ism Ireland



Growing the value of overseas tourism

Tourism Ireland: o A | . I 6
Founded in 2002 - o y: B

OFFICES

COLERAINE

DUBLIN
of Ireland, and support

tourism potential” O 1 4

Northern Ireland to realise its
MARKETS

“Increase tourism to the island




Northern Ireland’s overseas tourism growth journey

4 N
1OX Interestin visiting from overseas since 2002

\§ v

4 N
+ 100% Growth annual overseas visitor spend NI 2024 vs 2010

g v

+ 100% {Am bition for overseas visitor revenue by 2035 J




2025: opportunities and challenges

5 newspaper headlines:

Open for business: NI hotels are teeing up
for economic success
Golf tourism revenue

reaches record level in
Northern Ireland

Navigating a New
Age of

Macroeconomic
Uncertainty

Concerns new fee will hamper tourism
in Northern Ireland

NI hospitality businesses 'squeezed'
due to rising costs




Let’s look at consumer sentiment overseas

Agreement that “an international holiday experience is worth the money”

REDC e

&0 23 +7 +7 +7 +10 +6 +6 +4 n/a n/a
Tourism

Ireland
Tourism Ireland Junezsl . l . o . . . .
Sentiment Tracking
June 2025 G Greatbrian  UsA  Germamy France G Netherlands

{ 65% value international holidays as worth the money 1




Macro-economics are impacting consumers overseas

Agreement that “everything's too uncertain to book anything right now”

Vs Aug
93 +6 +5 +15 +5 +2 +3 +5 n/a n/a

37%
25% 230 5%  25%

18% 20%

Total Great Britain Germany France [taly Spain Canada Netherlands

30%
17%

58% | do a lot of research into the cost of everything before | decide
where to go

4 1% The cost of day to day living means | can't afford to go away as
often

{ 25% feel things are too uncertain to book, with 41% cutting back }




Value perceptions highest amongst past visitors

Prospective cotland Northern
o o cotian
Visitors Italy Ireland France Ireland England Switzerland

B g

64% 51% 37%

(+3)

44%

Previous +
Visitors

+4




Interest in visiting NI is growing

GB holidaymaker funnel for Northern Ireland

60% 61% 61%

51% 50%
5195 22% 23% 23%
o
18%
0,
I gy, 11% 11% 11% 13%

Interest Intent

Active Planning

W Sept 22 August '23 Jun'24 ®ENov'24 ®Jun'25

67% 66%

US holidaymaker funnel for Northern Ireland

71% 71% 709

39%
329% 33% 33% 31%
22%
[))
) 20% g, )
16% 16% I

Interest Intent

Active Planning

M Sept 22 August 23 Jun'24 W Nov'24 W Jun'25

Strong interest, intent and active planning to visit NI




Reasons to visit NI, according to overseas consumers

Most motivating for Germany &
France

5 27% Scenery

ﬁ 15% ‘New to me’

94/;//' 11% CUIture Most motivating for GB
MY 10% Attractions
Nuanced: also a reason NOT to N i 7 o .
visit for 7% m 8% Political History

{ Exploration of scenery, culture, history, sights are reasons to visit }




Connectivity: getting here, and getting around

‘Easy to get to” ‘Easy to get around”
Perceptions of NI per market Perceptions of NI per market

) ce I 55+
Northern Northern

S 66% 57%
Ireland us I e Ireland us [ 7%

G ermany - 40% GEHTIEIH‘:,’ - 46%
France [ 52% France [ 52%

56% tealy [N 4% italy [ 259

Netherlands - 479,




After the trip, overseas visitors share footage on socials

Instagram

Northern Ireland |G 45%
Iceland NG 43%
Ireland 42%
I /0%
| JEEP
I 30
| JEEIA
I 35
I -7
I -7
I 379
I 6
I 35
I 4%
I 3%
I 3%
N 33
N 33

Greece
Italy
England
Montenegro
Denmark
Scotland
Portugal
Norway
France
Germany
Spain
Netherlands
Switzerland
Wales
Slovenia

{ Visuals are a powerful part of travel planning and sharing }




How overseas visitors choose where to travel...

Top 3 — Inspirations to choose a destination

Recommendations from family and... _ 45%
General online search {e.g., Google) _ 38%

Travel websites and online travel... - 28%
TV {films & TV shows, travel shows) - 24%
Social media - 22%
Destination website - 22%
Travel articles/ blogs/ online travel... - 22%
Guidebooks - 18%
TV advertisements . 9%
Influencers . 7%
Artificial Intelligence/ Al {e.g., ChatGPT,... I 5%

My own knowledge/ research _}'l 1%

{ Besides word of mouth, digital, social & film matter, Al is rising }




Tourism lreland: upcoming activities

it SR R
1% i

LANDY

() cComment

SALE ENDS 30 SEPT

w Tripadvisor @ with Tourism Ireland
Sponsored (I

Step into a season of mythical landscapes, cosy pubs,
legendary castles, and Halloween mischief. Visit the...

TRIPADVISOR.COM
Fall for Ireland this autumn Book now \

OO 25.6k 5.4k comments 1.9k shares

Targeting £1.3B overseas visitor spend by 2035
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