GOING FOR GROWTH IN A MATURE MARKET:
a game changing strategy for Irish tourism in
Britain
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The holiday Purchase
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> The GB market

& our analysis — the evidence!

> The game-changing strategy

> Measuring success




We are Mainly Competing

With GB and Its regions

>Destinations Considered similar to Ireland
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- Q. Thinking about holiday destinations how different or similar would you considerireland to be to
Other _ L' ¥'Sl the following destinations, using a scale from 1 to 5 where 1 is very different and 5 is very similar?




Importance of Motivation
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Importance of Motivation
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CORE REQUIREMENTS
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There are other places I'd rather go

I would prefer to go somewhere with a sunnier climate
I expect it to be too expensive

Just never thought of it as a possibility

Nothing there that attracts me

1 would be concerned over my personal safety

It's too much hassle to get to

I don't know enough about the place

It is not different enough to home

Its recent history makes it an uncomfortable holiday destination for me
There is not enough to see & do

I have been before don't want to return

Not suitable for my children

people are not welcoming

It is too much bother to convert Sterling into Euro

m ROI
m NI
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> The destination brand
> Our target consumer
> Communications

> Product development

> Delivering value
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GEOGRAPHICAL HOLIDAY TYPE/ NEEDS & EXPERIENTIAL

BEHAVIOURAL VALUES
Where could | What type of What are my What kind of
go? holiday do | deeper holiday experience do |

want? needs? want?




GLOBAL ‘UMBRELLA’ MASTERBRAND

Values Ireland Delivers: Authenticity, Stimulation, Engaging
People, Diverse Experiences

THE ISLAND OF IRELAND
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VIBE OF THE CITY

AWAKENING THE SENSES

LIVING HISTORICAL STORIES
EXPERIENTIAL

PILLARS
CONNECTED TO NATURE

What kind of

experience . _

the visitor CONNECTING WITH THE PEOPLE OF IRELAND

want?




GLOBAL UMBRELLA MASTERBRAND

Values Ireland Delivers: Authenticity, Stimulation, Engaging
People, Diverse Experiences

THE ISLAND OF IRELAND

Awakening the
Living Historical

Senses

Connecting with the
People of Ireland
The Vibe of the City

L J

GEOGRAPHY

@ Getting Active in

TYPE OF HOLIDAY



SOCIAL ENERGISERS

CURIOUSLY CULTURAL

TOP TENNERS

NATURE LOVERS

EASYGOING SOCIALISER




a SOCIAL ENERGISERS

Q CURIOUSLY CULTURAL

e GREAT ESCAPERS

For people who are seeking fun and excitement,
Dublin & Belfast not only deliver an iconic night
time experience, but also an extraordinary day

time experience because of the opportunities
for adventure inside the city and close by.

For people who want to discover culture for
themselves, Ireland delivers a rich depth and
varied set of experiences that bring history and
culture to life and are within easy reach one from
the other

For explorers who want to immerse themselves
in a combination of outstanding natural

phenomena and unrivalled historical sites, it
couldn’t be easier or more accessible than in
Ireland




@ Develop a highly targeted communications strategy, including media
and messaging, focused on the specific segments & propositions
communicating the relevant experiences by segment

@ Develop a creative strategy that will ‘jolt’ each segment from
consideration to conversion. A new creative approach need to be
developed against the amended propositions for each segment.

— The current campaign is not converting non visitors to travel

— The Jump into Ireland’ line resonates with Social Energisers, is
understood but not appreciated by the other two .

@ The communication channel targeting will now be highly tailored to the
new segments with an increased focus on content dissemination and
interaction.




Brand IRELAND HOLIDAY BRAND

Consumer
Segmentation

DISTINCTIVE EXPERIENCES BY SEGMENT
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> The GB market — context and performance
> Our analysis

> The game-changing strategy

&/ Measuring success — transparency!




GB arrivals in Island of Ireland
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GB arrivals in Island of Ireland
% growth
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) Gaining share from ‘domestic’ competitors
> Sharper focus on tighter consumer segments

> From ‘product development’ to ‘experience

development’

> Singular focus on delivering ‘value’




Thank you




