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Your Next Steps

Tips to Maximise Opportunities

Target Audiences

The opportunity
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Campaign Insights: Naomi Waite Director of Marketing 
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Spring Campaign

1.
The Opportunity: 

Spring Campaign

2.
The Focus: 

NI & ROI
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NI: 
40% overnight stays

ROI: 1.3 million visitors 

Island of Ireland: 
2/3 (63%) NI overnight visitors

Campaign: 

20 Jan- 31 March
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Stand Up & Lean Clarity = Conversion Input = Output
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Individual              
one voice

Collective 
multiple voices

Offline                   

and online
Rising Tide
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Virtual Meet the Buyer 
Appointments

ROI
Å Active Maximisers

Å Open Minded Explorers

Å Indulgent Relaxers

NI
Å Aspiring Families

Å Natural Quality Seekers

Å Social Instagrammers
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1. 33% ROI Market

2. Youngest segment: many have children

3. LOVE a packed itinerary

4. Energetic experiences, unpredictability, romance

5. Active on social media

6. LOVE to share EPIC experiences!
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1. 11% ROI Market

2. Likely to take a romantic break

3. Short breaks: time with family and friends

4. Large comfortable hotels, good food

5. Love to indulge themselves

6. Willing to spend ï for the right offer
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1. 15% ROI Market

2. Natural environment, scenic attractions

3. Seek culture, unique experiences

4. Good food, quality accommodation

5. Value for money: essential

6. Comfort, safety: priorities
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1. 30% NI Market

2. Strong family focus: activities to suit all are key

3. LOVE to plan and research

4. Price sensitive and seek value

5. Bargain hunters ï willing to pay for quality
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1. 15% ROI Market

2. Seek short breaks ï connectivity is important

3. Want to broaden their mind

4. Buzz & atmosphere seekers: great pubs, nightlife

5. Seek good deals

6. Less concerned about quality accommodation
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1. 15% ROI Market

2. Short breaks are very important

3. Quality accommodation is key

4. Love to plan and like clear itineraries

5. Nature lovers ï gentle activities

6. Sustainability - key
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Needs and Nuances

Speaking to the segments

Showcase Value for Money

Emphasise newness:                            

NI as a place to explore & discover

Authenticity: people and place

Share NIôs unique story

Food & Drink: highly valued

#MyGiantAdventure
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Key MessagingAwakening Our Giant Spirit Brand Book

Key Messaging

Awakening Our Giant Spirit Brand BookShow your GIANT SPIRIT

https://www.tourismni.com/research-insights/?
https://www.tourismni.com/globalassets/business-development/opportunities-with-tourism-ni/embrace-a-giant-spirit/brand-book/brand-book-2024/tni-eags-brand-book-guidelines/
https://www.tourismni.com/globalassets/business-development/opportunities-with-tourism-ni/embrace-a-giant-spirit/brand-book/brand-book-2024/tni-eags-brand-book-guidelines/
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NI Content Pool

NI Content Pool

Use Campaign Assets

https://www.tourismni.com/research-insights/?
https://northernirelandscontentpool.com/
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NI Content Pool: visuals, video, spring campaign templates

NI Content Pool: visuals, video, spring campaign templates

https://www.tourismni.com/research-insights/?
https://northernirelandscontentpool.com/
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Discover NI Offers

Discover NI Offers

Create Your Discover NI Listing

Create Your Discover NI Listing

Maximise discovernorthernireland.com

https://www.tourismni.com/research-insights/?
https://discovernorthernireland.com/offers
https://www.tourismni.com/research-insights/?
https://www.tourismni.com/business-guidance/opportunities-campaigns/creating-and-updating-your-tourism-product-on-discovernorthernireland.com/

