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This Special Edition of Tourism 360° focuses on consumer behaviours and
preferences for travel, with breakouts provided for key markets and industry
takeouts included throughout.
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Northern Ireland Consumers

Tourism NI has completed the latest wave
(Wave13) of ourresearch totrack
consumer sentimentin the Northern
Ireland (NI) and Republic of Ireland (ROI)
markets, measuring travel behaviour and
travelintentionsfor theremainder of 2023
and early 2024.

Findings for the NI market indicate that
the main motivators for travel centre
around a desire torelax, unwindand get
away fromitall. Interestingly, we've seena
significantincrease in consumers
expressing aninterestin ‘pampering
themselves’, potentially presenting new
opportunitiesin therun upto Christmas
and beyond. Aligning with the motivations
above, over two-thirds of those
considering a domestic break want a laid-
back holiday.

Torelax, unwind and get away
fromit allis the top motivation
for travelamongst NI consumers.

Of NI consumers considering a breakin NI
inJanuary-April 2024, those over 55 are
more likely to pick a coastal break,
whereas pre-familiesindicated a
preference foraruralbreakin NI.

Domestic Trip Preference
63% 46% 33%
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Ourresearch also found a significant
increase in preference for city breaks
compared to our previous wavein
February - likely a seasonalimpact.

While many of those considering a
domestic breakin early 2024 are actively
planning, only a small proportion of NI
consumers have booked sofar. Our latest
industryresearch also highlights
consumers’ preference for later planning
andshorter lead-intimes.

Consumer Confidence & Cost-of-Living: é‘]

Havingimproved in the previous two
quarters, Credit Union (Ireland’s)
Consumer Sentiment Survey reports
that NIconsumer confidence held
steady between Augustand
November. However, NI consumers
remain subdued as concerns about
the general economic environment
and cost-of-living remain to the fore.
This corroborates results from our
consumer sentiment research which
suggested thatmany NI consumers
would be pursuing more free things
toseeanddoon trips.

Whilethereis amarginalincreasein
intentionsto take a short break
abroadin early 2024 for domestic
consumers, a significant proportion
of prospective travellers have to date
ruled out this travel option as being
too expensive.

Spendingless whileon holidayis one
of the most popular ways consumers
anticipatethey will save money and
we are seeing some signs of
potential slowdown in domestic
leisure spend in the months ahead.

This evidence points to NI
consumers being mindful of

how they spend their money

and therefore emphasising how

your offering presents good

value for moneyisimperativein

your marketing messaging. ™

Encouragingly,ourresearch

indicates that NI consumers

continuetorate NI as better value for -
money than ROIand GB. -




Republic of Ireland Consumers

Tourism NI's latest consumer sentiment
researchinthe ROI market found that
similartothe NIresults, ROl consumers’
key motivators forintended NI trips are to
relax and unwind and to have fun, with the
opportunity toenjoy NI's food & drink
experience particularlyimportant for ROI
consumers.

Enjoying NI's food and drink
offeringis particularly

é') important to ROI consumers.

Ourresearch alsoindicates that city
breaks are the preferred type of break over
the coming months and there has been
growthin the desire for a laid-back
holiday.

As previously mentionedin our NI
research, we also found that most ROI
consumers considering a breakin NIin
winter/early 2024 stillhave not booked.

Approximately one-fifth of
businesses in our latest

H" industry research cited

enquiries about pets asan
emerging trend this year.

Overall,ROI consumers continuetorate NI
as bettervalue for money than ROIand GB,
presentingthe NIindustry withan
opportunity to appeal to this market,
especially given the economic backdrop.
In particular, ROI consumers strongly
rated NI's shopping and meals out as
good valuefor money.

Onesignificant challenge will be the
competitionfrom abroad as our findings
suggest that the majority of consumers
are likely to prioritise a holiday abroad
over a staycation. However, if extreme
weather temperaturesin Europe and
further afield continue, consumers feel
they may end upreplacing a holiday
abroad with a closer destination.

Credit Union (Ireland)’s ROI
Consumer Sentiment Index
increased from 60.4in Octoberto
61.9in November 2023. This reflects
amodest easing of concerns about
the economic outlook, likely
prompted by falling energy prices
and growing hopes thatinterest
rates may have peaked, however
sentiment suggests that spending
plans remain subdued.

Despite this, the appetite for travel
remains strong but concerns around
cost-of-living are more likely to
encourage ROIconsumerstogotoa
cheaper destination abroad and
spend less while on holiday.

Similartofindings relating to NI
consumers, our research found ROI
consumers are likely to pursue more

Consumer Confidence & Cost-of-Living: é‘]

free thingstodowhenonatrip, such
as going for walks/hikes and visiting <
free attractions. Y

When considering day tripsin NI,
more than two-fifths of ROI k
consumers wouldlook for free

activities.

Overall,ROI consumers
continuetorate NIas better
valuefor money than ROIand
GB, presenting the NIindustry
with an opportunitytoappeal to
this market, especially giventhe
economic backdrop. However,
the main challenge will be the
competitionfrom abroad as
both Spain and Portugalare
perceived as bettervaluefor
money destinations.
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The majority of NI and ROI consumers
considering a break in NI have not yet
booked so review your T&Cs and
cancellation policy - aflexible booking
policy could encourage people to book
earlier.

Tourism NI'sresearch found that travel
comparison sites and accommodation
websites were consumers’ preferred
method of booking, so ensure that your
website details (including prices,
imagery and booking/cancellation
information) are up-to-date.

Also ensure your testimonials and
customer feedback function on your
website are working and up-to-date to
allow customers to highlight the quality of
your offering.

NI & ROI Consumers - Takeouts for the NI Industry

The declinein consumer confidencein
ROI.and concerns about cost of living
suggest that highlighting the good value
for money offered by your businessis
essential in attracting ROI consumers.

ROI consumers rate NI as better value
for money than ROI so emphasise NI's
strengths in your marketing messaging.

Also promote the quality food and drink
offering availablein NI as this will
resonate well, particularly with the ROI
market.

NIand ROI consumers want to relax and
have fun on a break so emphasise the
benefits of a staycation (such asthe ease
of travel and reduced stress) and be sure
to highlight fun free and paid things to
do nearby.
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UK Consumers

GfK’s UK Consumer Confidence Index
increased two pointsin Decemberto -22,
following on from a six-pointincreasein
November. The Index has risen by twenty-
pointsinthelast twelve months and
optimism for personal finances for the
next 12 months shows anotable
improvementon thistimelast year.

The latest Domestic Sentiment Tracker
from VisitBritain found the top barriers to
taking overnight UK tripsinthenext6
months are the ‘rising cost of living’ and
‘UK weather’. Onethird of respondents
indicated they are more likely to choose a
tripinthe UK than overseasin the next six
months, thetopreason being that ‘UK
holidays are easier to plan’, followed by
‘UK holidays are cheaper’.

Like NIand ROI consumers, ‘Getting away
fromitalland havingarest'is thetop
motivationfor a UK trip early next year,
with ‘Countryside or village’ and ‘City or

In terms of UK day trips, 26%
of UK adults intend to look for
more free things to do

»

According to VisitBritain, UK adults planto
cuttheir overnight trip spending, primarily
on accommodation, activities and eating
out,and will look for more free things todo
on both overnightand day trips.

Despite financial barriers, a poll by
Skyscannerreveals over a quarter of UK
travellers have budgetedto spend more
ontravelin 2024 compared t02023.

Thisis corroborated by findings in
Deloitte’s UK Consumer Tracker (Q32023).
Deloitte’s Tracker revealed that despite
consumers remaining cautious with their
non-essential expenditure, spendingon
leisure experiences and travel has been
resilient, suggesting that some UK
consumers are still prioritising holidays
over otherdiscretionary spending.

YouGov - Poll on Experiences & Activities

So, what are UK consumers looking for when travelling? YouGov are reporting a

demand for experiential travel and results from their October 2023 poll reveal

thetop activities and experiences for UK travellers:

Activity/Experience

Exploring cities
Visiting historical sites
Go shopping
Visit UK national parks
Wwildlife viewing
Visit exhibits
Health/Wellness spa
Take aroad trip
Dine at high-end restaurants

Watch a sporting event

Thisresearch underscores the diverse range of interests thatinfluence

travellers’ decisions.

% of Respondents

53%
49%
40%
30%
24%
20%
17%
16%
15%

14%
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European Consumers

Recent major climate events (such as the
summer wildfiresin Greece) have brought
environmental concerns to the fore when
planningatrip. The European Travel
Commission’s (ETC) latest sentiment
research finds that extreme weather
events are now Europeans’ third biggest
travel-related concern, with the possibility
that travel preference will shift towards
locations with milder climates.

Half of Europeans will fly to their next
intra-European (including UK) travel
destination. Atthe sametime, alternative
methods of transport are becoming
popularfortravelin Europe,duetothe
emissions associated with air travel. The
ETCfindsthatin 2023 the use of trainor
bus services for travellingrose tothe
highestrecorded level at 17%, up 5% on
2022,serving as agreener alternative to
driving (down 7% compared to0 2022).
Smaller destinations and regions with
direct publictransport routes are likely to
benefit fromthese preferences.

Strongenthusiasm for travelamong
Europeans has supported recoveryin
2023, despite cost-of-living constraints.
Traveldemand during the summer season
was strong, with August data from ACI
Europereporting passenger trafficat
European airports just 3.4% below 2019
levels. Bothinbound and outbound
visitorsin Europe are forecast to maintain
growthtrendsin 2024 (see table below).

Europe Visitor Growth Forecast, %
change year-on-year (ETC)

Inbound Outbound

2022 95.4% 100.8%
2023 16.3% 17.8%
2024 11.6% 12.3%

Price sensitivity will benefit destinations
offering value for money, as several low-
cost destinationsin Europe (Serbia,
Tlrkiye,Montenegro) have experienced a
riseinvisitors levels compared to 2019.

According tosentimentresearch
fromthe ETC, the top criteriafor
Europeans choosing a travel
destination are pleasant weather,
attractive deals and friendly locals.

Top criteria for choosing a travel
destination

19% 17% 12%
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Pleasant  Attractive Friendly
weather deals locals

With summer behind, Sun & Beach
trips give way to City Breaks, Culture
& Heritage,and Nature & Outdoor
trips as the leading choice for
European consumersinthe colder
months.

As economic pressures remain, 22%
of Europeans will opt for

off-season trips, 13% will travel to
more affordable destinations, and
13% will book activities and flightsin
advance. Notably, concerns about

cost and environmental concerns
may have the benefit of tackling
seasonality issues, as more
consumers opttotravelduringthe
off-peak months to save the high
costs associated with the summer
andto avoid extreme weather.

In-destination behaviouris
changing too. While at a destination,
17% will limit their shopping, and
15% will select less expensive
accommodationand more
affordablerestaurants.

Despite cost-saving behaviours,
intra-Europeantravel (including the
UK) remains popular, withover 2in 3
Europeans planning to travel within
Europeinthe next 6 months
(October2023—March 2024).

City Breaks, Culture &
Heritageand Nature &

Outdoor are the top choices
for trips this winter.




Global Consumers

International tourism continuedits
recoveryin 2023 despite economicand
geopolitical challenges. An estimated 700
million tourists travelled
internationally from January-July 2023,
about 43% more than the same period of
2022,though 16% fewer than 2019
(UNWTO).

While thetrend of sustainable travelis
evidentglobally, ‘Cost vs Conscience’ has
become a key issue for consumers, as
sustainabletravel options can often be
more expensive. According to Skyscanner,
64% of travellers globally believe
sustainabletravelisimportant, yet 18% of
arereluctant to pay for more sustainable
options. Perceived lack of informationiis
another hurdle— 75% of global consumers
surveyed by Booking.com seek authentic
experiences that are representative of the
local culture, but 40% don’t know where to
find tours and activities that ensure they
give back to thelocal community.

Looking ahead, the UNTWO expects
international tourismto continueto
recover through December 2023 driven by
remaining pent-updemand and
increased air connectivity, though at
amore moderate pace following

the summer peak travel season. The OECD
Consumer confidence index (CCI) rose
steadilyin thefirst half of 2023toreacha
peak of 98.6in July and has since dropped
t098.1in October, aligning with the
sentiment for travel headinginto the
winter months.

Global Consumer Sentiment

981 64%  gjo9

Believe
sustainable travel
isimportant

Plan to travel the
same, if not more,
in2024 vs 2023

OECD Consumer
Confidence Index,
October 2023

Globally, 81% plan totravel the same, if
notmore, in 2024 compared to 2023, while
76% are planning to spend the same or
morein 2024 versus 2023.

Sustainable Travel Trends

The trend of ‘responsible travel’is on
therise, as consumers are making
conscious choices whileon atrip
have a positiveimpact on thelocal
area. According to Booking.com’s
global survey, two thirds are more
determined to make sustainable
choices now than when they
travelled ayearago (2022).

69% of consumers want the
money they spend when

travellingto go back to the
local community.

These actionsinclude buyinglocal,
with 69% of consumers stating they
want the money they spend when
travellingtogobacktothelocal
community. While consumers are
attractedtobrandsthat promote
sustainability, 39% don't trust that
the sustainable travel options
labelled are truly more sustainable.

Astravellers are concerned about
cost, 49% surveyed stated they want
discounts and economicincentives
for choosing eco-friendly options
and would be encouragedtotravel
more sustainably with such rewards.

Consumers want reassurance
that they are making truly
sustainable purchases. This
highlights theimportance for

businesses of presenting their
sustainability credentials and
information clearly, providing
credible assurance for
consumers in the booking
experience.
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Take note of the diverse range of interests that
influence travellers’ decisions. NI, as a more
compact destination, offers travellers the ability
to experience a wide range of activities in one trip.
Emphasise how easy is it to move around NI and
how this gives visitors the opportunity to
experience the best of what our cities, natural
landscapes, historical sites, accommodation and
restaurants have to offer.

To appeal to those UK consumers considering
trips within the UK, highlight the ease of planning

atrip to NI, and point out lesser-known locations
and attractions —emphasising the good value for
money offered to drive interest.

UK, European and Global Consumers - Takeouts for the NI Industry
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European Consumers a
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European consumers rate friendly locals highly

when deciding on where to travel, so make sure to

emphasise the ‘Giant Welcome’and warm ..
hospitality that we are famous for. Ensure that &
customer experienceis a priority, investingin &

staff training and development, creating a
positive environment for staff and guests.

NI's pleasant climate will be attractive to
consumers that wish to avoid some of the
extreme weather conditions that Europe has
experienced recently, so bring attention to the
benefits of our mild weather.

Global Consumers

Help visitors get the best experience of NIwhile
benefiting the local economy and environment;
signpost cultural experiences and local business
offerings, and where to find them. Include
information on sustainable travel and activities
on websites and visitor information material.
Clearly display sustainability credentials for
guests to see and provide information to assure
authenticity.

i

Showcase NI's sustainable credentials, with small

cities enabling tourists to explore locations on
foot. Highlight the availability of public transport

as an alternative to driving, providing access to
travel timetables and local maps.




Final Takeaways

To take full advantage of consumer confidence, the industry should carefully
monitor and anticipate changes in consumer preferences and adjust its
offerings accordingly. Key takeouts that apply across markets include:

* Cost-of-living—consumers across most markets are mindful of how they
spend their money and therefore highlighting the strong value for money
offering that NI can deliver is essential.

* Relaxand unwind — consumers primary motivation for travel is to relax
and unwind but with varying preferences for type of break it is important to
ensure that your messaging appeals to your target market segments.

* Authentic Experiences— Tourists have a diverse range of interests so
emphasise the wide range of free and paid authentic activities that NI can
offer visitorsin one trip and be ready to deliver our ‘Giant Welcome'.

Tourism 360° is produced by Tourism NI's Insights & Intelligence Service

For the latest news, events and webinars, as well as industry insights, opportunities We welcome all feedback —contact us here
and campaigns, please visit TourismNI.com. You can also find us on X (Twitter),

LinkedIn and YouTube.
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https://twitter.com/NITouristBoard
https://www.linkedin.com/company/northern-ireland-tourist-board/
https://www.youtube.com/channel/UCiOC9-Z8RvbJBkVvRdvezDQ
https://www.tourismni.com/research-insights/tourism-360/
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