
A Demand Side Perspective: 
Testing Tourism Concepts

CAEMAN WALL

November 2018

https://www.google.ie/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwi2qJLLzuDeAhUEe8AKHXkWA9IQjRx6BAgBEAU&url=https://www.ul.ie/business/8th_annual_tourism_conference&psig=AOvVaw3NzD9L1XIDjV3Lmt5LvKxf&ust=1542722306240375


Background – The Business Challenge

Which concepts to 
prioritise?

Add consumer 
insight 

More depth on visitor 
experience concepts 

Product Development -
Innovation

Interactive Management 
Tool 5 individual markets tested

Over 21,000 responses

Contextualise against 
benchmarks 
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Innovation Screener …….What is it?

• Online consumer testing methodology - test consumer reaction 

before further development of idea/concept 

• Respondents (potential holidaymakers) review a tourism 
concept and test it under a number of criteria

• Consideration as a holiday choice (in next 3 years) primary 
test - taking into account cultural and market norms

• Developmental Tool: Whole host of diagnostic tools that 
provide a understanding as to why an experience performed 
well, or indeed under performed

• Inform decision making: identifying whether this concept/ 
experience will motivate travel

It’s a methodology 
utilised by FMCG 
companies for their 
New Product 
Development and 
modified for tourism 
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CONCEPT STIMULUS: TIERED APPROACH 

EXPERIENCE BRANDS

PRODUCT ORIENTATED HOLIDAYS 
(Walking, Cycling, Angling, Golf, Adventure)

ATTRACTIONS
(e.g Rock of Cashel; Skellig Michael)

FESTIVALS & EVENTS

ACTIVITIES
(e.g. Coastal Walks; National Parks; Aran Islands)

1. Walks
2. Cycling
3. Water based
4. Experiences in nature

1. Iconic Historic
2. Immersive Heritage
3. Family Friendly
4. Cultural Experiences
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28 Benchmarks  [5 Irish, 23 Intl]
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Analytical Framework 
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Overall Findings
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GRIDPLOT: - Consideration index vs. main reason to visit
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Products drawing broad scale appeal in terms 
of attraction to consider a holiday in Ireland 
coupled with the fact that this is a primary 
driver to visit

Has broad appeal but not the primary driver. 
Attractive in a supplementary role

Appeal for proportion of population. Amongst 
those that are interested these concepts are 
primary drivers for visits.  

Ideas that relative to all other concepts do 
not resonate with consumers, as written. 

Expectation 
that only a 

few 
concepts will 

be Stars

Overall Findings & Grid Plots – Concept Mapping
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GRIDPLOT: Overseas
Overseas
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GRIDPLOT: Overseas Concept Insights  
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GRIDPLOT: GB Concept Insights 
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GRIDPLOT: GB Concept Insights 
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GRIDPLOT: Ireland Concept Insights 
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GRIDPLOT: Ireland Concept Insights 
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Category Review 
 Brand Architecture holds true – Experience Brands are most 

important in driving holiday consideration and motivating travel
 Iconic historic and coastal boat trips with dramatic scenery drive 

travel
 Attractions generally perform well in motivating travel – especially 

iconic historic, others have more niche appeal  
 Activities hold a strong supporting role - mass market appeal for 

consideration
o Activities are a means to engage with landscape
o Cycling has niche appeal & watersports and ‘adrenaline’ are for 

the select few

Exec Summary – Key Takeaways 
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General Overview 

 Close proximity and presence of a similar product domestically 

reduces the level of consideration to a concept 

 The top performing concepts overall centre overwhelmingly on 

landscape: consumers have an emotional and romantic 

attachment to engaging in Ireland’s natural beauty 

[Maritime coastal experiences have a consistently strong appeal]

 Iconic Historic experiences set Ireland apart

 Experiences in Nature and those that involve walking as means 

of experience the landscape are top performing of all activities  

Exec Summary – Key Takeaways 
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