
Consumer Insights & 
Trends for 
Tourism Businesses

COVID-19 BUSINESS SUPPORTS HUB



Martina Kerr 
Bromley
Head of Enterprise Development 



Helen McDaid
Manager, Enterprise Development



Jill de Azevedo
Head of Consumer Planning and 
Insights



DOMESTIC 
CONSUMER 
INSIGHTS
August 2020

CONSUMER PLANNING AND INSIGHTS

Jill De Azevedo
Head of Consumer Planning and Insights



CONSUMER PLANNING AND INSIGHTS





CONSUMER PLANNING AND INSIGHTS

COMPLIANCE 
WORKED 
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Consumers moods have shifted with the majority moving 
into an uncertain space based on recent events.

OVERSEAS 
VISITORS 

Rise in the number of 
daily cases since the 
reopening of 
restaurants/cafés and 
travel is a cause for 
concern. 

Tourists from badly 
affected countries 
(USA in particular) are 
a worry. 

Government 
communication is  
unclear, with the 
advice against foreign 
travel at odds with the 
Green List

Uncertainty as to 
whether Phase 4 will 
happen. The initial 
delay is seen as a 
reminder that there 
may be more 
challenges down the 
line. 

MIXED
MESSAGING

POSTPONEMENT
OF PHASE 4

INCREASE IN 
CASES COMPLACENCY

Growing sense of 
complacency, people 
not being as vigilant, 
frustrations around 
the lack of social 
distancing and those 
who continue to not 
wear face masks. 
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Despite being more likely to engage in the appropriate 
behaviours, confidence about their safety drops in middle 
aged consumers. 

I am worried about 
falling sick no 

matter how much I 
take care of myself

I am confident that 
I will stay safe by 

taking precautions 
and looking after 

my hygiene

ROI

27% 29% 27% 27% 35%
25% 23%

47% 48% 47% 48% 43% 44%
54%

Total Age

Total 18-24 25-34 35-44 45-54 55-64 65+

I am very careful to 
adhere to all social 

distancing and 
other measures, 
like e.g. hygiene

I don’t really pay 
much attention to 
whether I adhere 

to the social 
distancing 

measures or best 
practice behaviours

64% 69%

51%
59%

68%
76% 71%

22% 17%
29% 24% 21% 16% 20%

Total Age

Total 18-24 25-34 35-44 45-54 55-64 65+
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The majority of households have seen or expect to see, a 
negative impact on their disposable income. 

Coronavirus has already 
negatively impacted my 

household income

Coronavirus has not yet 
impacted my household income 

but I expect it to in the future

Coronavirus will have no impact 
on my household income

Don’t know

28% 30% 32% 31% 28% 29% 32% 33% 28% 32% 29% 26%

27% 27% 28% 29%
24% 26% 26% 28% 34% 28% 32% 32%

37% 37% 35% 36% 40% 38% 35% 35% 29% 34% 33% 36%

Coronavirus…

ROI NIIOI

8% 6% 7% 6% 9% 7%

Wave
13

Wave
14

Wave
15

6% 6% 5%

Wave
16

Wave
13

Wave
14

Wave
15

Wave
16

Wave
13

Wave
14

Wave
15

Wave
16

5% 4% 6%
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Consumers are managing an inner dialogue between logic and their emotions.  
This causes a great deal of conflict and they have a need to be reassured 
that they are making the right choices.

• Get away from it all 

• Family needs

• Experiences  

• #makeabreakforit

• The need to live a regular life

• Safety 

• Finances 

• Cautious

• Heightened sense of worry

• Impact of schools going back
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They are waiting to see:

• if there is an increase in the R number 

• if people are complying with rules while on holidays i.e. mask 
wearing, social distancing, cleanliness of hotels etc.  

• how friends and family experienced their holiday in Ireland regarding 
safety and observations of other people’s behaviour 

Uncertainty is leading many feeling anxious about their future travel plans

• many plan to counteract the uncertainty with last minute trips and  
booking refundable hotels

• some plan to replace a holiday this year with day trips 
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Many are uncertain and anxious and are firmly in the 
‘wait and see’ space. Word of mouth and anecdotal 
evidence will be key to decision making.   

Uncertainty 

I am keeping my options open as regards a 
proposed trip in late August . If numbers of 
new cases increase significantly, I will 
probably cancel. I also have friends who 
are currently on a similar break and I 
intend to discuss their experience 
regarding safety. 

Female, 55, Mullingar, 
travels with friends/as a couple 

And as a result remain very cautious about 

booking a holiday while Covid-19 is still present.
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Our KPIs and Lead Indicators Confirm The 
Opportunity and The Need to Inspire 
Consumers To Take a Break



Domestic travel KPIs have plateaued. The importance of continuing 
to drive the message and opportunities around staycations becomes 
critical.

Consideration

Intent

Barriers and 
Enablers

Booking

Penetration

Experience 
and Value

▪ 72% in the next 
12 months

▪ 60% short break in 
the next 6 months

▪ 27% long break in the 
next 12 months

▪ 34%

▪ Shorter booking 
periods, 2 -3 
weeks in advance

▪ 19%
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The balance of August as well as the claimed intent for September 
and October remain opportunities. Innovative value offers will be 
important to drive up demand for the shoulder season, alongside 
the key message of safety.  

IOI

18%

36%

29%

18%

12%

11%

8%

10%

28%

21%

17%

10%

15%

15%

Short trip Long Trip

Couples over 45 more likely to go in 
Sept 2020 than other life stages

Wave
14

Wave
15

July 2020 20% 24%

August 2020 32% 30%

September 
2020

27% 30%

October 
2020

22% 21%

November 
2020

11% 10%

December 
2020

10% 8%

Don’t know 8% 9%

▼

▼

Wave 16
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Day trips still predominate in terms of what consumers are doing as 
part of a staycation as they offer opportunities to tap into a 
multitude of experiences.

Short Trip
(up to 20km) 45% 47%

Day Trip
(+20km) 25% 37%

Short Break
(1-3nights) 14% 19%

Long Break
(4+ nights) 9% 11%

1 D
a
y

ROI

Mid-JulyLate June

▼

▼
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Wave
14

Wave
15

Accommodation costs 47% 49%

Safety and security specifically related to Covid-19 48% 40%

Value for money in the destination 42% 46%

Attractions to visit in the area 38% 37%

Availability of options for eating in / out 32% 26%

Ease of travelling/distance to destination 31% 31%

Ease of travelling within destination 23% 24%

Accommodation choices 29% 29%

The range of outdoor activities in and around the location 17% 18%

Reviews about the place/accommodation in general 21% 22%

How popular or busy the location will be 14% 15%

The remoteness of the location 12% 12%

The range of indoor activities in and around the location 11% 11%

Availability of specific leisure activities (e.g. water sports, golf ) 12% 9%

Other 2% 3%

Don’t know 1% 2%

51%

49%

42%

39%

29%

29%

26%

25%

20%

20%

15%

12%

10%

10%

2%

1%

IOI

Wave 16

▼
Safety related to Covid 

19 skews to older 
couples and under 

indexes for families. 
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Value for money and safety are the largest barriers to travel.
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Consumer Planning & Insights 

Hotels need to continue to focus 
on safety and the value 
equation.



Consumer Planning & Insights 

Those who prefer hotels are somewhat more likely to 
be older, although appeal spans all life-stages.
These travelers are less likely to have booked as 
yet – due mainly to safety concerns. 
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Those who prefer hotels are looking for enjoyment and 
good food as an essential part of their holiday. 

51% taking a short break only 
in Ireland, significantly higher 

than total

31% are couples 45+ yrs., 
significantly higher than total

Holiday motivations (outside of 
traditional relax and escape) 
centre around fun and food: 
enjoy good food and drink 
35% and to have fun (30%)
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43%

35%

22%

0

31%

62%

6%

2%

Prefer other accommodation types Prefer a Hotel for LB
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They are however, cautious when it comes to booking 
their trip.

Yes booked some/all

Not booked

Don’t need to book

Don’t’ know

37%

43%

19%

1%

31%

64%

4%

1%

Prefer other accommodation Prefer a hotel for SB

▼

short break
IOI

Long break

▼

▼ ▼
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Deals that cut through and offer added value 
are noticed. 

• Night in Carlow for friend's birthday: 20% off and hotel credits for afternoon tea/golf etc. One-
night stay, deluxe room, B&B, four course evening meal for €224

• Night in Offaly for 2 with Breakfast included €89, Laois for 2 nights for €267 with dinner and 
breakfast, pays to go off the beaten track

• Sign up to hotels email offers– very beneficial, it pays to shop around.....

• Supervalu getawaybreaks, deals are great value, depends when you travel. 

• Google what’s on before arrival, events have separate websites offering discounts

“If you search for a hotel booking at different times of the day prices do vary. Everything is 
much more expensive right now. We are supposed to be staycating at home but the prices 

I am seeing would really turn you off.” (Male, 43, Dublin, Travels with Kids)
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Consumers are doing both more research and more 
planning.

1. Decide where to go, destination with cultural and scenic amenities and activities. 

2. Visit booking sites to search for hotels with specific amenities e.g. pool if travelling with kids, entertainment 
at night, size of hotel (larger the better for some due to Covid-19) nearby attractions etc….

3. Select and refine hotel search e.g. via location. I like to be close to things, so you don't have to drive or get 
taxis. We prefer somewhere central. 

4. Search hotels own website to see if a better deal is possible.

5. Check marketing websites e.g. Empathy/Pigsback/ Escapes/ Groupon/Living Social for deals and also 
retailer deals e.g. SuperValu, Lidl

6. Plan route to location using google maps.

7. Decide on attractions and book if needed.

8. Research cafes/restaurants via Trip Advisor  

* Plethora of sites emerge, see Appendix for details
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UNCONSTRAINED ADULTS 
COUPLES

PRE-FAMILY

OVER 45yrs

▪ Most likely to observe social distancing protocols

▪ More likely to intend to travel in September

▪ Over index for midweek breaks

▪ They are looking for safety, dining options, ease of 
travelling to destination and accommodation choices

▪ Their drivers are safety, cost and value

▪ They will engage in a large variety of experiences, 
although outdoor activities are most important:  
walking/hiking (59%), visit gardens (43%), visit a 
nature reserve/national park (41%) and visit a historic 
house/castle (36%)

▪ More likely to intend to travel in 
September for a short break 
(36%) or a long break (29%).

▪ Less likely to have actually 
booked a staycation.

▪ Their primary staycation drivers 
are to escape, to enjoy great 
food and drink and to relax.

▪ Value for money is key, as is 
safety.

▪ One in five would be motivated 
by a place they always wanted 
to visit.

▪ Higher than average preference 
for hotels.

▪ Above average intent to take a short abroad in the next 
6 months 

▪ These are more likely to be over weekends rather than 
midweek breaks

▪ They want to escape and have great experiences 

▪ Their drivers are cost, the type of attractions available, 
value for money and safety.

▪ Outdoor activities are a focus:  walking/hiking (67%), 
visit a nature reserve/national park (55%), visit a 
historic house/castle (35%), visit gardens (34%) and  
swimming (in a pool/lake/sea) (33%)

CONSUMER PLANNING AND INSIGHTS
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55+

Those preferring hotels are more likely to consult accommodation 
providers directly and to respond to advertised deals.

Leaning into activities which appeal to this group of people in 
addition to food and beverage bundles, will be essential to achieve 
stand out.
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I normally go into Booking.com or Trip Advisor and filter it down to what I am 

looking for: Price - is it within my budget?, ratings – if there are no reviews that is 

a deal breaker! If reviews are mostly 4 and 5's I reckon its a safe bet. Location - do 

you need a car or not, is it located near the town? I prefer being able to walk to 

pubs, no need for a taxi. 

Is Wi-Fi included - should be a given. Is breakfast included - you pay enough 

without adding that on and plus its always a luxury getting a nice breakfast, and 

makes you get up out of bed for it when you know its free. 

Hotel - is there a pool and even better spa facilities?  All you want if you go away 

somewhere is to be totally relaxed. 

Free parking?  Is the hotel on social - I check if its on Instagram and if there is nice 

pictures or, people have gone to the bother of taking pictures, that in itself is an 

indication of whether somewhere is nice and whether the atmosphere is good

Younger Unconstrained Adults



▪ Cost

▪ Value for money

▪ Safety and reassurance

▪ Rich, enhanced experiences at all 
points of interaction

▪ Innovation – both the big and small 
things count

In Summary



Q&A

CONSUMER INSIGHTS & TRENDS FOR 
TOURISM BUSINESSES



To Register:

https://attendee.gotowebinar.com/register/3050169908865574670

Follow-up Webinar…

HOW TO LEVERAGE CONSUMER INSIGHTS 
TO DRIVE DEMAND AND SPEND

Industry experts Aisling McVeigh and Oonagh Cremins will 

explore how use these insights to effectively communicate with 

potential customers, drive demand and optimise revenue during a 

customer’s visit.

Thursday August 20th @10.30am

https://attendee.gotowebinar.com/register/3050169908865574670
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For more details visit:
covid19.failteireland.ie

Or email us at:
business.supports@failteireland.ie

http://www.failteireland.ie/
mailto:business.supports@failteireland.ie

