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TV campaign 
on ITV, ITV 
Player and 
Sky Adsmart
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https://northernirelandscontentpool.com/en/_/login?login.redirectlogin=/en
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ACTIVE MAXIMISERS 
MEDIA PROFILE

Å Prefer to watch TV on Demand like RTE Player, Virgin Media Player and Sky VOD 
Å Prolific Social Networkers, over 60% visit Facebook or Instagram every week.
Å Favour a combination of youth bias radio stations-i-Radio/Spin with digital audio platforms
Å Greater exposure to OOH as active social and work life, so more opportunity for exposure to 

commuter OOH at transport hubs and city centre locations
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OPEN MINDED EXPLORERS
MEDIA PROFILE

Å

Å

Å

Å

Å

SOCIAL 
FACEBOOK

ORGANIC & PROMOTED STRATEGY

OWNED AND EARNED: 
EMAIL, ORGANIC SOCIAL

SOCIAL 
FACEBOOK

ORGANIC & PROMOTED STRATEGY

PRESS/DIGITAL PUBLISHER 
CLASSIFIED ADS, WITH DIGITAL DISPLAY 
OFFERS ADS TARGETED - IRISH TIMES 
AND IRISH INDEPENDENT, RTE GUIDE 

AND RTE.IE

OWNED AND EARNED:
EMAIL, ORGANIC SOCIAL

SOCIAL
FACEBOOK

ORGANIC & PROMOTED STRATEGY

SEARCH

PRESS/DIGITAL PUBLISHER 
CLASSIFIED ADS, WITH DIGITAL DISPLAY OFFERS ADS TARGETED 
- IRISH TIMES AND IRISH INDEPENDENT, RTE GUIDE AND RTE.IE

RADIO RTE , LYRIC, NEWSTALK, CLASSIC HITS 4 FM AND DUBLINS 
Q102 DIGITAL AUDIO ON RTE RADIO PLAYER

OWNED AND EARNED: 
EMAIL, ORGANIC SOCIAL
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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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https://www.tourismni.com/research-insights/?
https://www.tourismni.com/research-insights/?

