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STRATEGY & INSIGHTS

Sentiment tracker
Great Britain

Research: July 2024
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STRATEGY & INSIGHTS

EXPLORATION IS THE KEY HOLIDAY NEED AMONG TRAVELLERS 

4

80% 

EXPLORING NEW PLACES, LANDSCAPES AND 

CULTURAL ACTIVITIES

71% 

DISCONNECTING, UNWINDING AND ENJOYING 

SPECIAL MOMENTS TOGETHER

66% 

BUILDING LASTING MEMORIES WITH THOSE 

CLOSEST TO ME

Which of the following would you most want from a holiday/ vacation? (Base: GB) 



STRATEGY & INSIGHTS

LANDSCAPE & HAVING NOT BEEN BEFORE ARE TRIGGERS TO VISIT 
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MAIN DRIVERS FOR VISITING IRELAND:  

• BEAUTIFUL LANDSCAPE AND SCENERY (22%)

• NEVER BEEN THERE/SOMEWHERE NEW (14%) 

• REPEAT VISITING (12%)

• FAMILY AND FRIENDS THERE (13%)

MAIN DRIVERS FOR VISITING NORTHERN IRELAND: 

• NEVER BEEN THERE/SOMEWHERE NEW (24%) 

• GO SIGHTSEEING/TOURIST ATTRACTIONS (15%) 

• BEAUTIFUL LANDSCAPE AND SCENERY (14%)

• FAMILY AND FRIENDS THERE (12%)

You said earlier you were planning on visiting Ireland  in the next 6 months/12 months/ 3 years/ in the 
future. What are the reasons for wanting to visit. (Base: GB) 

INTEREST IN IRELAND HAS SEEN A SIGNIFICANT JUMP: 66% AUGUST ‘23 TO 77% JUL ’24 



STRATEGY & INSIGHTS

THE IMPORTANCE OF RECOMMENDATIONS 
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ALMOST HALF OF VISITORS FROM GREAT BRITAIN HAVE ACTUALLY RECOMMENDED IRELAND AND NORTHERN 
IRELAND TO SOMEONE 

AROUND TWO THIRDS HAVE SHARED PICTURES OF THEIR TRIP WITH FRIENDS AND FAMILY 

OVER ONE THIRD OF GB VISITORS LOOKED UP DETAILS FOR A FUTURE TRIP 
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G• Recommendations from family 

and friends 
• General online search 
• Travel articles 
• Travel websites 
• Social media  
• Films, TV and travel shows
• Travel blogs 

• General online search  
• Travel websites and booking 

platforms 
• Recommendations from family 

and friends
• Destination website 
• Social media 
• Travel articles 



Great Britain – Market context 2024

Desire to 
travel is strong

Good air and 
sea access

VFR and 
repeat visitors

Opportunities

Competitive 
market

Cost of living Booking windows 
are short

Challenges



Great Britain 
Visitors

Value Adding Tourism Traits

Visit our 
regions

Visit all year 
round

Valued Adding 
Tourism Traits Sustainable 

travel

Lifetime value 
of the 

'repeat visitor'



The GB Market – CSO & NISRA

GB is the #1 market for overseas trips to the island of Ireland

Northern Ireland: 2023 Ireland: Jan-Aug 2024

74% of all overseas visitors

1.45m
            trips

69% of all overseas tourism revenue

£466m
revenue

37% of all overseas visitors

1.73m
            trips

21% of all overseas tourism revenue

€886m
revenue

Ireland: 2023

40% of all overseas visitors

2.6m
            trips

22% of all overseas tourism revenue

€1.2bn
revenue

Source: Tourism Ireland & Failte Ireland.  ROI total = 
CSO (leaving direct from ports in Ireland) + NISRA (leaving 
via Northern Ireland

Source: CSOSource: NISRA

2023 2024



Inspiring visitors



2024 Key Moments

APR - MAY

Fill your heart
burst 2

Wild Atlantic Way 10

Regional access co-op

YEAR ROUND

Publicity outreach, coverage & media events

Trade and diaspora activities

JUN - AUG

Fill your heart
always on – digital and social activity

Golf: The Open at Troon
 Launch The Open 2025

SEP - DEC

Fill your heart
burst 3

Dermot’s Taste of Ireland

Home of Halloween

Ireland Meets the West 
End & Luxury workshop

Kickstart & Fill your 
heart campaign

NI EAGS campaign

NI co-op campaigns

JAN - MAR

burst 1

St Brigid’s Day

St Patrick's Week

Channel 4 Partnership

World Travel Market



Fill your Heart with Ireland: Kickstart campaign
Inspiring visitors

21

50m
Opportunities 

to see

24 DEC 2023 – 7 JAN 2024

OBJECTIVES
to drive awareness and consideration 
for the island of Ireland.

CAMPAIGN CHANNELS
included TV, BVOD (broadcast video on 
demand), cinema, digital and social.



Northern Ireland ‘Embrace a Giant Spirit’ campaign

85m
Opportunities 

to see

FEB - MAR
OBJECTIVES
To drive consideration for a holiday in 
Northern Ireland and highlight ease of 
access 

CAMPAIGN CHANNELS
included TV, BVOD (broadcast video on 
demand), cinema, out of home and a 
media partnership with the Telegraph 

Highlighting ease of 
access

Inspiring visitors

21



3m
Opportunities to see



St Patrick’s Day – Publicity highlights

MAR
Knitwear stunt

7m
Opportunities 

to see

Laura Whitmore: 
Saturday Kitchen

Inspiring visitors

21





Regional Campaigns – Wild Atlantic Way 10

MAR - MAY

OBJECTIVES
drive awareness of the Wild Atlantic Way 
and conversion to Ireland.com on Meta.

CAMPAIGN CHANNELS 
high-quality audio-visual channels 
including TV, BVOD (broadcast video on 
demand), and YouTube.

Inspiring visitors

21

34m
Opportunities 

to see



Fill Your Heart with Ireland – season extension campaign

OBJECTIVES
A full funnel approach to show the 
island of Ireland as a great destination 
for an autumn or winter break

CAMPAIGN CHANNELS
included TV, BVOD (broadcast video on 
demand), subscription VOD (video on 
demand), YouTube, social, digital and 
Channel4 media partnership

AUG – YEAR END
Over

200m
opportunities 

to see

Reach over

91%
target audience

Inspiring visitors

21



Channel 4 Partnership – season extension

CAMPAIGN CHANNELS
A campaign that spans the entire 
Channel 4 ecosystem and social 
channels including TikTok, Instagram, 
Facebook and YouTube 

SEP - NOV

WHERE TO NEXT?
Over

8.5m
opportunities 

to see

Inspiring visitors

21



Consumer Advertising: Channel 4 Partnership

Tourism Ireland | Presentation Title

Inspiring visitors

21



Ireland – Home of Halloween

OBJECTIVES
Drive top of mind awareness of the IOI 
as the Home of Halloween, creating 
excitement for what’s on offer

CAMPAIGN CHANNELS
included TV, BVOD (broadcast video on 
demand), YouTube and social

SEP AND OCT

Over

61M
opportunities 

to see

Inspiring visitors

21

CAMPAIGN SUPPORTED BY:

• Podcast: Dan Snow’s History Hits 
and After Dark cross-over special

• Media Trips: to Halloween – Púca 
and Derry Halloween and Content 
creator Kelly Prince Wright 
attending Macnas

• Broadcast: promoting Halloween 
origins 

• Press release: push & pitching



Publicity Highlights
Inspiring visitors
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Wild Atlantic Way

Ireland’s Hidden Heartlands

Ireland’s Ancient East

Northern Ireland EAGS

230m
Opportunities 

to see

Dublin 



Broadcast Highlights
Inspiring visitors

21

Country House Auction Dermot’s Taste of Ireland

04:52

Golfs Greatest Holes



Broadcast Highlights – Dermot’s Taste of Ireland
Inspiring visitors

21



Strengthening partnerships



The importance of Partnerships
Strengthening Partnerships
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Average Return 
on Investment

40:1
YTD



World-Class Golf 
Strengthening Partnerships
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Trade & Industry Platforms
Strengthening Partnerships

21

135
Industry Partners

 YTD



Coming up  . . .
Strengthening Partnerships
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Ireland meets the West End 
Friday 8th November

World Travel Market 
Tuesday 5th – Thursday 7th November



How to get involved
Strengthening Partnerships

21



THANK YOU 
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