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Agenda
• Autumn Overview
• Creative Assets
• How you can get involved



The Autumn campaign will launch in NI and ROI on 2nd October for a 6-week period, ending 13th November.

• In NI the campaign is mainly focused on Natural Quality Seekers.
• In ROI the campaign is mainly focused on Open Minded Explorers

A small burst of social media activity has also been planned for the ROI Indulgent Relaxers segment as 
previously research identified this segment with a high propensity to take a short break in Northern Ireland. 
Feedback from the industry also suggests continued strong bookings from this segment.

The campaign is designed to support the industry by driving short breaks and inspire our segments to see, do 
and spend more on a short break in Northern Ireland. Offers recruited via co-op fund will help to drive 
conversion and show the value for money in Northern Ireland, which is extremely important given the cost-of-
living crisis.

The campaign builds knowledge of what Northern Ireland has to offer, communicates how convenient it is and 
delivers clear and compelling reasons to visit.

The campaign is underpinned by a PR, Influencer and Content approach that supports the campaign.

Overview - Autumn 2023



We would encourage you to align your marketing activity with the regional rotations where possible to maximise the .

Final Media plans will be emailed to Councils in the next few weeks.

Week Commencing:

2nd October - Derry ~ Londonderry

9th October –Fermanagh & Tyrone

16th October –Causeway Coastal Route

23rd October –Armagh & Down

30th October - Mournes & Strangford

7th November - Belfast

Regional Rotations



Co Op Fund

We are again delivering a co-operative marketing fund (via Northern Ireland 

Hotels Federation)

Supporting business, by encouraging them to undertake their own marketing.

By aligning with ours, you can maximise your overall reach and engagement.

Details

• Targeting Republic of Ireland customers only

• 50% Funding

• Funding up to £3k per entrant

• Closing date for applications: 11th September 

2023

• Further details: https://www.nihf.co.uk/

https://www.nihf.co.uk/


Autumn Overview:

Republic of Ireland



TV/BVOD
>18M

Monthly views

6 weeks: Live from 2nd October

• Sky Food Network Partnership
• 30 Second Broadcaster VOD 

on:

40 second primetime radio advert,

airing on the following stations:

• Today FM

• Newstalk

• Classic Hits 4FM

• RTE 1 

• Lyric FM

Reach : 

>3.1M 
weekly reach

TV & BVOD Radio

Press

Advertorial, native content & digital opportunities in the following titles from 
w/c 2nd October;

• Irish Times & Irish Times.com 
• (Travel section takeover 4 weeks, 1.2M users)
• Irish Independent & Independent.ie
• Sunday Independent
• Mail on Sunday
• Irish Daily Mail

• RTE player

• Sky- All VOD

• All 4

• Virgin media player

BVOD Reach: 4.2 million Adults

Readership 800K+ Digitally: +3M users & 10.2M page impressions



Primary Focus Support Activity

Indulgent Relaxers

Social media

Influencer activity and emails supporting the 

social activity.

Facebook & Instagram:

Statics, Stories, Carousel posts

Estimated reach: 800,000 -850,000

Weighting across the audience will flex according to research insights on the likelihood to travel by segment.

Digital

Open Minded Explorers
Facebook & Instagram:

Statics, Stories, Carousel posts

Estimated reach: 460,000 - 560,000

Online Video

YouTube & Programmatic video

Display

800K projected impressions



The Autumn burst of activity in ROI will focus on

Open Minded Explorers.

The Autumn Campaign will be supported with a fully integrated PR Plan using a ROI personality or 
spokesperson to spearhead activity.

In addition, core media activity will continue with weekly content and features across print, online and 
broadcast.

Key areas include media FAM trips, Industry Feature Profiling and 'Always On' activity that promote the 
industry and brand awareness around Embrace a Giant Spirit experiences.

Asks from our industry:
Keep our PR teams  up to date with 

news/content/images that we have 
at our disposal for media pitching!



Autumn Overview

Northern Ireland



TV: 51% Adult 
coverage, OTS:4

BVOD:1.3M 
users

6 weeks: Live from 2nd October
• 30 sec TV: ITV, Channel 4,
• Sky AdSmart
• BVOD: ITVX, All4

6 weeks: Live from 2nd October

30 second ad across

• Downtown Radio

• Downtown Country

• U105

33% 
Coverage

OTH: 11

TV & BVOD

Radio

Press

Advertorial, native content & digital opportunities in the 
following titles from w/c 2nd October;

• Belfast Telegraph & Belfast Telegraph.co.uk
• Irish News
• Newsletter
• NI Travel News

• Coverage all adults 44%, OTS 3

• Digitally: 3.1M users & 14.3M page impressions



Segment;

Natural Quality Seekers

Facebook & Instagram:

Statics, Stories, Carousel 

posts

Estimated reach: 460,000-

560,000

Display & YouTube

>1M Million projected 

impressions



Campaign activity will be supported with a fully integrated PR Plan.

In addition to a pro-active media plan with weekly content and features across print, online and broadcast, it will 
include media FAM trips, events and PR  that promote the industry and brand awareness around Embrace a Giant Spirit.

The PR activity will encourage visitors to Embrace 
Change this Autumn

• The target segment is Natural Quality Seekers.

• The focus will be on the outdoors, good local foodie 
experiences and great quirky comfortable 
accommodation.

• It will lean into Hidden Gems, the experiences on our 
doorstep that you don’t know about.



Creative 
needs 
updated

Campaign Creative 



TV/VOD 30 secs 

Social and Digital 

assets

Campaign assets – 
(Work in progress)



How to get
involved



Key dates will also play a part such as seasonal short breaks in October, linking to Halloween, family breaks to link in 
with school holidays and Christmas, and romantic escapes to celebrate the New Year. Demonstrating value for 
money will continue to be a key message across all communications.

We would encourage you to use these key themes to tell your audiences about the wonderful short breaks, events 
and hidden gems that can be enjoyed as part of a Giant Adventure in Northern Ireland

Align with our content approach

During October, November and December Tourism NI focus their consumer marketing 
communications on these 3 overarching themes:



With over 2.8 million* yearly visits generating 

over 8 million page views, ensuring your 

business is bookable via 

discovernorthernireland.com is vital in 

driving visitor revenue. 
(*Figures based on 2022 stats).

Tourism Northern Ireland have partnered with

the Tourism Exchange or TXGB to make

businesses like yours bookable on the

Discover Northern Ireland website, reducing

the commission that you will pay for online

bookings and helping you to convert traffic

from DNI to book directly.

More details are available here:

TXGB | Grow your sales with the Tourism

Exchange GB (tourismni.com)

Booking tickets directly via 

discovernorthernireland.com

https://www.txgb.co.uk/
https://www.tourismni.com/build-your-business/opportunities-campaigns/grow-your-sales-with-the-tourism-exchange/
https://www.tourismni.com/build-your-business/opportunities-campaigns/grow-your-sales-with-the-tourism-exchange/




Follow us on social

· Follow us on Facebook, Instagram and Twitter.

· Use #MyGiantAdventure on your posts. Secondary hashtags - #Embraceagiantspirit, #DiscoverNI

· Hashtags make it easier for us to share your content on our channels.

· Have some content to share on our social channels? Contact us on digital@tourismni.com

Design notes

1. Social platform logos [PC1]

2. Perhaps a mockup of a social post 

Emphasis on hashtags

mailto:digital@tourismni.com


We’ve curated a handy suite of campaign 

photography and creative assets that you can use 

for your own social posts and marketing activity.

These will be available from the content pool when 

the campaign launches on 2nd October. Search for 

“Autumn Campaign”

Northern Ireland's Content Pool 

(northernirelandscontentpool.com)

https://northernirelandscontentpool.com/en/_/login?login.redirectlogin=/en


Share your stories with us

· You can help us inspire our audiences by sharing information and content with our 

consumer marketing channels - including PR, Influencer Marketing and Social Media. Send 

your ideas to digital@tourismni.com

mailto:digital@tourismni.com




Update your listing
We see an uplift on discovernorthernireland.com during the campaign activity. 

Update your business listing now to benefit from the traffic that will visit.

Use the assets we will provide
Check out the campaign assets (available from 2nd October on 

the content pool). We encourage you to share these assets on 

your marketing channels.

The industry toolkit will also be available to download on Tourism NI.com

               

Push out relevant campaign content to your own marketing channels. 

E.g. If your area is featured in the Radio advert, TV advert or particularly in 

Native press or social channels, these are easy pieces of content to share in 

your own marketing. Working collaboratively gives us maximum impact 

in the marketplace, to get cut through for Northern Ireland.

.

Share your stories with us
Have an interesting story or good news about your business? We want to 

hear about it. Send it to digital@tourismni.com

Use #EmbraceAGiantSpirit on your social posts
Don’t forget to tag us and use #EmbraceAGiantSpirit when posting!

Use our Giphys in your Instagram posts, just search for: embrace a giant 

spirit.

mailto:digital@tourismni.com


Bryony Gambier-Christy, Marketing Campaigns Officer
MarketingCampaigns@tourismni.com
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