
Northern Ireland
Visitor Journey Mapping

Planning the trip

Where are they staying?

What are they doing?

Post-trip

How do they rate the experience?

59%
OF OVERSEAS LEISURE 
VISITORS WERE ON 
THEIR FIRST TRIP TO NI

52%

OF VISITORS SAID THEIR 
ACCOMMODATION WAS A KEY PART 

OF THEIR HOLIDAY EXPERIENCE

75%

OF VISITORS AGREED THAT NI 
OFFERS A UNIQUE AND DISTINCTIVE 

HOLIDAY EXPERIENCE

TOP PLANNING SOURCES

58% INTERNET SEARCHES

36% GUIDE BOOKS

43% PERSONAL 
RECOMMENDATIONS

35% TOURIST BOARD 
WEBSITES

THE COST OF TRAVELLING 
TO NORTHERN IRELAND 
REMAINS A POTENTIAL 
BARRIER FOR VISITORS

OF OVERSEAS VISITORS 
CAME TO NI VIA THE 

REPUBLIC OF IRELAND 
(98% OF WHICH HAD 

PLANNED TO DO SO IN 
ADVANCE)

55%

58%

33% 18%

FRIENDS 
& FAMILY

SELF 
CATERING

11%

THE PEOPLE ASPECT OF 
THE ACCOMMODATION 
OFFERING IS STRONG WITH 
69% OF VISITORS RATING  
THE STAFF AS EXCELLENT 
OR VERY GOOD

69%
VISITING CASTLES / HISTORIC 

PROPERTIES, VISITING PUBS AND 
HIKING WERE THE TOP ACTIVITIES

MANY VISITORS 
ARE UNAWARE OF 

FOOD PROVENANCE 
IN RESTAURANTS

LACK OF THINGS TO 
DO IN THE EVENINGS 
AND ON SUNDAYS 
REMAINS A PAIN 
POINT FOR MANY 
VISITORS

The visitor journey reflects how the visitor behaves and 
feels at different stages of travel through a destination. 
Using NITB’s Visitor Attitude Survey, we consider the 
Northern Ireland visitor experience through the eyes of 
our domestic and overseas leisure visitors.

7 IN 10
RATE THE SERVICE IN EATERIES 

AS EXCELLENT OR VERY GOOD

THE EATING OUT EXPERIENCE HAS 
NOTABLY IMPROVED OVER THE PAST 

4 YEARS BUT NOT ALL ASPECTS MEET 
VISITOR EXPECTATIONS

CONSUMERS CONTINUE 
TO EXPECT VALUE FOR 

MONEY AT EVERY STAGE 
OF THE VISITOR JOURNEY

£££

4.5 OUT OF 5
HOW VISITORS RATED 

THEIR OVERALL NI 
EXPERIENCE

VISITORS COMMENTED TIME AND TIME AGAIN 
ON THE PEOPLE THEY ENCOUNTERED AND 
THE FRIENDLY WELCOME THEY RECEIVED

BUT JUST 47% OF 
VISITORS SAID THAT 
NI HAD A COMPETITIVE 
ADVANTAGE COMPARED 
TO OTHER DESTINATIONS95% OF VISITORS WOULD 

RECOMMEND NI TO THEIR 
FAMILY & FRIENDS

THOSE SURVEYED STAYED IN:



Exceeded 
expectations
(Scores of 5 out 
of 5)

Minimum 
standards
(Scores of 3 out 
of 5)

Planning Eating Out Out & About ExperiencingSleeping
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Key touchpoints in the NI visitor journey
Visitor expectations - the stated importance of the 
touchpoints to the visitor

Opportunity to add value

Expectations are being exceeded

Hygiene factor is not being met

Benchmark - performance of nearby competitors

The Northern Ireland tourism experience consists of interconnected touchpoints, which together 
contribute to a visitor’s overall feelings about their trip. Taken in isolation, we can identify where there 
are opportunities to add value and where there is need for improvement. Importantly, if failure points 
occur with individual touchpoints, the total visitor experience can be jeopardised no matter how strong  
the peak experience(s) may be.


