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• £300k budget made available by BCC to support city centre 
marketing campaign

• Campaign brief developed through a stakeholder steering 
group inc. BCC, Visit Belfast, Belfast Chamber, Belfast One, 
Destination CQ, Hospitality Ulster, Translink, Retail NI, 
CastleCourt and Victoria Square

• Design and deliver a fresh new campaign approach targeting 
the local day trip market up to 60 minutes drive time

• Intensified periods of integrated campaign activity (May/June 
and July/August)

Campaign 
Approach



• Re-engage local consumer interest through positive messages
• Uplift image and attractiveness of Belfast city centre as a premier 

retail and day trip destination
• Promote unique experiences, great value and access
• Maximise campaign reach and penetration to audience segments 

and selected geographic locations 
• Address perceptions and provide strong reasons to come to 

Belfast

Campaign 
Objectives



For a city like no other… make it Belfast.

For shopping trips to treasure with special gifts…
Fashion and treats, with a choice of the best shopping 
experiences… make it Belfast.

For inspired cuisine at award winning restaurants,
Delicious street food and vibrant markets… make it Belfast.

For high points on rooftop bars and surprises around every 
corner… make it Belfast.

For days you don’t want to end… make it Belfast

Campaign 
Narrative



Creative 
Concept



Campaign 
Toolkit

‘make it Belfast’ campaign tool kit shared with all business to 
further strengthen and add value to the campaign

Collateral

• A4 and A3 posters (pdf)
• 300x500mm strip advert
• ‘make it Belfast’ lock up in various colours
• Square social posts (utilising campaign photography)
• Email footer



Campaign        
Themes

Utilising City shopkeepers. Sales assistants and service providers to 
show personal engagement and special moments:

For a cut above the rest Barber Shop

For shopping trips to treasure Gift Shop

For well-heeled soulmates Shoe Shopping

For fitting shopping experiences Bespoke Tailoring

For a day filled with high points Rooftop bar/Restaurant

For days you don’t want to end Eating Out



Media 
Channel Mix

Channels Detail Targeting

Out of Home

48 sheets

Bus T sides

Adshel

Located roadside targeting commuters within 60-mins journey time

Primarily deliver a central, urban-based audience on public transport 
routes, within 60-mins journey time

Ubiquitous across arterial routes in the Greater Belfast and public transport 
routes, within 60-min journey time

Door Drop Mini leaflet brochure Ballymena, Antrim, Larne, Carrickfergus, Newtownabbey, Holywood,
Bangor, Newtownards, Lisburn, Lurgan, Portadown & Newry

Press Advertorial & full page

Belfast Telegraph | Newsletter | Irish News | Daily Mail
Ulster Star | East Antrim Times | Banbridge Leader | Co Down Spectator | 
Newtownards Chronicle  Mourne Observer | Co Down Outlook | Down 
Recorder | Ballymena Times | Ballymena Guardian | Portadown Times | 
Lurgan Mail | Anderstown News | North Belfast News | South Belfast News

Radio 30 second radio 
Outside broadcast

CoolFM | U105 (and U105 outdoor broadcast 24 May)

Digital Film
YouTube / Programmatic
Facebook / Instagram Audience profiling and geo-targeting (up to 60-mins journey time)

Digital 
Content

Native: Taboola / Gemini
Facebook / Instagram

Town targeted, age profile and family status defined audience
Town targeted, up-market age and interest profile audience



Campaign 
Timings

May June July August

6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26
C10 C11 C12 C13 C14 C15 C16 C17 C18

OOH FOC

Radio

Radio OB 24th

Digital Film

Direct Mail

Digital Content

Press

PR Always on

Social Always on



48 Sheet
Out of 
Home



Adshels
Out of 
Home



T-sides
Out of 
Home



Digital Display 
Advertising



Press & 
PR

Advertorial 
coverage in 
regional papers 
across the target 
geographic 
market, and 4 NI 
daily newspapers
Combined 
Advertorial Reach: 
210,000 & 629,000 
OTS

Regional Advertorial

Belfast Telegraph



Advertorials

Newsletter Irish NewsDaily Mirror



NI Leaflet 
Drop

• 180,000 leaflets distributed to geo-targeted households, key 
transport hubs and  bus stations



NI Leaflet 
Drop



Visit Belfast 
Digital Channels

Campaign heavily profiled on visitbelfast.com & Visit Belfast social media channels:

• 1,518,130 impacts (page views, impressions, email sent and search)

• 25,346 campaign page views



visitbelfast.com

Make it Belfast Content:
• Belfast in a Day 
• Father’s Day Gift Guide 
• Unique Shops in Belfast 
• Father’s Day in Belfast 
• Independent Shops in Belfast 
• The Ultimate Belfast Shopping Guide
• Top Places for Lunch in Belfast 
• Date Night Ideas 
• Foodie Guide to Belfast 
• Catch up with Friends in Belfast 
• Belfast Family Friendly Restaurants 
• Afternoon Tea in Belfast 
• Getting Around Belfast
• Car Parking



Visit Belfast Social 
Media

Over 1.4m social media impressions:

• 1,276,440 paid impressions
• 113,416 organic impressions



Additional ‘Make it 
Belfast’ Activity

• Visit Belfast and Belfast City Council utilising #makeitbelfast
• Dedicated e-zine activity to consumer databases
• RoI summer campaign ‘Make it Belfast’ (Radio, Digital and Outdoor)

• Autumn ‘Food, Fashion & Festival’ campaign (in planning)

• Adoption by Translink into campaign activity (Metro campaign)

• The Open:  48-sheet site (Dunluce Road, opposite 3rd hole)

• Belfast Telegraph Top 100 Hospitality Supplement (2-page feature w/ Hospitality Ulster)

• Belfast Live ‘Make it Belfast’ feature



Campaign 
Budget

Media £195,000 65%
Production £ 75,000 25%
PR, Print & Digital £ 30,000 10%
TOTAL £300,000

Media Savings 
*negotiated discounts received

£163,355

Added Value Advertising £20,000



Campaign
Evaluation (to date)

Activity Impacts
Outdoor Advertising 7,970,107

Radio Advertising 5,539,000
Press Advertising 117,418

Digital Film 1,951,040
Digital Display 567,976
Digital Native 2,323,289

Social media, email marketing, 
search & website

1,518,130

PR 629,000
TOTAL IMPACTS (May/June) 20.6m

Overall Target 30m
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