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e AutumnOverview
* Creative Assets
* Howyoucangetinvolved




The Autumn campaign will launchin NI and ROI on 2" October for a 6-week period, ending 13t" November.

* InNIthe campaignis mainly focused on Natural Quality Seekers.
* InROIthe campaignis 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 researchidentified 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 campaignisdesigned 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.

he campaign builds knowledge of what Northern Ireland has to offer, communicates how convenientitis and
delivers clear and compelling reasons to visit.

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



Week Commencing:

2"dOctober - Derry ~ Londonderry

9th October — Fermanagh & Tyrone

16t October — Causeway Coastal Route
239 0October—Armagh & Down

30t October - Mournes & Strangford
7" November - Belfast
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We are again delivering a co-operative marketing fund (via Northern Ireland
Hotels Federation)

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

" Autumn 2023 — —
Marketing support for
accommodation, visitor
attractions and experiences.

By aligning with ours, you can maximise your overall reach and engagement. 50 runding foryour ROI Marketing. AP

Tourism Morthern Ireland

* Targeting Republic of Ireland customers only

provide industry support to
helpwith the marketing of
tourism businesses.

' 'o N Campaian Timetable

. It will deliver a range of digital and other o B

5 /o F u n l n g advartising. The Morthern Ireland Hotels The campalgrwil starton 2nd Oceober 2023,
Fedaration will assist the industry in [vwill runtirough e L3th Niovemiber 2022

supporting this activity and sacuring All adwertdsing must be completed by 13th

direct business. Nipamibes.

Themedweekswill oftht
There are two different waysy ou can get weekswill nunas part 5
Li

* Funding up to £3k per entrant SRS e

The campaignwill take placa from 2nd W INEO0 - Demy- Londonaeary
Dctober to13th Novernber 2023, The L FErTanagn & Tyrne
o ° ° closing datefor entries is 11th Septambar w/c Zrd 00t - Armagh & Down
[ 2033 and further information is available W,/ 30th Oct - Mournes & Sranigfoed
*Ll1oSsin dateiora 1Cations eptiembper
[ ]
Mortheri Embrace & (Hant SFifi Flease note
WelaNd  themarkenng Campaignwill feamure + D tobudgetary constraints, tni funding is
Embrace thee wourism brand fior Morthem tangating Republic of Irsland oustomsars only.
a(ﬁant Irefand. “Worthern Ireland - Emibraca »  Funding supportwill bo at 50%.
-k a Gane Spiriewill communicates & »  Manimum £3.000 funding par entrant.
pirlt highquallty epefance ovishors »  Shori-tarm promotional mosts onkywith a
el thit 1s recognisable as a disdncovely mizztirem of 20% spand on g afisction o
Miorthern Ireland ecperience. admin.
[ ] [ ]
Allpamidpants In the campaign ane
* Further 1ls: h ./ /www.nihf k o
[ [ J [ [ [ ] wherevar possible.



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




TV & BVOD

6 weeks: Live from 29 October

40 second primetime radio advert,

» Sky Food Network Partnership w./ N airing on the following stations:
» 30 Second Broadcaster VOD ot TV/IBVOD "‘E N
On: :.klr_ #_.. ?:' ,l;. - e

v  Today FM
 Newstalk

- QMontth views’,

» Classic Hits 4FM Reach:
. RTE 1 T >3.1M
* Lyric FM

press

Advertorial, native content & digital opportunities in the following titles from

* RTE player w/c 2" October;

. Sky- All VOD THE IRISH TIMES
*+ All4 | e Irish Times & Irish Times.com

* Virgin media player » (Travel section takeover 4 weeks, 1.2M users)

 Irish Independent & Independent.ie
BVOD Reach: 4.2 million Adults » Sunday Independent

* Malil on Sunday
* Irish Daily Mail Irish Daily Wail

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



Open Minded Explorers
Facebook & Instagram:

Statics, Stories, Carousel posts
Estimated reach: 460,000 - 560,000

Online Video
YouTube & Programmatic video

Display
800K projected impressions

Indulgent Relaxers

Social media

Influencer activity and emails supporting the
social activity.

Facebook & Instagram:
Statics, Stories, Carousel posts

 Glenarmcastle.
- CoAntﬂ OX, Belfast

Estimated reach: 800,000 -850,000

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




Asks from our industry:

Keep our PRteams up to date with
news/content/images that we have
at our disposal for media pitching!

The Autumn burst of activity in ROI will focus on
Open Minded Explorers.

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

[n addition, core media activity will continue with weekly content and features across print, onlineand
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.
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Magic in the Mournes

An enchanting landscape that inspived CS Lewis lies at the centre of Ireland’s newest
UNESCO Global Geopark. The off-radar Mournes could have the tourism wow factor
of the Wicklow or Kerry mountains... if only more people knew about them

hem you it ghimpee the Mowrne
Mosastamn rising ap m the ditance
you immcdissch undertand (he
magmetic pull they ve had onwriters
A b A o centuries
he Muuirnes bk entirehy ather
wuthdly - there s se jagged peaka Hhe i the Recka of
Kerry. ihey woxdulne ugrwards iowarts the shy. Their shoer
sioe and scale s woftened by he gendiction of thetr (urves
They have the effect of making you want 1o get out aind wp
i themn ol thewr prads and ok domm inaards the
wen from (i smmet
This vasl wilderness was an magiration for CS Lewivs
Norms serien. "1 have seom landscnpes. notabdy in the
Mouirne Mossmrtaom snd sousthwards which under  per
towler lghe made e foed that ot sy mosent & panl
gt rasse B Dead over 1he net ridge” he winte Owcy
you've soen e AuRes You will ke what he mesnt
The rangr is 2 draw for i modern maginatimn, ton
Much of Game of Thanes was (desed around these laod

niven grosogie sl beritage of (s sl sl iosnce

Nesthod wt the base of the mourntaims, the pretty seamade
villagy of Newoastle s the buse camp (rum where sy
Ty and | planned owr rowte to ascend Slieve Donand,
the hghent of the Mournes. siting & A% metre 18

We arrmed in Neweastho on & Saturday it lon it with
1 otng weehend rolling out shead of un. The furpcast b
the nevt merning promised 10 be dry and beighe -~ perfect
for 0 mountain bike The sown il has 2 bustheyg wco
e feel: (mmibes dippong thew toes i the sea, dog walkery
Mrutimg actoms the g promenade. and dn trigpen ot
Mg e crosm outaide the muamy loe creams parisan

We wanied o got out and explore but set de smything
overhy taxing hetore oar meantan vk, wo we opted for
o kayaking trip o the Life Mdventure Centre (g
dromiurecom) o Castlowellan Forest Park, o short drive
from Newumtle. The centee b open all year round and
oliery an covmive ramgy of Vit including mnuntain
biking stand wp paddichoarding wet hosldering rock
chimung. cousierring. clectri ling and epen caneong

edfinntravels Today on Travel Talk at 10.30 on @sunshine1068fm
we visit @titanicbelfast to check out the new spaces. The
refreshed experience introduces 'The Pursuit of Dreams' as a new
theme and combines immersive new technology with an original
maritime heritage collection and the authentic Titanic story to
deliver an enriched and emotive experience.The new experience

glampingin
the Sperrins

A few special nights in the North's great

g st e Mo i i o s N L gt e s L begins as visitors leave The Sinking where they will see a backlit outdoors are along way from the soggy
accreditation. The UNESCO Globad Goopark label recag  intimadated Wi pulled on our wetasits and ovenibors s

R PPN Wewkend Magasdme % bogo 0]

0QYV

double height wall noting the names of all the passengers
onboard Titanic on that fateful night, detailing their fate, if they
were lost or saved. Positioned prominently in front of those
names is one of only twelve remaining Titanic life jackets in the
world, the first of the new artefact collection now on display. The
four new spaces are called Never Again; Ballard's Quest; The Ship
of Dreams and The Lasting Legacy.

tents and communal toilet blocks of
childhood, writes Chrissie Russell

‘ think this is the best one yet.”
Our eight-year-old son is beam
ing down from the top of a
smiall ladder in what will be
hiss and his brother's sleeping
space for the night, ready to get
his swimming shorts on and
cagerly eyeing up the jar of marshmallows
destined to be roasted into sticky s'mores
over the campfine later on

Oh to be eight years old and abreacly
have a favourite glamping pod. How life
has changed...

Earlier on, as we drove away from Cook
stown, Co Tyrone, replete from a carvery
tunch and slabs of paviova at the Glenav
on Hotel, we passed Drum Manors Forest
Park. "Ah,” | cried with recognition. “We
used to go camping there,” | recalled our
litthe tourer caravan, pltched In the trees
with my tiny. usually soggy and sagging
tent alongside. Memories flooded in of
slow-to-start smoky barbecues and chilly
momings scampening to the communal
tollet block.

Now don't get me wrong those are fond

moments from my childhood, but eas
Ing myself into the warm bubbles of our
pod’s private hot tub that evening, sufe
in the knowledge that a dry double bed,
aspacious private bathroom and an ov
en-haked pizza were all in my immediate
future. | had to admit, modern glamping
maost definitely has the edge on those by
gone camping days

My moment of recognition at Drum
Manor was notable. Desplte having spent
most of my e living litthe more than an
hour from east Tyrone. It's an area I'd littie

Tucked in the shelter of a former guarry
sits Sperrin View Glamping, its four pods
two with hot tubs, two without - and huby’
pod (which howses the reception desk,
alounge and kitchen), making the most
of their wilderness setting. Huge, sloping
triangular windows dominate the front of
the geometric, Scandi-looking structures,
specifically designed for the site which
opened in 2020

The cleverly angled glazing means guests
can not only enjoy the stunning view
of the landscape, but also stargarze from

personal expersence of. and what a hidden bed. taking full advantage of the noctur-

treasure it s,

Within 15 minutes of leaving the bustie
of Cookstown, The Sperrins unfolded in
front of us, a jaw - dropping expanse of wil
derness, undulating mooes and bogland,
studded with knots of dense forest. The
mountain range i freland’s langest, but
also one of the country’s most unspoiit
and unexplored Areas of Outstanding Nat-
ural Beauty,

nal views afforded by staying in one of
freland s three places ofticially accredited
with Dark Sky status.

Before settiing in to our home for the
night at Sperrin View, my husband and our
two sons, Tom (8) and Finn (5), drove one
mile along the road to Davagh Forest and
the OM Dark Sky Park and Observatory.

The £1.2m tacility opened in Apeil 2020
and was an instant hit with our space-ob
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TV & BVOD

press

6 weeks: Live from 2" October A .{TV 51% Adult ;ﬁ | | N o

e 30secTV:ITV, Channel 4, _' -,Jcoverage OTS: 4=..rp' Yy  Advertorial, native content & digital opportunities in the
»  Sky AdSmart F* 4 following titles from w/c 2" October;

« BVOD: ITVX, All4 - BVOD:1.3M o __"' J/

4’ « Belfast Telegraph & Belfast Telegraph.co.uk
4 * Irish News

« Newsletter
NI Travel News

 Coverage all adults 44%, OTS 3
* Digitally: 3.1M users & 14.3M page impressions

Telésraph
THE IRISH NEWS

6 weeks: Live from 2nd October
33%

30 second ad across

« Downtown Radio

 Downtown Country

e U105

Coverage
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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 afully integrated PR Plan.

[n 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 theindustry andbrand awareness around Embrace a Giant Spirit.

The PR activity will encourage visitors to Embrace
Change this Autumn

* Thetargetsegmentis Natural Quality Seekers.
* Thefocus willbeontheoutdoors,good local foodie
experiences and great quirky comfortable

accommodation.

* Itwillleaninto Hidden Gems, the experiences onour
doorstep that you don’'t know about.
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Align with our Content approach

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

= oCtober i November

ourfowns ' ~= ¥ . Shortbreak

| Inspiration

" “Favourites

Srrgrors

J 9 |
f -
X
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Key dates will also play a part such as seasonal short breaks in October, linking to Halloween, family breaks to linkin
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
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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 detalils are available here:

im) @ Exploris Aquarium - Portaferry - X ﬂ Tickets and prices | Hillsborough X | D Bad Request X | &J Creating and updating your tour X | + —

(]
< C (3 https:/discovernorthernireland.com/things-to-do/exploris-aquarium-p675471 A Y8 ®@ & = P -

You are here: Home > Things to Do > Exploris Aquarium

Exploris AQuarium x  x  x

The Rope Walk, Castle Street, Portaferry, County Down, BT221NZ

®® Tripadvisor

Tripadvisor Traveller Rating
O 00000 496 reviews

. <ADDTOPLANNER QQ“L)

WEBSITE %

EMAIL

VIEW PHONE
NUMBER %

X SPEAK (»)
BOOK NOW .

ol S Privacy |

_ 16:24
® eccth L8 BE O EmP (7 ENG B

13/06/2022 )

i) @ Exploris Aquarium - Portaferry - X ﬂ Tickets and prices | Hillsborough X | D Bad Request X | &J Creating and updating your tour X | + = (] X
& C m ()  https://discovernorthernireland.com/things-to-do/exploris-aquarium-p675471 A 78 @ O o= L 4
encounter.

Outside in the enclosures our family of Asian Short Clawed Otters remain a big hit with visitors, while

r N

| READ MORE |

Book Tickets

From Date: Adults: Children: u

TXGB | Grow your sales with the Tourism Jates:
. . 13 June2022 v
Exchange GB (tourismni.com) —
14 June 2022 v
15June2022 v
Booking tickets directly via - " | & priacy

16:24
&

discovernorthernireland.com TS, B EASEE SR RO 8 & 5 o R



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/

Update your

 listings |

—

on discovernorthernireland.com

. ? ?
One of the leading sk b
- ‘ ; * Visit Tourism Northern * 3million unique users
SOou r.ces Of I n.Spl rati O!’\ _ [reland’s Business Hub * Your content will be
and information for visitors * Createanaccount srf\ared with anumber
* Register your products of publishers and used
to NorthernIreland. « Manageyourlistings across multiple visitor

touch points.
We would like you to update

your listings as soon as

Whatdoesagood
listinglook like?

* 300-350words
* Engaginglandscape

photography

- Don'tforget the basics -

address, telephone
numbers, URLs, price

. | Pleasedon'tcopyand paste Updateyourown website—
pOSS]b . | thecontentfromyourwebsite- z What practicalinformation dovisitors

give us somethingunique and different.

require?Isthisinformation visible?



&7 Twitter Have some contentto share

on our social channels?
(©) Instagram  Contact us on:

—_—

# Facebook digital@tourismni.com

\'/
’W

Use the hashtag #Embraceagiantspirit
on your posts for higher visibility.

Hashtagsmakeit easier for us to share j
your content on our channels. J

 WS— E—— = R

® QY

@ 362 likes

We're Good to Go!



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

You can help us inspire our audiences
by sharinginformation and content
with our consumer marketing
channels -1ncluding PR, Influencer
Marketing and Social Media.

Send us your ideas for
consideration to:

digital@tourismni.com



mailto:digital@tourismni.com
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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 2~ 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
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