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Why the French market matters

£10m
spend

32k
trips

190k
nights

Average stay

6 nights

Average spend per trip

£323

Average spend per night

£54

Northern Ireland
2023 – France



Why the French market matters

Key holiday needs: 

• Exploring new places, landscapes and cultural activities – 78%  

• Disconnecting, unwinding and enjoying special moments together – 73% 

• Building lasting memories with those closest to me – 55% 

• Engaging in exciting and challenging experiences – 47% 

• Enjoying energetic and fun experiences – 31%

Drivers to visiting Northern Ireland: 

• Beautiful landscapes and scenery – 39% 

• Never been before / somewhere new – 17% 

• Great culture – 11%

• Rich history, Northern Ireland interests me – 17% 

• Sightseeing / tourist attractions – 3% 

Source: Red C / Tourism Ireland Sentiment Tracker



FRANCE KEY MOMENTS 2025
Feb Fill your heart with 

Ireland campaign

La Semaine d’Irlande –
Ireland Week

Trade roadshow (Paris, 
Lyon)

June Slow Tourism Month

Aug-Oct Home of Halloween 
campaign

Luxury travel event

Co-op activities

Six Nations Ireland V 
France in Dublin

Co-op activities

Mar-May Virtual trade workshop

Lunch and Learn trade 
event (Bordeaux, 
Toulouse)

MICE events (Paris, 
Cannes)

Nov-Dec Winter activity / kickstart 
campaign

Fill your heart with 
Ireland campaign

IFTM, Paris

All year ‘Always on’ digital and 
social

Trade fam trips, webinars 
and ezines

Media and influencer visits

Publicity / press content 
push

MICE roadshow (Lyon, 
Paris)



Inspiring Visitors



Inspiring Visitors
• Fill your heart with Ireland campaign:

Drive awareness and consideration 

• Channels:
TV, BVOD, CTV and social media

• Timings:
Burst 1 Feb-April 
Burst 2 Aug-Oct
Burst 3 Dec (kickstart)

Target:
103m

Opportunities 
to see

Fill your heart with Ireland campaign

Off-season short breaks

Halloween campaign



Inspiring Visitors Social media

Ireland Week

• Ireland Week

• Media visits

• Influencer and social content

Media coverage

Target: 
27m

Reach in Tier 1 
media

Increase 
followers 

and engagement



Example of broadcast coverage



Supporting 
Economies and Communities



Supporting Economies and Communities
• Media and influencer visits

• Content push

• Twinnings: Mournes, Down and Armagh
PR content push Social content push



Sustainability



Sustainability – seasonality and regionality

Discovering NI in autumn

Content push – train / bus journeys

• 'Slow Tourism' month – content and itineraries

• Media and influencer visits

• Partnerships (Halloween)
Social media



Strengthening Partnerships



2025 events:

• Lunch & Learn – Bordeaux and Toulouse, 
February (10 partners)

• Ireland Week – Paris and Lyon, March (27 
partners)

• IFTM– Paris, September (15 partners)

• Luxury workshop, October (15 partners)

Strengthening Partnerships

IFTM, Paris Luxury workshop, Paris

Ireland Week, Paris and Lyon



Strengthening Partnerships

TV spot



Industry Opportunities – how to work with us



Questions and Answers
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