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About Tourism Ireland 

Tourism Ireland is the organisation with responsibility for marketing the island of Ireland overseas 

as a compelling holiday and Business Events destination. Tourism Ireland was established as 

one of the ‘six areas of co-operation’ under the framework of the Belfast Agreement of Good 

Friday 1998. Its principal objectives are to increase tourism to the island of Ireland and to support 

Northern Ireland in achieving its tourism potential. Tourism Ireland is active in 15+ key markets 

across Great Britain, North America, Mainland Europe, Australia and Nascent Markets. 

 

Value of overseas tourism 

Tourism is one of the largest indigenous employers and collaborative shared industries across 

the island of Ireland. In 2024, overseas tourism delivered £633 million to Northern Ireland. Latest 

NISRA figures, for Q1 to Q3 2025, confirm that we welcomed 1.6 million overseas visitors to 

Northern Ireland, an increase of +1% on the same period in 2024. Overseas visitors are reported 

to have spent £501 million during that period, +1% on 2024. Overseas growth was driven by 

growth in visitor numbers from GB (+4%) and North America (+4%). The figures for overseas 

tourism were stable during a year of macro-economic instability which was quite mixed for the 

tourism industry across the island of Ireland. 

 

With ~70% of tourism jobs outside of Belfast and Dublin, the industry supports significant rural 

entrepreneurialism and employment. Almost 60% of those jobs depend on overseas tourism 

specifically (or around six out of 10 pounds delivered to our economy depend on overseas 

visitation). This is because overseas visitors spend more and stay longer.  

 

Investment in Tourism Ireland’s consumer marketing programmes shows an estimated 25:1 

return on marketing investment i.e., for every £1 spent on marketing, £25 of visitor spend is 

generated on the island. 

Ireland’s Hidden Heartlands 



Tourism Ireland promotes the island of Ireland overseas as a destination of choice, seeking to 

win visitors and spend to this destination over others. Helping overseas visitors then explore 

across the island supports businesses, communities and economies across jurisdictions. The 

role of destination brands is to highlight compelling reasons to visit and drive memorability, 

acknowledging that not every visitor will have the capacity to understand or remember every 

county or townland individually. Fermanagh is promoted as part of Northern Ireland in our 

communications. Given the new agreement between Tourism Northern Ireland and Fáilte 

Ireland, Fermanagh will also be included as part of Ireland’s Hidden Heartlands as a destination. 

There are geographical synergies, in that from the River Shannon to Lough Erne, the 

interconnecting waterways and surrounding countryside offer wonderful, authentic 

opportunities to experience nature, greenery, communities and culture. 

 

Tourism Ireland’s priorities in 2026 

Tourism Ireland has an ambitious plan to support the tourism industry throughout 2026, in line 

with our new 2026-2028 Corporate Plan, Northern Ireland’s 'Tourism Vision and Action Plan' and 

Ireland’s ‘A New Era for Irish Tourism’ policy statement. Our vision to ‘win value-adding visitors 

to the island of Ireland, benefitting businesses, communities and place’ is supported by a set of 

business objectives/strategic priorities. Our work will support these priorities and deliver an 

average +6.5% growth in overseas tourism revenue for Northern Ireland each year to 2030 – 

growing revenue to around £1.3 billion per year by 2035.  

 

Grow strategic source markets  

Tourism Ireland will achieve growth across all market regions, through increased activation in 

line with market diversification goals. Our work will involve deepening and defending in the 

United States, diversifying in Mainland Europe and Canada, growing Great Britain from strong 

foundations and unlocking nascent markets through partnerships. 

 

Compete to win value-adding visitors  

Tourism Ireland will win visitors through an elevation of tourism brand Ireland, utilising our icons 

of landscape, culture and history, linking in with emotional connections and cutting through with 

effective creative, media and publicity across markets.  

 

Our new ‘Ireland Goes Beyond’ advertising campaign will drive >1.2 billion quality ‘opportunities 

to see’ (reach). Our publicity activity with top international publications, journalists, content 



creators, broadcast and streaming channels will drive 550 million ‘opportunities to see’ Northern 

Ireland messaging. We will continue to post compelling content to achieve more than 500,000 

engagements on social media each month and maintain 7.5+ million followers across our social 

channels. In 2026, Tourism Ireland will help 12 million people deeply research holidays here on 

our international website, Ireland.com and we will also optimise our website for GenAI. 

 

Year-round, grow tourism across gateway cities, regions and Northern Ireland  

Utilising a comprehensive content calendar, Tourism Ireland will promote seasonal, regional and 

Northern Ireland content consistently, effectively and at appropriate times to promote visitation. 

We will drive growth in the off-peak months with our ‘Home of Halloween’, St Patrick’s Day and 

Winter Breaks campaigns. We will also roll out a new approach to strengthen culinary tourism. 

 

Strengthen go-to markets with partnerships of the future  

Tourism Ireland will leverage access, intermediary and business partnerships to maximise sales 

opportunities for industry overseas. We will undertake an Intermediaries Appraisal, to develop 

the most effective approach. We will connect this island to key strategic markets with our air and 

sea carrier partners; our co-operative marketing with carriers will generate a minimum 15:1 

return on investment, driving visitor uplift. We will create a global spotlight through our B2B / B2C 

promotions for >1,000 tourism SMEs island-wide wide, including >333 selling Northern Ireland. 

We will facilitate 35,000 commercial meetings between local island of Ireland industry and 

overseas travel trade (7,500 of these focused on Business Events).  

 

Co-operative campaigns with partners to promote air and sea services in 2025  

Tourism Ireland supports demand for strategic routes that serve Northern Ireland’s airports and 

seaports, including Larne, Belfast City Airport, City of Derry Airport and Belfast International 

Airport.  

 

The Department for the Economy has made £400,000 available for Northern Ireland access 

campaigns in Q1 2026. Details of these campaigns are currently being finalised; however, we 

expect to work with various airlines serving Northern Ireland, including British Airways, easyJet 

and Loganair in GB, France and the Netherlands. These campaigns will target a return on 

investment of over 15:1. 

  



Tourism Ireland’s work to promote Fermanagh overseas 

Tourism Ireland is proud to promote Fermanagh and to inspire potential overseas visitors to 

come and experience this part of our island. Below are some examples of our activity to highlight 

Fermanagh on the international stage. 

 

Inspiring visitors 

International publicity for Fermanagh 

Working with influential travel, lifestyle and special interest media is an important element of 

Tourism Ireland’s overseas promotional programme. The organisation also co-produces long-

form shows viewed by millions around the world, to inspire travel. In 2025, we generated positive 

publicity in international media outlets for Fermanagh with a reach of over 57 million.  

 

Some highlights of publicity activity include:  

In April 2025, Tourism Ireland invited Swedish presenter Lina Skandevall to visit. She shared her 

slow travel journey here, which included a forest dining experience, an astrotourism experience 

and an overnight stay at Finn Lough Bubble Domes – in a ten-minute segment on one of Sweden's 

most-watched morning news and talk shows, Nyhetsmorgon, which airs on TV4 (Swedish TV 

network). The broadcast delivered 1.4 million opportunities to see (reach) and Lina also shared 

66 posts about her trip on her social channels, with a reach of almost 150,000. 

 

In May 2025, five Italian journalists, with a combined reach of over 900,000 readers, explored 

some of our literary hotspots. In Fermanagh, they discovered the deep connections of Oscar 

Wilde to the town of Enniskillen – by enjoying the ‘Follow the Swallow’ trail and taking a boat tour 

on Lower Lough Erne, as well as visiting Portora Royal School.  

 

Six travel journalists from Australia and New Zealand, with a combined reach of millions of 

readers, visited Fermanagh and Ireland’s Hidden Heartlands last June. The journalists – who 

write for various newspapers and magazines, including The Sydney Morning Herald, The New 

Zealand Herald and Woman's Day – followed a specially curated itinerary that showcased the 

island of Ireland as the perfect place to slow down and connect more deeply with our people and 

landscapes. Their itinerary included an island discovery tour with Erne Water Taxi, Boatyard 

Distillery, a yoga experience and a tour at the Marble Arch Caves, as well as a jeep safari at the 

Cuilcagh Boardwalk Trail. They went kayaking with Blue Green Yonder and enjoyed a culinary tour 

with Enniskillen Taste Experience. Their itinerary also included Ireland’s Hidden Heartlands with 



a visit to Celtic Roots Studio and lunch in Ballinahown Craft Village, Glasson Lakehouse, 

Clonmacnoise and a cycle along the Shannon-Erne Blueway with Electric Bike Trails in Leitrim.  

 

Ireland Unrushed: Slow Tourism campaign 

Fermanagh and Ireland’s Hidden Heartlands will feature in our global campaign ‘Ireland 

Unrushed’, which will go live in May 2026. The campaign will build on the success of Tourism 

Ireland’s ‘Ireland Unrushed’ campaign from last year, which was live across 13+ markets for the 

month of June 2025, showcasing new ways for overseas holidaymakers to explore the island and 

take time to enjoy our scenery, culture and heritage more deeply. The campaign included videos 

highlighting breathtaking landscapes and ‘slow tourism’ activities, including a new Shannon-

Erne video. Based on the insight that 80% of overseas visitors who choose non-sun holidays are 

seeking a sense of exploration on their trips, the new campaign showcased enjoyable journeys, 

highlighting experiences in nature and in local communities. The 2025 campaign created over 

121 million opportunities to see (reach).  

 

Promoting Fermanagh on social media  

Tourism Ireland regularly highlights Fermanagh to its +7.5 million followers on social media, 

sharing compelling content (stunning images and video) on platforms including Instagram, 

Facebook and TikTok. 

 

Strengthening partnerships 

Tourism Ireland creates global events and platforms, so that tourism businesses from around 

the island can connect with international tour operators to agree commercial deals that bring 

visitors at scale. In 2026, Tourism Ireland will support >333 distinct local businesses selling 

Northern Ireland to win commercial meetings with overseas trade partners, through sales 

missions and high profile B2B events. For example, Belleek Pottery Visitor Centre and the 

Boatyard Distillery took part in Tourism Ireland’s annual ‘Flavours of Ireland’ B2B workshop in 

London, in October, connecting with top global inbound tour operators. Lough Erne Resort took 

part in Tourism Ireland’s ‘Ireland Meets the West End’ in London, in November, a B2B workshop 

to grow Business Events. 

 

Travel trade familiarisation visits to Fermanagh  

Tourism Ireland, in conjunction with Tourism Northern Ireland and Fáilte Ireland, undertakes a 

programme of fact-finding visits for tour operators and travel agents in our key markets, so that 



they can experience the superb tourism product in Fermanagh and elsewhere around the island 

of Ireland, for themselves at first-hand – and then sell the destination to their customers with 

more enthusiasm and authority when they return home. 

 

Last November, ten top-performing Spanish travel agents, who work with a major tour operator 

called Icárion, visited Northern Ireland. Their sustainability-focused itinerary included an Island 

Discovery Tour of Lough Erne, Finn Lough, Florence Court and Cuilcagh Boardwalk Trail. 

 

In August, nine travel professionals from Belgium and the Netherlands visited Northern Ireland. 

The Fermanagh itinerary included a guided walking tour of Enniskillen, hydro-biking on Lough 

Erne, a visit to Florence Court, Cuilcagh Boardwalk Trail and a cruise with Erne Water Taxi. 

 

-ENDS-  


