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The Trends — At a Glance:
Health and wellbeing: i ised hopes of
traveller 2021 willtop the ags
for years to come.

Conscious travel: The Covid:
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The next normal for travel and tourism: The second spikein coronavirus
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priority Segments

Domestic market seamentation strategy
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Gettingagood deal andengaginginactivities
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Demographics Estimated
Youngestsegmentwith 29% aged
Leastlikely tohave chi
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h A Strategy for growth

In ordey to delivey the desired arowth for the domestic market, the strategy

focuses on four key pillars:
Domestic Market 1 % eeome orms
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gffective CcommuniCations

objective

Dpeliver effeCtive communiCationsthat resonate
with and influence the domestic audienCe to
holiday/take 2 short break in Northern ireland.
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Citizen and Community
Engagement

P

| Objective

i Build resident engagement, pride in
and advoC2Cy for Northern ireland 2s
2 tourism destination
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compelling Experiences,
Attractions and Events

| objective

r‘ Build out and improve new 2and existing
tourism expetiences, attractions and events

' Industry collaboration,
‘ ACtivity and Development
|

i objective

Collaborate and build ConneCtions 2t 2ll
levels to ensure the proaress and
development of the domestic tourism offering §
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ReCovery Marketing Plan

To Inspire People to stayCation 2t home and
Embrace Northern ireland’s Giant Spirit

Tourism NI Campaign

Council local campaigns

Consumer research will inform Marketing tactics

Epic Funwithout the epic track

Warmth of Welcome, get away from it all, world class food and
drink, beauty of landscapes, immersive experiences

Safety focus “Good to Go” industry standard

Create the best prospects forimmediate bookings




