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Why the GB market matters

£463m
spend

1.4m
trips

5.9m
nights

Average stay

4.1 nights

Average spend per trip

£322

Average spend per night

£78

Northern Ireland
2023 – GB



Why the GB market matters

Key holiday needs:

• Exploring new places, landscapes and cultural activities – 80% 

• Disconnecting, unwinding and enjoying special moments together – 71% 

• Building lasting memories with those closest to me – 66% 

• Enjoying energetic and fun experiences – 36% 

• Catching up with family or old friends – 32% 

Drivers to visiting Northern Ireland:

• Never been before / somewhere new – 24%

• Sightseeing / tourist attractions – 15% 

• Beautiful landscapes and scenery – 14% 

• Family and friends there – 12%

• Great culture – 5% 

• Rich history – 5% 

Source: Red C / Tourism Ireland Sentiment Tracker



GB KEY MOMENTS 2025

Jan-Mar TradFest

Fill your heart with Ireland 
campaign

Celtic Connections, Glasgow

Apr-May

June-Aug Slow Tourism Month

Advertising and publicity 
around The Open

A Taste of Ireland B2B event, 
Glasgow

Luxury B2B workshop, London

Sep-Dec Fill your heart with Ireland 
campaign

BMW PGA Championship

Home of Halloween campaign

World Travel Market

Ireland Meets the West End

St Patrick’s Day

British Tourism & Travel Show, 
Birmingham

Fill your heart with Ireland 
campaign

Golf promotion in run-up to 
The Open at Royal Portrush

Shared Island media 
partnership

Golf B2B workshop, 
Edinburgh

Shared Island campaign

Kickstart campaign for 2026



Inspiring Visitors



Fill your heart with Ireland campaign
• Drive awareness and consideration

Channels
• TV, BVOD, SVOD, social and digital

Timings
• Kickstart: 24th – 31st December

• Burst 1: Jan – May 2025

• Burst 2:  Sept – Nov 2025

Inspiring Visitors

Target: 
230m

Opportunities 
to see



Media partnerships: Where to next?

Digital-first mini-series on Channel 4 platforms –                   
C4 Streaming, TikTok, Instagram, Facebook and YouTube.

Inspiring Visitors

>7m
Opportunities 

to see 
(YTD)



2Inspiring Visitors – Publicity

295m
Opportunities 

to see 
(Q1-3)



Inspiring Visitors – Broadcast



Supporting 
Economies and Communities



Supporting Economies and Communities – Season Extension
St Patrick’s Day knitwear stunt 

7m OTS
Derry Halloween



Supporting Economies and Communities – Regions



Supporting Economies and Communities – Shared Island



Sustainability



Use slow tourism examples 
e.g. cruising campaign on 
Shannon, rail travel, Slow 
Tourism Month (June)

Sustainability



Strengthening Partnerships



Strengthening Partnerships

6,000
Meetings 
facilitated

135
Industry
partners



Strengthening Partnerships – Golf



Example of broadcast coverage

Golf’s Greatest Holes



Strengthening Partnerships – Co-op

*average ROI is based on all campaigns and is provisional, while waiting for final results on some campaigns.



Strengthening Partnerships – how to get involved

https://www.tourismireland.com/opportunities



Questions and Answers

MARKETING PLANS 2025

Great Britain
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