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What is the Visitor Attitudes Survey?

A survey of overseas holidaymakers to Ireland to:

• Investigate the main motivations for visiting Ireland and the key factors 

influencing the decision to holiday here

• Evaluate satisfaction with key aspects of Irish tourism

• Measure the fit between expectations and the reality of the Irish holiday 

experience

• Discover the perceived advantages and disadvantages of Ireland as a holiday 

destination

• Understand the information gathering process involved in choosing Ireland and 

planning the trip
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How is the Survey Undertaken?

• The survey is carried out on behalf of Fáilte Ireland by Millward Brown 

Lansdowne.  Interviewing takes place at all air and sea departure points.

• Respondents must be holidaymakers whose main purpose in visiting 

Ireland is for a holiday.

• Irish born visitors, both respondent and others in their travelling party are 

excluded.

• Respondents must have spent at least one overnight in Ireland.

• Those who qualify are given a self-completion questionnaire to fill out and 

return in a reply paid envelope. Questionnaires are provided in English, 

French, German, Italian, Spanish and Dutch.

• The survey was carried out over May-October 2010.

• 11,142 questionnaires were placed with qualifying respondents.

• 4,816 were completed and returned.

• Response rate –42%.
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1. Holiday Type & Information Sources
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Base: All Respondents

Type of Holiday

2006

%

2007

%

2008

%

2009

%

2010

%

City Break 14 19 19 20 13

Predominantly city/urban based 6 5 7 8 8

Predominantly countryside 41 37 34 33 33

City/Urban & Countryside 37 37 39 39 45

Dublin 88 82 90 94 90

Cork 9 14 8 6 10

Galway 5 18 5 5 7

Limerick 4 11 6 2 4

Other City 2 9 6 4 4
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Base: All Respondents

Information Sources that

Influenced Choice of Ireland 

2006

%

2007

%

2008

%

2009

%

2010

%

Friends/relatives/business associates 42 47 50 51 52

Internet 32 47 48 48 48

Guide books 18 29 28 24 28

Films 10 15 18 18 20

Other brochures/promotional  literature on Ireland 18 20 19 17 20

Articles in newspapers/magazines 13 17 16 17 17

Travel Agent/Tour Operator 7 11 15 13 15

Travel programme on TV/radio 8 12 14 12 14

Irish Tourist Board literature 10 14 14 14 13

Advertising for Ireland 8 11 11 10 11
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Base: All Respondents

Important Information Sources in Planning

the Holiday in Ireland

2006

%

2007

%

2008

%

2009

%

2010

%

Internet 56 64 67 67 68

Guide books 40 48 47 46 50

Friends/relatives/business associates 29 37 39 40 40

Other brochures/promotional  literature on Ireland 26 27 26 24 27

Travel Agent/Tour Operator 17 20 22 21 24

Irish Tourist Board literature 18 23 22 22 23

Articles in newspapers/magazines 10 14 13 13 14
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For Choosing Holiday For Planning Holiday

2008

%

2009

%

2010

%

2008

%

2009

%

2010

%

www.tourismireland.com 22 18 24 27 21 26

www.discoverireland.com 33 32 36 41 39 45

User generated content from sites 

such as Blogs or trip advisor
34 33 37 40 38 42

Base: All Using Internet for Choosing/Planning Holiday

Internet Sites Accessed
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2. Holiday Considerations ïImportance & Satisfaction
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2006

%

2007

%

2008

%

2009

%

2010

%

Friendliness/Hospitality/Pace of Life

Friendly, hospitable people 91 91 91 90 92

Easy, relaxed pace of life 82 75 75 71 74

Environment

Beautiful scenery 90 89 88 89 91

Natural, unspoilt environment 85 83 80 80 84

Good range of natural attractions 85 80 80 80 82

Attractive cities/towns 74 70 73 74 74

Value/price

Good all round value for money 72 69 71 75 74

Reasonably priced accommodation 73 66 70 73 73

Competitively priced air and sea fares 66 59 65 71 67

Importance of Factors in Considering Ireland

for a Holiday (I) ïVery Important

Base: All Respondents Giving a Rating
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2006

%

2007

%

2008

%

2009

%

2010

%

Products and Other Destination Features

Plenty of things to see and do n/a 80 82 82 85

Safe and secure destination 88 82 85 83 85

Interesting history/culture 77 77 78 78 80

A new destination to discover n/a 72 73 73 75

Good range of historical/cultural attractions 73 71 71 71 73

Suitable for touring 75 72 71 68 72

Easy to travel around the country/

good transport infrastructure
n/a n/a 70 70 72

Range of good quality accommodation 68 67 67 67 68

Opportunity to meet/mix with local people n/a 59 64 65 65

Easy to get to 64 62 63 67 65

A variety of high quality food n/a n/a 61 57 57

Good evening entertainment/nightlife 42 n/a n/a 44 40

Opportunities for outdoor activities 47 39 40 36 38

Festivals and cultural events n/a n/a n/a 33 30

Importance of Factors in Considering Ireland

for a Holiday (II) ïVery Important

Base: All Respondents Giving a Rating
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Base: All Respondents Giving a Rating

Rating of Ireland on Destination Issues (I)

ïVery Satisfied

2006

%

2007

%

2008

%

2009

%

2010

%

Friendliness/Hospitality/Pace of Life

Friendly, hospitable people 93 93 93 94 95

Easy, relaxed pace of life 89 86 87 88 88

Environment

Beautiful scenery 96 94 94 95 96

Natural, unspoilt environment 89 87 87 87 90

Good range of natural attractions 87 83 86 85 88

Nature/wildwife/flora 88 85 86 85 88

Attractive cities/towns 81 79 80 79 82

Litter free/pollution free 71 69 73 70 71

Value/price

Competitively priced air and sea fares 61 57 61 69 66

Good all round value for money 59 57 52 49 56
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2006

%

2007

%

2008

%

2009

%

2010

%

Products and Other Destination Features

Safe and secure destination 90 88 90 89 90

Interesting history/culture 84 85 86 85 87

Suitable for touring 83 79 81 79 82

Easy to get to 74 74 78 82 79

Range of good quality accommodation 76 76 78 77 78

Opportunities for outdoor activities 62 64 63 61 61

Rating of Ireland on Destination Issues (II)

ïVery Satisfied

Base: All Respondents Giving a Rating
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2006

%

2007

%

2008

%

2009

%

2010

%

Good all round value for money 14 16 17 21 13

Litter free/pollution free 11 11 10 9 8

Competitively priced air and sea fares 8 10 8 9 8

Easy to get to 6 7 6 4 5

Opportunities for outdoor activities 5 5 4 4 4

Country suitable for touring 3 5 3 3 3

Range of good quality accommodation 4 4 4 4 2

Attractive cities and towns 3 4 4 3 2

Rating of Ireland on Destination

Issues ïDissatisfied

Base: All Respondents Giving a Rating
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Agreement with Statements about Ireland - I

Base: All Giving an Opinion

62 65

52 51
56

51 47 49

63 65 69

22
22 21

33 33
30

28
31 29
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26 23

10
11 10 11 11 11

16 18 18
8 5 6

2 3 2 3 3 2 3 3 3 3 3 22 2 1 1 1 1 1 1 1 1 1
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1
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86% 86%
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92%

A new destination 

to discover

Provides 

opportunities to 

meet/ mix with 

local people

Has good evening 
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nightlife

Has plenty of 

things to do & see
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Agreement with Statements about Ireland - II

Base: All Giving an Opinion

36 39
33 33 35 31 26 30

49 47 49

34 32
33

35 32 33
33

34
32

34 35 35

19
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18
16 18 17 20

21 20

10 11 9
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11 11 10 11 13 13

5 6 53 3 4 5 5 5 6 4 2 2 2
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72% 68%
62%

85%

A unique holiday 

destination ï

cannot experience 

anywhere else

Easy to travel 

around / has a 

good transport 

infrastructure

Has a variety of 

high quality food

Ireland is a clean & 

environmentally 

green destination
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3. Ireland ïAdvantages & Disadvantages

Overall Opinion of Irish Holiday
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2006

%

2007

%

2008

%

2009

%

2010

%

The Irish people 39 38 39 40 41

The scenery 27 32 30 27 24

Culture/history 15 17 15 15 18

English speaking 15 11 12 10 11

Unspoilt environment 6 6 5 7 7

Drinks/pubs 4 9 5 7 7

Restful/relaxing 8 5 5 7 6

Access/easy to get to 10 6 8 6 6

Ancestral/family connections 3 6 4 5 5

Interesting towns/villages * * * 1 5

Small country/easy to see everything 2 1 3 4 3

Nature/ecology 2 2 2 1 3

Quiet roads/drive on same side 4 3 3 2 2

Good accommodation 4 3 2 2 2

Advantages ïMost Frequently Mentioned

Base: All Respondents (Excludes Don’t Know/No Opinion)
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2006

%

2007

%

2008

%

2009

%

2010

%

Weather 15 19 20 17 16

High cost of living 21 18 22 25 15

Bad roads 17 17 11 10 13

Food costs 5 2 6 7 6

Poor internal transport 5 4 6 6 6

Driving difficult 7 4 5 5 6

Poor signposting 7 7 6 4 4

Difficulty of access 4 3 3 2 4

Food quality 3 2 3 3 3

Other high costs –shops/souvenirs/entrance fees etc. 1 6 1 2 3

Accommodation costs 3 2 3 3 2

Drink costs 1 1 2 3 2

Litter/hygiene 3 2 2 1 2

Exchange rates 2 2 3 5 1

Disadvantages ïMost Frequently Mentioned

Base: All Respondents (Excludes Don’t Know/No Opinion)
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Overall Opinion of their Irish Holiday

Base: All Respondents

34 30 33 36

62 59 64 61 59

4 5 5 5 3
1 2 2 2 2

33

2006

%

2007

%

2008

%

2009

%

Exceeded

expectations

Matched

expectations

Did not live up
to expectations

No comment

2010

%
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2006

%

2007

%

2008

%

2009

%

2010

%

Expectations exceeded 33 34 30 33 36

The main reasons why exceeded

Irish people 46 40 42 44 44

Scenery 39 42 42 41 40

History/culture 7 9 9 11 12

Weather 9 7 6 8 11

Food quality/variety 8 7 5 5 9

Well kept countryside/no litter/neat/clean 6 2 4 5 6

Nature/Flora/Fauna 4 3 4 3 6

Activities –something for all 7 4 3 8 5

Good internal transport 2 2 5 7 5

Great place 6 8 7 6 5

Good accommodation 5 5 4 4 4

Relaxing/slow/easy going 5 4 5 5 3

Clean environment/no pollution 3 4 3 4 3

Expectations Exceeded ïThe reasons why
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4. Historical & Cultural Attractions
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45 42 45
37 40 37 38

47 46

46 43 45 44

43
43 44 42

40 41

9 9 11 9
16 14 16 16

11 10
2 1 2 2 3 3 3 3 2 11 1 1 1 * 1
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* 1 * 1
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40 39 42 39 41 40 40
51 50

48 47 47 45
43 43 43 44

39 40

11 11 12 11
16 12 13 13

9 8
2 2 2 2 3 2 3 2 1 1

1
1 * 1 * 1

38

**11

87% 87% 84% 83%

90%
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21 23 25 22 25
36 38

33 35

33
35 35 35

35
37

31 31
33

34

28
27 26

27
27

26
21 21

21
20

15
14 13 10

11
9 9 7 10 7

5 4 4 3 4 3 3 3 3 3

19

56%
60% 61%

68% 70%

Satisfaction with Admission Charges to 

Historical/Cultural Attractions
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art galleries Gardens
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%

2010

%



26.

45
39 42

23 25

45
44

47 45

35 35

11 9 12 11

26
27

2 2 2 2

13 10

4 3

42

* ** 1

89%
87%

60%

Satisfaction with Monuments/Historic Sites

Range Quality

Admission

charges

Very satisfied

Satisfied

Neither
Dissatisfied

Very dissatisfied

Base: All Respondents Giving a Rating

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%



27.

Satisfaction with Historic Houses/Castles

Very satisfied

Satisfied

Neither
Dissatisfied

Very dissatisfied

Base: All Respondents Giving a Rating

45
38 40

19 21

46 43
48 47

33
35

9 9 11 11

28
27

2 1 2 2

15
14

1 1
5 4

42

* 1

89%
87%

56%

Range Quality

Admission

charges

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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Satisfaction with Heritage/Interpretative 

Centres

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Base: All Respondents Giving a Rating

40 39 41

22 25

43
43 43 43

35
37

16 14 16 12

27
26

3 3 3
2

11
9

1
1 4 3

37

1 1

82% 84%

61%

Range Quality
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%
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Satisfaction with Museums/Art Galleries

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Base: All Respondents Giving a Rating

38 40 40 36 38

44 42
43 44

31 31

16 16 13 13

21 21

3 3 3 2
9 7

* 1 3 3

37

1 1

80% 83%

68%

Range Quality

Admission

charges
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%

2010

%

2009

%

2010

%

2009

%

2010

%
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Satisfaction with Gardens

Very satisfied

Satisfied

Neither

Dissatisfied

Very dissatisfied

Base: All Respondents Giving a Rating

46
51 50

33 35

40 41
39 40

33
34

11 10
9 8

21
20

2 1 1 1

10 7

* 1 3 3

47

* 1

88% 90%

70%
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%
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%
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%
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%
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%
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2006

%

2007

%

2008

%

2009

%

2010

%

Historic houses/castles 53 55 54 49 51

Monuments/historic sites 50 51 51 48 50

Gardens 37 37 38 37 36

Heritage/interpretative centres 28 31 30 28 30

Museums/art galleries 29 28 29 28 28

Visited any 66 68 68 62 62

None visited 34 32 32 38 38

Visited Historical/Cultural Attractions

Base: All Respondents
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Interest in Various Aspects of Irelandôs Sights or 

Culture

Base: All Respondents Giving a Rating

41

25

37

66

45

12

43

37

39

26

38

27

11

21

17

6

12

36

3

10

5

1

3

17

2

8

2

1

2

8

Historic Ireland

Very 
interested

%
Interested

%
Neither

%

Not
interested

%

Not at all 
interested

%

Christian Ireland

Celtic Ireland

Natural Ireland

Traditional Culture

Contemporary Culture

Historic Ireland

Historic houses/ 

towns, Heritage 

Centres, 

Museums, etc.

Christian 

Ireland

Churches, 

Abbeys, 

Monasteries, 

etc.

Celtic Ireland

Celtic sites, 

artifacts, 

language, myths 

& legends

Natural Ireland

Natural 

attractions, e.g. 

the Burren, Cliffs 

of Moher, etc.

Traditional 

Culture

Traditional 

music, song, 

dance, Irish 

language, etc.

Contemporary 

Culture

Performing arts, 

visual arts, 

crafts, film, 

literature, 

architecture, etc.
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5. Tourist Information Offices
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89%

43

6
4
1

46

91%

57

43

Tourist Information Offices ïUsage & 

Satisfaction ï2010

Usage

2010

%

Customer

service

2010

%

Quality of

information

2010

%

Very satisfied

Satisfied

Neither
Dissatisfied

Very dissatisfied

Base: All Respondents

Used a Tourist 

Information Office

Did not use 40

6
2

51

*

(40)

(60)

(52)

(38)

(5)
(3)

(2)

(48)

(41)

(4)
(5)

(2)

* 2009 in ( )

Base:  All Users of TIOs
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2008

(144)

%

2009

(129)

%

2010

(104)

%

Unhelpful/inexperienced staff 21 37 26

Not enough information available 24 14 17

Not enough detail in finding places 5 5 9

Information centres closed too early/not open 2 5 9

Gave wrong information 2 10 8

Poor quality maps 5 2 6

Information not available in different languages 2 4 5

Needed to do a lot of searching for information 6 - 4

Poor service for accommodation bookings 3 1 3

No/wrong information on local buses/trains 12 4 2

No free city maps 8 1 2

Have to pay for information/should be free 3 4 1

Better quality maps needed 7 1 1

Tourist Information Offices ïWhy Dissatisfied 

with Quality of Information

Base: All Dissatisfied with Quality of Information at TIO’s
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6. Activities
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2006

%

2007

%

2008

%

2009

%

2010

%

Any fishing 4 4 4 4 5

Freshwater n/a n/a 3 3 4

Sea n/a n/a 2 2 2

Hiking/cross country walking 24 24 26 27 31

Golf 6 6 5 5 5

Cycling 6 6 5 5 5

Equestrian pursuits 2 2 3 3 3

None of these 65 65 66 65 61

Activities Engaged in

Base: All Respondents
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30

54
47

58
63

58 56

38 39

57 59

47
53

28
37

39 32

30 31

36 37

33 32

13
8

15 9

3 4
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14
16

8 66
1 6

* 1 1 3

9
6

2 14 2 1 * * * 1 3 2 1 1
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2

Satisfaction with Quality of Activities
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%

2010

%

2009

%
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57
47 45
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32 32
23
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60 64

29

20
34

27

40
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3

Satisfaction with Price of Activities
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Incidence of Trips to Off-Shore Islands

Base: All Respondents

2008

%

2009

%

2010

%

Visited/day trip to

off-shore islands
16 16 18

Overnight stay on

off-shore islands
3 3 4



41.

7. Recommendation, Likelihood of Returning,

Perceptions of the Urban and Rural Environment
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2006

%

2007

%

2008

%

2009

%

2010

%

Yes, definitely 78 79 81 83 88

Yes, with reservations 20 19 17 15 10

No 1 2 1 1 *

Don’t know2 1 1 1 2

Why with reservations?

High prices 33 29 42 37 27

Weather 10 15 16 13 13

Roads/driving 11 14 8 6 9

Food/drink –high costs/poor quality 6 1 5 7 7

Dissatisfied with accommodation 7 6 4 5 5

Poor internal transport 3 5 2 2 4

Airport queues/security/delays 2 1 2 3 2

Litter/hygiene standards 4 4 1 1 1

Would Ireland Be Recommended to Others?

Base: All Respondents
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7 9 10 8

15 13
14 14 15

29
28

28 28 29

39 41 39 39 39

6 7 6 6 5
*

4 4 4 3 3

7

1*11

50% 48% 51% 52%

Likelihood of Returning for Another Holiday

Base: All Respondents

Definitely –I’ll be
back later this year

Definitely –I’ll be
back next year

Definitely –I’ll be back
in the next few years

I hope so –at some
time in the future

Probably not
Definitely not
Don’t know

2006

%

2007

%

2008

%

2009

%

2010

%

52%
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Perceptions of the Urban & Rural Environment -

2010

37

36

32

26

9

7

40

36

30

21

16

20

10

14

30

27

33

18

10

9

6

15

19

19

4

4

2

10

23

35

The streets in Irish cities are 
clean and litter-free

The streets in Irish cities are well-
provided with litter bins

Litter bins on Irish streets 
are emptied regularly

Irish streets are cleaner than the 
streets in my own country

Litter on Irish beaches 
is a real problem

The rural countryside in Ireland shows 
evidence of littering and/or dumping

Agree
a lot

%

Agree a
little

%
Neither

%

Disagree
a little

%

Disagree
a lot

%

*Last included in 2006.  Results for 2006 in ( )

Base: All Giving an Opinion

(35) (35) (9) (13) (8)

(36) (35) (13) (12) (5)

(5)(11)(28)(28)(29)

(26) (20) (27) (14) (13)

(22)(17)(31)(19)(12)

(9) (24) (17) (19) (31)
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8. Product Assessment ïQuality, Customer Service & Price
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48

27 24

45 44

43 42

52 54

44 43

7 6

15 16

8 9

3 2 5 5 2 21 2 1 1 1

47

1

Paid Serviced Accommodation ïQuality

Top grade

hotels

(5Î/4Î)
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grade hotels

(3Î/2 Î/1 Î)

Other serviced

accommodation

(Irish Homes/

B&Bôs/Guesthouses)

Very satisfied
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Neither
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Very dissatisfied

Base: All Using Relevant Service and Giving a Rating
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78%

88%
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%
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%
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%

2009

%
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%

2009

%
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56

33 33

54 55

37 34

49 49

37 35

6 6
15 14

7 7
3 3 3 3 2 21 1 1 0 1

53

1

Paid Serviced Accommodation ï

Customer Service
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hotels

(5Î/4Î)
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grade hotels

(3Î/2 Î/1 Î)

Other serviced

accommodation

(Irish Homes/

B&Bôs/Guesthouses)

Very satisfied

Satisfied

Neither
Dissatisfied

Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

90%

82%
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%
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%
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%
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%
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%

2009
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Paid Serviced Accommodation ïPrice

Top grade

hotels

(5Î/4Î)

Medium/other

grade hotels

(3Î/2 Î/1 Î)

Other serviced

accommodation

(Irish Homes/

B&Bôs/Guesthouses)

Very satisfied

Satisfied

Neither

Dissatisfied

Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

36

18
25 28

34

42

41

43

46 41
39

19

16

24

21
18

19

10 6
12

6
11

7
1 2 2 2 2

28

2

77%

70%
72%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%
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Self Catering Accommodation ïQuality

Rented/self

catering Hostel

Serviced

caravan/

camping site

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

53

24 25 22
32

41

34

48 49

44

42

9 7

16
19

24
18

4 4
7

4 10 5
2 5 3 0 3

44

2

87%

75%
74%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%
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51

33
40

33 35

38
30

42

39
43 39

11 13
19

18
18 20

4 4 5 3
4 4

1 1 0 1 2

45

1

Self Catering Accommodation ï

Customer Service

Rented/self

catering Hostel

Serviced

caravan/

camping site

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

82%

79%

74%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%
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Self Catering Accommodation ïPrice

Rented/self

catering Hostel

Serviced

caravan/

camping site

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

35
27

32

15 18

43 36

38
38

28
29

16 23

21
18

37
25

7
5

12 8
16

23

2 2 4 5 5

32

3

71% 70%

47%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%
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30 35 32

45
52

20 19
28 28

47
50 45 51

43
38

49 53

50 52

18
15 15 13

9 7

24 19
17 16

5 4 4 3 3 2 7 7
4 3* 1 1 1 1 1

28

1 1 1 2

Food in Various Outlets ïQuality

Very satisfied

Satisfied

Neither

Dissatisfied

Very dissatisfied

Food in

hotels

Food in

other

accommodation

High

quality

restaurants

Budget

restaurants

Pubs/

bar food

Base: All Using Relevant Service and Giving a Rating

80% 83%

90%

72%

80%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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Food in Various Outlets ïCustomer Service

Very satisfied

Satisfied

Neither

Dissatisfied

Very dissatisfied

Food in

hotels

Food in

other

accommodation

High

quality

restaurants

Budget

restaurants

Pubs/

bar food

Base: All Using Relevant Service and Giving a Rating

41 44 43
49 51

29 26
35 35

46
42

42 44
40 39

47 51

48 50

13 13 11 10 8 7

18 19
14 12

4 3 3 1 3 5 4 2 21 1 1

36

2
***1 1 * 1

83% 87%
91%

76%

86%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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Food in Various Outlets ïPrice

Very satisfied

Satisfied

Neither

Dissatisfied

Very dissatisfied

Food in

hotels

%

Food in

other

accommodation

%

High

quality

restaurants

%

Budget

restaurants

%

Pubs/

bar food

%

Alcoholic

drinks

%

Base: All Using Relevant Service and Giving a Rating

22 24
32

20
26

11 15 15
20

5
12

34

40 39

40

31

34

34

40 37

40

23

31

29

23 24

19

26

23

29

24 26

25

29

29

17
10 6

16
13

20
16 17

12

28

20

5 2 2 7 4 6 4 5 2
15

9

15

13

4

62%

72%

60% 56% 61%
43%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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36
42 46

62 65

43
48

30 33
38 42

35 34

48 46
41

39

32 29

44
41

44 42

47 42

43
52

10 12 13 11
4 5

11 8

17 14

12 12

11

8

4 5 2 2 1 2 2
8 8

3 2
5

4
2 1 2 2

1 1 6 2

36

* ***
11

2

Internal Transport ïQuality

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Intercity

bus

Intercity

rail

Coach

tours

overnight

Day coach

tours

Car

hire Taxi

Internal

flights

82%

85%

94%

89%

76%

84% 85%

Base: All Using Relevant Service and Giving a Rating

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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Internal Transport ïCustomer Service 

Very satisfied

Satisfied

Neither

Dissatisfied
Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

39 36
41

67 71

50 53

27
34

47 47
37

29

43 39 42
37

26
24

38 35

40
37

37 38

37
47

15 16 17 18

4 4
8 9

20
17

12 11

16 12

4 4 4 2 2 3 3

9 9
2 3

4 7

2 * 5 3 2 2
6 5

36

1
*1*

22
2

Intercity

bus

Intercity

rail

Coach

tours

overnight

Day coach

tours

Car

hire Taxi

Internal

flights

78% 78%

95%

88%

71%

85%

76%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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Internal Transport ïPrice

Very satisfied

Satisfied

Neither

Dissatisfied

Very dissatisfied

Base: All Using Relevant Service and Giving a Rating

30 30 33
41

47

26
31

16 19 19
25 28 27

40
41 37

38

40
37

43
42

34
33 35

32
33 38

21 18
18

16

15 12

22
20

25 25 25
30

28 16

8 8
11 9

2 8 5

18 15 14
9 6

17

3 1 7 7 7 5 5 2

28

2
212

33
5

Intercity

bus

Intercity

rail

Coach

tours

overnight

Day coach

tours

Car

hire Taxi

Internal

flights

71%
72%

84%

73%

53%
57%

65%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%

2009

%

2010

%
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9. Summary Charts
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Britain %

Irish People 42

Scenery 16

English speaking 14

Easy to get to 12

Culture/history 11

Restful/relaxing 9

Ancestry 8

41

24

18

11

7

7

6

Mainland Europe %

Irish People 38

Scenery 28

Culture/history 16

Unspoilt environment 12

Drink/pubs 8

Restful/relaxing 8

Nature/ecology 7

Irelandôs Advantages vis-à-vis 

Other Destinations - 2010

All Holidaymakers

%

Base: All Respondents (excluding don’t know)

Irish people

Scenery

Culture/history

English speaking

Restful/relaxing

Unspoilt environment

Drink/pubs

North America %

Irish people 42

Scenery 23

Culture/history 22

English speaking 17

Interesting towns/ villages 7

Ancestry/genealogy 6

Drink/ pubs 5

Advantages Spontaneously Identified
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15

13

6

6

6

4

Britain %

Cost of living 29

Food costs 12

Bad roads 9

Drink costs 6

Poor exchange rate 4

Internal transport 2

Mainland Europe %

Cost of living 15

Bad roads 13

Internal transport 8

Food costs 7

Driving difficult 6

Food quality 5

Irelandôs Disadvantages vis-à-vis

Other Destinations - 2010

All Holidaymakers

%

Base: All Respondents (excluding don’t know)

Cost of living

Bad roads

Foods costs

Internal transport

Driving difficult

Poor signposting

North America %

Bad roads 17

Driving difficult 10

Cost of living 8

Signposting 7

Internal transport 5

Poor exchange rate 1

Disadvantages Spontaneously Identified
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Britain %

Friendly people 92

Safe & secure 85

Value for money 82

Beautiful scenery 82

Competitively priced 

access
81

Plenty to see and do 81

92

91

85

85

84

82

The Top Destination Issues - 2010

All Holidaymakers

%

Base: All Respondents giving a rating

Friendly people

Beautiful scenery

Safe & secure

Plenty to see & do

Unspoilt
environment

Range of natural
attractions

North America %

Beautiful scenery 96

Friendly people 95

Safe & secure 94

Plenty to see & do 92

History & culture 91

Suitable for touring 89

Important in Considering Ireland ïTop Box Scores 2010*

Mainland Europe %

Beautiful scenery 92

Friendly people 89

Unspoilt environment 85

Range of natural 

attractions
82

Plenty to see and do 81

Safe & secure 76

*Rated very important (5) or important (4) on five point scale
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North America %

Beautiful scenery 99

Friendly people 97

Safe & secure 97

Culture/history 95

Unspoilt environment 95

Range of natural attractions 93

Britain %

Friendly people 95

Beautiful scenery 95

Relaxed pace 92

Unspoilt environment 89

Safe & secure 87

Easy to get to 84

Mainland Europe %

Beautiful scenery 96

Friendly people 94

Nature/wildlife/flora 90

Unspoilt environment 87

Safe & secure 87

Range of natural 

attractions
86

96

95

90

90

88

88

What Earned the Highest Satisfaction?

All Holidaymakers

%

Base: All Respondents Giving a Rating

Beautiful scenery

Friendly people

Safe & secure

Relaxed pace

Unspoilt environment

Range of
natural attractions

Rating of Experience ïTop Box Scores 2010*

*Rated very satisfied(5) or satisfied(4) on five point scale
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Irelandôs Unique Selling Points and Their 

Importance as Destination Features

91% 91% 90% 92%91%

2006 2007 2008 2009 2010

Base: All Respondents  Giving a Rating –Top Box Scores*

*Rated very important (5) or important (4) on five point scale

Friendly, Hospitable People

89% 88% 89% 91%90%

2006 2007 2008 2009 2010

Beautiful Scenery

83% 80% 80% 84%85%

2006 2007 2008 2009 2010

Natural, Unspoilt Environment

75% 75% 71% 74%
82%

2006 2007 2008 2009 2010

Easy and Relaxed Pace of Life
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%

North America 90

Mainland Europe 89

Germany 90

France 88

Britain 83%

Britain 14

Mainland Europe 10

France 10

Germany 8

North America 8

10
2

88

-

%

Would Ireland to be Recommended? ï2010 

Base: All Respondents

Yes, with
reservations

No
Don’t know

Yes,
definitely



65.

44

50

18

55

49

31

53

48

29

The Principal Information and Planning Sources 

by Market Area 2010

Information

%

Base: All Respondents

Friends/relatives/
business associates

Internet

Guide books

Planning

%

33

63

28

50

75

63

34

67

51

Britain

North America

Mainland Europe
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50

60

70

80

90

100

50 55 60 65 70 75 80 85 90 95 100

Strategic Improvements Matrix 2010

Importance Versus Satisfaction

FOCUS

MAINTAIN

SATISFACTION

IM
P

O
R

T
A

N
C

E

IMPROVE

MONITOR

Fares

Unspoilt

Scenery

Safe

Cities/Towns

People

Pace
History/culture

Easy to get to

Quality Accommodation

Natural Attractions

Outdoor activities

Value

Touring


