Tourism Ireland

Marketing the island of Ireland Overseas

Tourism Ireland briefing note for the Committee for the Economy
Subject: Tourism in the Northwest
(Session two)
25" June 2025

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 13+ key markets across Great Britain, North

America, Mainland Europe and Australia.

Value of overseas tourism

In 2024, we welcomed 2 million overseas visitors to Northern Ireland, an increase of +3%
compared to 2023, with visitor numbers from GB remaining stable and visitors from other
overseas markets growing by +12%. Spend from overseas visitors from other markets
beyond GB grew by +5%. Overseas tourism plays a vital role for Northern Ireland, with the
share of total visitor spend coming from overseas growing from 55% to 58% in 2024
compared to 2023. Over 70,000 jobs depend on tourism and, of those, 6/10 depend on
overseas tourism specifically. Tourism is one of the largest shared indigenous industries

across the island.

Tourism Ireland’s vision

Tourism Ireland is targeting +6.5% revenue growth in Northern Ireland on average each
year to 2030 - growing revenue to around £1.3 billion per year by 2035 i.e., around 2X the
revenue generated by overseas tourism in 2023 (contributing towards the overall goal for
tourism expenditure from overnight visitors to exceed £2 billion by 2035, outlined in the

Tourism Vision & Action Plan).



Tourism Ireland grows overseas tourism by inspiring overseas visitors and strengthening
strategic partnerships. Tourism Ireland’s message is that the island of Ireland has so
much to offer across regions and seasons. The Tourism Ireland team is proud to support

and grow the contribution that overseas tourism makes to Derry-Londonderry.

Inspiring visitors

Regions and seasons: Home of Halloween campaign

In autumn 2025, Tourism Ireland will evolve our ‘Home of Halloween’ campaign,
supporting a global festival which originated on theisland of Ireland and creating reasons
to travel here in autumn. This will build on the success of our 2024 campaign — which
featured Derry Halloween — which had over 200 million views around the world and

created 2x awareness among viewers of the origins of Halloween on our island.

Last October, TourismlIreland, in conjunction with Tourism NI, invited 23 media from GB,
the United States, Canada, Germany, France, Spain, Italy and Sweden to experience and
report on Derry Halloween. Celebrity chef Donal Skehan presented a five-minute
segment from Derry Halloween on ITV’s This Morning — with up to 900,000 GB viewers
tuning in, with filming supported by Tourism Ireland. Derry Halloween also featured on
32TV channels across the United States, reaching over 50 million, with renowned travel
broadcaster Gabe Saglie livestreaming on the ground. And a Swedish radio station,
called Rock Klassiker, broadcast live from Derry Halloween on 31t October and 1%
November, reaching around 1 million listeners. Similar activity will take place in October

2025.

Advertising

In 2025, Tourism Ireland will create 1 billion advertising ‘opportunities to see’ (reach)
through our ‘Fill your heart with Ireland’ advertising campaign, which features the Derry
Girls. The campaignis live across key overseas markets during 2025 on TV, cinema, video

streaming, social and digital channels, all tracked to drive consideration.

International publicity for Derry-Londonderry

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
2024, we generated positive publicity in international media outlets for Derry-

Londonderry with a reach of over 234 million.

Some highlights of this activity include:

In May 2025, season seven of an Emmy award-winning travel series called Bare Feet with
Mickela Mallozzibegan airing to millions of viewers on PBS in the United States and parts
of Canada. It is also still available to view on the PBS app and website. Two episodes
were filmed in Northern Ireland; viewers saw Mickela tour the city walls in Derry-
Londonderry, learn about bodhran making with Seamus O’Kane in Dungiven and visit the

Giant's Causeway and Dunluce Castle.

In April, Tourism Ireland co-produced two episodes of Adventure Cities, showcasing the
very best urban adventure travel experiences in Derry-Londonderry and Belfast to
viewers across the US. The series, created by Heliconia, follows travel writer Jonathan
Thompson as he dives into the adventurous sides of some of the world’s most
captivating cities, uncovering vibrant cultures, hidden gems and must-see attractions
along the way. The Derry- Londonderry episode aired in April on Discovery Channel,
reaching 370,000 viewers. After broadcast, the episodes will be available for streaming
on platforms such as Discovery+, Discovery GO, GoUSAtv and more, as well on FanDuel

Sports Network and OutsideTV, in 2026.

In March 2025, 2 million viewers across GB saw a new TV series called Tour de Fred:
Northern Ireland, fronted by TV presenter Fred Sirieix (of First Dates fame). It aired on ITV1
and featured cycling routes from the Mournes to the Causeway Coast and from Derry-

Londonderry to Donegal. Itis still available to view on the streaming service ITVX.

Last autumn, filming took place in Derry-Londonderry for a new Tourism Ireland
partnership with Channel 4, a mini-series featuring British comedian Babatunde Aléshé.
Episode one featured places like the Guildhall, the Derry Girls mural and the Walled City

Brewery. The mini-series was available toview on Channel4’s YouTube channeland was



also promoted on the Channel 4 streaming platform, as well as on Channel 4’s
Facebook, Instagram and TikTok. The promotion had around 4 million views across

Channel 4’s social media platforms alone.

Ireland Unrushed: new Slow Tourism campaign

In June 2025, Tourism Ireland is rolling out a new Slow Tourism campaign called ‘Ireland
Unrushed’. The campaign, which features a suite of videos including Derry-Londonderry,
highlights the breadth of sustainable transport and tourism experiences across the
island of Ireland, inviting visitors to experience the destination at a gentler pace. For
June, Slow Tourism messages are being prioritised on Tourism Ireland’s channels, with
a key focus on inspirational journeys that encourage greater dwell time in communities
and nature. The campaign is running on leading video platforms in key markets and also
includes visits by media and content creators to experience Ireland Unrushed at first-

hand and then share with their readers and followers, as well as in-market activations.

Shared Island Marketing Campaign

In May 2025, Tourism Ireland launched a marketing campaign in GB to highlight the
connectivity of the Causeway Coastal Route and the Wild Atlantic Way, as part of
the Shared Island Tourism Brand Collaboration Project. The project encourages
visitors to travel more widely across the route, stay longer, and spend more. The
campaign complements ongoing collaboration by Tourism Northern Ireland, Failte
Ireland and Tourism Ireland, in consultation with the Department for the Economy
(Northernlreland) and Department of Enterprise, Tourism and Employment (Ireland)

—to forge greater links between the Causeway Coastal Route and Wild Atlantic Way.

The campaign included a series of articles on the website of The Guardian
newspaper, under the heading Two Iconic Routes, One Unforgettable Trip; and a
partnership with Channel 4 which included a video fronted by Babatunde Aléshé and
Finlay Christie as they explored the Causeway Coastal Route and the Wild Atlantic
Way.



Promoting Derry-Londonderry on social media
Tourism Ireland regularly highlights Derry-Londonderry to its 7+ 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 2025, Tourism Ireland is supporting 250 distinct local
businesses selling Northern Ireland to win commercial meetings with overseas trade

partners, through sales missions and high-profile B2B events.

B2B platforms for Derry-Londonderry businesses to promote overseas

Nobody sells Derry-Londonderry better than people from here and Tourism Ireland
provides important platforms for local tourism businesses overseas. For example: City
Hotel Derry took part in Tourism lreland’s ‘Golf in Ireland’ B2B golf workshop and
networking event in Edinburgh, in May; and in our Celtic Connections workshop in
Glasgow, in January. Martin McCrossan City Tours and Visit Derry attended ITB Berlin,
one of the largest travel trade fairs in the world, in March. Derrie Danders joined Tourism
Ireland’s 2025 Nordic trade workshop in Copenhagen, in February. The Ebrington Hotel

attended the PGA Show in Orlando, in January.

Co-operative campaigns with airlines and ferry operators

Tourism Ireland supports demand for routes to our airports and ferry ports, including
Larne, City of Derry and Belfast City Airport. Through co-operative marketing with air and
sea carriers that serve Northern Ireland, Tourism Ireland promotes and stimulates
demand for routes. For example, in Q2 2025 Tourism Ireland undertook a co-operative
campaign with P&O Ferries to promote its Cairnryan to Larne service. This campaign ran
on multiple channels, including radio and Social (Meta, TikTok and YouTube). We will
also undertake co- operative campaigns with easylet Holidays and British Airways
Holidays, for their tour packages that focus on flights to Northern Ireland, in Q3 and Q4

of this year.



In 2024, Tourism Ireland invested in the following co-operative campaigns, which

delivered a return on Investment of 34:1:

» City of DerryAirport

Q1 2024: promotions with Loganair, highlighting its London Heathrow to City of
Derry service. Channels included radio, digital and Connected TV.

Q1 2024: activity with Ryanair, promoting its Manchester to City of Derry
service, through digital display ads and targeting repeat visitors on the
Ryanair database.

Q3 2024: activity with easylet, promoting new services from Edinburgh and

Liverpool to City of Derry. Channels were social media and radio.

» Belfast CityAirport

Q1 2024: promotions with Loganair, highlighting its Inverness and Aberdeen
services to Belfast City Airport. Channels included digital display and social
media.

Q1 2024: activity with British Airways, which included a partnership with the
Daily Mail in print and digital.

Q1 2024: activity with easylet that included a partnership with The Times (print
and digital), radio campaign (broadcast and digital), as well as ads on social and
working with a popular travel content creator, highlighting ease of access on six

different routes to Belfast City Airport.

» Belfast International Airport

Q1 2024: co-operative activity with easylet that included a partnership with
The Times (print and digital), radio campaign (broadcast and digital), as well as
ads on social and working with a travel content creator (That Travel Couple
travelled to

Northern Ireland with easylet), highlighting ease of access on 14 different routes
to Belfast International.

Q1 2024: co-op with Ryanair promoting its services from Manchester, Edinburgh
and London. Channels were digital display and also targeting repeat visitors on

Ryanair database.

In addition, Tourism Ireland’s campaign with Skyscanner targeted GB holidaymakers



researching for inspiration about great short breaks destinations, promoting ease of

access to all Northern Ireland airports, to influence them to choose Northern Ireland.
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