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whatwe’ll be Covering today

* Importance of the ROl market —key facts and figures
* Keyfactorsthatwill shapethefuture

* Thefuturescale of ambition

* Refreshed segmentation strategy and prioritisation
* Strateqgyfor growth—an overview

* How we will measure success

* Fromstrategy toaction...wheretofrom here...

* (Questions






ACts and figures
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€@ Volumeincrease2016-2019 € Shareofexternal
BB/ (from 454k to 755k 25/‘ visitors (excluding NI

overmght trips) residents) in 2019 (up
from17.5% in 2016)

Growthinrevenue from 2016 Of spend of all external
03 to 2019 visitors in 2019 (up from
(£142M spend in 2019) 11%in 2016)






MacCro-eConomiC factors
* Consumer confidenceontheincrease
* Increasedhouseholdsavings

» Strongeconomicrecovery predictedin 2022

* 6 percentgrowthversus 2019 forecast™ by 2022
(sole external market to delivery growth)

* 5percent population growthto 2025 (focussed on
Greater Dublin Area)

* STGpredictedtolose 5% to the Eurointhe medium
term (enhancing competitiveness)

* However,impacts of Brexit not fully known

*EY forecast



Brand factors

* NorthernlIreland brand has been building momentum
andincreasingtraction withinthe ROl market

* 2017to02019saw a36% increasein campaign spend
(by TNI) coupled with a trend of improvingimpact of
communications

* Embracea Giant Spirit experience brandis also
gaining traction within ROI, driving overallinterestin
NorthernlIreland

* However, keyissueremains knowledge of Northern
Ireland as a short break/holiday destination

* Furthermore, sporadic negative news stories continue
to undermine the overall destination brand



competitive factors

NIbrand performsas strongly as ROI on key factors that
influencethe choice of a short break/holiday

57% of ROI consumers who have taken a breakin
NorthernIrelandindicated it met their expectations, with
afurther 40% stating it exceeded their expectations

However, a key basis for competitive advantage, the
perception of value for money, has weakened since the
2016 strategy was putin place

Island of Ireland market share of overnight trips from
4.6% t0 6.1% and share of expenditure from 4.5% t0 7.1%
(2016-2019)



consumer factors

1.

Consumer segmentation strategy that was
establishedin 2016 has served as a strong focal point
for focus and execution with respect to the ROl market

However, three broad cohorts of consumer need to
be addressed

Those who have little knowledge and limited experience
of NorthernIreland —drive knowledge and relevance

Those who are building knowledge —drive consideration
and conversion

Those with knowledge and experience of Northern
Ireland —drive repeat visitation and advocacy






107
£193M

Value share of ROI trips on
thelIsland of Ireland (up
from7.1% in 2019)

Inrevenue (up from
£142Min 2019)
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Segmentation

Active Good Time Open Minded Indulgent Open Minded Culture &
Maximisers Families Explorer Relaxers Families Connections
Seekers
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Active Maximisers
growth:

There is dramatic shift
inthe number of Active
Maximisers (from10%
to 33%), witha greater
prevalence of young
families within this
segment.

®

Culture & Connection
Seeker growth:

Thereis significant growth
inthe Culture & Connection
Seekers (from 4% to 20%)
and these have been
renamed (from Connection
Seekers) toinclude and
acknowledge the growth
oftheirinterestinthe
culturaldimensions of a
short break.
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Outdoors:
Allsegments now
demonstratea
greaterinterestinthe
outdoors and
engagingin activities

Travel
comfort:

Inthe short-term,
concerns about
Covid-19and health
will be key influencing
factors with older
consumers who are
much more cautious
about travel.
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Family:

Thereisastronger
presence of ‘family’
asadefining
characteristicwithin
the segmentation
strategy.
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Segment

Active Maximisers (33%)

Culture and Connection Seekers (20%)

Good Time Families (8%)

Indulgent Relaxers (11%)

Open Minded Explorers (15%)

Open Minded Families (13%)

\
\\‘&
0\

\ \\\\\

\\\ N\

Prioritisation

Key foundational value and volume builder
segmentin short and longer term.

Highest propensity to visit NIin short term.
Short term opportunity to win, adding
efficient value to the industry. Overtaken by
other segmentsinthe longerterm, and likely
toreturntooverseas travel.

Ahigh value segment of interest that steadily
grows inimportance for efficient value and
volume over time.



Key

Active Maximisers IndulgentRelaxers OpenMinded Explorers

* Demonstrate NI's capacity * Harness thelatent demand * Focus on segments desire for
to deliver arange of action forindulgent / high quality learning and new experiences by
packed, diverse and unique pampering breaks and promoting the best of Northern
experiences. experiences. Ireland’s outdoor (natural

beauty), cultural and food

* Nuance offering for this * Amplify the quality of NI's offering.
segment for those who are food, shopping and night-
pre-family and also those time offering. * Emphasize the NI‘welcome’ and
with young families. opportunity to engage with local

people and culture.
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Like to have planned
and packed itinerary.

Seeking night life,
buzz but also romantic
destinations.

Looking for a great
destinationand will
plan around that.

Significant number
(57%) will have young
children.

Looking for energetic
experiences,
unpredictability.

Active on social media
and liketo share
holiday online.






Motivated by the
opportunity to spend
time with family or
friends on short breaks.

Like to ‘indulge’
themselves
whenon a break.

Most likely segment to
take a‘romantic’ break
as their next break.

Interestedin shopping
opportunities while
onashortbreak.

Prefertostayin
large comfortable
hotels.

Enjoy good
foodand
music.






Foodis very important
and highly motivating
forthem.

Motivated by culture
and are seeking
unique experiences.

Interestedinthe
natural environment,
scenic attractions.
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Concernaboutthe
personal safety
and health.

Want high quality
accommodation.

Want good
value for
money.






Collective
Effort

Industry
Engagement
and Development

Brat)
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Compelling
Communications

Powerful
messaging

TICKETS

@EI
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Constant
Purchasibility

Maximizing
conversion



Developing and supporting a motivated, engaged,
connected and committed industry that is focused
and equipped to winin the ROI market.

@ Devise, deliver and sustain a specific
% é industry engagement platform

centered on the ROI market

f 6 B Develop and enhance
W consumer segment
’ understanding

@ Prioritise ‘hospitality’ as a key

industry development focus

<) 8 Understand the competition
—achieving parity, superiority
o + anddifferentiation



Delivering consistent, connected and motivating
communications that builds knowledge of what Northern
Ireland has to offer and clear and compelling reasons to go.

Continued development
4 of the Embrace a Giant
o0 Spirit experience brand

'/
= Focusedtactical
communications

-($)- Appropriate
' investment

Highlight major and
unique attractions/
offerings

Joined up
communications
and messaging



Creating the conditions through
which compelling and connected

short break propositions
(accommodationand attractions)
are easily accessed and
purchasable.

Multi-dimensional
segment led holiday
propositions.

Optimisation of
key sales platforms.

Leveraging events
as a key driver and
‘reasontogo’.



Segment
Centric
Ethos

Actionable
Market
Intelligence
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Effective
Strategy
Management

Ongoing
development

of sustainability
credentials






Me2suring Success

Hard commercial metrics

* Win10% value share of ROI trips on the Island of Ireland

Brand, marketing and customer funnel metrics
* Awareness of Embrace a Giant Spirit at or above 60%
» Intentiontotake abreakin NorthernIrelandin next 3 years at
or above 70%
Industry focus and collaboration
* Industrydeveloping product and experiences that are
connected to, and fit with Embrace A Giant Spirit platformto
drive connected itineraries.
* Industry are actively building local connected itineraries and

are both encouraging and actively cross selling
complimentary experiences/services.



