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9:30 am Guest Arrival & Registration (Tea/Coffee)

10:00 am Tourism NI Welcome: Carmel Scott, Tourism NI, Head of Marketing

10:20 am Visitor Segments and Insights: Patrick McConville, TBWA Strategic Planning Director

10:40 am Reaching the visitor segments through media, effective media planning: Joanne McKendry, Ardmore Media Director

11:10 am Comfort Break (Tea/Coffee) 

11:40 am Maximising Paid Digital and Social Performance: Lavinea Morris, M&C Saatchi Managing Director (EMEA)

12:00 pm Maximising Influencer Effectiveness: 

 Fiona Hanna, Jago Communications Director 

 Courteney McGuigan, Jago Communications Account Manager

12:20 pm How to Access and Maximise the TNI Content Pool: Kathy Wilford, Tourism NI Digital Asset Coordinator

12:40 pm Closing Remarks & Next Steps: Carmel Scott, Tourism NI, Head of Marketing

12:55 pm Networking Lunch & Event close 

2:00 pm Delegates Depart 

The Agenda



In this slide I want EAGS in the middle and lots of images of our industry in a 

collage. My point will be focused on  the collective marketing effort in the room 

and the opportunity for us all to work together to drive the Visitor Targets



Meet the Team here today

Harry Matthews 
Partnerships and Influencer 
Marketing Officer

Catherine Kelly
Digital Marketing Manager

Kathy Wilford
Digital Asset Coordinator

Kevin Forde
Social & Digital Marketing Officer

Tom Vogan
Social & Digital Admin Assistant

Bryony Gambier- Christy
Marketing Campaigns Officer



Meet the team here today

Alice Murray
Marketing Campaigns Executive

Lauren Campbell
Social & Digital Marketing Officer

Grace Booth
Interim PR Executive ROI

Victoria Mc Murray
Social and Digital Marketing Officer 
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The Spring 2026 programme will consist of TWO distinct but related plans.

Å A Core NI & ROI Spring Campaign that builds on the success of the 2025 
Spring campaign using optimised creative assets with a cut-through 
media and PR approach.
Live from 9th February p 31st March

Å Investment in Additional NI Content responding directly to a drop in 
domestic overnight trips and day-trip expenditure and designed 
specifically for NI residents. 
Video Podcast Series in Market from March.

Expanded Activity For Spring 



Always On Marketing Activity

Always-on 
Digital Content

Always-on 
Digital Acquisition

Ongoing PR & 
Earned Media 

Email Acquisition 
and Engagement 

33k
Email Database

NI : 11,832
ROI: 12,120



Drive visitor growth by: 

Å Attracting  first time visitors from  ROI

Å Continuing to shift perception of NI 

for short-breaks and holidays. 

ezOC<O!GJJFN!<H<UDIB^!*!NCJPG?!
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Å Focusing on uniquely NI demand 

drivers and short-break favourites 

and staples to drive first-time 

consideration.

Å Convenience, value for money, drive 

times, breadth of accommodation

Indulgent Relaxers: 

*O}N!<GG!<=JPO!ODH@^!LP<GDOT!<I?!
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embrace relaxation and the 

finer things in life. 

Active Maximizers: 

They crave energetic experiences, 

unpredictability, nightlife with great 

food and drink and a lively buzz p

with or without the kids.

Spring Campaign

ROI Market Focus  
Segment Focus  



Social Instagrammers:

They like to think they have 

OC@DM!|ADIB@M!JI!OC@!KPGN@}!<I?!

are able to uncover and enjoy 

RC<O}N!I@R^!?DAA@M@IO^!RJMOC!

talking about, often in social 

media.  

Aspiring Families:

They are more price sensitive than 

ever before but are still looking for 

fun experiences close to home that 

the whole family will enjoy, 

including quality food and drink

 and comfortable, affordable 

accommodation. 

We need to hold on to growth in our 

domestic market by:

- Giving people new reasons and 

ideas to stay- local for short 

breaks, day-trips and longer 

holidays

- Shifting perceptions of what can 

be found and experienced on their 

doorstep - newness, wow-factor, 

surprise. 

Spring Campaign

NI Market Focus  
Segment Focus  



Creating Impact and Cut Through

77% of adults across the Island of Ireland and 
generate over 100 million opportunities to see or 
hear the activity.

146 million digital impressions across Meta, 
YouTube, Display Retargeting and Google Search 
Ads.



Date Location

16 Feb 2026 Derry~Londonderry

23 Feb 2026 Belfast

2 Mar 2026 Armagh & Down

9 Mar 2026 Mournes & Strangford

16 Mar 2026 Fermanagh and Tyrone

23 Mar 2026 Causeway Coastal Route

Campaign: 9th Feb p31st March '26

Regional Rotations
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48 Sheet in situ 
(Active Max ROI)



Digishelter in situ 
(Active Max ROI)



Connolly Gallery in situ 
(Active Max ROI)

Close Up



PLEASE ADD TVC

TVC



6 Sheet in situ 
(Aspiring Fam NI)



Spring messaging Offers & value focused



Aspiring Families Creative Examples





Plan
Media

Spring



Mon 9th Feb p Tues 31st Mar
NI Spring Media Plan 2026 Aspiring families  

TV 6 WEEKS
LINEAR & ADSMART

SVOD & BVOD
6 WEEKS

OUTDOOR
6 WEEKS

RADIO
4 WEEKS

PRESS
6 WEEKS

Awareness
Emotive connection

Extend reach and 
frequency of linear tv

Province wide coverage
Regional awareness

Frequency builder
Inspiration

Value message

Å UTV, Channel 4 and 
Sky Ad Smart x40sec

Å 350 Ratings

61% Coverage; 854,610
Adults, Frequency: 8

SVOD buy into Netflix, 
Amazon Prime, 
Paramount and Discovery

400,000 x 30sec imps
65% of AF have a 
subscription.

BVOD: Unskippable Ad 
Format.
70% of vIewing is on big 
screen.

Estimated Reach: 
196,140
Frequency: 4

40 x 48 Sheets 

6 x Billboard Live

101 Adshel Live Panels, 

73 x 6 Sheets 

Spar/Vivo/Centras
Applegreen Screens and 
Digital 6 Sheets at Grand 
Central, GVS and NW 
transport Hub.

67% Coverage: 928,039 
Adults; 
Frequency: 14.5

Cool FM and Q Radio 
Group  to deliver regional 
coverage

672 x 40sec spots flighted 
out across 4 weeks

PLUS 100,000 Digital 
Adio mpressions on Bauer 
network including Kiss, 
Magic, Absolut and all 
local brands.

53% Coverage: 835,000 
Adults; Frequency: 5.2

Saturday editions of 
Belfast Telegraph, Irish 
News and Daily Mirror 
Group
24 County Advertorial
2 NI4Kids adverts

43% Coverage: 
651,000Adults:
 Frequency: 4.2



ROI Spring Media Plan 2026 Active Maximisers & Indulgent Relaxers
Mon 9th Feb p Tues 31st Mar

TV 6 WEEKS
LINEAR & ADSMART

SVOD & BVOD
6 WEEKS

OUTDOOR
6 WEEKS

RADIO
4 WEEKS

PRESS
6 WEEKS

Awareness
Bespoke Media Buys

Amplify: Extend reach and 
frequency of tv bespoke buy

Dublin Commuter and 
Suburb Targeting

Frequency builder
Industry support
Border counties

Inspiration
Value message

Industry support

Linear TV Buy with  RTE, 
Virgin , Sky and Channel 4 
Group

Tactical Spot buy in  Knight of 
the Seven Kingdoms, 

Sky Sports coverage of 
8JH@I}N!4PK@M!-@<BP@!
Football p10 Games  & LPGA 
Golfp 50 spots

2 x Editorial Travel Segments 
in the Today Show p average 
100,000 daily viewers per 
show.

72% Coverage: 2,887,000, 
Frequency: 10

RTE Player p most popular 
player in Ireland averaging 
13.5 million streams per 
month. p Drama Boxset 
Sponsorship

C4 Streaming 

17% Coverage: 681,700, 
Frequency: 4

High Impact Digital OOH on 
Digital Bridges, Digi-Poles, 
Digital 48 Sheets and 
DigiShelters

The Galleries and Transvision 
at Connolly , Pearse Street, 
Grand Canal and Tara Street 
Stations. 

100 x Luas Portraits
100 x Bus A2 Back Of Driver 
Panels
144 x Dart Commuter Cards

68% in Greater Dublin, 
952,000 Frequency: 12

RTE2FM (Nationwide), Today 
Fm, 98 FM,  and FM104 in 
Dublin.

Exclusive Live Host reads on 
Today FM Catch up Podcast p 
average 400k streams per 
month.

Border County Radio targeting 
pi-Radio and RTE player 
digital audio

860 Spots
770,000 Digital Audio Imps

45%; 1,984,000 Adults, 
Frequency: 9.6

Irish Times, Irish 
Independent,  Irish Daily Mail 
. Irish Daily Mirror, Irish Daily 
Star. (24 Adverts)

Tactical Classifieds in Irish 
Times

10 x Full Page Press 
adverts/advertorials for the 
Indulgent Relaxers 

57% Coverage; 2,441.000 
Adults; Frequency: 4.2



Digital Media Strategy Phased Approach

AWARENESS
2 WEEKS

CONSIDERATION
8 WEEKS

ALWAYS-ON
9WEEKS

ω FACEBOOK / 
INSTAGRAM

ω Video view campaigns 
with short- and long-
form content toinform 
and engage audiences

ω FACEBOOK / 
INSTAGRAM

ω 4CJMO!QD?@JN!RDOC!z-@<MI!
.JM@{JM!z#JJF!/JR{!
buttons

Carousel ads with 
clickableCTAs. Offers 
Focused 

ω YOUTUBE

ω Bespoke targeting

Demand Gen campaign

ω GOOGLE DISPLAY ADS

ω In-market audiences for 
travel

Responsive Display Ads 
with clear CTAs

Demand Gen Campaign 
setoptimised to link 
clicks

ω GOOGLE SEARCH ADS

ω Capture high-intent 
traffic via 
keywordtargeting

Ad copy with strong 
$5"N_!z#JJF!
/JR^{z-DHDO@?!0AA@M{



Activity
How to get involved

Campaign



Industry Support

Nearly 100 million advertising impacts across NI and 
ROI

Over 100 industry Offers showcased across various 
platforms.

Opportunity for the industry to avail of competitive
 rates to be in the ROI market alongside TNI. 
Bespoke print, radio and digital packages 
negotiated with leading Irish Publishers: 
The Irish Times and The Irish Independent.

CREATIVE
Campaign toolkit available at 
tourismni.com

Tool-kit templates and messaging 
guidelines  aligned with campaign 
messaging and offers

These can be easily accessed on the Content 
Pool.

MEDIA
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Negotiated Rates for Tourism Businesses

Media Central



Industry Offers Template

Offers Line:



Improved UX
 -  Navigation

-Search & Filter Function
 -  Learn More Image Buttons

Interactive Regional 
Map

Intuitive Journey 
Planner

 -  You Smart Thing

Fresh, Clean, 
Attractive, Brand 
aligned design

-Social Media Integration

Discovernorthernireland.com
What's new?

More discoverable  

content and 

products as a year 

wide destination 

AI Powered Chat Bot
- to launch later in Feb



Discovernorthernireland.com

Top Tips
1. $M@<O@!<!GDNODIB!=T!AJGGJRDIB!OC@!|4DBI!PK}!GDIF!JI!

tourismni.com 
2. Update your listing regularly p at least twice a year 
3. Add event listings too as these are promoted by Tourism 

NI across their marketing channels
4. Also detail who the experience is suitable for p align with 

our customer segments
5. Include helpful details, including transport and parking 

information, facilities available and insider tips
6. Include contact information, including a contact email, 

web URL and booking details
7. Check Google Search for FAQs to address within your 
GDNODIB!?@N>MDKODJI!eOC@!z1@JKG@!"GNJ!"NF{!NPBB@NODJINg



ǒ Share high-quality photos and videos with us - strong visuals are far 
more likely to be featured. Video should be portrait(9:16) with no text 
on screen.

ǒ Invite us to visit- especially for food & drink providers or activities 
where we can capture fresh videocontent for use on our channels.

ǒ Let us know if you think your product fits an upcoming theme or 
opportunity - eg Valentines/Easter holidays/Sustainability/Dog-
Friendly

ǒ Keep your DNI listing fully up to date - especially with strong imagery 
and accurate details.

ǒ Ensure events are listed on DNI- we do not promote events that 
<M@I}O!GDNO@?!JI!OC@!R@=NDO@]

ǒ Understand that submission/getting in touch does not guarantee 
promotion - =PO!KMJQD?DIB!LP<GDOT!>JIO@IO!@INPM@N!TJP}M@!>JIND?@M@?!
when relevant.

Contact v.mcmurray@tourismni.com

Social Channels



Stronger Together

When we work together, 
our content is much more 
impactful.

Download the Awakening 
our Giant Spirit Brand Book 
and find out more about 
unlocking Northern 
Ireland's 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/
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/


Maximising Campaigns

Avail of the special industry  media rates

Download the campaign toolkit 

from tourismni.com

Think about how you can 

align your activity with the weekly rotations

Use the templates provided to showcase your offers

Share your PR stories

Tag us in social. Use #embraceagiantspirit

Update your offer and listing on 

discovernorthernireland.com

Use the content pool



Team Email Addresses 
marketingcampaigns@tourismni.com 
digital@nitb.com 

Head of Marketing 
Carmel Scott
ca.scott@tourismni.com

NI PR
Claire Hamilton
c.hamilton@tourismni.com

Digital Marketing Manager 
Catherine Kelly
c.kelly@tourismni.com

Contact details

Website help? 
Visitor Information Manager 
Mark Thompson 
m.thompson@tourismni.com 

Content Pool Help? 
medialibrary@tourismni.com

ROI PR
Fiona Cunningham
f.cunningham@tourismni.com

Social Help? 
Victoria McMurray 
v.mcmurray@tourismni.com

mailto:medialibrary@tourismni.com


Maximising
Marketing

Masterclass
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Know the

Win  the Choice !
Visitor,
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How insight -led marketing  
can help tourism and hospitality 
compete smarter  and stronger . 

ìőċƣќƚШƣőŔƚШċũũШċĤŸƨƣе



1.  Why insights  matter more than ever
2.  Our visitor segments & what motivates them
3.  Mindsets  & how to make the most of them
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Why insights  
matter more 
than ever

1



Why insights matter more than ever

We are now competing 
with international travel 
more than ever.

51© 2025 TBWA \  Ireland. All Rights Reserved. Proprietary and confidential.The Disruption Company®



Travel Taken & Intent - Abroad versus Closer to Home

Trip Type Northern Ireland Republic of Ireland Abroad

Already taken a trip in 2025 20% (short or long break) 44% 52%

Would consider a short break
 (1т3 nights)

17% 20% 36%

Would consider a longer break 
(4+ nights)

6% 11% 23%
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Visitors are:
More selective

More value aware
More emotionally driven

Why insights matter more than ever

58% expect to be more 
price-conscious over the next 12 
months.

44% in ROI and 42% in NI cite 
cost-of-living increases as a barrier to 
taking a trip in NI. 
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Key Insight
ÂĲŸƓũĲШċƖĲŰќƣШŢƨƚƣШƣőŔŰťŔŰŊШ
џĦċŰЮfЮċŉŉŸƖĬЮƣőŔƚЮĤƖĲċťѠЮ

they are asking 
џŔƚЮŔƣЮƽŸƖƣőЮŔƣлѠ

Why insights matter more than ever

75% are willing to pay more for 
experiences with better reviews

NI trips are judged on the feeling 
as much as the features: 
95% of NI visitors say their trip 
met/exceeded expectations.

Top motivations are emotional: 
relaxation (55%), bonding time (33%), 
escapism (33%)..
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Heightened visitor expectations
and a noisy market means 
ŔƣќƚШŊĲƣƣŔŰŊШőċƖĬĲƖШƣŸШŊĲƣШĦőŸƚĲŰЮ
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Å Understanding WHY people 
chose is more important than 
simply WHAT they choose

Å Businesses that tap into the 
visitor mindset will outperform 
those that just describe their 
offering

Why insights matter more than ever

Key Insight
People are trading 

down on duration but 
trading up on emotion
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Welcome
Welcome
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Our Visitors 
Segments & what 
motivates them

2



Our segments and what motivates them

Northern Ireland Domestic Segments

ASPIRING 
FAMILIES

30% of market

Together-time that feels 
enriching.  Fun, discovery 
and activities everyone 

can get stuck into.

NATURAL QUALITY 
SEEKERS

15% of market

Quality escapes 
(coast/countryside/city) 

with great food & drink, culture 
and a relaxed pace.

SOCIAL 
INSTAGRAMMERS

15% of market

ШћőŸƣќШĤƖĲċťШƽŔƣőШĤƨǍǍЯШ
novelty and shareable 
moments. See it, do it, 

post It.
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Our segments and what motivates them

Northern Ireland Domestic Segments

ACTIVE 
MAXIMIZERS

33% of market

High-ĲŰĲƖŊǃШћůċťĲШƣőĲШůŸƚƣШŸŉШ
ŔƣќШƣƖŔƓƚШ- packed itineraries, 

adventure, variety and 
surprises.

OPEN-MINDED
EXPLORERS

15% of market

Curious explorers seeking 
authentic culture, landscapes 

and meaningful local 
connection.

INDULGENT 
RELAXERS

11% of market

Slow, comfortable indulgence: 
nice accommodation, good 

food, shopping and 
low-effort pleasure.

59© 2025 TBWA \  Ireland. All Rights Reserved. Proprietary and confidential.The Disruption Company®



Welcome
Welcome
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Mindset Shifts 
& how to make 
the most of them

3



Segments as mindsets, not labels.

Segments are more than 
demographics, they are
the way visitors see the world, 
and think about their free -time.
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Å A growth in 1-2 night stays and 
daytrips

Å Decline in longer domestic stays
Å Planning windows are shorter and 

more last minute

Shorter, more considered breaks

64© 2025 TBWA \  Ireland. All Rights Reserved. Proprietary and confidential.The Disruption Company®

Key Insight
People are looking for 

shorter stays with 
bigger impact



cĲũƓШƻŔƚŔƣŸƖƚШћŢŸŔŰШƣőĲШĬŸƣƚќ

Integrating itineraries into your 
marketing helps visitors to maximise 
their experience so they
stay longer and do more.

65© 2025 TBWA \  Ireland. All Rights Reserved. Proprietary and confidential.The Disruption Company®



Å Visitors are cost-conscious
Å BUT, they will pay for quality, 

warmth, uniqueness and 
a story worth telling

Å They are trading down on 
duration but trading up on 
emotion

Shorter, more considered breaks
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Key Insight
Price matters, but 

feelings matter more



1. Shorter, slower, deeper, 
more considered trips
or

2. Shorter, more intense, 
experience-filled trips 

Key mindset & behaviour shifts

Value is 
Emotional

67© 2025 TBWA \  Ireland. All Rights Reserved. Proprietary and confidential.The Disruption Company®



Mood-geisting
+ buying into feelings
As a push back against feeling 
overwhelmed by modern pressure, 
people are seeking out experiences 
that are more authentic, 
immersive and rewarding. 

Leading brands are tapping into this in 
their marketing to get closer to 
consumers.
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 ŸƖƣőĲƖŰШfƖĲũċŰĬќƚШEǂƓĲƖŔĲŰĦĲШ7ƖċŰĬШŔƚШċũƖĲċĬǃШƖŸŸƣĲĬШŔŰШĲůŸƣŔŸŰ

OUR BRAND PROMISE
џ7ǃЮƚőċƖŔŰŊЮŸƨƖЮŊŔċŰƣЮƚƓŔƖŔƣЮƽŔƣőЮ
our guests we will awaken 
ƚŸůĲƣőŔŰŊЮŊŔċŰƣЮŔŰЮƣőĲůЮƣŸŸдѠ

HOW WE DO THIS
Our Big-hearted Spirit
Our Creative Spirit
Our Story-telling Spirit
The Spirit of our Land and Sea
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Emphasise the most 
emotive aspects 
of your experience
in your marketing.

Where can we win?

PERSONAL 
TOUCHES

LOCAL 
KNOWLEDGE

FEELING OF
WELCOME

љ§ xòШf Ш fњШ
FEELING
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How do my guests 
want to feel?

& 
How does my 
experience make 
them feel? 

Ask Yourself 

Build your marketing 
messages and 
media activity 
around this
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Remember

Your experience can serve 
multiple mindsets.
The difference comes 
in how you frame it.
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Welcome
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3 things
to take away



Sell the Feeling First

Build marketing around how your 
visitors want to feel.

1
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~ċťĲШƣőĲШůŸƚƣШŸŉШ ŸƖƣőĲƖŰШfƖĲũċŰĬќƚШ
Bigger Emotional Story

Ask "what feelings does my experience 
awaken in the visitor.".
A Big-Hearted welcome
Immersion in Land and Sea
Local Story-telling and Character
A sense of Adventure & Exploration 

2
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Make your offering part of 
something more

Integrate visitor itineraries into your marketing
to give them more reasons to 
stay longer and experience more in your area

3
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Think in Mindsets 
(what visitors really want) 

that match Moments  
(how they want to feel / your experience)

and use Messages & Media to 
deliver this (the right message at the right time.)

4
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Insight -led marketing will help you 
compete on feelings, 
not just price and budget.
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ARDMORE GROUP 

80



RRPARTNERS.COM

RRPARTNERS.COMEST. 1974TURNING PROBLEMS 
INTO PLAYGROUNDS

© 2025 R&R PARTNERS. CONFIDENTIAL. DO NOT DISTRIBUTE.
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At Ardmore we leverage data and 
consumer insight to give our clients 
Media Advantage in their markets, to 
solve their challenges and to deliver 
spectacular results.
Ardmore Group are members of WPI т Worldwide Partners, 90 agencies in 40 countries 
with a wealth of experience in the Travel Sector.

All Ireland Media Awards т Brand USA т Visit USA т Silver т International Category.
TNI т AIM Awards т 2022, 2023, 2024 and 2025 т Best Large Media Campaign 2024 
(Bronze), Best Use of Print and Digital 2023 (Bronze), & 2022 (Gold). Best Medium Media 
Campaign (2022)

Independent Agency Of The 
Year

http://rrpartners.com

