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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 



Drive visitor growth by: 

Å Attracting  first time visitors from  ROI

Å Continuing to shift perception of NI 

for short-breaks and holidays. 
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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: 
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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 
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are able to uncover and enjoy 
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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



6 Sheet in situ 
(Aspiring Fam NI)



Spring messaging Offers & value focused



Aspiring Families Creative Examples


