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Introduction

Tourists are at the heart of our work in domestic tourism.
No matter what size your business is, sector, council roles, -
public or private etc. understanding our tourists* is a key }‘ !
component of our success.
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Developing a motivations based framework is fundamental to this ‘ ’ e RS - AW e
understanding. Within that, three key principles have been applied: i S s
* Firstly, that the framework is developed off best in class research
principles, from the framework applied, to rigorous and insightful research.
R S

Further, that this is based on innovative research tools and thinking.

Secondly, that the framework must be relevant and easily applied to

our everyday activities in tourism, in a manner that is both sensible and

practical. Qc : o
v

And finally, that the framework is inspirational and provides insight into %

future opportunities. s gt

We are delighted to share with you a summary of the Failte Ireland
domestic motivations based framework in this document.

Jill de Azevedo, Head of Consumer Planning & Insights
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*In the Tourism Industry, the terminology ‘tourist’ is used when referring to people who take & Ireland

domestic trips. In more general terms the reference to ‘consumer’ can also be used. ;




Motivational Framework

People take many different types of trips, each with their own
reasons and seeking different and unique experiences. From
the warmth of reconnection to the discovery of the new, travel
is driven by many motivations

While we classify the type of trips tourists take into three core buckets
- visiting family and friends, to attend an event or for a holiday - these
reasons often mask the actual motivations for travel.

Travel can recharge us or deliver moments of pure joy







Motivations

Understanding travel motivations is vital, as they tap into
the emotional structures and needs which subconsciously
drive our decision making.

The critical premise is understanding that any one person / family /
group can have different motivations for different travel occasions. For
example, a family may travel somewhere so that they can spend time
with one another away from everyday life.

In this way, travel motivations are complex and multi-faceted. They
can operate differently for different people, in that firstly, different

trips throughout the year will serve different underlying motives,

and secondly that there may be several motivations supporting the
needs of a single trip. Because of this, understanding travel in terms of
demographics, while useful and practical, can be limiting.

Ultimately, it is in exploring these deep emotional needs that will allow
us to identify how to best shape travel experiences and provide for
longer term domestic success.

Understanding the emotional needs supporting travel
decisions allows us to enhance experiences
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The energy resulting from our interactions with world,
people and places, creates moments of reset

The Reset Dynamic

The moment of reset fundamentally underpins all motivations
for travel. It is on two axes that we can integrate travel
occasions and plot motivations.

Energy is needed to drive any transformation and ‘Wind up / Wind down’
moments describe whether the occasion is driven by the release or
harnessing of energy. ‘Wind up’ uses the energy within, enhanced by
the atmosphere created by others or expended in the pursuit of
adrenaline filled activities or experiences. ‘Wind down’ draws in energy
via more quiet and reflective moments, where rest is needed to replenish
both physical and mental well-being.

The way we interact with ourselves, those closest to us, and the outside
environment forms the ‘world’ component of reset. Some motivations
are there to strengthen personal relationships and bonds, and fulfil

the emotional need to have meaningful connections with others. Other
motivations form at the frontier of where we meet the outside world - the
discovery of new and unexplored places, the challenges which different
environments present.
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The reset feeds into the need for

Nurturing my World extra energy stimulation.

The reset focuses on “us”.

It is about nurturing the g beyond the party travelling:
bonds with those who Moments Of Reset it is about engaging in

are closest to us. external stimulation and

"

the world around one.
People

Place -,

The reset is about winding down in order
to rebuild the energy used in everyday life. -2
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Domestic Travel
Motivations

Examining the ‘Moments of Reset’ model in conjunction
with the full range of domestic travel occasions, seven
motivational states have been identified.

These motivational states are:
* Social Energy: Reset by embracing vibrant and fun experiences

¢ Adventure: Reset through exciting and personally challenging
experiences

e Exploration: Reset by exploring new or unfamiliar places
and cultural activities

e Time Out: Reset by unwinding and treasuring special
moments together

¢ Reconnection: Reset through spending time with close friends

¢ Bonding: Reset by nurturing and strengthening relationships
with those closest to me

e Celebration: Reset through the celebration of milestones,
achievements, reunions and special occasions
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Within the range of motivations, most fall directly into the
heartland of tourism activities.

Exploration (17%) and Adventure (16%) speak directly to discovery,
stretching domestic visitors across the country’s breadth and depth,
expanding experiences.

Social Energy (20%) interweaves elements of cultural exposure,
events and nightlife which are important to activities, attractions and
night-time economies.

Bonding (15%), Reconnection (11%), and Time Out (11%) have a
greater focus on people than places. However, the hospitality industry has
a direct role here in accommodating for the specific needs of travel groups
such as families, younger and unconstrained adults 45+ as each requires
different facilities and services.

Of all travel motivations, Celebration (10%) falls somewhat outside the
sphere of influence, as it is centred around visiting family or friends to mark
a special occasion or celebrate achievements or milestones.






Guide to Interpreting the Data

LIFE-STAGE HOW MANY ADULTS / CHILDREN

Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families

26% One . 21%

e v - p : . : i - . '. P o
- g SR Sl b, d Three or more . 15% A

What is an index? . Children

* Anindexis a 'gj_easumﬁﬁfcampares data against the None _
baseline average. Colour coding has been applied to

represent above 120 (green) / below 80 (red) average. DU I 1%

Adults

- dIndices are helpful as they identify the ways in which Vo | 5o 8./

groups differ from one another. Threeor more 0% W

* When interpreting the indices, along with the percentages
this is where we begin to see groups pull apart and
understand the differentiation between each motivation.
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Social Energy

Key Insights:

» Social Energy is about embracing vibrant and fun experiences.

» Positive social energy is sought in a variety of places, from being
out and about during the evening, to relishing and participating in

lively festivals or music events.

» Enjoying local food and drink is high on the agenda, and quieter time
during the day can be spent exploring local history and culture.

» Social Energy appeals mostly to Young Unconstrained Adults,
generally travelling as couples for a fun and immersive experience.

» Unconstrained Adults 45+ are also present in this motivation.
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LIFE-STAGE
Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families
34% 40% 26%
A v
WHO WITH
Friends - 14% A
Alone - 17%
Family - 19% v

HOW MANY ADULTS / CHILDREN

Three or more . 15% A

Children

One I 11%

Two‘1%v

Threeor more 0% v

PURPOSE OF TRIP TRIP TYPE*
Attend a private event/celebration 19% A Attending an event 1% A
: A reunion with extended family members 1% A
Attend a public event . 7%
General leisure, holiday, recreation _ 53% IMPORTANT FACTORS*
Lot i ; The nightlife/ social scene 14% A
Visit friends and relatives - 20%

Local food and drink 32% A

A hotel/ accommodation | wanted to visit 23%

Easy to get to location 35%

Access to attractions (e.g. museums, historic sites) 14%

*Ranked on top indices

P
NS =

WHAT

TOP ACTIVITIES /| ATTRACTIONS*

8% 144

Attended traditional music performance

Visited a museum/gallery - 15% 143
Had a spa treatment - 12% 188
Visited a historic house/castle - 23% 116

=
‘ Visited a heritage/ interpretative centre - 11% 112
Visited a farmers’ market/food producer - 11% 109

Walking (<5km/3 miles per walk) 48% 108

Toured around by car 40% 104

Shopping (non-grocery)

Visited gardens




ACCOMMODATION WHEN BOOKED

Hotel 55% A few days in advance 9% P i
0 il e Derry/Londonderry
Staying with friends / relatives 16% . 4
AL AL ! WV ° 1 week in advance 10% 7 /0
B&B / Guesthouse 9% MRELAND" e 18%
Airbnb 8% 2 weeks in advance 15% 0
. * f Monaghan Town
Holiday home (no payment) 7% 3 - 4 weeks in advance 21% q o )
. < 5 Carrick on Shannon ~
Self-catering 6% Vv T : s
1 - 2 months in advance 19% : ey ° :!: D U.b LU'L
O Athle Og TS-)" \k-'/
3 -4 months in advance 10% Gﬁg“y O Tullamore ouBLn®
A b d ® 2‘5' O Kildare Town
4+ months in advance 6% W N 4 i SR, 0. (a0
WILD ATLANTIC WAY O o
SLIAN ATLANTAIGH FHIAIN : Carlow Town |RELAND'S
0, Limeric|
Booked spontaneously 3% sl : O Kikenny ANCIENT EAST®
. ; Charleville O Cashel Wt
° Tralee ‘Waterford

J”M | R : = o 5T
'v 43% o 31%

TRIP LENGTH SHORT TRIPS TAKEN
(Past 12 months)

1 night 30% Data available 2023

SHORT TRIPS INTENDED

2-3 nights
(Next 12 months)

4-6 nights Data available 2023

7+ nights




1% ) Adventure

Adventure is about pushing one’s personal limits,
getting a thrill out of exciting experiences and
activities, and going outside of one's comfort zone.

GG Reset through exciting and

- " - personally challenging = = = @ PTRAVEL
experiences »n “°T'VAT'°?

™
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Adventure

Key Insights:

« Adventure is about seeking exciting and personally
challenging experiences.

» This motivation is not about extreme sports.

* A number of very specific activities are linked to this occasion,
skewing to outdoor pursuits in particular. These activities are often
quite intense in terms of either time or engagement.

» Consumers seek to be involved in one activity only, as the focus
is on the depth of an experience, rather than quantity or breadth of

many experiences.

» Adventure appeals to Young Unconstrained Adults.

Failte
@ Ireland



WHY

LIFE-STAGE PURPOSE OF TRIP TRIP TYPE*
Unconstrained Unconstrained )
Adults Under 45 Adults 45+ Families Attend a public event - 10% A A solo trip by myself 9% A
A holiday with friend(s) 12% A
44% 23% 33% visit friends and relatives [N 0% 2
A v
*
Attend a private event/celebration - 13% IMPORTANT FACTORS
WHO WITH Local art and culture 12% A
. . : "
€I (e, el e S o) _ Ll The nightlife / social scene 14% A
Access to attractions (e.g. museums, historic sites) 16%
Cople _ S Local food and drink 29%
B - 1% Access to activities (e.g. family friendly, 239

walkways, beaches)

Family - 21% v *Ranked on top indices

WHAT
HOW MANY ADULTS / CHILDREN
% *
Adults 23 TOP ACTIVITIES /| ATTRACTIONS
One - 31% a ‘ Kayaking, canoeing, surfing . 6% 239
Learning activity or course 5% 237
== Outdoor adventure parks - 10% 150
Three or more I 11% =
% Cycling (<20km/12 miles per cycle) . 6% 145
Children . Attended traditional music performance - 8% 145
0, A k
vore & i
One . 13% E Hiking / t Iki 129 131
= iking / cross-country walking - %
Two ‘ 1% v :‘f‘-_- Visited a heritage/ interpretative centre - 13% 125
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DESTINATION

ACCOMMODATION

Hotel

Staying with friends/relatives
ying 1 week in advance

B&B / Guesthouse I Nﬁ:'{:ﬁlérl 4,
. ’ Belfast
Holiday home (no payment) 2 weeks in advance ’ V
. " Hidden y o
il 3-4 weeks in advance {, TLANDS hg" o . >

Self-catering
1-2 months in advance

Roictgmon O tongford ""‘!c"‘e"* ﬁ UJJLU.L

Mug;gar @ ‘
© Athlone Trim

3-4 months in advance : O Tullamore o R
ey O Kildare Town

A

4+ months in advance s Nengh O wdiowtaunO
WILD ATLANTIC WAY S S
SLIAN'ATLANTAIGH FHIAIN CarlowTown IRELANDIS
Limerick
Booked spontaneously o ; ANCIENT EAST®
QTralee 5 O cathal — we"g" > Wander.Through Time
N o
L ¥ 0 Killarney
- = = ”': K "'., -‘—'A-:.\:j - Cog
HOW LONG TRAVEL BEHAVIOUR et

TRIP LENGTH SHORT TRIPS TAKEN

(Past 12 months)
Data available 2023

29%

SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023
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;) Exploration

Key Insights:

 Exploration is about experiencing and exploring places,
landscapes, and culture. These are all interlinked and don’t stand
in isolation from one another — i.e., culture and history are place
based, and usually explored together.

» The destination itself is the draw and is the most prominent
influence when selecting where to go on a trip. For consumers,
it is often a place they have always wanted to visit.

» Consumers seek to engage in a breadth of activities and
attractions in which to immerse themselves and to deepen the
overall experience.

» Exploration trips tend to be longer than others and enjoyed by
Unconstrained Adults 45+, particularly those travelling as couples.

Failte
@ Ireland



WHY

LIFE-STAGE PURPOSE OF TRIP TRIP TYPE*
Unconstrained Unconstrained g - il
Adults Under 45 Adults 45+ Families General leisure, holiday, recreation _ 73% A Visiting a specific place/destination 14% A
Couple’s holid 37% A
28% 51% 21% Attend a public event I 4% v OUPE S e i
A v
visit friends and relatives [ 15% v IMPORTANT FACTORS*
WHO WITH
Attend a private event/celebration . 7% v Local art and culture i 2
Couples _ 57% A A place/ destination in Ireland | wanted to visit 52% A
Alone - 17% Access to attractions (e.g museums, historic sites) 24% A
(o)
Availability of accommodation suited to my needs 33% A
Friends 9%
. ¥ Local food and drink 32% A
Family - 17% w *Ranked on top indices

WHAT
HOW MANY ADULTS / CHILDREN

Adults TOP ACTIVITIES /| ATTRACTIONS*

One . 21% Hiking / cross-country walking - 17% 187
Visited a historic house/castle _ 36% 178

Visited a heritage/ interpretative centre - 17% 169

Visited a nature reserve/ national park _ 34% 167
| R 160

Three or more I 9% v

Children Visited a museum/galery

QNS S, Visited gardens

One I 9% Toured around by car _ 57% 149
Two | 2% v Walking (<5km/3 mies per waik) ([T 2% s
TR e D0 E Visited a farmers’ market/food producer - 14% 136

== Swimming in alake, river orthe sea - 12% 125




_ wHere ___§  WHEN DESTINATION

ACCOMMODATION WHEN BOOKED
Hotel 56% A few days in advance - 12%
B&B / Guesthouse 12% A
) 1 week in advance . 8% I
Airbnb 9% A NREAND
b Staying with friends/relatives 9% w 2 weeks in advance - 14% o)
[ i . s Hidden 2.
Holiday h t 7% ' &
i cliasgiiAgie (o payment) o 3-4 weeks in advance - 22% {, 'ARTLANDS A - Y -
Self-catering 7%

i Westport Roscommon O Longford Droztsda

<>
: 1-2 months in advance - 20% & e @ LIJJLU-L

© Athlone Trim
i 3-4 months in advance . 9% . ,, Omwm ous
’q € 4 ® o O Kildare Town
. ‘% 4+ months in advance l 5% v 3 ~ v V w o e Q. WikowTom O
3 B3, WILD ATLANTIC WAY Sharfnon Xe) ; i
. ¥ SLIAN ATLANTAIGH FHIAIN ’ umgi‘k Exicwionn IRELAND'S
. Booked spontaneousl! 3% A ‘ Sy ; ANCIENT EAST®
. Charleville
Y Tralee 6" O cutil e Wander. Through Time

Waterford
> g - ;LN A bgs e / / O Killarney
"‘- * i g ! LA 3 / ‘."" ¢ )

SHORT TRIPS TAKEN
(Past 12 months)

Data available 2023
SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023
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Time Out is about cherishing time with partners and
significant others. It's a time to unwind, disconnect
from daily Iife,\ and an opportunity to treat oneself.
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@ Time Out

Key Insights:

» Time Out is about unwinding and treasuring moments with
significant others.

» This low-key tone is the driver of destination choice where
convenience, ease of journey and accommodation preferences
are the most important decision factors.

» Consumers engage in some activities, but they are likely to be
slow paced and less energetic ones.

 Trips focus on couples’ holidays or quick get-aways, and so
are shorter than other trips. They are taken by couples from all
age groups, whether it be Unconstrained Adults or parents of
young families.

Failte
@ Ireland



LIFE-STAGE

Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families

26% 38% 35%

WHO WITH

Couples
Family
Alone

Friends

HOW MANY ADULTS / CHILDREN

Adults

One . 15% v

Three or more I 8% Vv

Children

None
One
Two

Three or more

PURPOSE OF TRIP

General leisure, holiday, recreation _ 75% A

Attend a public event I 5% v

Attend a private event/celebration . 10% v

Visit friends and relatives . 1% v

WHAT

TOP ACTIVITIES /| ATTRACTIONS*
Had a spa treatment 12%
Swimming in a pool 20%
Shopping (non-grocery)
Visited a farmers’ market/food producer
Toured around by car
Walking (<5km/3 miles per walk)
Visited a historic house/castle 16%
Visited gardens 15%
Visited a nature reserve/ national park 14%

Hiking / cross-country walking . 6%

T T

TRIP TYPE*

Couple’s holiday
Quick get-away/ short trip

IMPORTANT FACTORS*

Convenient location

Availability of accommodation suited to my needs
Reputation for safety and security

A hotel/ accommodation | wanted to visit

Easy to get to location

*Ranked on top indices




ACCOMMODATION

Hotel
Staying with friends / relatives
Self-catering

B&B / Guesthouse

,\\ 2 o e
»4;}‘ 2] u

HOW LONG
TRIP LENGTH

4 -6 nights . 1% v

7+ nights I 4% v

2% A

9%
5%
5%

v
v
v

1 week in advance

2 weeks in advance
3-4 weeks in advance
1-2 months in advance
3-4 months in advance
4+ months in advance

Booked spontaneously

TRAVEL BEHAVIOUR
SHORT TRIPS TAKEN
(Past 12 months)

Data available 2023
SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023
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o
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Roscommon O
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‘ Reconnection

Key Insights:

» Reconnection is about taking pleasure in old and familiar
friendships in comfortable settings.

« Downtime is important and the occasion is mostly relaxed and
unhurried. Fewer activities are engaged in compared with other
occasions, although some consumers can use a public event or
performance to reunite with friends.

» The people they are with are the key drivers of taking the ftrip.
Destinations lean towards locations where family/friends are
based. Accommodation is often provided by friends or family.

» Unconstrained Adults 45+, whether they be solo, couples

or groups of three or more adults, over-index in
Reconnection occasions.

Failte
@ Ireland
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WHO

LIFE-STAGE

Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families

PURPOSE OF TRIP TRIP TYPE*

Attend a public event (e.g. sports - o ! ! : 18% A
event, concert, play, festival efc.) 10% a gloffaggy MEAATISIILEY 8%

) y Visiting friends or family 34% A
Visit friends and relatives _ 33% A

32% 47% 20%

A v
. General leisure, holiday, recreation _ 46% IMPORTANT FACTORS*
“, WHO WITH Attend a private event/celebration (.g. - Rio Location where family/ friends are based 34% A
" Y . . . (1]
1) Friends 27% A R anniversany, DIRY ctc.) The nightiife / social scene 11%
{‘] Alone 23% A Convenient location
A

Easy to get to location

7 Couples 36%

Availability of accommodation suited to my needs

Family 14% v

*Ranked on top indices

HOW MANY ADULTS / CHILDREN

Adults TOP ACTIVITIES /| ATTRACTIONS*

Attended non-trad. music/ performance 7% 184

Shopping (non-grocery)
Had a spa treatment - 7% 80
Three or more - 22% A
Walking (<5km/3 mies per walk) _ 35% 78
Children Visited a farmers’ market/food producer - 7% 69
i Swimming in a pool - 11% 68
One I 5% w . Toured around by car _ 22% 59
Two ‘ 1% w % Swimming in alake, river orthe sea . 5% 54
Three or more 0% w Vigite CERRS - 9% 44

Visited a nature reserve/ national park




ACCOMMODATION
Hotel
Staying with friends / relatives

Self-catering

HOW LONG
TRIP LENGTH

4 - 6 nights . 1% v

7+ nights I 3% v

WHEN BOOKED
A few days in advance - 10%

1 week in advance - 10%
2 weeks in advance
3 -4 weeks in advance
1 -2 months in advance
3 -4 months in advance
4+ months in advance

Booked spontaneously

SHORT TRIPS TAKEN
(Past 12 months)

Data available 2023
SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023

DESTINATION
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Key Insights:

« Bonding is about nurturing and strengthening relationships,
particularly among families with young children.

» Travel decisions revolve around the needs of children. These
range from destinations being easy and convenient, to relevant
elements of safety and security.

 Activities are central to the trip and a wide range needs to be
readily available. Outdoor activities in particular, are of prime
importance to keep children entertained.

» There is an overriding desire to create lasting memories of time
spent together as well as build a sense of nostalgia by sharing
parents’ memories and the location of their own trips as children.

DOMESTIC
TRAVEL

Cﬂﬂmy s ex < + Choice of location can be habitual and hotels under index

in this motivation.
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LIFE-STAGE PURPOSE OF TRIP TRIP TYPE*
Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families General leisure, holiday, recreation _ 66% Family holiday 56% A
i i i 12% A
11% 7% 82% Visit friends and relatives - 21% A reunion with extended family members %
v v A
Attend a private event/celebration . 9% Vv IMPORTANT FACTORS*
WHO WITH Attend a public event I 4% v Activities specifically for children 36% A
Family _ 96% A Access to activities (e.g. family friendly, walkways, beaches) 36% A
Fiiends I 5% v Reputation for safety and security 14% A
Access to attractions (e.g. museums, historic sites) 17% A
Availability of accommodation that suits my needs 28%
HOW MANY ADULTS / CHILDREN iRankedicniigpingices
Adults
WHAT
One I 1% w
TOP ACTIVITIES /| ATTRACTIONS*
QOutdoor adventure parks _ 20% 316
Three or more - 22% A
Boat trips / Boat Tours - 13% DD
Children Kayaking, canoeing, surfing . 5% 217
None 0% Swimming in alake, river orthe sea 20% 216
One | 2% v Cycling (<20km/12 miles per cycle) - 7% 184

Swimming in a pool 30% 178

Two - AT

Three or more - 40% A Visited a nature reserve/ national park 31% 155
Visited gardens _ 28% 182

L Visited heritage/ interpretative centre - 13% 132

Visited a farmers’ market/food producer - 13% 126




DESTINATION

WHEN BOOKED

ACCOMMODATION

Hotel A few days in advance . 7%

. S 5 p
Staying with friends / relatives 17% 1 weorimran I 4%
Self-catering 16%

Airbnb 9% A 2 weeks in advance . 8%

Holiday home (no payment) 8% A R oks in advance - 18%
Camping / Tents 5% A

1 -2 months in advance

)
biin
Do

-

3 -4 months in advance Otutamore  DUBIN
4+ months in advance - 13% o M4mO
WILD ATLANTIC WAY o
SLIAN ATLANTAIGH FHIAIN ’ SalewTeen (3 IRELAND'S
Booked spontaneously I 2% : O Kikemny WA .. ANCIENT EAST®

Wexford Wander Through Time F
Waterford (o}
; -

TRIP LENGTH SHORT TRIPS TAKEN
(Past 12 months)

1 night - 18% v Data available 2023

2 -3 nights _ 41% SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023




Celebration

Celebration is about travelling to celebrate special
occasions and milestones with family and friends. It's
all about the event and bringing everybody together.
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LIFE-STAGE PURPOSE OF TRIP TRIP TYPE*
Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families Visit friends and relatives 54% A Visiting friends or family 49% A
18% 58% 24% Attend a private event/celebration 29% A pttending anf evgnt 17clE
v A v
Attend a public event 4% v IMPORTANT FACTORS*
WHO WITH General leisure, holiday, recreation 13% w Location where family / friends are based 56% A
Alone 31% A The nightlife / social scene 6% A
Couples 40% Easy to get to location 13% A
0
Convenient location 10% A
Family ol 1 ; d
Availability of accommodation that suits my needs 8%

Friends *Ranked on top indices

ol A > &

HOW MANY ADULTS / CHILDREN TOP ACTIVITIES /| ATTRACTIONS*

Shopping (non-grocery) 14% 39

One
Toured around by car 14% 36

Two
Walking (<6km/3 miles per walk) 15% 34

Three or more
Swimming in a pool

Visited a historic house/castle

None
Visited gardens

One

) W, IATAEE. A5, A9
TWO ‘»- ! *t'f:"‘.:""".:' -

“1- c4s 4 ol < \ 4 | | L4
a: oo, Pl - VISR (. o L .\1 i =

Three or more




ACCOMMODATION
Staying with friends/relatives

Hotel

Self-catering

TRIP LENGTH
1 night 42% A
2-3 nights 45%
4-6 nights

7+ nights

WHEN BOOKED

A few days in advance 20% A
1 week in advance
2 weeks in advance
3-4 weeks in advance
1-2 months in advance
3-4 months in advance
4+ months in advance

Booked spontaneously

SHORT TRIPS TAKEN
(Past 12 months)

Data available 2023
SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023

WILD ATLANTIC WAY

SLIAN/ATLANTAIGH FHIAIN

30%

Sharinon
Limerick

Charleville

Cork.

(o]

Kinsale

Derry/Londonderry

NORTHERN
IRELAND

Monaghan Town

Mullingar
o)

© Athlone

O cashel

O Tuttamore DUBLIN

Portlaoise

Trim

O

O Kitdare Town
Wicklow Town O

Carlow Town

Oxi

Waterford

ilkenny

‘Wexford

(o}

22%

o | )
= Dyl
. D

IRELAND'S
ANCIENT EAST®

Wander.ThroughTime.
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(% WHO WITH MOTIVATIONS TRIP TYPE*
; Family 65% A Bonding 40% A Family holiday
s : Visiting friends or family
Alone 5% ¥ Time Out 15%
e Couples 26% ¥ Adventure 13% IMPORTANT FACTORS*
Eiogms 5% v Celebraton = 2% v Activities specifically for children
Location where family/ friends are based
Reconnection 6% V¥ A
Access to activities
HOW MANY ADULTS / CHILDREN Social Energy 12% v Access to attractions
Local food and drink
S Exploration 1% Vv
*Ranked on top indices
One 13%
Two 71%
Three or more 9% v TOP ACTIVITIES /| ATTRACTIONS*
'i d (TOP 10 indices)
1 Children o :
Outdoor adventure parks 14% 189 Attended traditional music performance 6% 115
“a None 35%*
Boat trips / Boat Tours 12% 151 Visited a nature reserve/ national park 31% 114
One 20% A
Swimming in a pool 34% 149 Visited gardens 30% 114
Two 29% A
Cycling (<20km /12 miles per cycle) 6% 132 Had a spa treatment 13% 113
Three or more 16% A

Visited heritage/ intempretative centre

i . Swimming in alake, river orthe sea
*On 35% of travel occasions, parents of young families travelled

without their children i.e. as a couple or with friends
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ACCOMMODATION
Hotel 60% A few days in advance
5 1 % A
Self-catering 13% o ek in ad
Airbnb 8% £
2 weeks in advance , {3
B&B/Guesthouse 7% Vv . 1 g”‘”&%
, " Ireland’s Hidden e
Holiday home (no payment) 6% 3-4 weeks in advance Y HEARTLANDS® \O, w0 >
. o Carrick on: o
Westp e O tongrord Drogheda
1-2 months in advance : oL ot ll ”Ul.ﬂbﬂun
o O bl - &'/
3-4 months in advance )  Omemor  ovan®
) - ‘3 3 o O Kildare Town
4+ months in advance - fae O wkiewronO
Y o
A EANTEEE cePr IRELAND'S
Booked spontaneously I 2% O lkenny WA .« ANCIENTEAST®
O cashel Wexford X Wander Through Time
Waterford (o]
o
TRAVEL BEHAVIOUR ; E
TRIP LENGTH SHORT TRIPS TAKEN s

(Past 12 months)

1 night - 25% Data available 2023
2-3 nights _ 47% SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023




Younger Uncorﬁ
(Under 45s) q

Seeklng a wide variety of experiences ‘h

motivations. From excmng, immersive and hi
" to time out and relaxation. Connections are
+ whether sogial or more intima







WHO WITH MOTIVATIONS TRIP TYPE*

Friends 17% A E Adventure 21% A Spa trip 5% A
5 ; Holiday with a friend(s) 13% A
Alone 11% A Social Energy 25% A
Couples 54% el Reconnection IMPORTANT FACTORS*
Family 19% v e Exploration The nightlife/ social scene
. Local art and culture
Time Out ;
Local food and drink
HOW MANY ADULTS / CHILDREN Celabraton R e
Adults y Access to activities
: Bonding
*Ranked on top indices
One 13%
Two 64%
Three or more 22% A ' TOP ACTIVITIES /| ATTRACTIONS*
(TOP 10 indices)
Children Hiking / cross-country walking 16% 149 Visited a nature reserve / national park 27% 97
None 90% A
Cycling (<20km /12 miles per cycle) 6% 128 Walking (<5km / 3 miles per walk) 51% 97
One 4% v
Visited a museum / gallery 15% 116 Shopping (non-grocery) 36% 86
Two 3% w
Had a spa treatment 13% 112 Outdoor adventure parks 6% 86

Three or more 3% v

Swimming in alake, river orthe sea 13% 102 Visited heritage / interpretative centre 1% 85




ACCOMMODATION WHEN BOOKED

Hotel 60% A few days in advance 8% |
7 0 / " O Derry/Londonderry
Airbnb 14% A S
- 1 week in advance 9% 0 el Toull
B&B / Guesthouse 10% MRS i 1 2 0/0 £
Staying with friends / relatives 6% A -~ 2 weeks in advance 13% S B : o 2
; / - 2y
: = ] " ) i Monaghan Town r?
Self-catering 0% = 3 - 4 weeks in advance 23% g “\ )SE 0 wwo ) &
; . N Carrick on Shannon ° = '; s
= _ I o Qg o T UM Sl B
B 1 - 2 months in advance 24% () M ="
b . O Athl 2 Tgn k&/
3 -4 months in advance 9%  Omiemr  ou© k
4+ months in advance 5% ¥ 1] s B e MmO '
WILD ATLANTIC WAY harfnon 3
SLIAN ATLANTAIGH FHIAIN J e e ] IRELAND'S
Booked spontaneously 2% = " Oremy  uugil ANCIENT EAST®
(o} O cashel Waterfond Wexgd Wander; Through Time
O Killarney
) co
5 O / (1) o 2 8 0/
Clon:oklltyv.m:.;; Klrgle 0

TRIP LENGTH SHORT TRIPS TAKEN
(Past 12 months)

Data available 2023

1 night 26%

-

SHORT TRIPS INTENDED \"1' s
(Next 12 months)

Data available 2023

2 - 3 nights

€ COURTYARP— F'

4 - 6 nights 15%

7+ nights



‘ Unconstrained Adults

Unconstrained Adults 45+ are widely engaged

in multiple motivations with Exploration and
Reconnection being the most important. They are
looking for enriching experiences and connections.

45+

==

§ Ay






WHO WITH

Couples 66% A
Friends 13% A

Alone 9%

Family 12% v

HOW MANY ADULTS / CHILDREN

Adults
One 13%
Two 72%
Three or more 14%
Children
None 94% A

One 2% w

Two 2% w

Three or more 2% Vv

MOTIVATIONS TRIP TYPE*

Exploration

Celebration 4% A

Reconnection 1% A

Social Energy 21%
Time Out 16%
Adventure 10% v

Bonding 4% v

Toured around by car

Visited a historic house /castle

Attended trad. music performance

Shopping (non-grocery)

Visited a farmers’ market

34% A Couple’s holiday

Visiting a specific place/destination

IMPORTANT FACTORS*

39%
12%

Availability of accommodation suited to my needs 39%
Place / destination in Ireland | wanted to visit 45%
Hotel/ accommodation | wanted to visit 31%
Local food and drink 32%
Easy to get to location 43%
*Ranked on top indices
TOP ACTIVITIES /| ATTRACTIONS*
(TOP 10 indices)
59% 121 Walking (<5km / 3 miles per walk)
30% 110 Visited heritage / interpretative centre
5% 107 Visited gardens
45% 107 Visited a museum / gallery

13% 106 Visited nature reserve / national park

13%

12%

25%

24%

54% 102

99

98

96

89




ACCOMMODATION

WHEN BOOKED

Hotel A few days in advance 10%

B&B/Guesthouse

1 week in advance 8%

NORTHERN
IRELAND

. s Hidden =2 gt
X7 HEARTUANDSS s

Carrick on Shannon

Self-catering 8%

2 weeks in advance 14%

Holiday home (no payment)

3 -4 weeks in advance

o
Roscommon O Longford R

1 - 2 months in advance 19% e
© Athlone Trim
3 -4 months in advance O Tuttamore oudlNS
e O Kildare Town
: o S Nenagh o rgom Wicklow Town O
4+ months in advance 5% v

ATLANTIC WAY arinon o
S wxlll\ll-ﬁ\gANTA/GH FHIAIN # 2 i IRELAND'S
Booked spontaneously 2% N O ikerny : ANCIENT EAST®
o O cashel Wataton Wexfgd Wander, Through Time

TRIP LENGTH SHORT TRIPS TAKEN

(Past 12 months)
Data available 2023

1 night 20%

SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023

2 - 3 nights

4 -6 nights 16%

7+ nights
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WILD TLANTIC WAY

SLI AN ATLANTAIGH FHIAIN

Key Insights:

» The Wild Atlantic Way is the most popular region attracting almost half of all
trip occasions.

« Exploration is the core motivation to visit the WAW with active engagement. It is
expressed via enjoying the scenery and activities such as hiking, visiting nature
reserves, boat trips and swimming. Touring around by car also over indexes in the
region, opening up opportunities for going off the beaten track and discovering
hidden gems.

» The broad appeal is reflected in the spectrum of age groups and life-stages of
tourists, but in particular, Unconstrained Adults 45+ travelling as couples and
Families. The region’s popularity is driven by its many outstanding features and,
for many, it is a destination in itself, and one they have always wanted to visit.

» With a variety of pursuits engaged in, access to activities is an important
influence on destination choice. There are also additional and associated needs in
the locality — that there is suitable accommodation, opportunities to sample local
food and drink, and a reputation for safety and security.

» The active and explorative nature of this region means it over-indexes on trips

of seven nights or more. r-\ Fai
*) | allte
\, reland



LIFE-STAGE MOTIVATIONS TRIP TYPE*

Unconstrained Unconstrained
Adults Under 45 Adults 45+ Families Exploration 26% Visiting friends or family

Visiting a specific place/destination

29% 33% 38% Bonding 18% . °
WHO WITH Adventure 12% DESTINATION INFLUENCES*
: A place/ destination in Ireland | wanted to visit

Partner / spouse Time Out 14%

Access to activities (e.g., family friendly, walkways, beaches)

Friends Social Energy 19% Local food and drink
REcomTEeT 8% Reputation for safety and security

Family - 4 )
Availability of accommodation suited to my needs

Celebration 2% Vv

Alone *Ranked on top indices

TOP ACTIVITIES /| ATTRACTIONS*
(TOP 10 indices)

Hiking / cross-country walking (> 5km/ 3 miles per walk) 19% 132 Visited a heritage / interpretative centre
Boat trips/ Boat Tours 14% 128 Walking (typically up to 5km /3 mies per walk)
Visited a nature reserve / national park 36% 123 Kayaking, canoeing, kite surfing, windsurfing 5%

Swimming in a lake, river, or the sea 20% 123 Visited a historic house / castle

Toured around by car 60% 122 Visited a farmer's market / food producer



o
a il Lo Sl U
- _— ‘ ACCOMMODATION WHEN BOOKED
;‘; . Hotel 50% A few days in advance 9%
5 1 179
Selealclind £ 1 -2 weeks in advance 19%
F e Holiday home (no payment) 13%

- 'f“ - - 5
. e AN RACHN B&B / Guesthouse 12% 3 -4 weeks in advance
o, elES T . = . Staying with friends / relatives 6%

1 -2 months in advance

Camping / Campervan / Motor Home 6%
2+ months in advance

TRIP LENGTH SHORT TRIPS TAKEN

(Past 12 months)
Data available 2023

1night = 12% ¥

SHORT TRIPS INTENDED
(Next 12 months)

Data available 2023

2 - 3 nights 51%

4 - 6 nights 23%

7+ nights 13% A

ROI Abroad






IRELAND'S
ANCIENT EAST®

Wander Through Time

Key Insights:

* Ireland’s Ancient East spans several motivations and travel occasions, capturing
almost a third of domestic travel. While Exploration is the main motivator,
Adventure, Time Out, Bonding and Social Adventure are also reasons for travelling
in the region.

» With the IAE known for its landscape, historical roots and a range of things in
which to engage, the Exploration motivation allows consumers to experience all of
these on a trip. Multiple activities are engaged in, such as visiting gardens, historic
houses, or farmer’s markets, resulting in immersive and enriching experiences.

» Social Energy is achieved through fun, vibrant experiences, with consumers
being drawn to town or city centres, for lively events or experiences. This includes
festivals, music or sporting events, but also the local nightlife, and cultural aspects
during downtime.

» The Bonding motivation among families is met through both the availability of
outdoor activities, such as adventure parks and swimming, as well cultural and
historic activities, such as gardens or historic houses. The central focus is fun,
quality time together and creating happy memories; not just with close family, but
also with extended family groups.

Failte
@ Ireland
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LIFE-STAGE j"; MOTIVATIONS TRIP TYPE*
Unconstrained Unconstrained if i :
Adults Under 45 Adults 45+ Families ® 1Y Celebration = 3% Spa trip 5% A
& A quick getaway/short tri 32%
- g S A Time Out 16% i p R
WHO WITH Reconnection 9% DESTINATION INFLUENCES*
4 . Easy to get to location 44%
Partner / spouse 41% Social Energy 19%
1 Activities specifically for children 13%
’ Abric 79 Exploration 21% Location where family/friends are based 10%
%
Y oy Adventure 15% Access to attractions (e.g. museums, historic sites) 19%
4 i Convenient location 35%
% Bonding 18% ]
10% % *Ranked on top indices 5/

- { DR U " ' \ ’
! \ 4 i AR :
TOP ACTIVITIES /| ATTRACTIONS* P :
(TOP 10 indices) 3
Outdoor adventure parks (zipwires / rope bridges etc.) 13% 117 Golf 6% 104
Swimming in a pool 27% 115 Visited a historic house / castle 28% 102

Spa treatment 13% 107  Visited afarmer's market / food producer 12% 100

Fishing / Angling 5% 106 Shopping (non-grocery) 44% 98

Visited gardens 30% 105 Swimming in alake, river or the sea 16% 96




IRELAND'S
ANCIENT EAST?®

Wander Through Time

ACCOMMODATION a WHEN BOOKED

Hotel - A few days in advance 13% A

ARy ment) 1 -2 weeks in advance 21%

Self-catering

B&B / Guesthouse 3 - 4 weeks in advance 25%
Staying with friends / relatives e 20%
Camping / Campervan / Motor Home

2+ months in advance 18%

. m*-‘ LT R

g

TRIP LENGTH SHORT TRIPS TAKEN

(Past 12 months)

1 night 19% Data available 2023

SHORT TRIPS INTENDED
(Next 12 months)

4 -6 nights Data available 2023

2 - 3 nights

YR B e

~

7+ nights Abroad

1':&.?.;2@;2
™

e e e

. A R
FRERPATG

oy




ot
A

“Ireland

T e RN N -

-,

e
Q

d.
DZ
T

w

<<
-
[~ 4
<<
TR
.H.







LIFE-STAGE MOTIVATIONS TRIP TYPE*
Unconstrained Unconstrained . '
Adults Under 45 Adults 45+ Families Celebration 3% Spa trip
Visiting a specific place/destination
23% Lo oy Bonding 24% A e
WHO WITH Time-out 15% DESTINATION INFLUENCES*
; Reputation for safety and security
Alone 7% Social Energy 20%
Activities specifically for children
Family Adventure 15% A hotel/ accommodation | wanted to visit
T B Eeion 8% Location where family/friends are based
Availability of accommodation suited to my needs
Exploration 16% v
Partner/spouse *Ranked on top indices
o - " 3 :
g - e e v -,
i TOP ACTIVITIES /| ATTRACTIONS*
g (TOP 10 indices)
Fishing / Angling 8% 172 Boat trips / Boat Tours 16% 151
Cycling (typically up to 20km / 12 miles per cycle) 10% 163 Swimming in a pool 31% 132
b4 Cycling (typically more than 20km / 12 miles per cycle) 6% 160 Attended a traditional music/dance performance or festival 5% 132
Outdoor adventure parks (zipwires / rope bridges efc.) 17% 158 Golf 7% 130
L
3 Had a spa treatment 19% 155 Kayaking, canoeing, kite surfing, wind surfing 6% 130 - % :%m, o
L

™ Ay o

R 4
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ACCOMMODATION WHEN BOOKED

Hotel 46% A few days in advance - 13%
Holi h t 17%

U Ll ° 1 - 2 weeks in advance - 17%
Self-catering 16% A
Staying with friends / relatives 9% a I 3 -4 weeks in advance - 22%
D1 Cliegiibuse % v 1 - 2 months in advance - 21%
Camping / Campervan / Motor Home 5%

2+ months in advance 26% A

3 f = ’.ii‘fs;'.;i’»ilt 0 - - LT ?; I m% Rud
HOW LONG TRAVEL BEHAVIOUR

TRIP LENGTH :L SHORT TRIPS TAKEN “é-é”

5 (Past 12 months) "E“

1 night . 15% a Data available 2023 ;ﬁ:“

; LA

2-3 nlghts 57% g SHORT TRIPS INTENDED e , :
- = (Next 12 months) E’-:.\»-’

Data available 2023

Abroad
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Key Insights:

» Social Energy is the most popular motivation for Dublin, with consumers
enjoying the vibrancy and energy of the area, taking in the surroundings, and
feeling the atmosphere that’s created from being around other people. Within
this, enjoying the nightlife or relishing and engaging in lively festivals or events
are key activities for consumers.

» Adventure over-indexes for Dublin through the availability of a range of
outdoor activities, such as cycling or walking.

» Time Out is also present as a motivation for consumers of all age groups,
particular, couples. This motivation is met through activities such as cultural
attractions, shopping or spa trips.

» Bonding and Exploration under index in Dublin. Despite having a variety of

activities to do in the city, domestic consumers are unlikely to consider Dublin
as a destination to meet these motivations.

Failte
@ Ireland



e 2

LIFE-STAGE MOTIVATIONS TRIP TYPE*
Unconstrained Unconstrained : . ]
Adults Under 45 Adults 45+ Families Reconnection 1% City trip 24% A
Visiting friends or famil 5% A
38% 15% 48% Social Energy 21% % U .
A V.
WHO WITH Adventure 18% a DESTINATION INFLUENCES*
Y The nightlife / social scene 13% A
A 10% a Celebration 4% A . g
Access to attractions (e.g. museums, historic sites) 20%
Friends 8% v Time Out 17% Convenient location 37%
Bonding 14% v A hotel / accommodation | wanted to visit 29%
Family 34% N
Easy to get to location 39%
Exploration 15% v
Partner/spouse 42% *Ranked on top indices

]

TOP ACTIVITIES /| ATTRACTIONS*
(TOP 10 indices)

Visited a museum / gallery 23% 172 Swimming in a pool
Shopping (non-grocery) 56% 126 Visited gardens 24%, 86
Attended a traditional music / dance performance or festival 5% 120 Cycling (typically up to 20km /12 miles per cycle) 5% 82

Had a spa treatment 12% 99 Walking (typically up to 5km / 3 miles per walk) 45% 80

Visited a heritage / interpretative centre

Outdoor adventure parks (zipwires /rope bridges etc.)



ACCOMMODATION WHEN BOOKED

Hotel A few days in advance 12%

tayi ith friend lati
Staying with friends / relatives T e

Holiday home (no payment)
Self-catering 3 -4 weeks in advance

B&B / Guesthouse 1 - 2 months in advance

2+ months in advance

..,,”M@%ﬁﬁm“\“\..
.

= ) ~ TRIP LENGTH SHORT TRIPS TAKEN
; / ' (Past 12 months)

1 night 25% A Data available 2023

2 - 3 nights 51% SHORT TRIPS INTENDED
(Next 12 months)

4 - 6 nights Data available 2023

7+ nights ROI Abroad







w % S

ey

Search journe

y

Y

OVERVIEW OF THE I?{é:SﬂéARCH JOURNEY

»

Data exploration and 86 Creating the motivations
modelling of the motivations -~ and framework

Desk review and trends : : Online nationally representative quantitative - Identifying key aspects of trip occasions Statistical clustering technique
: study of n= 3,324 respondents across ROl & NI -5

Cognitive Interviews, n=24 3 _ s Defining the motivations

: Focused on two most travel occasions y ; Explore hidden dimension that lay beneath to

Travelogues e
between Sept 2019-Oct 2021 ; unpack the motivations

Determining the size of the motivations
Enhanced Visual Analysis

hop — Hypotheses Segments




The Research Journey

Multiple stages of research and analysis were applied to help
unpack a motivational framework that is fit for purpose.

The qualitative phase commenced with a discovery and exploration phase.
This helped identify the macro cultural trends at play and the impact on
future travel.

Unpacking past and future motivations and behaviours, along with
consumer context was gathered through a series of stages (Interviews,
Travel diaries and EVA - Enhanced Visual Analysis.) EVA is a unique
approach that collects user generated content, which clusters these images
together to highlight themes and where true opportunities lie.

Respondents were recruited based on those who would consider travelling
in Ireland in the next 6 months and are the key decision maker when

it comes to travel planning. A mix of Active Multi Breakers (2+ annual
domestic and international trips (excluding sun holidays) and Domestic
Passives (haven't travelled domestically in the last 18 months).




Developing hypothesised segments helped clarify what manifestations
could be leveraged for the business and brought forward into the
quantitative phase.

The quantitative phase consisted of an online study with a robust sample
size of 3,324, of adults aged 18+, across ROI and NI. Centred around two
occasions — respondents were asked to focus on two most recent domestic
trips during the period September 2019 - October 2021.

Data was weighted to be nationally representative of age, gender and
social grade. Occasion weighing was also applied.

Factor and cluster analysis was incorporated into the quantitative phase.
It was designed to create statistical grouping to simplify tourist’s attitudes
and needs, such as functional and emotional ones. The groupings
identified, helped explain the complexity of who people are and what
motivates their choice.

Driver analysis was also integrated to help understand the different
variables that drive choice/ intent. This assisted in the development of the
framework construct.

Data was weighted to be nationally representative

of age, gender and social grade

&

Failte
Ireland



Developing the motivational framework was the essence of the
quantitative stage. Applying the thinking of - Who, What, Where, When
and Why, helped position the framework foundation. Each motivation
was carefully sized through in-depth analysis of the data.

Culture coding and semiotic analysis were explored to help bring the
identified segments to life. For brands, culture is known to provide
meaning, ideas and value, as it is a way to talk to people. Unlocking the
meaning behind everyday things brings fresh perspective and challenges
thinking. Semiotics explores signs and symbols, which can portray ways
for brands to become more meaningful.

Colour can influence thinking, inspire decision making and impact
moods. Colours were carefully selected to bring each motivation to life,
keeping in mind the different symbols colours portray, the effects colour
can have and positive/negative association of colour. Exploring colours in
detail provided an additional layer and meaning behind each motivation.

Seven motivations known as Social Energy, Adventure, Exploration,
Reconnection, Time Out, Bonding and Celebration were identified
and have been brought to life. These motivations have constructed and
defined the motivational framework.




The Consumer Planning & Insights Team are here* .‘
Get in touch if you have any specific questions.

CPl@failteireland.ie

Failte
@ Irelland






