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Recognising
the critical
importance
of the GB
Market to NI

1.5mtrips
+3%

Northern Ireland (NI)
welcomed 1.5m overnight
visitors from Great Britain

(GB) in 2019, 74% of whom
were from England, 23%
from Scotland and 3%

from Wales.
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2%

4 Over one quarter of all
overnight GB trips
takenin NIin 2019

1 were holiday trips and

4 justoverhalfwereto
visit friends and
= Holiday relatives.
m Visiting friends/relatives
m Business
m Other
758,000
| | | 400,000 283,000 trips to visit
NISRA: GB Trips by Purpose of Visit (2019) holiday trips | businesstrips || friends/relatives
+14% +14% -6%




* Growthin total GB spendin NI across keytourismrelated categories
(bars/eating places/hotels and attractions)

Bars/Taverns

+9.8%

Eating Places & Restaurants

Overall

Hotels/Motels/Resorts

« 50

Tourist Attractions




e

Advantages over other nearby
destinations

Perceived easy
access —most
significant

advantage

Part of UK —
perceived as
close; no hassle

Reduced stress;
spontaneous
trips.

Strategic Research &
lnciahy ONO1

Very fineline
between similar
and different

Similar culture,

same language,
currency —puts

some at ease

But offering
needs to come
across as
different
enoughto
warrant travel



Some Key Actions

@ Read the GB Market Review

- Understand the visitor
@ * Importance of repeat visits
*  Communicate ease and value for
money
 Itinerary suggestions

* Bite size snippets of content

@ Use GB Co-operative Marketing Fund to

align to Campaign



NI Industry update

Importance of the GB Market

Latest Research & Insights / Access Update

Green Button Embrace a Giant Spirit Campaign - GB and Europe

How you can get involved

Summary







* Holidaymakers are increasingly important accounting for 38% of all tourists
(in 2000, holidaymakers were 17%/2010, 30%)
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Other

Business
15%

Holiday
38%

VFR
46%
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Total Northern Ireland
Monthly Seat Capacity 2019 - 2022
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Source: OAG Scheduled Seat Capacity
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Source: Covid Oct-2021
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Anticipated Next Holiday To Europe

Oct-Dec : - Rv De
2021 U . 1
Longer/ Jan-Mar
No Plans to Travel 2022
8% TOTAL 9% 34% 69% |
5023 GB 9% 40% 71%
Apr - Jun DE 12% 37% 78%
2022
FR 12% 36% 68%
Oct - Dec us 3% 24% 57% |
2022
Jul - Sep
2022
Q9. When do you anticipate you’ll next take a holiday/short break of at least one night away from home? l T = Sig difference vs June 2021

Source: Covid Oct-2021

Tourism Ireland | Strategy & Insights Outbound holidaymakers GB, US, Germany and France 16



NET: DISCOURAGE %
88%

DIFFICULTY GETTING MY MONEY BACK IF TRIP IS CANCELLED

DESTINATION EXPERIENCE DIMINISHED DUE TO COVID RESTRICTIONS 81%

81%

RISK OF NEW VARIANTS SPREADING BETWEEN COUNTRIES

71%

TRAVELLING MORE HASSLE/INCONVENIENT THAN PRE COVID

SOCIAL DISTANCING WON'T BE ADHERED TO ON TRANSPORT 68%

LONGER QUEUES AT AIRPORTS 67%

NEEDING TO TAKE A COVID TEST TO RETURN BACK HOME 56%

NEEDING TO TAKE A COVID TEST BEFORE | TRAVEL 51%

NEEDING TO WEAR MASKS WHILE TRAVELLING 44%

NEEDING TO SHOW COVID CERT OR PROOF OF VACCINATION TO GET INTO BAR/RESTAURANT 36%

NEEDING TO PRESENT A COVID CERTIFICATE OR PROOF OF VACCINATION TO TRAVEL 34%

(313d. To what extent, if at all, would the following discourage you from travelling?

Source: Covid Oct-2021
Tourism Ireland | Strategy & Insights Outbound holidaymakers GB, US, Germany and France 17



15%

(+2%)
I'd prefer to visit
cities

00

Urban buzz, open countryside and coast — all
close together

- GB Focus Group 2021

59%

I'd like @ mixture of
cities and more
rural locations

15%

(-10%)

I'd prefer to visit
somewhere more rural
and less busy

() Vs June 2021

Source: Covid Research October 2021
(Base: All outbound holidaymakers — GB, US, France and Germany)
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Visitors to Northern
Ireland recognise how
much it has to offer to
holidaymakers

4+

Full of greenery, gorgeous countryside - a city
break as well as a rural break...a bit of
everything!

- GB Focus Group 2021

Tourism Ireland | Strategy & Insights

Fascinating history

Stunning landscape and
coastline + city

Something for everyone

(44

The city (Belfast) has been re-generated and
it’s beautiful. It’s such a welcoming city and it
shows the spirit of the people...I'd recommend
it to anyone

- GB Focus Group 2021

Value for Money

Unique experiences

(Giant’s Causeway)

Easy & accessible

Source: Covid Research GB Focus Groups
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Great Britain — market context

Opportunity

Pent up demand.... but hassle Proximity & good air & sea access

Familiar and close to home VFR and Diaspora

City & Coast / countryside Repeat visitors







NI EAGS Green Button campaign — Great Britain
£3.5m campaign LIVE across GB from 7t February 2022

* Generate demand and drive bookings for short breaks and holidays in NI in 2022

e Set to reach over 86% of adults across Great Britain

TV and Broadcast Video on Demand

Digital Out of Home x over 300 sites in London, Liverpool, Manchester
Birmingham, Glasgow & Edinburgh

Digital and social - Youtube, Facebook, Instagram, Trip Advisor and TikTok

Industry Offers — integral to the success of the campaign






NI EAGS Green Button campaign — Great Britain



Spotify Partnership to celebrate Belfast UNESCO City of Music

Spotify Partnership to highlight Belfast's rich
music heritage

Playlists inspired by the music they love to
showcase the best of NI's up & coming talent
and some old favourites

Digital experience with new talent sharing what
they love about the music scene in Belfast and to
inspire users to visit.

Users will be encouraged to share their playlist
across social extending the reach



Content Pitching — showcasing Northern Ireland in 2022 inc
Belfast UNESCO City of Music
Titanic Belfast 10t Anniversary
Armagh City of Culture Bid
Derry Girls & Belfast
As well as Golf, Sustainability, luxury
and working with TNI to develop great itineraries across all the
counties.

Media Visits — working closely with TNI
* 1 -3 February Game of Thrones Studio Tour Media Preview

Northern Ireland Media Event in London
* 30 high profile media & influencers

Belfast Film: interviews with Kenneth Branagh & cast




Access Marketing with Partners



GB Travel Trade Communications






Green Button Embrace a Giant Spirit campaign (Europe)

£1.5m investment in Q1 2022

* France, Spain, The Netherlands

* Promoting Direct Access to Belfast

 Game of Thrones Studio Tours opening,
UNESCO City of Music, NIEAGS experiences

 Slow road along the CCR to encourage length of sta

 Twinned regions across Northern Ireland



Direct Access to Belfast

FRANCE

e Paris & Bordeaux— Belfast
 Paris — Belfast

SPAIN

 Barcelona — Belfast
 Reus (Barcelona South) — Belfast

NETHERLANDS

e Amsterdam — Belfast




Green Button Embrace a Giant Spirit campaign (FR)



Partnerships to drive bookings



Partnerships to drive bookings

LOGI £
Y == Atrapalo
1,3m
200 TV spots - 67
spots DOOH
1 week screens

4 weeks



Partnerships to drive bookings

CheapTickets.nl




Digital Activation in-market









Opportunities for Northern Ireland Industry to showcase offers dynamically

around Ireland.com & feature in consumer E-zines



http://www.ireland.com/en-gb
https://tourismirelandindustryopportunities.com/opportunity-listing/greenbuttoneagscampaign2022

Applications open 15t February to 30t April 2022
For B2B & MICE activities (non-Tl-led events) in eligible markets

Available for activity taking place 1%t April — 30t Sept 2022

Up to 75% of eligible costs to undertake Sales Calls or attend B2B / MICE events (up to max £6,500)

Industry approved under NI IMAP in 2021 are welcome to apply again under NI IMAP Il
See: www.tourismirelandindustryopportunities.com and IMAP@tourismireland.com

N.B Tourism Ireland led events are NOT covered by IMAP but 75% support available towards participation & related travel
costs



http://www.tourismirelandindustryopportunities.com/
mailto:IMAP@tourismireland.com




Update on GB Review

Unlock the potential of the

1. Identify & build . . .. 3. Create Hub 4. Further develop access
. . . 2. Tailor Communications i " :
ongoing relationships Experiences within the island

Integratea witHin 2022 plans ana enHanceg gy MartecH

Communicating £ sterling, value Tailored messaging to target repeaters Ireland’s Undiscovered North

. . * Working with carriers on point-to-
i i irst ti West pilot campaign (Q3 2022 ) )
for money and quality experiences vs first timers pi paign (Q ) point access marketing campaigns

Social outreach engaging specific Personalisation via Martech and ‘Easy-different-but-not-difficult’ . .
. i " ) * Promoting self-drive content
GB audiences Next Best Action short break itineraries




