


we will drive demand for industry through:
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Paid Media
Industry offers

Paid Digital (Search Ads, YouTube Video Ads and
Meta)

NIPR

ROIPR

Organic Social & Email

combined 26.3M Impacts

Reaching 45% of adults, generating over 6.3M opportunities to see/hear

+100 offers recruited and an estimated 30,000 visits to the offers page on discover

20M Impressions
300k Clicks

8-10 pieces of coverage with estimate reach of minimum 20,000 (TBC on content
hooks)

4-5 pieces of coverage with estimate reach of minimum 50,000 (TBC on content hooks)

Reaching our 33k All Email Database & up to 300,000 social followers.




summary
To drive demand for short breaks and days out over the summer, TNI are
planning a tactical burst of summer marketing activity that will go live
across our channelsin Northern Ireland and Republic of Ireland markets
across the month of June.

This Activity will showcase a broad range of attractions, experiences and
events, alongside inspiring ideas on where to stay.

This cross-segment activity will span paid, owned and earned channels,
including digital, social and PR. It will be supported by a strong call to
action, encouraging visitors to book a short break in Northern Ireland this =
summer.




Timings & Audiences
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Timings: Phased approach launching across June.

Audiences: Similar to Summer last year, a cross segment approach is
recommended as nearly all segments are showing propensity to travel.

Digital targeting will be expanded to be a 18+ broad audience with travel
intent & interests in overseas travel, reaching the most high intent
audiences. 18-34s remain most inclined to travel overalland are a core
audienceto engage.




Priority

Segments

Aspiring Naturally Quality Social
Families 20% Seekers15% Instagrammers 15%
* Activefamilies * Natural Quality seekers * Buzzand atmosphere seekers
* Strongfamilyfocus * Quality of accommodation * Seekingnightlife, great pubs etc.
* Activities veryimportant (all important * More likely touse AirBnB

types, variety ofinterests) * Nature lovers, outdoors * Short breaksimportant part of life
* Needactivities tosuit * Sustainability important * Wantto broaden the mind

children/suit whole family * Enjoy planning, clear * Connectivity very important (Wifi, 4G)
* Planners itineraries * Gettingagood dealand engagingin
* Pay attentiontoprice, seeking * Short breaksimportant part of activities deemed more important

value, bargain theirlives thanfinding greataccommodation
Demographics . Preferencef.or gentle activities Demographics :
Most likely 35-44, evensocial Demographics Youngest segment, more likely tobe
class split, have younger children Older (av.age 55) more likelyto female, Slight C2DE bias, Least likely
(under16) be male, ABC1, olderkids to havekids
! £1,360 ®9 £1238 Yr# £ 1,006

Estimated spend &. Estimated spend L[ | Estimatedspend




Priority
Segments

ACtive
Maximizers 337%

- Seekgreatdestinations

+ Travellingas couplesbutalsoas
young families - 57% will have
young children

+ Seekingenergeticexperiences
and unpredictability

* Buzzand atmosphere seekers
Qualityof accommodation
important

+ Enjoy planning and like tohave
clearitineraries

« Shortbreaksimportant part of
theirlives

+ Sharetheirexperiencesonsocial
channels

Demographics
Most likely 30-40, even gender

split. Low spending. Likely to have

younger children (under 16)

T($)! £ 871
| — -3
7\ Estimated spend

indulgent
Relaxers 11%

Intentiontovisitin the short-term

. Lookmgtomdulgeand.pend
qualitytime with their partner

* Mostlikelysegmenttotakea
‘romantic’ breakas theirnext
break.

* Nature lovers,enjoythe outdoors

* Interestedinshopping
opportunities

* Enjoy good foodand music

+ Seeking luxuryaccommodation,
large comfortablerooms

+ Notafraid to pay forqualityifit's
worth

+ Short breaksimportant part of
theirlives

Demographics
Most likely 40-50, morelikely to
be female. ABC1, olderkids.

®“ £1,013
@‘ Estlmated spend

0

penMinded

Explorers15%

Highmedium-termintentionto
visit

* Naturelovers,enjoythe outdoors

Qualityof accommodation
important, space and comfort

Food veryimportant and highly
motivating forthem

Want to engagewithlocalpeople
Motivated byculture, foodand
uniqueexperiences

Planners - doalot ofresearch
Consciousofvalue formoneyand,in
particular, safety

Demographics

ol
fe

der (45-54), morelikely to be
male.ABC1, olderkids.

L

9y £ 924

| Estimated spend




Roimed Sky

BVOD: 40 second Broadcast on Demand (BVOD) running across RTE
player, Virgin Media Player and C4 Streaming.

SVOD: 40 second SVOD on Sky All VOD. !
BVOD and SVOD will run for 4 weeks totalling 27.5 million streams E
across June. \:

Across BVOD and Press, the Summer Activity is expected to achieve over 5
6.3 million impacts, reaching 45% of the ROl adult population, (over 1.8
million people) with an average frequency of 3. ’




ROI Medi2 THE IRISH TIMES Irish Independent ¥/
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Press — 1x Double page spread (DPS) press advert across multiple
publications over 4 weeks. This Cross regional press ad will cover all NI-
providing inspirational longer-form travel content for a cross-segment ROI
audience.

Appearing in publications as follows: Irish Times, Irish Independ T
Daily Mail and Mail on Sunday. ,ngasm

Classifieds: Classified offer adverts featured in Irish Times and E="%
Irish Independent showcasing our industry offers to drive demar==

The ROl market represents the biggest opportunity, so we have
focused on ROI paid media to drive demand for the industry.
Combined Press Coverage: reaching 38% of ROl adults with
a freauencv of 2 6

BOOK your next
short break now at
disce




Digital & SoCial Channels
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* Paid Digital: The Summer paid digital activity will utilise a range of brand video assets and
UGC/influencer content as well as staticimage formats across Meta, YouTube /Display &
Google Search Ads. It is forecast to drive +20M Impressions & 300k clicks across NI & ROI
audiences.

*  Organic Social: This will be underpinned by organic activity across Facebook & Instagram,
with a combined organic audience of over 300k.

« Influencers: We use travel and lifestyle influencers to help us expand our reach and raise
the destination profile. The launch of Giant Spirit Creator Club last month means we have |
been able to support more industry with influencer opportunities. o I

*  Email Marketing: Email will be utilised to communicate Summer offers and offer Book;i%great
inspiration on where to stay, what to see, and what todo in NorthernIreland. The call to : Va'”?“{%?“‘f’s at

. . . . . . . . discovernaortiternireland.com
action will connect visitors to our website, www.discovernorthernireland.com, to plan their e

“een e

trip. e

PRI

*  Website: Dedicated summer staycation hub, pulling in key messages, events and offers.

* KeyMessages: Messaging will communicate how easy, stress-free and great value a short A
breakin Northern Ireland is, focusing on 'staycations' ‘closer than you think', 'you don't

have to gofarto get away'.




PR Support
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All activity will be underpinned by comprehensive PR
Always On Content in NI & ROl Markets

rish Daily Wail

* Press releases to promote events, Sea walk s a el CLIFFHANGER

The dramatic Gobbins coastal path has reopened and is
among the many underappreciated offerings in the North

quirky & unique accommodation
and summer inspiration

* Media FAM Trips

* Media relations activity

* Competitions (7BC on placement)

Irish Daily Wail A B O =% & m

CHANNEL your inner Indiana Jones by tackling the spectacular cliff walk at The







Industry Templates
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A smali steptoa | Great value
jalnt SuUm
gadvsmumer Asmalisteptoa (i summer offers are{g., 4
Jiant Suminer | asmallstepaway ™!
wv NW f | .f": _dlscovernorthermreland.com

Available on Content Pool: Northern Ireland's Content Pool - Summer Templates



https://northernirelandscontentpool.com/Share/50no2q5mp6t1jx228e6860y7wmd4llgu

Year Round SoCial
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aCtivity

Discover Northern Ireland

2,445 107K 497
posts followers following

* Share high-quality photos and videos with us - strong visuals are far
more likely to be featured (1MB). Video should be portrait (9:16) with  OFFICAL scoount

#_.Inspiration & things to do on your next Giant Adventure
in Northern Ireland!

n O teXt O n SC ree n . i Use #MyGiantAdventure or #EmbraceAGiantSpirit

(2 discovernorthernireland.c... and 3 more

* Invite us to visit - where we can capture fresh video content for use on
our channels.

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

)

* Ensure events are listed on DNI - we do not promote events that

aren't listed on the website. 244y dog-friendly

itinerary for Fermanagh
* Understand that submission/getting in touch does not guarantee “
promotion - but providing quality content ensures you’re considered 14
when relevant.

24 hours in Fermanagh
with yourdog

Contact v.mcmurray@tourismni.com



mailto:v.mcmurray@tourismni.com%E2%80%8B

The Giant Spirit Creators

A curated selection of 8 x NI content creators who will be capturing and sharing their Giant Adventures across Northern
Ireland, showcasing unique experiences, destinations, and hospitality offerings through engaging social content.

sashaferg momentswithjamie - inspiringbelfast & -
Sasha | gz @ Inspiring Belfast

Jamie Beattie | Travel | Explore | Unique Stays
1,266 posts  16.9K followers 917 following 671 posts  12.1K followers 2,208 following 1154 posts  62.4K followers 1,554 following
Celebrating the pecple, places & brands
that shape our wee country @

Grab your guide to 200+ food & drink spots in. more
¢! linktr.ee/inspiringbelfast and 1 more

@ Belfast - N.Ireland
© Travel & Adventures
@ Qutdoors & Staffies

Digital creator
Adventures + Unique Stays #& @

@sashafergart Irish Capturing moments gex @ inspiringbelfast
 instabio.cc/Sashaferg and 1 more @ momentswithjamie Inspiringbelias
(@ sashaferg
. thewanderingselkie -
amandajaneugc - 9 _ frans_travels &

Helen she/her
Amanda Jane Godfrey | UK UGC Creator Francesca Mckee

1,178 posts  10.5K followers 998 followin .
116 posts  71.2K followers 888 following P J 1,243 posts  15.7K followers 6,188 following

Hype girl for

5 Cold water swimming

# Outdoor saunas

# Active Outdoor Lifestyle

¥ Advocate for joy&playful living
@ P... more

Digital creator

% Belfast
# franstravels1@gmail.com

& frans_travels

UK UGC Creator e

® Belfast, Northern Ireland

Renovating my first home & N

@ amandajanegodfreybusiness@gmail.com

2 amandajanegodfrey.com and 1 more
@ amandajaneugc

explorewithcriostoir & -

catherinelauram , ,
' Chris Connolly - Irish Travel Blogger
catherine maguire &
665 posts 176K followers 1,127 following

640 posts 3,268 followers 3,300 following

Digital creator

@ Belfast

wn Best of Ireland and Beyond

i@ Your travel inspiration guide

¥ Enquiries - explorewithcriostoir@gmail.com

Marketing girl in Holywood #
Better on TikTok
8 catherinelaura_maguire@outlook.com '®

2 tiktok.com/@catherinelauram_ @ catherinelauram




The Giant Spirit Creators: Process

Step1:

Email Harry what
complimentary experience
you can offer:
h.matthews@tourismni.com

Influencer & Partnerships
Marketing Officer

Step 2:

He will allocate it into a
monthly call out

Giautt Spirit
creators

Opportunities
Alert

frewnd  GanSRe

Step 3:

This will be offered out to the
influencers

Letusknow if
you're interestedt

Attractions

Didyow know The Gobbins reopened in March?
If anyone would ke free access let us know

Holywood Golf Club have offered x2 pairs +
Tunch (first come first served) access to their
Rory Mcilroy experience tour

Cathedrol Arts Festival (29 April-10 May)
hnveoﬂ’aedxzu:lcetstom:ge«entof
choice - if there's
progrommeyou'd ke to

Accommodation
The Bothéins have offered o
1-night stoys (Frst come frst sexved)
intheir cabins - letus knowifyou'd
Tike to Stony!

Send usa DM or email
T =

Step 4:

Once interest is gauged Harry
will be in touch to book the
influencerin

discoverni and 2 others
n sashaferg Or:gmal audio

.1301 Q43 23 7 1,266

Step 5:

Stories and a reel posted from
their visit

l:’ inspiringbelfast & and discoverni

I inspiringbelfast - Original audio

Pi2a Q15 Y6 Ga


mailto:h.matthews@tourismni.com

Content Pool

* (ContentPool serves over 660 media outlets; roughly 500
council and government agency staff; 1,500 tour
operators and attraction providers; plus 1,200
advertising agency staff

* Represents huge opportunity to be seen by the people
promoting tourism within Northern Ireland

* Includes downloadablelogos, branding and toolkits to
help promote your business

Welcome to Northern Ireland's Content Pool

g
Encourage visitors near and far to experience the beauty of Northern Ireland with these breathtaking images, captivating videos and ready-to-use toolkite ';X:}

* Register now and visit the portal today: Eeatured Colicchions
northernirelandscontentpool.com

« Ifyouwanttobeseen by awideraudience, send us your
content: medialibrary@tourismni.com

Festive Experiences Aerial Videos Slideshow Images



mailto:medialibrary@tourismni.com

Maximising Campaigns
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Think about how you can

. . . . Use the templates provided to showcase your offers
align your activity & messages with ours

Update your offer and listing on

Share your PR stories . .
discovernorthernireland.com

Readthe |latest sentiment research
. . Use the content pool
from tourismni.com
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