Building the Product,
Adding the Character

Eimear Callaghan, Tourism NI



Where are we now?




Global Tourism

Tourism is amidst of the most rapid transformation in decades.

Expectations, behaviours, technologies, market dynamics and
competitive landscapes are shifting at pace

Big Shifts:

* Uncertainty is certain

* Visitor expectations have changed

* Digital transforms every touchpoint

 Competitive intensity has escalated

e Consumer choice is more complex than ever before
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Strong start to 2026....

Spring
Campaign

Ireland’s
Hidden
Heartlands

New Discover
NI live

Legenderry
Campaign

Media &
Operator Fam
Programme




What's coming up......

Summer International
Campaign Sales & Fams

Business
Resilience
Programme

Skills Plan
Launch

Fleadh
Cheoil

International
Travel Trade
Strategy Launch




Rory Mcllroy's success is Golfweek
'priceless’ for golf tourism

WELCOME 10

HOLYWOOD

UGH
HISTORICAL GEM OF THE LO
; AND HOME OF RORY MCILROY

Show céptionvﬁ ‘

Commumiies
o

Rory Mcliroy's home course offers a unique tour

EPA/SHUTTERSTOCK

Rory Mcllroy became only the fourth man to win successive Masters titles at Augusta earlier this
month
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Facing into certain
uncertainty & increased
competition,

we need to continue to
drive sustainable
growth for the future.
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The Investment Balance

£150m

2026-27
NIHF
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Invest in Destination Differentiation

£700 million £1 million £1 million

Product Development Events & Experience Business Support Programme

over next decade Development this year

~™. TOURISM
; NORTHERN
IRELAND

Confidential - Not for Public Consumption or Distribution



Invest in Product







City Deals Investment

y
7 Mournes

Project

Belfast

~ Stories
\

Connected

Destination _ Lcr('lfag:
akelands

\ Geopark

Royal
\ Hillsborough

Causeway

\
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Newry City
Centre
Regeneration

Carrickfergus . Bangor
Regeneration Waterfront

\

Ulster
American

Folk Park
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Shared Island Investment

Development of a CCR
Infrastructure Strategy

Coast-to-Coast Capital Investment
Scheme

GB Marketing and Promotional
Campaign
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Shared Destination
Investment

€23m over 3 projects supported by
international marketing
Cuilcagh Lakelands UNESCO Global
Geopark
Carlingford Lough
Sliabh Beagh




Add the Character(s)




Food & Drink
Tourism



Food Tourism Evolution

Experience
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NI Market

=== Vhat they visited / expentenced on NI short & long trips 1n 2024/25

he local shopping experence
Just exploring/soaking up the 1S%
City sightseeing tours U%

The scenic/interesting walks

The xonic/world renowned attractions

The stately homes/castles/museums 19%
Ihe local o_"\'c'v'ofk,'fo“x!'.‘.‘.\"- 155
Ihe outdoor ',\;:-)‘!S,".;}{l?.’lh(“. 14%

0%

ROI Market

Local shopping experience 42%

Local restaurants and pubs

Local pubs/bars

Just exploring/soaking up the atmosphere of the
place

Scenic/interesting walks

Citysightseeing tours

Local Food & Drink experiences

Iconic/world-renowned attractions

Local events/festivals

Stately homes/castles/museums

Outdoor sports/activities
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Tourism Ireland- Culinary Deep Dive (Feb 2026)

Quality of Food when Choosing Destination to Visit Strong food offering overall, with opportunity to grow 4
Most visitors expect good food and plenty of choice, though fewer believe international or fine-dining options are
Total easy to find. Holidaymakers from US, GB and Canada have high expectations of food quality, less so for French and
Italian visitors
Food is central to my holidays 6% Food / Dining Experience Quality & Availability
Expectation of Food Quality on the island of Ireland g Excelent W Good

Food plays a big role in destination
: 24%
choice
) Total Germany France Italy Spain Canada Netherlands
0 NET:
Food is one of many factors ak e - - - . i » . »

Food/Dining Ankoliy B Readily available W Hard to find
Food matters, but isn't decisive 25% ™ -
50% 50% a7%
|. |. 19"
N ‘ p 10%
Food isn't a consideration 5%
Pubgrubffood  Traditional Irish/ ~ Fresh local produce/  Fast food chains Seafood International cuisine Food trucks/ street Fine dining

home cooked food ~ Farmers markets 000 —
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Coming Soon — A Giant Taste Trail
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Screen Tourism




i

; - st Wanderlust, but make it
The rise of set jetting cinematic: the global rise of set-

jetting

E Debashine Thangevelo | Published 8 months ago
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VisitBritain Research:
Measuring the "White Lotus effect': How

programme/series location in the UK o stwe <8 swe 1 [ & 4 prtercgoncote
* 9in 10 potential visitors would be "

interested in visiting a film or TV location in
the UK

e Set Jetting is immersive & multi-
dimensional

For filmgoers looking for a real-life "The Lord of the Rings” and "The Hobbit" experience, the Hobbiton

Movie Set Tour in New Zealand has become the top destination.



SCENE
ROUTE

Lights, Camera, Explore:
piscover Northern ireland’s
TV 2nd Film Locations

A Derry Givls = Oerry ~Loncondenry, County Londonderry

! Anlrish Goodbye - Sporrin Mountaiw, County Tyroae

z Miss Julie = Castie Coo'e, County Fermanagh
-

' The Frankeastoin Chronicies ~ Armagh, County Asmagh

[
'g Hope Street = Donaghaces, County Daown

w Death and Nightingales ~ G Mown

ih Mickybo and Me ~ Tyrella Boach, County Dowr

% Gamve of Thronet” ~ Rasbiidges, County Down
&: Your Mighness « Castie Ward, County Down

‘ 0aighesh ~ Mown Stewart, County Down

# Tom Jones~ Downpatick, County Down

' The Womaninthe Wall = Poctaterry, County Down

g Gamve of Thiones* - Tollymore Forest, County Down

G‘. Artemis Fowl - ¥

P

& The $chool For Good and Dvil = Ulster Folk Museum, County Down
ortrush, County Antrim
i
The Lovers ~ Wivtehoad, County Antrim
.

‘
% Une of Duty = Beitast, County Antrie

‘_‘" The Windermere Chlldeon ~ Ciondim, (ounty Anrisn

1 Kol Boy L1: The Goiden Army ~ Glant's Causenay, County

“ Dungeons & Dragons: Hoaour Among Thieves - Cavrchie
4

Antriom

rgus, County Antrim

Noﬂ'hem leIBM S
TyandFilm LOCatiONS




More to come.....

Other thematic areas being progressed include :

Signature Walking Routes Blueways

Peace Tourism

Destination Differentiation unlocks growth
inati ifferentiation unlocks grow . TOURISM
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Our Ask

Consider Differentiation at all points of the Visitor Journey

Partnership

Promotion
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