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AREAS AND ATTRACTIONS ALSO VISITED IN NI

TOP 5 OTHER AREAS VISITED

Belfast

I ¢ 51%

Mid & East Antrim

Attractions that influenced
leisure visitors to come to
Northern Ireland

23%
Derry City & Strabane
I ¢ 22%
Newry, Mourne & Down

13%

Antrim & Newtownabbey

: . - 9 13

80% 33%
Gi ant 6 s Cau saneafyhrones
locations

REASONS FOR VISITING THE AREA

The main reason for visiting
the Causeway Coast &

Gl ens was Ato visit
attractiono (4 3%)«

this was the Giant
Causeway 3%

Relative to other areas of NI,
leisure visitors to Causeway
Coast & Glens also placed
more importance on enjoying
the scenery/landscape and
screen tourism.

GETTING AROUND THE AREA

A feeling of being welcomed s "‘_
when you arrived in the area "fj-l?:

Signs that help you find
interesting/key tourist locations

61% 32%
Causeway
Coastal Route

Quality of signposting for
roads/directions

Quiality of the roads -

To visit a specific attraction

43%

speci fi c  Tosee beautful scenery/landscapes

a

For mo st ,

0s To explore the history and culture of Northern Ireland
To visit friends or relatives

To see a particular city/town/village

Have been to Northern Ireland before and wanted to return

Some Other Reason

— D

(Average score on scale frorl0)

“".
L] .
Availability and cost of parking - 57178
0.. *
Leisure visitors to the :
Causeway Coast & Glens
were more satisfied than Car touring routes o
visitors to most other NI - . *737%
. . . which point out places s (907
KX areas with the car touring | h *enns®
$8.00F routes, roadside viewing along the way
*aus? bays, quality of signposting
for roads/directions and the ) ) ) RYLIN
signs that help to find key Signposting for exploring _' 7 31‘.
W%, tourist locations. the area by foot “anas”
~ - ans
27712
'.-"

LR
0‘ .0

.‘ ‘I
.0'-." : 762 .:
1751 % 2

'0. ans®
Yaus®
50% 26% OVERALL
Belfast City Derry~Londonderry LI o R o _ SATISFACTION
o « = Significantly lower than 3 « = Significantly higher than
".. . + the average for all areas ".. “.' the average for all areas SCORE a‘

Places by the road to RS
stop while driving and - $7.168
view the landscape Yeae®

SOURCE: Tourism Northern Ireland: Visit

or.
Attitude Survey 2018, Cognisense Ltd. tourism ) 2
northernireland

Base: n=355, OOS n=307



PLANNING & INFORMATION

Compared with other NI areas, leisure visitors to the Causeway Coast & Glens found it easier to
find information on the area. Almost two fifths used mobile apps while in NI and visitors to the
area were most likely to use the Game of Thrones App, reflecting the importance many placed

on screen tourism.
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VISITOR INFORMATION CENTRES

41%A*had visited a
Visitor Information
Centre on their trip to
Northern Ireland.
33% had visited a
Visitor Information
Centre in the area.

|

received information which encouraged

42% them to visit other areas in Northern

Ireland they had not planned to visit.

received information which
16% encouraged them to stay
longer in the area.

AA proportion of emails were collected at Visitor Information
Centres.
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25%
SelfCatering

27%
Guest House/B&B

A

3%
Camping/Static
Caravan

o,

4%
Motorhome/Touring
Caravan

11%Staying with
Family/Friends

ACCOMMODATION

31%
Hotel

1)

While  hotels and guest
houses/B&Bs were the most
popular choice for leisure
visitors to the Causeway Coast
& Glens, self-catering also
featured strongly.

The welcoming, professional
staff were the highlight of the
eating out experience. The
lowest scoring elements for
eating out related to servicing
dietary  requirements, the
availability of information on
places to eat out and menus
referencing local ingredients.

34% &

of all guest houses,
B&Bs and self-catering
accommodation was
booked through Airbnb.
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ATTRACTIONS & ACTIVITIES

The attractions visited and the activities
participated in by visitors to the Causeway Coast
& Glens demonstrate the wide appeal of the
tourism offer. As well as visiting key attractions
and Game of Thrones related locations, many
visited a beach and/or a pub. Both the range of
interesting attractions and outdoor activities
scored higher than most other NI areas. Value for
money attractions and shopping opportunities
scored lower than most other areas.

94% of visitors with
children said that the
attractions
friendly for children

of all

ageso.

ATTRACTIONS VISITED IN THE AREA

BUSHMILLS
DISTILLERY

Gl ANTO6 S
CAUSEWAY

BALLINTOY

- HARBOUR

Portrush Coastal Zone, Mussenden
Temple and Downhill Demense were
each visited by 14% of leisure tourists.

a

RATINGS OF ATTRACTIONS IN THE AREA
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RATINGS OF THINGS TO SEE & DO IN THE AREA

Visited a castle
/other historic

monument

S

[“gic a l

Visited a pub

THINGS SEEN AND

Visited a food
market/brewery/
distillery

Visited a visitor/
interpretation/centre

=

Visited a forest,
park or garden

c_u_l]t

€

&

Took a guided
tour

9
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