























Overseas tourism matters

£672m

per annum

Source: NISRA



Overseas tourism matters

~70k +60%

tourism jobs rely on overseas










Bringing value to this island

£1 - £25

Source: Estimated from Kantar research study



Looking ahead: strengths
4S's

Soft

Sentiment Supply of Scenery influence

accommodation



Looking ahead: challenges
4C's

Capacity Cost Concentration Complexity



Vision

Increase the value of overseas tourism to
the island of Ireland, sustainably supporting
economies,communities and the
environment.

We do so by inspiring visitors,
strengthening strategic partnerships and
fostering a world-class team.






Increase the value of overseas
tourism

Revenue growth

o average
+ year on year
B o to 2030




Increase the value of overseas
tourism

NI, regional and seasonal growth

o
+6.5% =




Increase the value of overseas
tourism

Worth

to Northern
n Ireland
_ by 2035




Increase value: strengthening strategic access

Demand for Nl and regional routes

&

Inbound visitors on Dublin routes

Spend per trip — attracting visitors
who want to see more and do more



Increase value: Enrichment Explorers

Focus on visitors with
‘value adding tourism traits’

— likely to see more, do more, enjoy
more and spend more while on the
Island

Source: Kantar research output



Study of
Enrichment Explorers

Source: Kantarresearch output



Visitor spend:

€ million island of Ireland
2,000

Increase value: market growth
and diversification

Grow US and Canada momentum

Win more US revenue for NI
1,000
Build strong foundations from GB
2023
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Over-tourism headlines hit Europe



We have a chance to do things
differently

~70% jobs outside Belfast and Dublin

Largest indigenous shared industry on this
Island

9/10 believe tourism is positive for their
community



Tapping intovisitor sentiment

believe the island of
Ireland 1s a destination

Online

e +000%

since
2010

searches for

Summer Off-peak

Apr12010 Jul12016 Oct12022

Source: Red C / Tourism Ireland Sentiment Tracker

Source: Google Trends



Spread across seasons: ‘mustvisit’ moments



plipit

Focus on
festivals and
global unifying
moments

St Patrick’s Day

Results:

230m...

Ireland Week in 11 cities across Europe

4X research ‘lreland’ vs spring averages



Home of Halloween 2025:

Focuson
festivals and
things todo
Results:
>200m -
fo see

14M YouTube

2X recognition of origins in Ireland

7/10 more likely to want to visit






Championing communities

1bn 70%

Publicity Social content
opportunities to see with regional /

to feature seasonal or seasonal Ireland /

regional Ireland / NI message
NI message

500m

Publicity
opportunities to see
NI message




Fill your heart with Ireland road trip

Results:

40

+90% persuasion

to see






Shared Island: vision for
the North West

Two awe-inspiring coasts, one epic trip

Connecting the Causeway Coast and Wild Atlantic Way
for visitors






Visitors are interested in the island of Ireland

75% B Sep-22

67% 67% B Aug-23
B Jul-24

29% 31% 32%

13% 19% 15%

Interest Intent Active planning

Source: Red C/ Tourism Ireland Sentiment Tracker (top 4 markets)



Desire forexploration

32%

Exploring Unwinding Building Fun Challenging Family or friends Celebration
memories experiences experiences
Needs of travellers

Source: Red C/ Tourism Ireland Sentiment Tracker
(travel to non-sun destinations)



Landscape, culture and history are reasons to visit

Among those planning for the next 6 months /12 months / 3 years / in future

Beautiful landscapes Never been before Great culture Already been / Rich history

and scenery want to go back

Source: Red C / Tourism Ireland Sentiment Tracker
(travel to non-sun destinations)



How people research and book travel is changing

Early 2000s Mid 2000s Late 2000s - 2020 2020 -2030
- Age of mobile Rise of Al
Travel agents and Ever-increasing ) ] ) |
brochures role Rise of mobile Al trip planners
of travel websites search, social and

online video



More time now spent on social than TV

Among 30-60 year olds globally

10,000
7500
5,000 |
— Linear TV
— Social media
2.500 — Radio

/ % — Video stream

— Music stream

0 — Print
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

Source: Global WARC study



Winningvisitors:an art and
a science

Awareness Consideration Research Purchase Advocacy




Visitorawareness and

consideration
— telling our story overseas

2025:
1bn

Advertising

opportunities to
see

2025 new brand
campaign



Visitorawareness and

consideration
— teeing up others to speak forus



Visitor awareness and consideration
— teeing up others to speak for us
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Dermot’s Taste of Ireland
ITV1and ITVX (GB)



1 Viaggi del Cuore
Canale 5 (ltaly)



Visitorresearch:
balanced shop window for things to see and do




Visitor advocacy:
posting daily to fans on social media

2025:
7.5m

Followerson
social



Itineraries on social media:

< tourismireland

e up to +30% engagement

Liked by ireydom and others

tourismireland There are places of natural wonder in
Ireland, it's hard to believe they are real. But we promise
they are! Tell us where you'd like to visit first?

The Mourne Mountains, Co. Down
Cloughmore Stone, Rostrevor, Co. Down
Crawfordsburn Country Park, Co. Down
Narrow Water Castle, Co. Down

Royal Co. Down & Mournes

Climvia Manard Hatal Blaaisasetla Ma Miasceds







Sustainability: responsibility

EU targeting decarbonisation 2025:

.. Grow revenue
of aviation responsibly,

factoring in revenue
per
carbon footprint

70% sustainable aviation fuel by 2050
— but it's an emerging technology



Sustainability: opportunity

0%

Prepared to spend more on sustainable
accommodation and experiences when
on holidays

Source: MCCP / Tourism Ireland



Sustainability: opportunity




Sustainability: slow tourism



Siobhan McManamy

Director of Markets &
Partnerships




Access partnerships




Global partnerships

Focusing on highest revenue per
carbon footprint segments
around the world



2025:

Partnerships with
Golf Digest, Golf
Channel and Sky

Golf visitors spend more than Sports (Golf's
_ Greatest Holes)
non-golf visitors

Golf

Amplify The Open at Royal Portrush

Ryder Cup, Adare Manor



Global platforms for

island of Ireland
businesses



Global platforms forisland of
Ireland businesses




Win Business Events

New Business Events strategy

Meetings and incentive travel

2025:

Support
7,500

commercial
meetings for
Business
Events




John McGrillen

Chief Executive,
Tourism Northern Ireland




Importance of the Domestic Market

Proportion of trips Proportion of nights Proportion of spend

Data relates to overnight trips only Source: NISRA




Marketing

Spring campaign: 20th January — 30th March

Fermanagh in Ireland’s Hidden Heartlands:
February

400 media and influencer visits

New Discover Northern Ireland
website



Marketing

2 new RTE food series with Neven Maguire
and Catherine Fulvio

Native media partnerships with RTE,
The Irish Times, Irish Independent, BT
and Belfast Live



Business Solutions

Fam trips for 450+ operators across

travel trade and business events
throughout 2025

UKinbound Discover Programme,
23rd — 25th February 2025

Meet the Buyer, 2/7/th — 28th March 2025
5 x pre-event fam trips across the
North




Business Solutions

ITOA workshop, November 2025
Location TBA

Supporting the delivery of incentive,
conference and business events

Supporting our industry to attend
international trade and MICE events,
In collaboration with Tourism Ireland



Business Supports 2025

Al in Actlo_n Make It Here Sus._talnable Tourism Meet the
webinar series Business Programme Industry

Innovate Employers Excellence Destination
Tourism Programme Customer Service



Experience Development 2025

Meet the Blueways and
Maker Greenways

Distillery Trail Embrace a Giant Spirit
Development Development Programme




Destination Development

Shared Island Programme

Roll-out of new stewardship approach
to Destination Development

Dedicated support to accelerate the delivery
of signature City and Growth Deals




Destination Development

Multi-annual experience development
programme for new and enhanced
visitor experiences (subject to budget
availability)

A new role in driving the development
of visitor accommodation, following the
transfer of functions from Invest NI



The 153rd Open Championship

Local business and community info session
—19th February, Portrush Town Hall

Ready to Host The Open toolkit
— 19th February

Get Open Ready industry webinar
— 25th February

Customer Service Programme
— 1st March — 30th June




The 153rd Open Championship

Industry engagement sessions, Belfast and Derry
— April, May

Stay and Play campaigns, media and
trade fams, PR, social and digital

TourismNIl.com /153rdOpen






Supporting you:
ways to work with us

Share your photos and stories
Join our overseas activities

Sign up for ezines and webinars



Teaming up together














