Giant Spirt brand book.

Support the campaign by liking, sharing, and commenting on our social media posts.
Everyinteraction helps extend our reach and showcase the best of what we have to offer
this season.

Share an Autumn offer! Use our templates and don’t forget to tag us @discoverni or use
#MyGiantAdventure when posting on social media so we can amplify your content
through our channels.



https://www.instagram.com/discoverni/

* Upcoming Industry Opportunities

* Tourism and Hospitality Collaborations

. * E-Learning - MyTourismNI

Carolyn Boyd

Industry Development Manager, Tourism NI
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We are part of

Tourism &
Hospitality

Week 2025

23rd September - 1st October 2025

For full details and to download toolkit visit tourismni.com/tourismhospitalityweek

~™. TOURISM
; NORTHERN
IRELAND




l?, Upcoming Tourism NI Industry Opportunities
Open for registration now:

* The Future of Alin Tourism-Industry Webinar

Tuesday 7th October—Online Webinar

Coming soon:

* Inclusive & Accessible Tourism - Industry Update

Thursday 23rd October —Dunadry Hotel and Gardens
e Sustainable Tourism-Industry Update

Provisionally Tuesday 13th November — Full details to be confirmed ASAP.
e Alin Tourism Webinar Series

Sessions across November, January and February to complement new E-Learning Modules

For full details and to register for live events, or to view recordings from previous events and webinars,

visit: tourismni.com/ted ourien . TOURISM
TED Enterprise Development * NORTHERN
programme IRELAND
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! Tourism and Hospitality — Upcoming Collaborations

—
ﬂ northern ireland
A tourism alliance

NI o

HF . -
oRTHERN YHospltallty
HOTELS EXChange

FEDERATION

205 o' Hospitality

~™ TOURISM
; NORTHERN
IRELAND
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!« Adedicated free E-Learning platform for NI tourism S =
and hospitality businesses. NG
MyTourismNI - it's time toLearn

Ness's potent iemNI's

Specially developed to support the industry to build
expertise, knowledge, competence and confidence.

Arange of learning modules across Sales and Our new e-learning platform
Marketing, Digital, Sustainability, People,
Operational Effectiveness and more.

Tourism NI presents MyTourismNI

CLICKHERE TO PLAY VIDEO

New modules reqularly released.

Get started now at MyTourismNI.com

Courses by topic Getting Started

To find out more visit tourismni.com/MyTourismNI

$5% people (<] Digital 2 sustainability

. TOURISM
£t NORTHERN 71 Sales & Marketing E) Operational Effectiveness @3 Niembracea Giant Spirit

IRELAND
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