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Getting ready  to Re-open
Industry Webinar  Series
March 2021 

…

• Review of  Assets and Support

• Review of Key Domestic Market Segments

• Your Domestic Marketing Plan 2021- Key to 

Recovery

• Domestic Strategy/Webinars

• Market Segment Videos

• Action Plan Template

• Consumer Sentiment Surveys 

• Market Insights 

• Industry e-zine

• Experience Development Programme

• Local Council Business/Marketing Support 
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“I know what, I like and I 
like what I know.” 

“Breaks are important 
but you have to be 
sensible with your 
decisions.” 

“It’s all about connecting 
with the kids – proper  
family time and 
experiences.” 

“I’m passionate about 
travel. There is so much 
to discover and 
experience.”  

“There is nothing better 
than staying in a 
beautiful place being 
surrounded by beauty.”

“You gotta get out there 
and see what’s 
happening, get to the 
heart and buzz of it.” 
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Most likely 35-44, 
even social class 
split, have younger 
children (under 16)

Demographics

£1,360

Estimated 
annual spend

Strong family 
focus

Planners – do a 
lot of research

Activities very 
important (all 
types, variety of 
interests)

Pay attention to 
price, seeking 
value

Need activities to 
suit children, as 
well as the whole 
family

Consider themselves 
bargain hunters but 
not afraid to pay for 
quality (if worth it)

Older (av. age 55) 
more likely to be 
male, ABC1, 
older kids 

Demographics

£1,238

Estimated 
annual spend

Quality of 
accommodation 
important

Nature lovers, 
enjoy the 
outdoors

Preference 
for gentle 
activities

Sustainability 
important

Enjoy planning 
and like to have 
clear itineraries

Short breaks 
important part 
of their lives
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Youngest segment with 29% aged 
18-24yrs and 26% aged 25-34yrs. 
Least likely to have children. More 
likely to be female, slight C2DE bias.

Demographics

£1,006

Estimated 
annual spend

Buzz and 
atmosphere 
seekers

Short breaks 
important 
part of life

Seeking 
nightlife, 
great pubs etc.

Want to broaden 
the mind

More likely to 
use AirBnB

Connectivity 
very important 
(Wifi, 4G)

Getting a good deal and engaging in activities 
deemed more important than finding great 
accommodation
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• Tourism NI Campaign
• Council  local campaigns
• Consumer research will inform Marketing tactics
• Epic Fun without the epic track
• Warmth of Welcome, get away from it all, world class food and 

drink, beauty of landscapes, immersive experiences 
• Safety focus “Good to Go” industry standard
• Create the best prospects for immediate bookings


