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1. Headline Findings 

Background to the Tourism Barometer 

The Fáilte Ireland Tourism Barometer is a survey of tourism businesses designed to 
provide insight into tourism performance for the year to date and prospects for the 

remainder of the year / for the following year. 

We received 467 responses to an online survey with tourism businesses between 26th 
November and 17th December 2012 and conducted 100 top-up telephone interviews. We 
also conducted eight depth interviews with senior industry executives. More details on the 

methodology can be viewed in appendix 1. 
  

Business Sentiment Index 

 2007 2008 2009 2010 2011 2012 

Up 45 14 15 28 39 48 

Same 24 18 11 25 31 26 

Down 31 68 74 47 30 26 

Base: Accommodation Providers (weighted to available rooms) 

1.1 The Business Sentiment Index shows that sentiment in the industry continued 
to increase in 2012 – a vast improvement since the low point in 2008 / 2009.   

 

Strong visitor numbers in 2012 for paid serviced accommodation 

1.2 Just over half (52%) of respondents1 in the paid serviced accommodation 
sector report an increase in visitor volumes in 2012 compared to 2011. One 
quarter (25%) report a decrease. 

1.3 This positive result is mostly due to the strong performance in terms of visitor 
numbers of the hotel sector and a reasonable performance among 
guesthouses. Over half (57%) of hotels and about two in five (41%) 
guesthouses report increased visitors; but this compares to a minority (21%) 
of B&Bs reporting increased visitors.  

 

Encouraging improvement in hotels’ average room yields 

1.4 Just short of half (45%) of hotels report an increased average room yield in 
2012, compared to a much lower proportion (26%) reporting a decrease. This 

                                                
 
 
1
 weighted by available bedrooms in the sector 
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is an encouraging change from this time last year, when 45% were reporting a 
decrease in 2011 room yields vs 2010. 

 

Profitability down in every sector except hotels 

1.5 Whilst visitor numbers portray a positive picture of the industry in 2012, 
profitability figures show that 2012 has been another very challenging year for 
all sectors except hotels. Many operators talk of room rates being under a lot 
of pressure from low-priced competition, whilst at the other end of the profit 
margin, operating costs are escalating. 

 

Good domestic market for paid serviced accommodation 

1.6 A good year for the paid serviced accommodation sector is largely due to 
good domestic visitor levels. About two in five (41%) report increased 
domestic visitors compared to 2011. 

1.7 As with the overall figures however, results vary greatly by sector. Just under 
half (45%) of hotels have seen increased domestic visitor numbers in 2012, 
but half (50%) of B&Bs have experienced a decrease. 

 

USA showing strength in overseas visitor market 

1.8 About two in five (39%) weighted PSA respondents have experienced 
increased overseas visitors in 2012; this increase largely comes from the US 
market.  

1.9 Other key overseas markets France and Germany however are unchanged or 
down slightly this year. Many operators are particularly affected by the decline 
of the British market and are very keen for it to return to its former levels. 

 

Optimistic outlook for 2013 

1.10 Every sector expects 2013 to be much better than 2012. There is quite a 
strong sentiment in the industry that the tourism market has now ‘bottomed 
out’ and will pick up next year. Of overall respondents, about two in five (41%) 
expect increased visitor numbers in 2013, and a similar proportion (39%) 
expect the same level. 

1.11 2013 is the year of ‘The Gathering’ and about half (48%) of operators state 
this as a positive factor likely to affect their business. 

 

Fuel & energy costs and the economy – the most common concerns 

1.12 About three in four (76%) respondents say that ‘fuel and energy’ costs are an 
issue of concern for 2013 and comments support this.  

1.13 This is equalled by ‘state of the global economy’ (76%), although there are 
some positive signs of an upturn from the American market in particular. 
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2.  Qualitative Findings 

We have conducted eight depth interviews with industry leaders (see appendix 1, 
para. 11.11 for more details). The main findings from these interviews are discussed 
below. 

 

The market has ‘bottomed out’ 

2.1 The general consensus is that 2012 has been another very challenging year, 
particularly in the beginning, but the tourism market appears to be on the up 
again. There is optimism that 2013 will be better than 2012, albeit recovery will 
probably be very gradual. 

“The summer was appalling because of bad weather, but we finished the year 
fairly happy and feeling quite positive for 2013 because of bookings coming in” 

“No-one is expecting huge levels of growth in 2013 but there is a level of 
optimism” 

 

B&B sector has lost significant market share to the hotel sector 

2.2 2012 has been another very difficult year for the B&B sector. The main reason 
is thought to be that B&Bs are continuing to compete against hotels because 
of the reduction in hotel rates, and consequently they have lost market share. 

  

US market is a key source of optimism 

2.3 The US market performed very well in 2012, partly due to the Notre Dame vs 
Navy American football match at the end of the summer which brought in tens 
of thousands of American visitors. 

2.4 There is much evidence that the US market will be strong again in 2013, both 
in leisure tourism and business tourism. Increased air capacity such as extra 
flights into Shannon airport and an extra daily flight from Boston should help. 

“Demand from business travellers in the US market has been particularly 
robust” 

 

Great Britain and the cost of ferry access 

2.5 The British market under-performed again in 2012 and the key concern among 
industry leaders is that there are no clear signs of it changing in 2013. The 
British market is very important to Ireland, and its decline is hurting the 
industry. 

2.6 Key reasons for the decline in British visitors include Britain having its own 
economic problems and the cost of ferry access, or at least the perception of 
the cost. In previous years Ireland attracted large volumes of British visitors 
travelling by car, who would then travel round different parts of the country and 
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stay a long time spending money. Now that this is less common, visitor spend 
has been affected, and passing trade for B&Bs in particular, where some 
travellers would just turn up, has also been affected. 

2.7 Some respondents point out that advertised prices make the cost of ferry 
access between Britain and Ireland look expensive compared to access to 
mainland Europe, but when looking into the detail it isn’t necessarily the case. 

“That ferry access is expensive is more perception than truth. Some of the 
offers from Britain to France aren’t what they seem” 

 

Optimism surrounding the German market 

2.8 The German market appears to have recovered slightly in 2012 and there are 
expectations that 2013 will be a good year. 

“The Germans are suddenly going overseas again” 
 

Concerns over lack of product investment 

2.9 Operators’ priorities since the start of the financial crisis have been to survive. 
Unfortunately whilst many have survived, there has been very little money 
available to invest in the product. Whilst this can be tolerated in the short term, 
in the long term it will begin to affect the visitor experience and there are 
concerns about this. 

 

‘The Gathering’ – key opportunity for 2013 

2.10 ‘The Gathering’ is a key opportunity for 2013, especially for the B&B sector, 
where the product is felt to be a good match for the campaign. 

“The Gathering is the biggest opportunity for 2013. It’s a very good fit for the 
B&B product; it’s about the Irish welcome”    
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3. Visitor Volumes in 2012 

Overall visitor volumes in 2012 

 

25%

54%

41%

42%

39%

38%

20%

23%

25%

28%

19%

20%

19%

23%

52%

21%

31%

39%

41%

43%

57%

0% 20% 40% 60% 80% 100%

Paid serviced acc'm

B&Bs

Self catering

Attractions

Guesthouses

Hostels

Hotels

Q2 "How did the volume of your overall business in 

2012 compare with last year?"

Down on 2011 Same as 2011 Up on 2011

 
In all charts, ‘don’t know’ or ‘not applicable’ answers to the question have been excluded and the 
percentages re-based. Results are split by sector and ordered by proportion answering an increase in 
numbers (shown in green). 
 

In addition to the individual sector results, the last bar on each chart shows weighted results for the paid 
serviced accommodation sector; these figures have been derived from the hotel, guesthouse and B&B 
results, with weightings applied in accordance with each sector’s share of total bedrooms within paid 
serviced accommodation. 

 

Positive visitor numbers for the hotel sector 

3.1 Over half (57%) of hotels report increased visitor numbers in 2012 compared 
to 2011. The vast majority (88%) of hotel respondents refer to ‘own marketing’ 
as a positive factor likely to affect their business in 2013. 

“We received an award which is having a very positive effect on the marketing 
of the hotel” 

Hotel 

 

Base:545 
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Many sectors ‘staying afloat’ in 2012 

3.2 For many sectors, 2012 has been about survival in very challenging times, 
and operators are generally pleased if they have managed to maintain visitor 
levels. 

“There is a lot less home spend in Ireland ... three or four years ago people 
would think nothing of booking a weekend away, but now everyone seems to 

be watching their pennies as they don’t know what’s around the corner” 
Self-catering 

 

Another very challenging year for the B&B sector 

3.3 The majority (54%) of B&Bs have seen a decrease in visitor numbers in 2012. 
Low-priced competition from the hotel sector continues to put B&B operators 
under significant pressure. 

 

Domestic visitors 

 

22%

50%

48%

26%
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30%

17%
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37%
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38%
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38%
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Q3a "How did the volume of your overall business in 

2012 compare with 2011 from the Republic of Ireland?"

Down on 2011 Same as 2011 Up on 2011
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Domestic market – the strength behind the hotel sector performance 

3.4 A good year for the hotel sector is largely due to good domestic visitor levels. 
However, the results suggest that where hotels have benefited from increased 
domestic custom, guesthouses and B&Bs have lost out.  

 

Visitors from Northern Ireland 

 

28%

63%

55%

48%

53%

42%

22%

49%

29%

36%

42%

30%

40%

52%

23%
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17%
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Q3b "How did the volume of your overall business in 

2012 compare with 2011 from Northern Ireland?"

Down on 2011 Same as 2011 Up on 2011

 

 

Some recovery in hotel sector from Northern Ireland 

3.5 The hotel sector has seen some recovery in 2012 from the Northern Ireland 
market. All other sectors have seen significant declines in this market 
however. 

 

Base:479 
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Overseas visitors  

 

30%

49%

39%

33%
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33%
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31%

24%
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22%

7%

39%

27%
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0% 20% 40% 60% 80% 100%

Paid serviced acc'm

B&Bs

Self catering

Hostels

Hotels

Attractions

Guesthouses

Q3c "How did the volume of your overall business in 

2012 compare with 2011 from overseas?"

Down on 2011 Same as 2011 Up on 2011

 

 

Overseas markets slightly up overall 

3.6 Overseas visitor volumes are up in the majority of sectors, especially among 
guesthouses, where three in five (60%) report increased overseas visitors. 

3.7 The overall increase in overseas visitors in 2012 is closely linked with the 
increase in American visitors, discussed in detail later. 
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Visitors from Great Britain 

Charts now show the overseas visitor volumes by key individual markets, starting with 
Great Britain below. 

 

 

35%

56%

62%

46%

50%

31%

46%

41%

35%

25%

34%

29%

44%

26%

24%
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13%
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Q4a "How did the volume of your business in 2012 

compare with last year from Great Britain?"

Down on 2011 Same as 2011 Up on 2011

 

 

British market performance – hurting the industry 

3.8 The British market is a very important overseas market to the Irish tourism 
industry but it has been down for some time now, and 2012 has seen further 
decline. British tourist boards have been marketing the ‘staycation’ 
aggressively in an attempt to keep British people from holidaying abroad. 
Many operators are now keen to see that efforts by tourism marketing 
authorities return the British market to former levels. 

“England was our biggest market but now it’s dropped off and it needs to be 
dealt with” 
Hotel 

 

 

 

Base: 514 
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Visitors from France 
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33%
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Q4b "How did the volume of your business in 2012 

compare with last year from France?"

Down on 2011 Same as 2011 Up on 2011

 

 

French preferring to stay in guesthouses and hostels 

3.9 Results and comments throughout the barometers in 2012 have shown that 
guesthouses and hostels have been popular choices of accommodation for 
the French compared to other accommodation types. 

“I strongly disagree that there is a perception of poor value for money in 
Ireland. In my market we’re now seen as the best in the world” 

Hostel 

 

   
 

 

Base: 492 
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Visitors from Germany 
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German market by sector – similar to France 

3.10 Like with the French, the hostel and guesthouse accommodation offerings 
appear to be attractive to the German market. 

“Tourism Ireland’s advertising in Germany was highly recommended by guests 
from Germany” 

B&B 

3.11 Improved air access appears to have played a part in bringing German visitors 
to Ireland, with new routes now available. 

 “I had many German tourists last year as Ryan Air had flights into Knock. 
Previously these same tourists had only flights into Kerry, so hopefully that will 

continue for years to come” 
B&B 

  
 

  

Base: 495 



 
Fáilte Ireland 

Tourism Barometer – December 2012  

Strategic Marketing 
December 2012 

Page 13 of 28  
 

 
 

Visitors from USA 
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American market – excellent year for hotels 

3.12 The hotel sector has enjoyed an excellent year for American visitors. The 
Notre Dame vs Navy match which took place at the end of the summer gave 
the industry a very welcome boost at that time. 

3.13 Some hotels have been undertaking their own marketing in America, with 
good results. 

“We have been doing a lot of contract tours and promotions in the American 
market, so bookings there have shot up” 

Hotel 

 
 

 

Base: 499 
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4. Profitability 
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Q5 "How does your overall profitability this year 
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Profitability down in every sector except hotels 

4.1 Whilst visitor numbers portray a positive picture of the industry in 2012, 
profitability figures show that 2012 has been another very challenging year for 
all sectors except hotels. Many operators talk of room rates being under a lot 
of pressure from low-priced competition, whilst at the other end of the profit 
margin, operating costs are escalating. 

4.2 The B&B sector has endured another particularly difficult year, having to 
compete with hotels whilst being under pressure from rising operating costs at 
the same time. 

“We are competing against hotels offering B&B prices whilst we must cope 
with rising operating costs such as electricity and heating and maintain 

existing standards” 
B&B 

“I’ve been out-priced by hotels and costs keep increasing” 
Guesthouse 

 
 

Base: 525 
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5. Average Room Yield 

 

26% 29% 45%

0% 20% 40% 60% 80% 100%

Hotels

Q6 (HOTELS) "How did your average room yield in 2012 

compare with last year?"

Down on 2011 Same as 2011 Up on 2011

 
The above question has only been asked of hotel operators 
 

Profit margins seem to be returning for hotels 

5.1 Average room yields are up significantly in the hotel sector. The proportion 
reporting an increase in yield (45%) does not match the proportion reporting 
increased visitor volumes (57%), showing that increased visitors are still being 
won at the expense of reduced rates to some extent.  

5.2 Nevertheless, the sector is at least benefiting now from increased income, 
which was not the case early in 2012. 

Base: 105 



 
Fáilte Ireland 

Tourism Barometer – December 2012  

Strategic Marketing 
December 2012 

Page 16 of 28  
 

 
 

 

6. Expectations for 2013 

Overall expectations 
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Optimistic outlook for 2013 

6.1 Every sector expects 2013 to be better than 2012. There is quite a strong 
sentiment in the industry that the tourism market has now ‘bottomed out’ and 
will pick up next year. 

6.2 Some operators base their optimism on actual advance bookings, whereas 
others maintain a hopeful and positive view that the market is turning the 
corner based on events taking place and ‘gut feeling’. 

“Hopefully ‘The Gathering’ will generate extra visitors for 2013” 
Guesthouse 

“The 2013 Derry City of Culture may attract additional visitors to our area” 
Hostel 

“Recession is lifting, or at least perceptions are, and that may help” 
B&B 

Base: 428 
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Domestic expectations 
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Q8a "How do you expect the volume of your overall 

business to perform in 2013 compared to 2012 from 

Republic of Ireland?"

Down on 2012 Same as 2012 Up on 2012

    

 

Domestic market is key to the strong expectations for 2013 

6.3 Behind the strong expectations for 2013 is the view that the domestic market 
will perform strongly. Attractions and hotels in particular have high 
expectations of the domestic market. 

6.4 A number of operators say that the weather is crucial to the performance of 
the domestic market. Many had expected the market to perform better than it 
did in 2012, only to be hampered by wet weather. 

“The weather is a big factor” 
Attraction 

“The biggest factor in the drop in our figures from 2011 to 2012 was the bad 
weather – rain, rain, rain!” 

Self-catering 

  

   
 

Base: 407 
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Northern Ireland expectations 
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No big expectations for Northern Ireland 

6.5 The Northern Ireland market has been down for some time. Hotels and 
attractions expect to see this change in 2013, whereas other sectors do not. 
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Expectations from overseas 
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Very strong expectations for overseas markets 

6.6 There is a very high level of optimism for the overseas markets in 2013 across 
all sectors. Improved perception of Ireland’s value for money, improved 
access to Ireland and ‘The Gathering’ all contribute to this optimism. 

“Improved access into Shannon airport is a positive factor if it is marketed 
properly” 
Hotel 

“I feel ‘The Gathering’ is starting to build momentum and will hopefully bring a 
lot of people to Ireland” 

Hotel 

“I don’t think there is a perception of poor value for money anymore. I think we 
are well priced” 

Hotel 
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Much is expected of the US market in 2013 

6.7 Expectations are high for all of the major overseas markets (Britain, France, 
Germany, USA) – but highest of all for the USA. In weighted paid serviced 
accommodation, about half (48%) of operators expect US visitors to be up in 
2013 and a further two in five (40%) expect the same level. With 
approximately 39 million people with Irish connections, the USA could make a 
significant contribution to ‘The Gathering’ if the initiative proves to be 
successful.  

6.8 The qualitative interviews with industry leaders have also revealed that the US 
market is looking very positive. 

“We have a promotion with an American based tour operator and it has made 
a difference this year so we are hoping it will continue next year” 

Hotel 

“We are hoping to have a US-targeted website” 
Attraction 
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7. Employment in 2012 
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Q10 "Thinking about the staff that you  employed in 

2012, were the numbers employed up, down or the 

same compared to last year?"

Down on last year Same as last year Up on last year

 
As many respondents (around half) do not employ any staff (other than the proprietors), base 
numbers for the employment questions are low and so results are grouped overall.  

 

Overall staffing levels slightly down in 2012 

7.1 Rising costs have put operators under a lot of pressure in 2012 to remain 
profitable, and this has led to slight overall reductions in staffing levels, 
especially among small businesses.  

Base: 295 - 313 
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8. Positive Factors in 2013 
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Q11 "Which, if any, of the following positive factors are 

likely to affect your business next year, 2013?" 

(PROMPTED)

 

 

Repeat visitors remain the most frequently mentioned positive factor 

8.1 About seven in ten (71%) respondents say that repeat visitors are a positive 
factor likely to affect their business in 2013. This was also the most frequently 
mentioned positive factor in the other barometers in 2012 and also in 2011. 

8.2 This particular visitor group continues to be invaluable during challenging 
economic times. Some businesses depend almost entirely on repeat custom. 

“Our repeat visitors account for about 90% of our business, but we have 
difficulty getting new business” 

Hotel 

“Repeat business along with word of mouth experience is the core in this 
industry” 

Guesthouse 
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‘The Gathering’ – high hopes for a successful initiative, but hard to tell yet 

8.3 Respondents have talked positively about ‘The Gathering’ initiative, with many 
hoping or expecting that it will bring in large volumes of visitors from overseas 
returning to their ancestral homeland. 

“I think ‘The Gathering’ could go viral and has the potential to be really 
fantastic” 
Hotel 

“I have big hopes that ‘The Gathering’ will bring much needed business” 
Attraction 

8.4 However, some operators comment that their positive views are based on 
speculation, and that it is too early tell what impact it will actually have. Some 
have doubts over its impact if many of the events are timed in peak season. 

“I am hopeful ‘The Gathering’ will make a difference but I am not 100% sure it 
will” 
Hotel 

“I feel ‘The Gathering’ is more suited to places like Galway and Dublin and a 
lot of the events are in the high season, which doesn’t really help us too much” 

Hotel 

 

Marketing by local or national tourist boards 

8.5 Some respondents have paid compliments to the work of their local or national 
tourist boards. 

“Fáilte Ireland and Tourism Ireland are marketing Connemara to such an 
extent that it is sending tourist numbers to great heights. The importance of 
these promotions and their knock-on effect in increasing tourist revenue to 
Connemara needs to be acknowledged by all of us involved in tourism” 

Guesthouse 

“Marketing West Cork as a tourist destination seems to be paying dividends” 
B&B 

 

Irish people holidaying in Ireland – significant differences by sector 

8.6 The majority (73%) of self-catering operators and hotel operators (64%) say 
that Irish people holidaying in Ireland is a likely positive factor in 2013. 
However, far lower proportions of guesthouses (25%) and B&Bs (21%) say 
the same. 

 

Improved road access – positive or negative depending on location 

8.7 Improved road access around Ireland, particularly with new long-distance 
motorways, is a positive factor for many businesses. 
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“The improved roads have made trips quicker and easier for visitors, so where 
they used to have to spend a night away, now they just go for a day and come 

back” 
Self-catering 

8.8 However, for some businesses in the west, the improved access is detrimental 
to their business because some overnight stays are no longer necessary. 

“Ironically improved road access is a negative for accommodation businesses 
in the west, as it’s easier now to stay in the east and take day trips!” 

Hostel 

“The new roads are great for Dublin but not for us, as people can now get 
back to the city in two hours. They are not staying here – Dublin is buzzing, 

but the roads haven’t worked for us” 
Hotel 
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9. Issues of Concern in 2013 
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None of the above

Other  

Overseas visitor access to Ireland

Changes in how overseas visitors book

Unapproved acc'm operators

Lack of bookings

Cost of access to Ireland

Perception of poor VFM in Ireland

Other operating costs

Visitors spending less

Low-priced competition

State of the national economy

State of the global economy

Fuel & energy costs

Q13 "Which, if any, of the following issues of concern 

are likely to affect your business next year, 2013?" 

(PROMPTED)

 

 

Fuel and energy costs – still a significant concern 

9.1 Fuel and energy costs remain the most frequently mentioned issue of concern, 
alongside the state of the global economy. These costs are eating into already 
slim profit margins. 

“If fuel goes up then everything goes up. I need fuel to put in the lawnmower. I 
need fuel to drive 20 minutes to the shops. I need fuel to run the business. 

Because of the price of fuel, flight prices have gone up and that has an effect. 
We have a contract with Switzerland so get a lot of Swiss visitors - but 
because of the increase in flight prices ... there haven't been as many” 

Self-catering 

Base: 565 
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Economic recovery? 

9.2 The general consensus on the economy is that it will not continue to get worse 
than it already is. However, in spite of optimistic predictions of increased 
visitor volumes in 2013, operators still seem quite nervous to see if their 
predictions of a better 2013 will come true. 

9.3 One of the negative effects of the recession is that customers are now 
expecting an excellent service at a lower price, or as some respondents put it, 
‘everything for nothing’. Some attribute this effect to low prices offered by 
hotels. 

“I feel the economy seems to be getting better, but customers still want 
everything for nothing” 

Hotel 

“Everybody is looking for a bargain and wanting something for nothing. People 
come in their coaches and bring their own beer instead of sitting in the pubs. 

People just don’t spend” 
Hotel 

 

Low-priced competition still a significant concern 

9.4 Low-priced competition has been a significant concern in most 
accommodation sectors for some time now, as smaller operators say they are 
having to compete against hotels offering significantly reduced rates.  

“Hotels lead the market so they need to get their prices up – they are now 
competition for hostels and B&Bs, which is not how it should be” 

Hostel 

“My hotel is just a small size and I can’t keep up with the prices the larger 
hotels offer” 

Hotel 
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10. Appendix 1 – Background and Methodology 

Background and Objectives 

10.1 The Fáilte Ireland Tourism Barometer is a survey of tourism businesses 
designed to provide insight into tourism performance for the year to date and 
prospects for the remainder of the season or coming year. It has been 
conducted regularly since 1999. 

10.2 In April 2011 Strategic Marketing, an independent research agency, was 
commissioned to conduct the survey in 2011 and 2012. 

10.3 Fieldwork for this final 2012 wave took place between 26th November and 17th 
December. The objectives were to measure: 

� Business performance in 2012 in terms of visitor volume – overall and 
by key markets – and profitability 

� Average room yield year to date (hotels) 

� Visitor volume expectations for 2013 

� Employment levels 

� Positive factors and issues of concern affecting business 

 

Methodology 

10.4 The methodology used was a combination of an online survey and telephone 
interviews. 

10.5 Fáilte Ireland and Strategic Marketing worked together to produce a 
questionnaire for online and telephone interviewing. A copy of the 
questionnaire is included in appendix 2. 

10.6 Fáilte Ireland provided a database of 3,204 usable contacts (i.e. not opted out) 
for the survey spread across six industry sectors (discussed under ‘sampling’ 
below). An email was sent on 26th November to all contacts on the database 
containing a link to the online survey and an explanation of the survey 
objectives. Two subsequent reminder emails were sent to non-responders. 

10.7 A total of 467 responses were received to the online survey – a response rate 
of 15%.  

10.8 Following this, we conducted 100 ‘top-up’ interviews by telephone with non-
responders in order to improve the robustness of their individual sample sizes 
so that results can be reported by sector. Interviews were conducted in 
daytime and evening hours with business owners or managers. 

10.9 The telephone survey was brought to a close on 7th December and the online 
survey was brought to a close on 17th December. 
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Sampling 

10.10 The table below shows the sample split by sector and interview methodology: 

 

Sector Online 
responses 

Telephone 
top-ups 

Total 
sample size 

Hotels 63 54 117 

Guesthouses 47 10 57 

Bed & Breakfast 252 - 252 

Self-catering 22 18 40 

Hostels 29 9 38 

Attractions 54 9 63 

Total 467 100 567 

 

Interviews for Contextual Background 

10.11 In a separate exercise, we conducted eight in-depth telephone interviews with 
senior executives in key organisations. The purpose of these interviews was to 
provide a contextual background to the quantitative findings, and this is given 
in section 2 before the findings to the main quantitative survey. The key 
organisations interviewed were: 

� Incoming Tour Operators Association 

� Irish Hotels Federation 

� Bed & Breakfast Ireland 

� Irish Boat Rental Association 

� Irish Caravan and Camping Council 

� Aer Lingus 

� Car Rental Council 

� Coach Tourism and Transport Council   



  

  

 

 Tourism Barometer - December 2012 
 

 Which of the following best describes your business type? (TICK ONE ONLY) 

  Hotel ......................................................................................................................................  � 

  Guesthouse ............................................................................................................................  � 

  Bed & Breakfast .......................................................................................................................  � 

  Self catering ............................................................................................................................  � 

  Hostel ....................................................................................................................................  � 

  Attraction ................................................................................................................................  � 

  Restaurant ..............................................................................................................................  � 

 

 Please note that the following questions refer to your accommodation business only 

 
Q1 Has your business been established since before the start of 2011? 

  Yes ...........................................................  � Go to Q2 

  No .............................................................  � Go to Q11 

 
Q2 How did the volume of your overall business in 2012 compare with last year? 

  Up on 2011 .................................................  �  

  Same as 2011 .............................................  �  

  Down on 2011 .............................................  �  

  Don't know ..................................................  �  

 
Q3 How did the volume of your overall business in 2012 compare with 2011 from each of the following 

markets? (N.B. If you never receive visitors from a particular market on the list then please tick 
'not applicable') 

  Up on 2011  Same as 2011  Down on 2011  Don't know  Not applicable 

 Republic of Ireland  �   �   �   �   � 

 Northern Ireland  �   �   �   �   � 

 Overseas  �   �   �   �   � 

 
Q4 Looking at your overseas business in more detail, how did the volume of your business in 2012 

compare with last year from each of the following markets? (N.B. If you never receive visitors from 
a particular market on the list then please tick 'not applicable') 

  Up on 2011  Same as 2011  Down on 2011  Don't know  Not applicable 

 Great Britain  �   �   �   �   � 

 France  �   �   �   �   � 

 Germany  �   �   �   �   � 

 USA  �   �   �   �   � 

 
Q5 How did your overall profitability this year compare with last year? 

  Up on 2011 .................................................  �  

  Same as 2011 .............................................  �  

  Down on 2011 .............................................  �  

  Don't know ..................................................  �  

 
Q6 (HOTELS) How did your average room yield in 2012 compare with last year? 

  Up on 2011 .................................................  �  

  Same as 2011 .............................................  �  

  Down on 2011 .............................................  �  

  Don't know ..................................................  �  

 



 
Q7 How do you expect the volume of your overall business to perform in 2013 compared to this year? 

  Up on 2012 .................................................  �  

  Same as 2012 .............................................  �  

  Down on 2012 .............................................  �  

  Don't know ..................................................  �  

 
Q8 How do you expect the volume of your overall business to perform in 2013 compared to 2012 from 

each of the following markets? 

  Up on 2012  Same as 2012  Down on 2012  Don't know  Not applicable 

 Republic of Ireland  �   �   �   �   � 

 Northern Ireland  �   �   �   �   � 

 Overseas  �   �   �   �   � 

 
Q9 How do you expect the volume of your overseas business to perform in 2013 compared to this 

year from each of the following markets? 

  Up on 2012  Same as 2012  Down on 2012  Don't know  Not applicable 

 Great Britain  �   �   �   �   � 

 France  �   �   �   �   � 

 Germany  �   �   �   �   � 

 USA  �   �   �   �   � 

 
Q10 Thinking about the number of staff that you employed in 2012, that is full time, part time and 

seasonal, were the numbers up, down or the same for each type of employee compared to last 
year? (N.B. If you didn't currently employ a particular type of employee on the list and didn't last 
year either, please use the 'not applicable' option) 

  Up on last year  Same as last 
year 

 Down on last 
year 

 Don't know  Not applicable 

 Full time  �   �   �   �   � 

 Part time   �   �   �   �   � 

 Seasonal  �   �   �   �   � 

 
Q11 Which, if any, of the following positive factors are affecting your business next year, 2013? (TICK 

ALL THAT APPLY)  

  Own marketing ............................................  �  

  Marketing by local or national tourist boards.......  �  

  Improved road access around Ireland ...............  �  

  Improved overseas visitor access to Ireland .......  �  

  Local events ................................................  �  

  Repeat visitors .............................................  �  

  Irish people holidaying in Ireland ......................  �  

  "The Gathering" ...........................................  �  

  Other .........................................................  �  

  None .........................................................  �  

 
Q12 Are there any other positive factors likely to affect your business in 2013 which you would like to comment 

on? 

 ______________________________________________________________________________

_______________________

 



 
Q13 Which, if any, of the following issues of concern are likely to affect your business next year, 2013? 

(TICK ALL THAT APPLY)  

  State of the national economy .........................  �  

  State of the global economy ...........................  �  

  Perception of poor value for money in Ireland .....  �  

  Low-priced competition ..................................  �  

  Fuel and energy costs ...................................  �  

  Other operating costs (besides fuel and energy) .  �  

  Lack of bookings ..........................................  �  

  Visitors spending less ....................................  �  

  Overseas visitor access to Ireland ....................  �  

  Cost of access to Ireland ................................  �  

  Unapproved accommodation operators .............  �  

  Changes in the way overseas visitors book and 
purchase their holidays, e.g. through online travel 
agents such as expedia.com........................... 

 �  

  Other .........................................................  �  

  None .........................................................  �  

 
Q14 Are there any other issues of concern likely to affect your business in 2013 which you would like to 

comment on? 

 ______________________________________________________________________________

_______________________

 

 If you would like future surveys to be sent to an email address different from the one we used this 
time, please state the new email address below. Otherwise please leave the box blank. All 
information that is provided is strictly confidential and any contact details provided by you will 
only be used in administering the Tourism Barometer over the period 2012 - 2013. 

 ______________________________________________________________________________

_______________________

 

 Thank you for completing Fáilte Ireland's Tourism Barometer for December 2012. Please now click on 'submit' 
below. 
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