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HOW CAN BELFAST 

PERFORM BETTER?

FOCUS TOPIC

Market focus from Tourism Ireland:



Agenda

The GB market 

• Why has it declined?

• What is being done to address this?

• How can Belfast grow both leisure and business trips, 

what is our competition, 

• How can we improve the product to support Tourism 

Ireland, how can the city in general support Tourism 

Ireland

• What Tourism Ireland are doing to promote 2012 as 

this is a key agenda item for the next 6 months.

• What you think we should be doing more of to attract 

GB market. 



Agenda

• GB Market Context

• Competitor Landscape 

• Belfast within 2011 Tourism Ireland activity

– TV; Radio; Newspapers;Online;Social Media 

• Tactical price led activity

• 2011 Trade Promotions

• 2012 and Titanic

• Shared Decision making - TRT / MPG  



Market Context & Intelligence
Mixed Messages 

‘Although the recession is officially over, many

consumers remain cautious given the economic

environment and measures by the government

to tackle the deficit’

Sources: Mintel - Holiday Review: Jan 2011; http://www.essentialtravel.co.uk/magazine/top-10/travel-predictions.asp

Growth continues, but

unemployment and inflation

continue to rise and consumer

confidence is still falling.

2011 GDP Forecast: + 1.8%

Consumer confidence rose by

five points in March after the

Index reached its lowest ever

level in February

Nationwide Report 

Middle Britons to forgo holiday abroad

More than a quarter of middle-class families will

remain in the UK for their annual holiday this

year citing financial pressures, according to

Experian
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TV is still playing a large role in 2011 for our close competitive set but whilst 

press SOV has decreased, radio‟s has increased, driven by Tourism Ireland‟s 

investment. 

2010 2011

Competitor Set Media Channels Shift 



2011 - Year Round Presence
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TV

Radio

Online

Search

Publicity

Social 

Media

Trade



Belfast / NI

Direct 

Response -

emails, inserts 

and posters

Belfast reach 

876K 

Dates: 

20/01, 25/01, 22/

02 

and 15/03

Online Banner Belfast  Radio Ads 

• 3 30 sec ads

• Belfast Ad 1

• Belfast Ad 2

• Belfast Ad 3

Belfast TV ads

10 seconds 

commencing

April 2011

Q1. Topline Results

• 54,259 unique visits to the Belfast campaign page

• 80,696 visits to campaign area

• Competition entries 12,440

• EAV of €3.6m, Northern Ireland incl Belfast

• Banners achieved 58,183 clicks (0.9% CTR)

• Radio audience of 14.13m (55% of all 25 – 54 in 

GB)

• Email newsletters reach of 289, 482 (126k cold, 

163k warm)

• Wristbands‟ skyscraper

• „Radio‟ rich 

leaderboard to drive to 

Belfast campaign page.

BELFAST\Online\Q3 Belfast - Wristband_120x600 v2.swf
BELFAST\Online\Q3 Radio_belfast_728x90 v2.swf


TV & Radio 30s

NI specific 30s – March /April

TV ads

4 x 30 sec ads

March – October 

Rural /Touring Message

Giants

Kinsale

Skelligs

Causeway Coast

Croke Park

English Market

Match Making Festival



TV - 10s 

April – 4 x 10 sec urban ads / May – 6 x 10 sec urban ads
Dublin Belfast



Magic Radio partnership  

With Magic 105.4 Tourism Ireland has created a content-lead campaign which will explore Ireland beyond its 

cities. 

MAGIC BREAKFAST PROMOTION  - LAUNCH

A Breakfast Promotion with presenter Neil Fox launched on 23 May,giving listeners

the chance to win a trip to Ireland, and driving them to find out more details and offers.

SUNDAY SPONSORSHIP

Tourism Ireland is the official partner of the Rick Astley show on a Sunday afternoon from 2pm-4pm (targeting

listeners during their recreational time), starting 29 May, until 14 August.

Six  50” trails have been created promoting summer breaks in Ireland using the Ritual Iconic Brand Experiences,

Northern Ireland Signature Projects and Priority Festivals. 

The sponsorship will be promoted during the week using 30” trails.

ONLINE PRESENCE

Listeners will be encouraged to visit the magic website to find out more about Ireland and summer deals and for

the chance to win a prize. Ireland will be the focus of a dedicated Magic newsletter sent out to a database

of 65,000.

Magic 105.5

1.9m listeners p/wk



Screengrabs of 2 Roadtrip emails

Reach: 751k



Guardian press and online partnership –

“My Ireland”

Microsite content
• 6 x videos – 3 supplied by Tourism Ireland, and 3 created by the Guardian

• 7 x print advertorials in Weekend will be uploaded weekly following publication 

• 1 x events calendar

• 2 x 500 word competition pages inviting readers to enter a prize draw and to learn more about            

summer holidays. 

7 x Weekend advertorials
• Series of full page advertorials in Weekend magazine will encourage readers to explore Ireland 

beyond the main cities and to discover the real character of the country by bringing it to life through 

local people and their unique stories. 

• Each will focus on the area and person introduced in the particular film which is being uploaded to 

the microsite that week

2 x The Guide advertorials
• The Guide advertorials will encourage readers to book a holiday to Ireland by highlighting the 

country's diverse and vibrant cultural offerings. 

• Both advertorials will focus on 10 of the best events happening around Ireland in the month of 

publication.

Promotion
• A full set of online traffic drivers, will be produced to promote the site and competitions, in tandem 

with the in-press advertorials

www.guardian.co.uk

2.2 m unique visitors p/mt

Running for 8 weeks from June

Circulation – 294,000k / Readership – 705,000k
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Publicity

Sunday Telegraph

EAV 2010: €67.4m

EAV YTD 2011: €21.2m

Monty Hall‟s 

„Great Irish Escape‟  

BBC 2

Food & Travel 

Magazine

BBC Radio 4 „Excess 

Baggage‟

Whale and Dolphin 

Watching SW IrelandShow Reel

„The Story Of Ireland‟

BBC2 5x1 hour primetime 

Sunday evening 

„Terry Wogan‟s Ireland‟

BBC1 2X1 hour prime time  

Sunday evenings 

Est. audience 8.5m

http://www.google.ie/imgres?imgurl=http://upload.wikimedia.org/wikipedia/en/thumb/7/74/Coasttitle.jpg/300px-Coasttitle.jpg&imgrefurl=http://en.wikipedia.org/wiki/Coast_(TV_series)&usg=__BsTIwQNOj9DGooSzT6bQWXtf19c=&h=168&w=300&sz=13&hl=en&start=5&zoom=1&um=1&itbs=1&tbnid=RlhhocijDg_gVM:&tbnh=65&tbnw=116&prev=/images?q=coast+tv+series&um=1&hl=en&rlz=1T4ADBF_enIE288IE289&tbs=isch:1&ei=Ik1ZTaXQCYa4hAeZmNXVDA


• 2010 Visitor Attitude Survey shows improvement 

in GB experience and perception relating to value

• 50% of visitors were satisfied that RoI offers 

good value for money compared to 41% in 2009

• Although an improvement on 2009, from 32% 

- this level is still likely to be a barrier to growth 

from GB

• Value led offers through co-op and partner 

activities

• PR brief to include media focus on good value 

• Campaign pages all include value offers  

Value



Golf Successes for 2011

Co-Operative Marketing

Golfers booked to Ireland up 40% YOY

Increased bookings in the regions

Going for Golf Interactive 

Game played 14,846 times

Ave dwell time 7 mins 15 sec

6,681 competition entries

Golf LIVE 2011

Official destination of show

12 Industry partners

Visitors to di.com/golf up 20% YOY



Co-operative Marketing so far

Lastminute.com

• Activity ran Jan – March

• Online co-op display ads for Dublin & 

Belfast

• Exclusive homepage take over on St 

Patrick‟s Day

• Week of 21/03 bookings to Ireland 

increased by 10% and Dublin by 20%



Expedia and Hotels.com

• Activity running Feb – May

• Homepage Wallpaper on St 

Patrick‟s Day

• Newsletter Insertion in 

Expedia and hotels.com 

combined database approx 

1.15m

• Email to Nectar card 

database approx 1.25m GB 

consumers



Aer Lingus

3 campaigns with Aer Lingus

• Shannon – Press 

• Dublin – Press and Radio

• Belfast & Northern Ireland – Press and Radio



Ryanair

Dublin City of Literature Campaign

• Dedicated Dublin City of Literature 

email to 1.2m database

• Dublin Feature in fares email to 

1.2m email

Derry – Londonderry 

UK City of Culture 2013

• Feature in fares email to 1.2m email

• National and Regional Press



bmi & bmibaby – Belfast Campaigns

bmi Campaign

Online and Radio 
bmibaby Campaign

Escalator panels and ticket 

barriers at London Liverpool 

Station and London Victoria 

Station



Trade Promotions

Best of Britain & Ireland (BoBI)

• Mar 16 & 17

• 22 Trade partners participated

Scotland Roadshow

• Mar 10 - 12

• 12 partners from NI participated 

(6 Iconic Attractions and 6 Hotels)

Ireland Workshops

• Apr 4 to 7

• Meitheal 52 GB operators attended

• Meet The Buyer 27 GB operators 

attended

Manchester Roadshow

• Jun 23 - 25



Northern Ireland Roadshow in 

Manchester

Thursday 23rd - 25th June 2011

Thursday 23rd June

• Networking event with Tour 
Operators, group organisers, 
retails travel agents.

Friday 24th June

• Northern Ireland Promotion 
desk

(Airside)

Fri & Sat 24th & 25th June

• Northern Ireland Promotion 
desk in Trafford Centre, 
Manchester

 



2012

• New creative & media 

agencies appointed 

• New creative & media strategy 

in place for Q4 2011

• Northern Ireland 2012

• Olympics 



• Market fragility continues to affect outbound GB 

travel 

• Value and differentiation continue to be key

• Marketing plans continue to be refined in line with 

ongoing results

• New Market Partnership Group

• Brand Tracking results available in July  

• Tourism Renewal Taskforce GB research project 

underway – results due in September 

Summary 


