TOURISM IRELAND
COVID-19 RESEARCH JUNE 2021
Tourism Ireland commissioned a programme of research to understand the views of consumers across 10 source
markets.
The research was undertaken by REDC Research.
• Online surveys were conducted with 1,000 outbound holidaymakers in Great Britain, the United States,
Germany and France. In Spain, Italy, the Netherlands, Switzerland, Denmark and Canada online surveys
were conducted with 500 outbound holidaymakers. Participants had all taken an overseas holiday in the
past three years or intend to take one in the next two years (not just sun breaks). Participants also needed
to be categorised as ABC1 (except in GB) with minimum household income thresholds applied to long-haul
markets. Fieldwork was conducted 1st – 16th June 2021
Survey questions and methodology are comparable across markets; however, cultural differences should be
considered when making direct comparisons between countries.

COVID-19 continued to have a severe impact on short breaks and holidays. The successful roll-out of
vaccination programmes across source markets has provided much needed hope. While there is evidence
of growing confidence and comfort in travel, the situation remains delicate, and uncertainty around new
variants and travel restrictions continues to suggest a return to normal will take some time.
The latest wave of research found:
• June saw the strongest comfort levels to date towards taking a European break. One in three believe
their next European holiday will be in 2021, but Covid uncertainty sees timelines shifting for many into
2022.
• Comfort levels with taking a short break or holiday during social distancing to the range of destinations
covered in the research improved further. Some destinations continued to improve at a faster rate than
the island of Ireland.
• Barriers to travel centre around an expectation of hassle when travelling, such as the difficulty of
getting money back if trip was cancelled, a reductive holiday experience due to Covid restrictions or
changes to government restrictions while on holiday.
• While vaccinations have accelerated planning and booking for most, for three in ten however, the
vaccine has made no difference to their holiday planning, indicative of the uncertainty that remains
around travel.
• Improved Covid rates, robust insurance and value for money would help to encourage travel. Ultimately
though, holidaymakers are looking for a great holiday experience.
IMPROVED SITUATION ACROSS MARKETS
June fieldwork was undertaken in the context of significant roll-out of COVID-19 vaccinations in all
markets. All markets saw a reduction in cases following the peak earlier in the year; however, at time of
writing, the threat of the Delta variant looms across all markets, with sharp increase in cases expected.

1

COMFORT
REAL IMPROVEMENT IN HOLIDAY COMFORT
Comfort levels with taking a short break or holiday in Europe have improved further, with the highest levels
to date recorded across all markets. Over half of outbound holidaymakers from the US, France and
Germany are comfortable with European travel. Great Britain continues to have a lower level of comfort
with around one third of holidaymakers comfortable taking a European trip in the next three months.

IMPROVED COMFORT ACROSS ALL HOLIDAY ELEMENTS
On the whole, comfort with domestic breaks has returned. Those in mainland Europe are most
comfortable with European breaks. Driving remains the most comfortable travel mode for those within
Europe, but the gap is narrowing between that and flying and ferry.

INCREASINGLY COMPETITIVE LANDSCAPE
Comfort levels with taking a short break or holiday during social distancing to the range of destinations
covered in the research improved further. Some destinations improved at a faster rate than the island of
Ireland, with Switzerland, Germany and Denmark rated the most comfortable at present.

GB: Great Britain, DE: Germany, FR: France, ES: Spain, IT: Italy, NL: Netherlands, CH: Switzerland, DK: Denmark, US: USA, CA: Canada
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EXPECTATIONS
COVID UNCERTAINTY SEES HOLIDAY PLANS SHIFTING INTO 2022
One in three believes their next European holiday will be in 2021.
However, as we get further into 2021, and uncertainty remains, timelines
have shifted and a significant proportion now expects their next European
holiday to be in 2022.

REALITY IS BITING – HASSLE IS A SIGNIFICANT BARRIER
Almost all (95%) outbound holidaymakers surveyed indicate that there is at least one concern which
will make them less likely to travel in 2021. While Covid itself is a concern, barriers to travel centre
around an expectation of hassle when travelling, such as the difficulty of getting money back if the trip
was cancelled, a reductive holiday experience due to Covid restrictions or changes to government
restrictions while on holiday.

DEFEATING THE DRAW OF A STAYCATION REQUIRES LOWER COVID AND GREAT HOLIDAY
Reduced infection rates and robust travel insurance would encourage travel in the short term, as well as
more perennial factors like good value and hospitality.

Q19. How much would each of the following factors encourage you to travel more in the near future?
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EXPECTATIONS
WIDE APPEAL OF BREAK TYPES
Visiting friends/family and sun holidays have the greatest appeal for holidaymakers’ next break,
indicative of the desire to make up for lost time. However, all break types have appeal, outdoors and
city breaks have equal appeal, with city breaks having strongest appeal in markets outside the top 4.

MIX OF URBAN AND RURAL REMAINS MOST POPULAR
Preference for holiday type is reflected in where people live – with those living in rural areas more
likely to have a preference for countryside, and city dwellers preferring an urban holiday. The most
popular destination type overall is a mix of both city and rural, indicative of holidaymakers wanting the
best of both worlds.
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PLANNING
APPROXIMATELY HALF OF ALL HOLIDAYMAKERS ARE ALREADY VACCINATED
Vaccination programmes continue to be rolled out across all markets. There is minimal vaccine
hesitancy across markets, with the majority already vaccinated, or planning to be vaccinated.

HOLIDAY PLANNING RAMPING UP THANKS TO VACCINE
The majority of those vaccinated have accelerated holiday planning and booking, with around 6 in 10
stating they’d started to, or intensified their holiday plans, or have booked, or taken a holiday as a
result of taking the vaccine. However, for 3 in 10 the vaccine has made no difference to their holiday
planning, indicative of the uncertainty that remains around travel.

ALL TO PLAY FOR
The majority of holidaymakers are in the early stages of holiday planning, either just thinking through
ideas, or starting to research.
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PLANNING
A GREAT HOLIDAY IS THE ULTIMATE DRIVER OF DESTINATION CHOICE
While Covid safety assurance does come into play for destination choice, having a great holiday
experience is most important. Holidaymakers highly rate elements like relaxation, quality time with
loved ones, variety and value for money as influential when choosing where to go on a short break or
holiday.

SCENERY WINS OUT, BUT HISTORY, PEOPLE AND FOOD ALL IMPORTANT
The most desirable holiday experiences are centred around scenery, history and culture, walking and
friendly, hospitable people. The island of Ireland is well equipped in these areas to meet the needs of
future holidaymakers.

CONTINUED NEGATIVE IMPACT ON HOUSEHOLD INCOME ACROSS MARKETS
Although around 1 in 10 households saw an increase in their household income due to COVID-19, there is
a sustained negative impact on income for many households.
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