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Why the US market matters

€1.7bn
spend

1.2m
trips

10.4m
nights

Average stay

8.6 nights

Average spend per trip

€1,404

Average spend per night

€162

27% 15% 17%

Ireland 
Jan-Nov 2024

Island of Ireland
2023

+9%

+20%

+11% +11%

spend trips nights

Jan-Nov 2024 vs. 2023 US N.America

Average stay

No change

Average spend per trip

+8%

Average spend per night

+8%



Why the US market matters
Key holiday needs: 

• Exploring new places, landscapes and cultural activities – 82% 

• Building lasting memories with those closest to me – 68% 

• Enjoying energetic and fun experiences – 65% 

• Disconnecting, unwinding and enjoying special moments together – 57% 

• Engaging in exciting and challenging experiences – 49% 

Drivers to visiting Ireland:

• Beautiful landscapes and scenery – 27% 

• Never been before / somewhere new – 14% 

• Great culture – 14% 

• Rich history – 9% 

• Ireland interests me – 7% 

• Family and friends there – 6% 

• Already been and want to go back – 4% 

Source: Red C / Tourism Ireland Sentiment Tracker



Air Access 2025 NEW for 2025
Detroit – DUB

Nashville – DUB
Indianapolis – DUB



USA KEY MOMENTS 2025

Jan-Mar PGA Show St Patrick’s Day

Fill your heart with Ireland 
campaign – TV and digital

Riverdance 30th 
anniversary sponsorship

Jul-Sept GTM West and GTM Fill your heart with Ireland 
campaign – TV and digital

Virtuoso Travel Week

Oct-Dec Home of Halloween 
campaign

Luxury Summit 

Engage!25 Summit

Signature conference

Sales Mission – Western 
USA

Apr-June Sales Mission – new 
gateways/Mid-West

LTA Ultra Summit

Successful Meetings 
University

Business Events 
showcase
ATTA
AdventureELEVATE Golf campaign

Slow Tourism Month

World Pride, Washington DC

ILTM North America

Aer Lingus College 
Football Classic

All year ‘Always on’ digital and 
social

Trade webinars

Airline and tour operator 
co-op

Media and influencer 
visits

Press releases

Consumer and trade 
ezines



Inspiring Visitors



• 2025 target: 289m OTS (+3%)

• Hybrid TV – linear and connected 
TV in key DMAs 

• ‘Always on’ digital and social

• Brand partnerships  

Inspiring Visitors
Fill your heart with Ireland campaign Season extension campaign

Hulu partnership 



Inspiring Visitors – Aer Lingus College Football Classic

ESPN partnership 

24k+ US travellers in 2024

In-stadium advertising 

Official game app 

5m
audience



• Golf Channel campaign – 20m+ OTS 

• PGA Show Orlando 

• Digital partnerships – LPGA 

• Golf tour operator co-op activity 

• Golf media fam trips 

Inspiring Visitors – Golf Digital partnershipsGolf tour operator co-op 

Golf Channel campaign 



Publicity highlight

Inspiring Visitors – Publicity 
• Top tier broadcast outlets

• Screen tourism opportunities 

• St Patrick’s Day and Halloween 

• Diversity and inclusion / LGBTQ+  

Riverdance sponsorship Diversity and inclusion

St Patrick’s Day broadcast



Example of broadcast coverage



Supporting 
Economies and Communities



Supporting Economies and Communities
Seasonal festivals Regional access campaigns

Tour operator co-op – season extension 



Supporting Economies and Communities
ATTA AdventureELEVATE  

Season extension / regional access – Expedia 

Influencer and media visits 



Sustainability



• Highlighting car-free, active travel options and 
sustainable ways to experience Ireland,                 
e.g. cruising 

• Twinnings: Sligo and Mayo

• Slow Tourism Month

Sustainability
Custom content – Matador

Always on – digital and social 

TV Broadcast – PBS 



Strengthening Partnerships



Strengthening Partnerships – Co-operative campaigns 

Average return 
on investment

20:1

Kensington Tours 

Aer Lingus 

Delta Airlines 



Strengthening Partnerships

Third-party events

Best of Ireland sales missions

Trade communications 

210
Industry
partners

9,200
Meetings
facilitated



Strengthening Partnerships

Luxury travel

Affinity group travel 

Travel trade fam trips



Strengthening Partnerships – how to get involved

www.tourismireland.com/opportunities 



Questions and Answers

MARKETING PLANS 2025

United States
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