Ui ? 72 SRS 72 =i

Monday, 21st October 2024




smIreland

o
(R -

AGENDA

R
‘Claire Naessens



- Sentiment tracker
‘ Great Britain

Research: July 2024

&é) TourismIreland STRATEGY & INSIGHTS



EXPLORATION IS THE KEY HOLIDAY NEED AMONG TRAVELLERS

80%

EXPLORING NEW PLACES, LANDSCAPES AND
CULTURAL ACTIVITIES

1%

DISCONNECTING, UNWINDING AND ENJOYING
SPECIAL MOMENTS TOGETHER

66%

BUILDING LASTING MEMORIES WITH THOSE
CLOSEST TO ME

Which of the following would you most want from a holiday/ vacation? (Base: GB)
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LANDSCAPE & HAVING NOT BEEN BEFORE ARE TRIGGERS TO VISIT

INTEREST IN IRELAND HAS SEEN A SIGNIFICANT JUMP: 66% AUGUST ‘23 TO 77% JUL '24

MAIN DRIVERS FOR VISITING IRELAND:
 BEAUTIFUL LANDSCAPE AND SCENERY (22%)
NEVER BEEN THERE/SOMEWHERE NEW (14%)
REPEAT VISITING (12%)

FAMILY AND FRIENDS THERE (13%)

MAIN DRIVERS FOR VISITING NORTHERN IRELAND:
NEVER BEEN THERE/SOMEWHERE NEW (24%)
GO SIGHTSEEING/TOURIST ATTRACTIONS (15%)
BEAUTIFUL LANDSCAPE AND SCENERY (14%)
FAMILY AND FRIENDS THERE (12%)

You said earlier you were planning on visiting Ireland in the next 6 months/12 months/ 3 years/ in the
future. What are the reasons for wanting to visit. (Base: GB)
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THE IMPORTANCE OF RECOMMENDATIONS

ALMOST HALF OF VISITORS FROM GREAT BRITAIN HAVE ACTUALLY RECOMMENDED IRELAND AND NORTHERN
IRELAND TO SOMEONE

AROUND TWO THIRDS HAVE SHARED PICTURES OF THEIR TRIP WITH FRIENDS AND FAMILY

OVER ONE THIRD OF GB VISITORS LOOKED UP DETAILS FOR A FUTURE TRIP

 General online search
* Travel websites and booking

 Recommendations from family
and friends

* General online search platforms
* Travel articles « Recommendations from family
* Travel websites and friends

 Destination website
 Social media
 Travel articles

 Social media
 Films, TV and travel shows
* Travel blogs

RESEARCH & PLANNING
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Great Britain — Market context 2024

= 0 o
Opportunities @ %E meh]vl}@
Desire to Good air and VFR and
travel is strong sea access repeat visitors
Challenges @) @
Competitive Cost of living Booking windows

market are short



Value Adding Tourism Traits
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Valued Adding

Tourism Traits Sustainable
travel

Great Britain
@ Visitors resions
Lifetime value

of the
'repeat visitor'

Visit all year
round




The GB Market - CSO & NISRA

GB is the #1 market for overseas trips to the island of Ireland

12023 2024

Ireland: 2023 Northern Ireland: 2023 Ireland: Jan-Aug 2024

40% of all overseas visitors 74% of all overseas visitors

£466n

revenue

37% of all overseas visitors
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€886

revenue

- 22% of all overseas tourism revenue 69% of all overseas tourlsm revenue ' : i A 21% of all overseas tourism revenue
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Inspiring visitors




2024 Key Moments

E JAN - MAR APR - MAY JUN - AUG SEP - DEC
Kickstart & Fill your Fill your heart Fill your heart Fill your heart

heCIrt campaign always on — digital and social activity

lill‘gpurébéart with |I'e|an =0
A N |

=

NI EAGS campaign Wild Atlantic Way 10 Golf: The Open at Troon Dermot’s Taste of Ireland
: Launch The Open 2025 :
NI co-op campaigns Regional access co-op Channel 4 Partnership
St Brigid's Day Home of Halloween
St Patrick's Week World Travel Market
Ireland Meets the West
End & Luxury workshop

E YEAR ROUND

Publicity outreach, coverage & media events
Trade and diaspora activities



Fill your Heart with Ireland: Kickstart campaign 1 M€

Inspiring visitors

E 24 DEC 2023 -7 JAN 2024

OBJECTIVES 7 __— o- ¥ som

. . . Discover Ireland @ X .
to drive awareness and consideration o Opportunities

for the |Sland of Ireland. Exploring Glenarm is more than admiring a to see

historic castle. There's a spooky history to
uncover here. Feeling brave?

CAMPAIGN CHANNELS
included TV, BVOD (broadcast video on

demand), cinema, digital and social.

Instagram

tourismireland @

ireland.com
Discover spooky Learnll s

heritage
sky OQ @
Like Comment o

Learn more >

digital cinema media oQv W

( ‘\ .

’
- - ¢
b
Sharon Horgan

ourismireland
Get off the beaten track. Discover more
here, and plan the perfect road trip across the b




Northern Ireland ‘Embrace a Giant Spirit’ campaign ' MO

Inspiring visitors

—] FEB - MAR

OBJECTIVES
To drive consideration for a holiday in

Highugahcticlisease of Northern Ireland and highlight ease of
m access

gndless views Opportunities
without the to see CAMPAIGN CHANNELS

endless journey included TV, BVOD (broadcast video on

demand), cinema, out of home and a
media partnership with the Telegraph

1 . digital cinema media
Ireland. c‘ rnlre
@ YouTube €he Telegraph



Rory pest’s Northern ireland

Produced by
: Advertiser content for

@bf @Blegtﬂpb Fill your heart with Ireland %

EEEEEEEEEEEEEEEEEEE

I’'m Rory Best, former Ireland rugby captain

3m

Opportunities to see




St Patrick’s Day - Publicity highlights ' M)

Inspiring visitors

Knitwear stunt

m

Opportunities
to see

Laura Whitmore:
Saturday Kitchen






Regional Campaigns - Wild Atlantic Way 10 1 M€

Inspiring visitors

] MAR - MAY

34m

OBJECTIVES
drive awareness of the Wild Atlantic Way "
and conversion to Ireland.com on Meta. Oppgtsuenétles

CAMPAIGN CHANNELS

high-quality audio-visual channels
including TV, BVOD (broadcast video on
demand), and YouTube.

What \
fils my
heart?

Early Late
mornings | evenings

What
fills my
heart?

WILD ATLANTIC WAY

TRAVELWEEKLY




Fill Your Heart with Ireland - season extension campaign

Q>

Inspiring visitors

[~] AUG — YEAREND

OBJECTIVES

A full funnel approach to show the
island of Ireland as a great destination
for an autumn or winter break

CAMPAIGN CHANNELS

included TV, BVOD (broadcast video on
demand), subscription VOD (video on
demand), YouTube, social, digital and
Channel4 media partnership

1

SKy N

N @

primevideo @y YouTube

Jnstagnam

tourismireland @

. Ireland

e Bl

Learn more

Qv

tourismireland

Enjoy hiking around incredible scenery on
the island of Ireland. Get ready
youin awe

>

W

for trails that will leave

@ Pinterest

Login  Signup

Ireland&

Over

200m

opportunities
to see

Reach over
1%

target audience

Fill your heart with I rEIand &

Ireland.com

That's amazing.

Ireland &%

What Fills My Heart? | Road Trips
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Inspiring visitors

Channel 4 Partnership - season extension

[—] SEP - NOV

CAMPAIGN CHANNELS Over

A campaign that spans the entire

Channel 4 ecosystem and social 8'5m
channels including TikTok, Instagram, opportunities
Facebook and YouTube

& YouTube @ @ gf;g&ga

Where to next?

Channel 4, Babatunde Aléshé let the locals guide him around the island of Ireland in a fun three-part series. He's had the

n
time of his Life. Now, it's your turn...
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Inspiring visitors

Ireland - Home of Halloween

] SEPAND OCT

Over

OBJECTIVES o A :

Drive top of mind awareness of the 10l | :i: ' 2."“ s s 61M
as the Home of Halloween, creating - . opportunities
excitement for what’s on offer ' to see

CAMPAIGN CHANNELS
included TV, BVOD (broadcast video on
demand), YouTube and social

l
i
CAMPAIGN SUPPORTED BY: &lreland.com

Podcast: Dan Snow'’s History Hits
and After Dark cross-over special

Media Trips: to Halloween - Pica
and Derry Halloween and Content
creator Kelly Prince Wright
attending Macnas

vy e

hias -5 o' ogm 3 A
TR R L )

Broadcast: promoting Halloween
origins ‘ {
= ~-H”wx§-— Aoy

Press release: push & pitching




Publicity Highlights 1 M€

Inspiring visitors

‘A journey and an adventure’: driving The .
Ireland’s Wild Atlantic Way Gllard]an

The quieter, culture-packed
riverside alternative to Dublin

sparkling city of Waterford —and you can get there by ferry

You don't need any

pubss steesed past. Whiks smuch of
v dates buck ¢
here s watth
Rumnning 1600 miles from County Cork up to County
Domnegal, this route, launched 10 vears ago, takes in the west

N than 1,J00 yeurs ag
coasl's speclacular scenery an's Bar makes it ow
. 1o (L try o dram, of
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b 3 10 Carrick.« wehands Mdsen heartiands
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THE TIMES

Dublin

My cultural weekend in Dublin

explores museums,
galleries and a new
immersive Book of
Kells exhibition

hree boats climb steep Rosalind Franklin, the mathematician Georgian, neogothic and elegant 1960s
waves ona stormy sea, mak. Ada Lovelace, the writer Mary Wollstone-  brutalist. Today the museum is a busy
ing their way south from the Craft and Augusta Gregory, the dramatist  teaching department; a poster in one
T e o b and founder of the Abbey Theatre in window reads “Without geography we'd

h Koy, wheee

d dramat)

middle of

gated anto the
tributary of th
dering throu

"ns turned to
golden brown while
mellow mallards
floated past me

» Shannon s the

aarty town | an thevwise

0 of H000, It

har play ey truditiceal

\_/ sbe ol cigte. | opt & frsal
Treland. o is ADSOG and Dublin. In late 2025 the library will close ~be nowhere”. * the g L
they m'rn.al’]mtmm cargo: for @ decade to allow for restoration,  Dublin’s geography is easily managed . .
o the e _ making now a great time to vi on foot, and | stayed ten minutes’ walk
acopy ofthe gospes nish- K7 2O 2 B fime o on foor o Lstaved e minutes ik Ireland’s Hidden Heartlands




Broadcast Highlights 1 M€

Inspiring visitors

sky

sports

P~ 3 -
B - 7

Country House Auction ; bl : ' Dermot's Taste of Ireland




Inspiring visitors
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The importance of Partnerships D @

Strengthening Partnerships

7RYANAIR

FLY TO
KERRY

Average Return
on Investment

40:1

YTD

BOOK NOW

RYANAIR AerLingus 5@  BRITISH AIRWAYS easyJet

| S |
-"‘\ 0 .
.3 IRISHFERRIES  Glana] ine (NLloganar

IIIE!E!I:I Mz Skyscanner 2 Expedia

TRAVEl.zoo® m&cams 100) Trip advisor 0 D )

[00)

In partnership with Tourism
Ireland, Tripadvisor won gold
for best audio campaign at
the Travel Marketing Awards.

(wnnen AUDIO )
Closer Thun You Thmk

Wanderlab ot Tripadvisor for Tourism

@D Tripadvisor x &wmm




World-Class Golf @ 9

Strengthening Partnerships

THE 388 TIMES

Weekend &) GOLFNEWs
= o b : . ‘

Daily. Wail

The%Herald
@ INDEPENDENT

The Telegraph

s & THE SCOTTISH

Q Golfbreaks

yourgolftr@

RYDER CUP SIE | BETFRED |
W ——BRITISH —

| ] ——— { = V :
. A X | L , @ iciande = 5 :\ : ‘:
. | 1 3 Sem
e 1 o »~ S - MASTERS
Golfin E/ 4 > S ADARE MANOR
Irelandé® | \ ! : ey LIMERICK, IRELAND

Mw
' PGA CHAMPIONSHIP




Trade & Industry Platforms D @

Strengthening Partnerships

e —— Rl TRAVEL:

Discover 10 unmissable adventures along Ireland's Wild Atlantic Way as it marks its 10th year

L your heart with

i}elandé’a

FOR SMARTER, BETTER,
FAIRER TRAVEL

ttg

Fil your heart with

Ireland&® T —

s AL ko o, 208 T ——r——

ACH HOLIDAYS TO IRELAND

Leisure & Travel

HOLIDAYS FROM YOUR FRONT DOOR

o]
GLENTON

heritage and adventure the easy way - with Macs Adventure. HOLIDAYS

Discover a treasure trove of unbeatable landscapes, rich

BarrheadTravel

MACS 223

ADVENTURE
28




Strengthening Partnerships

Comingup ...
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World Travel Market

Friday 8" November

Tuesday 5t — Thursday 7t" November

29
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How to get involved

Strengthening Partnerships

e — .
. E— ‘ Linked
Tourism Ireland AboutUs  Careers Register for Updates  Contact Us '
What We Do Overseas Markets Opportunities News and Press Releases Rescarch and Insights Q
. L T
Home > Opportunites Tourism e
Ireland -
Tourism Ireland - Great Britain
Tourism Ireland is responsible for marketing the island of Ireland overseas. Welcome to the Great Britain
Overseas
Travel Amra 4 followers - 11-50 employee
(@) tuniti (7 Foliowing
4 a \
pporiunities (v Foltowing ) (=)
Discover our industry opportunities to help you Home About Posts Jobs People
promote your business overseas.
é% m Images Videos Articles Documents
Tourism Sort by: Top ¥
Ireland

Great Britain - Partnership

rneartwin Ireland &

Fill Your Heart with Ireland

GB features/partners OTA

u"gin Tourism Ireland - Great Britain rep
veland

Tourism Ireland - Great

Britain &b  Tourism Ireland
Tourism 103,437 followers
84 followers Ireland 1o-. @®

© Tourism Ireland

SAVE THE DA

Programme 2024 Campaign Offers Co-operative campaigns

6 " omutauy ® olobal AR MARKETING PLANS EAUNCHES

8% Partnership Programmes 88 Partnership Programmes @ Great Britain D P /£ " )

£ From14/12/2023 to 31/10/2024 £ Alyearround 88 Advertising and Marketing Belfast \

(& Open for Registration (& Open for Registration ) From14/12/2023 to 31/12/2024 Tuesday 14'" January 2025 [ Date:  Thugsday 16™ January 2025
) . Venue: Clayton Hotel Burlington Road | +Venue: ICC'Belfast

(© £3480/€4000 © Free (% Open for Registration Registration: 10am ‘ ‘ Registration: 10am

30
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