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Research Summary

To fulfil the Research Objective:

A Quantitative online surveying was conducted in key markets: Republic of Ireland, United Kingdom, United States,
Germany, and Sweden.

A Within this survey, sustainability initiatives/signals likely to positive influence holiday experience across four key
categories were analysed:

A Accommodation; Restaurants/bars/cafes; Activities: Attractions

A Key analysis groups included:
A Eco Segment: Actives, Believers, Considerers, Dismissers (definition within appendix)

A Life-stage segments: (Unconstrained Adults Under 45 years; Unconstrained Adults 45 years and over;
Families with dependent children)

A In addition, leading edge brands, influencers and social media content from early adopters of sustainable
tourism was analysed to understand the most emergent, future-facing themes around sustainable tourism.

Full details can be found in the appendix.




Key Learnings

While tourism audiences are
more sustainability-minded
than the general public, they
d o n 0 tyet know  what
sustainable travel means.

This, however, can change at
an unanticipated and fast pace,
so the industry must lead the
way and be prepared for the
tourist of the future who
demands sustainable choices.

Personal enjoyment and
experience is crucial to
sustainable tourism. Brands
and providers have an
opportunity to speak to
sustainability-related travel
motivations to do with
experiencing and immersing in
nature, connecting with local
culture and community
authentically, and seeking
personal mental wellbeing.

In addition, there is an
emergent expectation for
sustainably minded tourists
that they and providers should

A Minimise any negative
impact on the environment

A Make sustainable choices
as easy as possible

Particularly benefit the
local community and
economy, through for
example partnerships

Providers need to think about
creating sustainable
experiences holistically,
considering.

A The ways in which they
can have the biggest
genuine impact

The right proofpoints to
call out to consumers to
communicate
sustainability

The experiences they
create to make
sustainability enjoyable
and immersive
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Sustainable tourism encompasses different

dimensions

Failte
v Ireland

EOVironmental

Committing to long-term
conservation and sustainable use
of the environment

Respecting sensitive natural
habitats and protected areas, are
minimizing damage to the
landscape

Reducing waste and resource
consumption and focusing on
environmentally friendly mobility

Economic

Giving preference to local products
and partnerships, thereby
strengthening regional cycles

Offering attractive jobs and.involving
employees in the'sustainable further
development of offers 1 e.g. finding
roles for employees outside of tourist
seasonality

Embedding sustainability efforts in
corporate strategy and defining and
iImplementing measures. in a targeted
manner

Social

Addressing, cultivating and
promoting regional culture, and
enabling exchange between visitors
and local people

Inclusion and diversity i responding
to gueldts@ dSoecif.i
accessibility or family-friendliness
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The sector faces some challenges in providing Ireland
sustainable tourism

The number of travellers is growing The availability of air travel at affordable The sector can be seen to be trailing

rates has led to increasing air emissions  other industries in terms of transitioning
to sustainability with purpose
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There are three powerful drivers that connect with

sustainable travel

@ Failte

Ireland

Overarching travel drivers and sustainability are increasingly entwined with one another. These drivers

reflect travel trends.

IMMERSED IN NATURE

As a general travel driver:

Experience a refreshing change of scene,
explore and adventure in nature and enjoy
the positive impact it has on us.

The sustainability story:

Pursuing travel that facilitates direct
connection with the natural world, as a
reminder of the beauty and power of the
natural world that needs to be preserved
and protected.

Exploring new cultures and learning
something new, visiting a place with a
particular personal interest.

Supporting and preserving culture - finding
connections with local people, culture and
history, teaching respect for the destination
I both its past and present, and inspiring
others to take these values forward in their
own travel.

MENTAL WELLBEING

As a general travel driver:

Pure relaxation and self-care, spending
guality time with oneself or with loved ones
and switching off from work/ everyday life.

The sustainability story:

This is about sustainable travel that is good
for the mind and soul; escaping from the
toxic, fast-paced lifestyles that can be
harmful to the people and the planet and
re-focusing on mental health & emotional
wellbeing.



Immersed In
Nature

This driver is about sustainable
travel that facilitates direct
connection and immersion in the
natural world, providing many with a
reminder of why they want to
approach travel sustainably, to
preserve and protect the natural
world and leave the beauty of nature
for future generations to enjoy.

Visual Codes

Leave No Trace

Showecasing epic
adventures and celebrating
a direct connection to
expansive landscapes and
wilderness. A
conscientious form of
travel that prioritises
caring for the wondrous,
beautiful surroundings,
designed to have minimal
impact on the world
which also facilitates a
closer, more direct
immersion in the
environment.

Fresh Perspectives

Vast landscapes that show
people in moments of
reverence, awe and
wonder at the world around
them, instilling a sense of
stewardship. An
appreciation of what has
been here for longer that
any person can remember,
and a desire to document,
protect and preserve
these precious
landscapes.

Natureds Sanctuary

Nature provides a sense of
comfort and peaceful
cocooning, a vibrant refuge
of calm away form the
busyness of everyday life.
An intimate, and more
achievable, immersion in
nature that surrounds the
senses and instils a sense
of harmony with the natural
world. Remote
experiences and
accommodation that
prioritise a connection to
nature help to facilitate
this immersion.



Culture &
Connection

This driver is about sustainable
travel that promotes connections
with local people, culture and
history, as well as with those on the

journey with you; teaching respect
for the destination i both its past
and present.

| t s al so about
and newfound reverence and
spreading it within your own
community; inspiring others to take
these values forward in their own
travel.

t aki
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Visual Codes

Authentic Culture

Immersing yourself in the
local culture i whether that
be meeting the local and
indigenous people,
admiring the traditional
dress or partaking in native
rituals. A respectful form
of travel which holds the
locals and their
livelihoods in high
esteem; to be learned from
rather than exploited.

Shared Learnings

Instilling the values of
sustainable travel within
those around you; whether
that be the group you travel
with or those you meet on
your journey. A
collaborative form of
travel with a sense of
being on this
sustainability journey
together and connecting
through a common goal.



Mental
Wellbeing

This driver is about sustainable travel that
Is good for the mind and soul,
acknowledging we live symbiotically with
nature, and the positive impact that fresh
natural environments i pure air, greenery,
blue waterscapes.

| tds al so about escapin
fast-paced lifestyles that can be harmful

to the people and the planet, and re-

focusing on mental health & emotional

wellbeing.

Visual Codes

Grounded Moments

Being fully present in the
small moments during
travels; slowing down,
reflecting and taking the
environment around you in.
Natural landscapes and
reflective poses cue a
sense of calmness and
an appreciation for the
environment that inspires
it.

Calming Blue

We see people immersed
in calming, natural blue
landscapes; looking out
into endless blue skies or
waterscapes. This space
is about celebrating the
calming effect that
natural landscapes, and
being immersed in them,
has on us.

Slowmad Living

This space is about a
longer trips and adventures
and a slow traveller
mindset. | tods
the time to travel in a way
that respects nature, but
also about questioning
established ways of
living, in search of
simpler, more rewarding
and more sustainable
alternative ways to exist
on this planet. Being off
the beaten path is key to
this space.

about

taking
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To create winning sustainable tourism experiences, *)

3 core factors need to be considered

IMPACT

PROOF POINTS

Failte
Ireland

EXPERIENCE

What are the steps that will enable us
to become more sustainable?

This is essential for credibility, and to
avoid greenwashing.

How do we make a positive sustainable
impact?

What are the features and signals
consumers are looking for both today &
tomorrow?

I.e. the proof points consumers are
looking for to feel good about their
experience.

How do | create an experience that is
both enjoyable & sustainable?

Driving experiences and storytelling that
resonate with the core sustainability
related travel motivations




Creating enjoyable, sustainable
experiences that have impact:

Accommodation

Failte
@ Ireland
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Priority initiatives that will positively impact accommod ion exgenence o
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Accommodation: Proofpoints to address today and tomorrow

NOW: To da ymeet erpedations NEXT: Opportunities to lead the way

Signals to cue across the consumer experience Invest to lead the way & tell emotionally resonant stories

Lead the way in building local
partnerships and choose
environmentally sustainable
processes and providers.

Being a fair employer, supporting
the local economy and giving

customers the chance to make
sustainable choices during their
stay is key.

A Being an employer who does not discriminate. A Local food partnerships.
% A Be?ng committed to using local services. A Using solar panels/renewable energy.
=3 A Being locally owned/operated A Commitment to waste separation/
» A Having adjustable heating in rooms i (to save segregation/ reduction.
> energy). A Chemical free cleaning products
X A Providing the opportunity to re-use towels (to aid

water consumption).

Green font = Amongst the top 5 accommaodation signals that will make people feel good about their experience
= Over-indexing for eco-actives* in the UK and in the US

*Definition of eco segments on slide 36

FUTURE: Start planning
Start feasibility planning

Future-proof infrastructure
and invest in new ways to
reduce your environmental
footprint and that of your
customers.

A Adopting carbon offsetting e.g. by planting trees.
A Reducing water consumption.

A Offering carbon off-setting via donation.

A Having charging stations for e-cars
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How do | create a future-facing experience that is
enjoyable & sustainable?

Ireland

f*) Failte

By creating accommodation experiences that incorporate sustainable feel good factors, alongside design cues that tap into 3 core
sustainable tourism drivers: Immersed in Nature, Culture & Connection and Mental Wellbeing.

Highlighting attention to detail from
accommodation providers that are
supporting local businesses, suppliers
and creators. Emphasis is on how these
details provide a unique & high quality
experience, supporting the local economy
and can make customers feel special.

Driver: Immersed in Nature
W“- : F ‘ : %l

Integrated Greenery

Incorporating greenery to elevate interiors
and bring the outside in. Spaces are
modern and can feel urban, but the
presence of plants can allow you to
appreciate nature up close and personal.

Driver: Immersed in Nature

Windows to the World

Wall-length windows with a view of vast,
sweeping landscapes; creating a sense
of awe at the world around you. Often
accompanied by a place to sit or lay
back, inviting you to take a seat and
simply enjoy the view.

Driver: Mental Wellbeing

Calm Luxury

Soft, light furnishings and a sense of
stillness, giving you permission to relax
and put your mental wellbeing at the top
of your priorities. Facilitating truly slow
travel which promotes wellbeing and
comfort.



plannmg&insbhts

Implications for the accommodation sector

Failte
v Ireland

Treat nature with Create a positive =
respect local iImpact

L IR

A Minimise environmental impact by lowering carbon A Establish relationships with local producers to reduce”™
footprint and reducing energy consumption carbon footprint and improve waste management

IMPACT

A Integrate energy saving technique such as solar A Make partnerships with local people, products and
panels or other renewable energy sources food a core element of your unique offering

A Improve waste management to minimise impact on
landfill
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A Integrate nature into your spaces in-a way that benefits A Celebrate local businesses through your partnerships,

both people and planet as well as storytelling i providing a high quality
A Emphasise and educate on the benefits of nature experience that makes people f
A Package sustainable initiatives alongside elevated local culture, and discovering local brands & foods

natural design cues that remind people of the beauty

and benefits of nature

EXPERIENCE




Creating enjoyable, sustainable
experiences that have impact:

Restaurants,
Bars & Cafes

@ Failte

Ireland
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Proof Pointsé
Priority initiatives that will positi
identified by the m

Top Pridrities
A Donating surplus food to local

charity organisations/fo d
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| Failte
Restaurants/Bars/Cafes: Proofpoints to address today and *) Ireland
tomorrow
NOW: To da ymeet erpedations NEXT: Opportunities to lead the way FUTURE: Start planning
Signals to cue across the consumer experience Invest to lead the way & tell emotionally resonant stories  Start feasibility planning

A local'seasonal menu is an Build out the benefits of Strengthen your
important influencer for some supporting the local community sustainability credentials
along with providing evidence of a I for the customer and in terms now i be prepared for any

of economic, social and increased demand for
environmental sustainability transparency.

commitment to sustainable
practices.

< ALocal seasonal menuds Growing your own produce. A Outlining sustainable practices

5 A No single serve disposables Local food partnerships.

@ A Being locally owned/operated Providing surplus food to local charity A Having chemical free cleaning products
2 organisations/food redistribution centres.

Employing energy saving mechanisms.
Segregating waste.
Having a fair wage policy

Green font = Amongst the top 5 restaurants/ bars/ cafes signals that will make people feel good about their experience

= Over-indexing for eco-actives* in the UK

*Definition of eco segments on slide 36



BféﬁfiﬁéléelnS]]OhQ ts

How do | create a future-facing experience that is
enjoyable & sustainable?

Failte
*) Ireland

By creating restaurant experiences that incorporate sustainable proof points, alongside design cues that tap into 3 core sustainable
tourism drivers: Immersed in Nature, Culture & Connection and Mental Wellbeing.

New, exciting, beautiful food experiences
i heroing humble ingredients like
vegetables with artistry & creativity.
Seasonal ingredients are often fresher,
thus inspiring a more innovative approach
to cooking. Seasonal and sustainable
food is beautiful, and still offers a unique
and elevated dining experience.

Sustainable restaurants are becoming
increasingly self-sufficient, and are
prioritising the people and produce
behind their business in the sustainability
stories they are telling. As people seek
more meaningful and differentiated
experiences, they want to know the
unique stories that are behind their dining
experience, from the smallest details of
individual dishes to the purpose and
ethos of the whole food experience.

Driver: Mental Wellbeing

Comforting Familiarity

Hearty, traditional comfort foods made
sustainably. Meat is locally sourced from
small businesses, elsewhere homemade
or locally purchased sweets, veg and
pastries show that a desire for indulgent
food, particularly treats associated with
holiday moments, can be fulfilled
sustainably.
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Implications for the restaurant, bars and cafes sector

Net positivity

PROOFPOINTS

EXPERIENCE

A

Significantly reduce food waste in the
sector in order to help reduce the billions
of tonnes of greenhouse gas emissions it
causes each year

Local first

A Engage in local food systems from sourcing to
recycling'I' reinvesting'in local economies and
environments

A Reduce carbon footprint/foed miles by engaging
more locally

Failte
*) Ireland

&
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Elevate
sustainability

A Create great dining'experiences that encourage
people to diversify their diets, e.g. climatarianfood
experiences

A Highlight that local often is better, fresher and
healthier

o

Donating surplus food o local*charity
organisations/food redistribution centres.

A_Having partnerships with local farmers and food
producers

A Growing your own produce

A Having'local seasonal menus

Consider how waste reduction initiatives can
benefit both the customer and have impact for
the greater good? e.g. food apps can also
provide an opportunity for new customers to
sample your food with minimal financial risk.

A Celebrate local brands/support local businesses.
Focus on the people behind the products and tell
their stories. Place the emphasis on quality.

A Engage with and establish productive local-
ecosystems that address all areas of the supply
chain.

A Bringingisustainability into all aspects of the
experience 1 not just online comms, talk about
locality and seasonality in the dining experience,
highlightithe stories of local ingredients, chefs and
producers that make your experience unigue

22




Creating enjoyable, sustainable
experiences that have impact:

Attractions

Failte

@ Ireland




