
Putting Northern Ireland 
on the Global Stage



A global footprint



Northern Ireland: Growth & ambition

Interest in visiting from overseas 
since 2002~10X

Growth in annual overseas visitor 
spend 2025 vs 2010~100%
Ambition for overseas visitor 
revenue by 2035+100%

£1.3bn

+6.5% on average each 
year to 2035

2035



Connectivity – winter 2025 / 2026

Mainland Europe

5.1m

+14%

North America

901k

+16%

Other Areas

614k

+34%

GB

5.2m

+7%

INBOUND AIR SEATS 
AVAILABLE

YoY GROWTH11.8m 12%TOP 4 MARKETS

842k
+17%

502k
+13%

484k
+8%

5.2m
+7%

Airlines

179

Overseas
Airports

9

IOI Airports

42

Strengths in tourism 

Source: OAG



Interest, Intent and Active Planning in visiting Ireland remain stable outside of peak season

Interest, Intent and Active Planning in visiting Ireland 
remain stable outside of peak season
Funnel Performance (Top 4) – Interest
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Interest Intent Active Planning
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Q. “Which best describes your intention, if any, to visit the below destinations for a holiday or short break?”

(Base: All Overseas Holidaymakers; Nov-25; n=8,065)
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Uncertainty is the new certainty

Source: RED C / Tourism Ireland Sentiment Tracker Research



Changes and challenges

• Market concentration 

• Cost of doing business 

• Competitiveness



COMPETING
to

WIN

2026-2028 Tourism Ireland 
Corporate Plan



Competing to Win: strategy



Win value-adding 
visitors



Reasons visitors consider 
Northern Ireland

Source: RED C / Tourism Ireland 
Sentiment Tracker Research



50%
(-1)

Destination Image Perception – Value For Money – NET: Agree 

Italy Ireland

+10

65%
(+1)

+4

() = difference vs. Jun-25
Q. “How strongly do you agree or disagree
with each of the following statements about ...”
(Base: All Overseas Holidaymakers (excl. NL); Nov-25; n=7,056)

14

Around half expect to find good value for money - experience improves perceptions

Around half expect to find good value for money -
experience improves perceptions
All destinations are stable in value for money perceptions versus June 2025.

Previous
Visitors

Previous 
Visitors

45%

Northern Ireland

+16

(=)

43%
(-1)

England

+2

42%
(=)

Denmark

+11 +6

40%
(=)

50%
(=)
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+9

Switzerland
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▲▼ Significant vs. Jun-25







Grow strategic
source markets 



• Year-round campaigns

• Supporting new gateways

• More industry opportunities

• America 250

Deepen and defend
the US



Grow Great Britain from strong foundations

Source: NISRA



New Mainland European
strategy
62% of Mainland Europeans interested 
in visiting NI some time

• 450m people on our doorstep 

• Strong air and sea access 

• Multiple holidays every year 

• Invest to elevate perceptions 

Goal:
Grow revenue by +50% by 2031



2026-2031: step-change of visitation 
from Mainland Europe



Mainland Europe – Plus One Strategy



Business & 
Incentive 
Tourism



Value of Business Tourism 

• Annual Revenue of €1Bn +

• Supports 22,000 jobs 

• Increased spend of x2.5 
leisure visitors 

• Drives mid-week and off-
season high value business



Headline Shows 2026

IBTM, Barcelona - NovemberIMEX Frankfurt – May
IMEX America, Las Vegas - Oct



Key Tourism Ireland Led Activities

• St Patricks Day Networking Reception (US)

• California Roadshow (US)

• Frankfurt & Cologne Workshops (GER)

• Lunch and Learn; Paris & Lille (FR)

• Pre-IMEX Meet In Ireland Golf Event (US)

• Ireland Meets the West End (GB)

• Lunch & Learn Nice, Marseille, Lyon (FR)

• X6 Business Events Fam Trips



Key Channels: 
NI on the Global 
Stage 



1

3

5

4

2

Tourism Ireland: Key Channels



Dermot’s Taste of Ireland Martin and Roman Kemp TV 
series

How to get to heaven from Belfast

Northern Ireland on Screen



Add example video – Lisa McGee

Demand Generation for Northern Ireland



Home of Halloween Gateway Cities

Key Campaigns



Key NI Focus



• Register on the Industry 
Opportunities website for 
updates and alerts

Industry Opportunities 

• Share your updates and 
social content with us via 
industryopportunities@tourismireland.com

https://www.tourismireland.com/register-for-updates
https://www.tourismireland.com/register-for-updates




Thank You


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5: Interest, Intent and Active Planning in visiting Ireland remain stable outside of peak season
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12: Around half expect to find good value for money - experience improves perceptions
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20: Mainland Europe – Plus One Strategy
	Slide 21
	Slide 22
	Slide 23: Headline Shows 2026
	Slide 24: Key Tourism Ireland Led Activities
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33

