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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 ROI 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, AI, 
accessibility, and unique 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.
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GO LIVE DATES

NI – 22nd September to 

10th November

ROI – 22nd September to 

17th November
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TV – RTE the most popular station in ROI - 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
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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

PRINT – we will have a series of regional specific 
advertorials with the Irish Times, Irish Indo and Daily 
Mail group reaching over 900K people
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TV – UTV 6 week campaign targeting the NQS audience 
68% of whom watch UTV every week, supported by Sky 
Adsmart reaching  almost 200k homes across NI and 
VOD on ITVX.

OOH – our OOH will build awareness and 
frequency with the Adshel live and billboard live 
networks  nationwide (200+ panels), as well as 
30 handpicked 48 sheet sites across NI
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RADIO – our bespoke ‘Autumn adventures’ radio initiative 
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 
Sunday and NI4 kids providing inspirational travel 
content for the NQS audience – combined reach of over
400k consumers
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• 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.
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• 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.

• 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.

• All our channels will focus that week on 
one particular area so it’s a great opportunity to 
grow your business for autumn.
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All activity will be underpinned by a 
comprehensive PR strategy in NI & ROI

• Fam trips
• Press releases
• Competitions

• Media relations activity
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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/
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https://www.tourismni.com/business-guidance/opportunities-campaigns/tourism-ni-marketing-campaign/
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https://www.instagram.com/discoverNI/
https://www.tourismni.com/research-insights/?
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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
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2025 2026

Content Theme Oct Nov Dec Jan Feb Mar

Brand Campaigns
Autumn Campaign (launching 22nd Sep - 9th Nov) 

6x Regional weeks
n/a 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 

Guide
Events and What's on 

Guide

Tactical

Peace Tourism

School Mid Term Break 
Inspiration

ROI Bank Holiday 27th October

Spa Breaks - Indulgent 
Relaxers

Giftcard and Christmas offers
Peace Tourism 

(Phase 2: Jan-Mar)
School Mid Term Break 

Inspiration
Mother's Day

Industry Development / 
Experiences

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