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Why the German market matters

£11m
spend

34k
trips

139k
nights

Average stay

4.1 nights

Average spend per trip

£325

Average spend per night

£79

Northern Ireland
2023 – Germany



Why the German market matters

Key holiday needs:  

• Disconnecting, unwinding and enjoying special moments together – 78% 

• Exploring new places, landscapes and cultural activities – 75% 

• Building lasting memories with those closest to me – 61% 

• Catching up with family or old friends – 56% 

• Enjoying energetic and fun experiences – 42% 

Drivers to visiting Northern Ireland: 

• Beautiful landscapes and scenery – 35%

• Never been before / somewhere new – 17%

• Northern Ireland interests me – 13% 

• Great culture – 7%

• Rich history – 7% 

• Sightseeing / tourist attractions – 4% 

Source: Red C / Tourism Ireland Sentiment Tracker



GERMANY KEY MOMENTS 2025
Jan-Feb CMT Stuttgart DERTOUR roadshow

July BMW International Open, 
Munich

Sep-Oct Fill your heart with 
Ireland campaign

Home of Halloween 
campaign

Mar-June Fill your heart with 
Ireland campaign

St Patrick’s Day 

ITB Berlin

Nov-Dec

All year ‘Always on’ digital and 
social

Trade fam trips and 
training

Media and influencer 
visits

Publicity / press content 
push

Loop luxury roadshow

Regional access 
campaigns

Campaign with 
Uke Bosse

Activities campaign

Ireland Meets Germany 

Kickstart campaign



Inspiring Visitors



Inspiring Visitors
Fill your heart with Ireland

Uke Bosse campaign

Northern Ireland campaign

Fill your heart with Ireland campaign

• Fill your heart with Ireland campaign

• Award-winning Uke Bosse campaign

• Activities campaign

• Halloween campaign

• Irish Tastival Cologne



Media visit

Podcasts and advertorials

Inspiring Visitors
• Group and individual media trips

• Influencer and blogger trips

• Podcasts

• Advertorials

• Halloween event in Hamburg

Halloween trade and media event



Marco Polo TV during St Patrick's Day



Supporting 
Economies and Communities



Supporting Economies and Communities

Group media visit

TV production highlighting regionality • Media and trade fam visits

• Influencer and blogger fam visits

• Media content push

• Boating 

• Outdoor activities campaign

• Twinning: Derry-Londonderry

Content creator campaign – Derry Halloween



Sustainability



Content creator boating trip, Lough Erne (@uberding)

Uke Bosse shoot – highlighting slow tourism

Sustainability
• Slow tourism itineraries / media content push
• Trade partnerships 
• Futouris membership and projects
• Boating popular among Germans
• Media and trade fam trips
• Influencer and blogger visits



Strengthening Partnerships



• ITB Berlin, March 2025

• Fam trips and webinars 

• Social media

• E-learning

• Partnerships / co-op activity

• Halloween trade and media event, Hamburg

• Ireland Meets Germany

• Twinning: Derry-Londonderry

Strengthening Partnerships 

E-learning for trade media Touristik Aktuell

ITB Berlin

Ireland Meets Germany

Lufthansa City Center trade fam 



Strengthening Partnerships 
(Golf / Luxury / Business Events)

• IMEX Frankfurt (MICE)

• Loop Fair (Luxury)

• Webinars (Luxury / Golf)

• BMW International Open

• Business Events networking events

• Partnerships and advertorials

Talk & Dine Luxury Evening 2024

BMW International Open

Business Events workshop, Hamburg

Talk & Dine luxury event

Golf / Luxury workshop, Frankfurt

IMEX Frankfurt



Industry Opportunities – how to work with us

www.tourismireland.com/opportunities 



Questions and Answers

MARKETING PLANS 2025

Germany
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