Year of Food
rgfg%ﬁm & Drink 2016

Our Food, So Good

.on ~‘ B‘[weeed'

y s
e~ Ep //r' . P~
—

Be part of it now
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Year of Food and Drink 2016 is a fantastic

opportunity for Northern Ireland companies to connect with
consumers who are curious about our emerging food stories,
outstanding events and culinary experiences. Visitors and
locals alike want to know more about our award winning food
and drink. We hope this sponsorship guide will help you to
promote your message locally, nationally and internationally
in this yearlong opportunity.
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Our food and drink industry has always been a pillar of our local economy and one third of
visitor spend, and inrecent years it is getting the profile and recognition it deserves. From
sweeping the boards at the Great Taste Awards, through to winning world awards, the
foundations are in place for the Year of Food and Drink..... and there’s more good news to come.

As well as excellent produce such as meat, dairy and breads we're experiencing a spectacular
explosion of artisan food and drink and it's earning us an international reputation. With
companies like Shortcross Gin scooping a silver medal at the San Francisco world spirits
competition and local produce lining the larders of top British chefs, Northern Ireland is earning
unprecedented interest from top food writers and opinion forming journalists.

Our chefs are doing us proud with Ox listed as one of the top 6 restaurants in Western Europe to
visit to eat, James Street South winning best in NI'in the Waitrose Good Food and the Georgina
Campbell Guide and Harry's Shack featuring in the Financial Times ‘Where to spend it’ column.

Consumers at home, nationally and internationally are fascinated to find out about these

exciting changes and Year of Food and Drink 2016 is your opportunity to get your message out
to aninterested and engaged audience.






Let the numbers do the talking!

Don't just take our word for it. Check out these Food and Drink stats.

Two of our members, Ox

and Deane’s EIPIC recently
received a Michelin Star from
the Michelin Guide UK. An

outstanding achievement, not
just for them, but for Belfast and
NorthernIreland.

34 of our members scooped up
a number of gold stars at this
year's prestigious Great Taste
Awards.




According to the latest
manufacturing sales and
exports survey, food and drink
companiesin NorthernIreland

sold £9.6bn worth of produce

in 2013/14 - anincrease of 47%
since 2008/09, underlining the
significant growth of the sector.
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Local opportunities with these delectable themes

2016 is going to be a stellar year in Northern Ireland. For 366 days we'll be showcasing and
developing the best of our food and drink, the people and the passion that goes into rearing,
making, cooking and seasoning it

There are plenty of opportunities throughout the year to reach consumers and each month
has been given afoodie theme.
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Each month provides an opportunity to be involved as a sponsor of local events, competitions

and promotions.
Nationally we are inviting top chefs to be aligned with each month

Internationally we are running competitions in partnership with tourism
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Vision for the year

Ayearlong celebration of all that is good to raise Northern Ireland’s reputation for good food.

Focused on promoting food and tourism in Northern Ireland and on reinforcing the reputation
and growth in external markets.

Boost NorthernIreland's reputation at home and abroad.

Inspire trade growth and visitor spend.

Food exports to stimulate not just the taste buds but the wanderlust of travellers.




Key Features

National and international campaigns promoting the best of NI food.

Local campaigns promoting monthly themes.

Monthly festivals in different locations across NI.

Arange of independent events that bring together producers, consumers, chefs and restaurantsin
unique and imaginable ways.

Awards
Celebrity chef engagement
Education programmes linking schools with the food industry.

Thelegacy
To establish Northern Ireland as a region with passion, excellence, sustainability, heritage,

imagination and creativity.






How your businesses
can become involved?

Don’t miss out on what's promising to be a brilliant year.
Here are some simple and inspiring ways to get involved.

Become a media
SPONSOr  partner

It's easy to get involved and show your support for the year!
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Food NI is passionate about enhancing the reputation
of food and drink from Northern Ireland.

Over

350

members

Grown from only

6 founder membersin
2007, including farmers,

9 9 o O 0 + producers, processors,

Twitter followers

andincreasing
daily restaurants, hotels

retailers, cafes,

and groups

Including journalists, industry representatives, government and retailers

Audience Profile of @Food_NI Twitter followers

AUCHNCE STATS @Food_NT's followers are in their mid twenties, typically BRAND AFFILIATIONS
married with children and with average income. The account
@ 55.0% are female has a notable audience concentration in Belfast. — T,

Guvoss
@ 93.1% are married Professionally, @Food_NI's followers work as event
. a planners, senior managers, sales/marketing managers, bﬂ_ﬂit é S
34.0% are parents . The account ranks within the
ON-OWIW‘DGMH top 10% of all Twitter accounts in terms of density of

® $324kyr. avg. Income # In their spare time they enjoy cooking, wine, eating out,
nightife/partying and poltical news. Sports that rise most
AUDIENCE LOCATION notably above Twitter norm include golf, tennis and

cyding.

Mostly UK (79.2%), with top ‘ As consumers they spend most on wining/dining, travel
Cities: wmumm.mmww;rwm

ey o OV ER
I3 Dutiin (8.9%) \ On Twitter they tweet most often about sport, TV/fim
@ London (2.5%) mm:wmmﬂgrmj,m
@ Glasgow (0.7%) @lLord_Sugar, Giamieocliver, idaracbriain and
@ ThislsDavina.
B Newcastie (0.7%) ’

9 anchesa, UK 00%) Facebook likes
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Over 7,000 individual
website hits each month, on
www.nigoodfood.com - the
first place to go, tofind alist
of over 350 quality businesses
(Food NI members), food
events and opportunities,
recent news and awards

and recipes.

50,000 printed publications
in2014/2015.

Distributed to Tourism
Information Centres ... where
else? Won Best in the World
Award for Taste of Ulster
Guide. Projected 60,000
Guides to be printed and
distributedin 2016.

Working closely with

Over 30 organisations
Including Tourism NI, Armagh,
Banbridge and Craigavon
Council, Belfast City Council,
Derry City Council, other
councils, DARD, Visit Belfast...

Positively influenced the
industry at 50 conferences
(NITB Workshops etc., House
of Commons, China World Book
Awards, Council Forums etc.)

Involvedin over

40 Eventsin 2014/2015
Including Balmoral Show Food
Pavilion, Dalriada Festival,
Taste of Ulster TV Industry
Launch Event, NIFDA Awards,
Flavours of the Foyle...

Awards

NIFDA AWARDS

Best Event/Initiative for
Promoting Quality Local Food
and Drink, Sponsored by DARD
Food NI, NI Food Pavilion at
Balmoral Show 2014.

WINNER of the

Northern Ireland Food and
Drinks Awards 2015.
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Gourmand World Cook
Book Awards 2015 -

For a while now it has been
our vision to have a year of
food and drinkin Northern
Ireland.

TourismNI and Tourism
Ireland project ainitial media
reach of £10Min 2016.

Tourism NI has tasked us
with matching partners and
sponsors for Year of Food and
drink activities and events.
With eight years’ experience
in this field we are the
experts.
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Taste of Ulster



