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2024

Travel Trends

Off the beatentrack

Travelis still a priority for the majorityin 2024,
despite cost-of-living pressures. Tomanage
budgets, consumers are increasingly looking to
lesser spottedlocations for trips, or location
‘dupes’. NorthernIreland isin a prime position
toembrace this trend and attract new visitors
looking for something different as well as
offering great value.

Positive experiences

The turbulence of global events in the last few
years has taken atoll on mindsets, with many
looking to holidays and short trips for a vital
source of positivity and fun. Operators that
catertothisthrough attentiontodetail, e.q.
with hospitality offerings, will attract greater
demand.

Businessandleisure

Business travelis on therise again, with a
revival in added leisure time. Many are
extendingtraditional business trips toinclude
personal days to explore the local area, and/or
bringing family and friends to make the most of
their trip. Tourism operators can benefit from
this trend by reaching out to business travellers
and advertising information on things todo
and see.

Human connections

Theintegration of technology for the booking
process and trip experience has developed at
high pace, but human perspectives and good
communication remain key to making trips
personal and intimate. Businesses should
focus onimproving this aspect of their service
by investingin learning and development.

Sustainablelifestyles

Sustainability has grown to become a lifestyle
rather than justa buzzword —key toimproving
the long-term quality of service and
experience, benefitting both visitors and
operatorsinthe tourismindustry. Businesses
can avail of Tourism NI's Sustainability Toolkit
tocreate a holisticapproach for their
operation.




Positive experiences

Inthelastfewyears, itfeels as though the world hasbeen in perpetual crisis,
and this negativity has had animpacton our mentalhealth. The cost-of-
living crisis has also taken a tollon consumers, with over 60% reporting they
areconcerned or very worried about their financial outlook according to
Mintel UK. As a result, small positive experiences are holding greater

significancein many of our lives to brighten mindsets and perspectives.

Holiday breaks and day trips are a vital source of positivity for people,
providing respite fromthe worries and uncertainty of everyday life. Tourism
NI's latest consumer sentimentresearch in Nland ROIfoundthatthe main
motivations fortripsin NIremain torelaxand unwind and to havefun,
creating opportunities for operators who cater to these needs. ‘Enjoying
greatfood anddrink’ featured as a popular motivation, particularly for ROI
consumers, highlightingthisas key to the overalltrip experience. Attention
todetailcan have arealimpact on the quality of a stay or experience. 42% of
consumers surveyed by Mintel prioritise indulging in everyday pleasures,
and adding smalltouches to an experience that create joy for consumers will

often stay with them, contributing to better loyalty and reputation.

Sources: Euromonitor Global Consumer Trends 2024, Mintel Consumer Trends 2024 & eDreams 3



Positive experiences

Whatit meansforthe NIindustry:

Ensureyour advertisingand messaging promote opportunities torelaxand have
fun,to encourage consumers to book. Visitorsincreasingly view enjoying great food
and drinkas centralto theirtripexperience.In light of this, Tourism NI have compiled
anumberofonline guides, highlighting ways inwhich theindustry can benefit from
both our produce and wonderful producers. Small hospitality offerings and features
thatbringjoyandlight-heartednessforguests willattractdemand and enhance the
experience, soitmay be helpful to review the aspects of your offering and identify if
thereare any areas that could be improved with creativity, such as by providing

welcome offerings oradding storytelling elements to the experience.

[

Sources: Tourism NI ‘s Consumer Sentiment Research & SiteMinder 4



https://www.tourismni.com/business-guidance/sector/food-drink/food-and-drink-growing-your-business/improving-your-food-and-drink-offering/
https://www.tourismni.com/business-guidance/sector/accommodation/accommodation-getting-started/a-welcome-hamper---the-best-way-to-welcome-your-guests/

Human connections

Theintegration oftechnology for the booking process and trip experience
has developed athigh pace, with therise of generative Al providing travel
itineraries, hospitality apps and AR/VRtechnology for attractions.

Consumers have adapted and many are embracing theseinnovations, but

While 40% of consumersare
T comfortable with voice

communication. assistants offering personal
recommendations, less than

thesechanges have highlighted theimportance of human perspectivesand

While new technology hasimproved efficiency and accessibility, consumers RUE ﬁff[h feelthesameabout
using bots toanswer

complex customer service
theirtrip personaland intimate. Euromonitor’s research finds that while questions.

arerealising the value of human connectionsand customer service to make

more than 40% of consumers are comfortable with voice assistants offering :
personalrecommendations, less than onefifth feltthe sameaboutusing
bots to answer complex customer service questions.NIhasan outstanding
reputation forits Giant Welcome, with ‘Welcome and hospitality’ rated
highlyamongallaspects of a trip by consumers who had recently visited
according to Tourism NI's consumer sentimentresearch. The tourism
industry hereis passionate about the quality of service, able to exceed

expectations and provide the personal experience many are looking for.

Sources: McKinsey, Euromonitor 2024 Consumer Trends & Tourism NI's Consumer Sentiment
Research



Sources: Booking.com & Tourism NI's Consumer Sentiment Research

Human connections

Whatit meansforthe NIindustry:

Thetourismindustryin NorthernIreland pridesitselfon the ‘Giant Welcome’ and
excellent customer serviceit provides. If you haveinvested in new technology for
your business, itisimportantthatthe personalaspect of your service works in
collaboration with this. Forlearningand support, see MyTourismNI, our recently
launched innovative E-Learning platform for the tourismindustry. Ensuring that
team members are well-supported is fundamentalto any successful businesses,
andthisis particularly vitalfor the NI tourism sector to maintainits fantastic

customer experience. Consider signingup to the Wellbeing and Development

Promise which is being rolled out by Hospitality Ulsterin partnership with Tourism NI

and the Hospitality and Tourism Skills network.


https://www.tourismni.com/business-guidance/opportunities-campaigns/mytourism-ni/
https://wellbeingpromise.co.uk/read-the-full-guidance/
https://wellbeingpromise.co.uk/read-the-full-guidance/

Off the beaten track

Despite cost-of-living pressures, consumersare still planning to travelin
2024.84% of consumers are prioritising travelin their 2024 budgets
according to a globalsurveyfrom eDreams, highlighting the strong travel
demand despite the economic context. Interesthasrisenfor destinations
which arebudget-friendly or traditionally lesser-known. The hotter weather

84% of globalconsumers are

witnessed in Europein Summer 2023hasled some consumersto optfor prioritising travelin their

milder destinations or travelling off-peak. This presents an opportunity for Hugaelsior 2

NIoperators to showcase theirappealand attracta new market.

lin 3polled by Expedia have
booked a dupe for a future trip.

Social media platforms like TikTok have popularised theidea of “dupes,” or
more affordable alternatives to popular products, and the conceptis taking
offintheworld oftravel. 1in 3polled by Expedia have booked a dupe fora
future trip, and Tourism NI's consumer sentimentresearch shows NIis
consistently rated highly for value for money. Belfasthas beenlisted on
National Geographic’s 2024 Cool Listasone of the most exciting
destinations for the year ahead, and as Belfast 2024 brings the city’s biggest
ever creative and cultural celebration, it will showcase the value of our offer

asalocation.

Sources: Euromonitor, Expedia, National Geographic & Tourisrm NI's Consumer Sentiment Research 7



Sources: DfE: Draft Tourism Strateqy for Northern Ireland & Roadbook
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Off the beaten track

Whatit meansforthe NIindustry:

Highlighting areas that may be traditionally less popular can attract consumers
looking for somethingdifferentorata lower cost, as wellas having the effect of
spreadingthe benefits of tourismto local economies and helping drive regional
balance. Help visitors thatare looking for low-cost activities and lesser known places
to explore by creating a listofthings todoinyour area,including both paid and free
activities. Provideinformation to highlight the ease of travelling to differentregions
or attractions within NL. The use of social media advertising, such as working with

localinfluencers orlocal councils can alsoincrease your visibility to younger

audiences.




Business and leisure

Whatit meansforthe NIindustry:

Whileinitially slow to recover following the pandemic, business travel
ison theriseagain with globalbusiness travel spending expected to
reach £1.1trillionin 2024.2023was a record year for businessin
Belfast, with 92 events takingplacein the city bringingan economic
impact of over £42.5 million. Traditional business travel has been
redefined, blending work with leisure. Hilton reported a 15% global
increasein thelength of stay for business visitors compared to 2019.

Thewider scope for business travel provides industry

operators with an opportunity to bring anew source of

demand outside of the peak season, somake sure to

advertise offers for business travellers and provide

informationon thingstodointhearea toencourage

longer stays and spread to the benefits of visitor spend.
meifast —  Itisbecoming popular for business visitorsto bring
family or friends with themon atripto enjoy leisure time,
so consider offering extended business group rates for
larger bookings.

Hilton alsoreports that over a third of Gen Z/Millennial travellers will \ =
extend a business tripin 2024 to enjoy leisure time, creating anew
market for tourism operators as business visitors adopt behaviours
similarto holidaymakers. Flexible working has supported thistrend,
allowing many to work abroad. As events like One Young World 2023
demonstrated NI's appeal as a business destination, Belfastis now
set to welcome 145 conferencesin the coming years with 62,000
delegates, suggesting this market willcontinue to grow.




Sustainable lifestyles

Theimportance of sustainability has been building for many years
now, and formanyitis a lifestyleratherthan abuzzword. However,
studies from Euromonitor suggestconsumersare tired of companies
putting the onus on theiractions to help the environment. Instead,
theywantto seehowoperators are actively making changes to help
the environmentand create afairer society, whileimprovingthe
quality of theirservice.

Sustainabilityis key toimproving the long-term quality of service
and experience, benefitting both visitors and operators. Over half of
travellers are seeking accommodation that blends comfort with
innovative sustainability features according to Booking.com.
Inclusivity and social values arealso a priority in travel: 27% of global
consumers under 24 highlighttheimportance of socialinclusivityin
brand and destination choices, so consider how these aspects may
factorintoa holisticsustainability plan for your business.

Whatit meansforthe NIindustry:

Visitors appreciate transparency, so consider highlighting the
steps your business has taken for sustainability. Investingin
long-term energy efficientmeasures can be a cost-cutting
strategy foryourbusinessin thelongterm. Environmental
certifications can also encourage demand and foster good
reputation. Takealookat Tourism NI's Sustainability Toolkit
forhelpfulinformation. Building a sustainable and inclusive

culture in your business can promote staffretention and
satisfaction, as wellasimproving the quality of service.
Tourism NI's Make It Here toolkit is free to access, aimingto
help businesses attractthe besttalentpossible.
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https://www.tourismni.com/sustainability-toolkit/sustainability-toolkit/
https://www.tourismni.com/business-guidance/opportunities-campaigns/make-it-here/

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

We welcome all feedback —contact us here

For the latest news, events and webinars, as wellas industry insights, opportunities
and campaigns, please visit TourismNLcom. You can also find us on X (Twitter),

Linkedlin 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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