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The International 
Context  



Global View 

 

• International tourist arrivals up 4% in 2012 
 

• Up 4% in the first quarter of 2013 
 

• Forecast for 2013: 
 

- World arrivals +3% to +4% 
- Europe arrivals +2% to +3% 
 

Source: World Tourism Organisation (UNWTO) 



European “Sports” Holidays –  

Top Ten Originating Countries  

  

 
 

 

 

 

 

 

 

 

 

 

Rank Type % 

1. Germany 36 

2. Netherlands 9 

3. Switzerland 6 

4. Austria 6 

5. France 5 

6. Belgium 5 

7. Great Britain 5 

8. Czech Republic 3 

9 Denmark 3 

10. Italy 3 

Source: IPK International European Travel Monitor  



European “Sports” Holidays – 

 Top Destination Countries  

  

 
 

 

 

 

 

 

 

 

 

 

Rank Type % 

1. Austria 22 

2. Spain 11 

3. Italy 10 

4. Germany 9 

5. France 8 

6. Great Britain 5 

7. Switzerland 3 

8. Netherlands 3 

Source: IPK International European Travel Monitor  



The Irish Context  



 

 
 

 

 

 

 

Overseas Tourism Performance (000s) 
2000-’12 
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Overseas Tourism Performance (000s) 
2000-2012 

261 
378 

1,055 1,071 
940 

1,436 

2,578 

2,247 

3,428 

3,821 

2,722 

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Britain Mainland Europe North America Other Areas

Source: CSO, NITB, NISRA & Fáilte Ireland 



 

 
 

 

 

 

 

International Tourism Earnings (€mn) 
2007-2012 
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Source: CSO, NITB, NISRA & Fáilte Ireland 



The Volume & Value of Activity Tourism 

in Ireland 

 

 
 

 
 

 

 

 

 

 

 

 

 

 

Overseas 
Participants 

(000s) 

Spend in 
Ireland 
(€mn) 

Hiking/Walking 743 649 

Cycling 173 200 

Angling 107 90 

Equestrian 71 76 

Water-based* 97 61 

Sources:  
 Survey of Overseas Travellers 2011  
* Survey of Overseas Travellers 2012 



 

 
 

 

 

 

 

Activity Tourism by Markets 
 



A New Approach to 
Segmentation 



Segmenting the Market 

• The old model was needs-based, focusing on 

what people like to do on holidays. 

 

• The new model is motivation-based, looking 

at why people take holidays and what they 

want to feel, both during and after. 

 

• Motivation-based segmentation is richer in 

insights and supports better targeting.  

 



Holiday Motivations 

 Minimum requirements Differentiators Niche markets Special interest 



The Segments  

 



1

6 



CULTURALLY CURIOUS   



18 



New Consumer 
Reserach 





Current Market Performance 



Where does the  
future potential  
lie for Ireland? 



Key points on walking in Ireland 



Current Market Performance 



Where does the  
future potential  
lie for Ireland? 



What are peoples perceptions of 
watersports in Ireland? 

• Ireland watersports product on offer doesn’t rate particularly well, with a 

noticeable trend towards ‘satisfactory’ or ‘poor’, across all attributes from 

value for money, quality of the offer, range of choice etc, to the 

practicalities of booking, availability of information, availability of trained 

guides and availability of equipment.  

• Awareness across all areas of the offering is also quite low, therefore this 

lack of awareness could also be the reason that the watersports product on 

offer was rated so poorly by people. 



Key points on watersports in Ireland 



 

 
 

 

 

 

 

Rating of Activities (%) 

Rating (%) Equest. Fishing Hiking/  
Walking 

Water- 
based 

Cycling 

Very good 63 34 58 71 46 

Good 34 60 40 26 47 

Fair 2 3 1 2 5 

Poor - 1 * - 1 

Very poor - * - - - 

Source: Holidaymaker Attitudes Surveys 



 

 
 

 

 

 

 

Rating of Other Holiday Aspects by Activity 
Holidaymakers 

Rating (%) Very 
Good 

Good Fair Poor 
Very 
Poor 

Friendliness of people 73 25 * * * 

Natural environment 78 28 1 * 

Condition of roads 16 51 22 6 1 

Cleanliness of locality 43 51 5 1 * 

Signposting for 
roads/directions 

18 58 12 4 1 

Signs for attractions 20 61 10 3 1 

Availability of things to see/do 43 55 1 * * 
Source: Holidaymaker Attitudes Surveys 



Summing Up 

• High yielding – spending 40% more that the 

average overseas holidaymaker. 

• Long staying – 30% longer. 

• Two main market – GB & Mainland Europe. 

• In general, holiday experiences matter most 

in destination choice, activities are secondary. 

• However, about one in three are ‘specialists’. 

• People go home happy!! 

 

 



SUPPLEMENTARY 
SLIDES 



 

 
 

 

 

 

 

Rating of Accommodation –  
Facilities & Value (%) 

Rating (%) Facilities Value 

Very good 50 38 

Good 45 51 

Fair 3 9 

Poor 1 1 

Very poor * * 

Source: Holidaymaker Attitudes Surveys 



 

 
 

 

 

 

 

Participants by Market (%) 
 

Market Hiking/ 
Walking 

Angling Equst. Cycling Water- 
based 

Britain 25 53 30 24 57 

M. Europe 49 35 55 59 37 

France 9 5 17 17 

Germany 12 9 12 9 

N. America 20 8 15 11 5 

Other Areas 5 3 * 5 1 

Source: Survey of Overseas Travellers 



 

 
 

 

 

 

 

Participants V. Specialists 
 

Participants Specialists % of 
Specialists  

Hiking/ 
walking 

578 198 34% 

Cycling 149 49 33% 

Angling 118 75 64% 

Source: Survey of Overseas Travellers 



 

 
 

 

 

 

 

Regions Visited  
 

Regions Visited (%) Any holiday Activity holiday 

Galway/Mayo 27 32 

West Clare 13 15 

Dingle Peninsula 8 16 

North West Arc 5 6 

Ring of Kerry 19 25 

West Cork 5 12 

Cork City and Harbour 18 27 

South East Triangle 13 11 

Dublin and its Doorstep 73 51 

Shannon Corridor 6 6 

Source: Survey of Overseas Travellers 



Rating of other aspects (activity holidaymakers) 

Rating (%) Very 

Good 

Good Fair Poor Very 

Poor 

Friendliness of people 73 25 * * * 

Natural environment 78 28 1 * 

Quality of architecture 49 45 4 * * 

Condition of roads 16 51 22 6 1 

Cleanliness of locality 43 51 5 1 * 

Signposting for 

roads/directions 

18 58 12 4 1 

Signs for attractions 20 61 10 3 1 

Availability of things to 

see/do 

43 55 1 * * 

Source: Holidaymaker Attitudes Surveys 



OVERSEAS 

HOLIDAYMAKERS 

All  

 

Activity 

 

1-3 nights 25 11 

4-5 nights 23 18 

6-8 nights 31 39 

9-14 nights 17 22 

15+ nights 4 10 

Average nights 6.7 8.6 

Length of stay (%) 

Source: Survey of Overseas Travellers 2012 


