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Methodology

Tourism Ireland partnered with RED C to conduct an online survey
asking 7,500+ potential holidaymakers their views on the island of
Ireland across eight markets: Great Britain, United States, Germany,
France, Italy, Spain, Canada and Switzerland.

 Fieldwork was conducted between 215t May and 15t June 2026.

* Outbound holidaymaker audience: those that are open to travel,
have the funds to travel and not solely travelling to sun
destinations.

* Quotas were set based on gender, age and regions, to ensure
results are nationally representative of outbound holidaymakers.

* Where relevant, comparisons have been made to previous waves
of similar research conducted since 2022. Direct comparisons
made with Sentiment Tracker Jun-25 and Nov-25 have been
made, excluding Switzerland data, to maintain a like-for-like
comparison.
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The travel mindset in 2026
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Close to half say they're living comfortably, up 8pts since August 2023

Those living in France and Canada were the only markets to see a decline in holidaymakers living comfortably since last year.

Current Financial Situation

Aug-23 Jun-25 May-26 May-26
Total Total Total GB us DE FR IT ES CA CH
Change in Living +1 +3 -2 +5 +3 -7 n/a
Comfortably vs. Jun-25
A
Living Comfortably 38% 42% 41% 36% 43% 0
0 50%
55% I
0 59%
Neither 4,0% 39% 36% 40% 33%

36% 33%

30% 4
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39%

15%

| 10% Al 8% |

Struggling financially
to make ends meet




Agreement that “holidays are an essential for me”

Vs.
Juns:25 +2 A = +1 = +1 +2 +4 n/a n/a
Vs A = A A 6A +6A
Aug-23 +4 = +4 +5 + = +4 +2 n/a
o
63% 4T oo 6% 64% 8% gion 6o

- - - HnETHRER
Holidays remain a

priority With the majority Total  Great Britain Germany France Italy Spain Canada  Switzerland

seeing them as Agreement that
essential and worth it “an international holiday experience is worth the money”

Vs. 6
Jun-25 +1 -6V -1 -1 +4 +3 +4 +1 n/a
vs. 8 A 64 A A A +8A
Aug-23 * 1 - +9 +10 +9 + n/a n/a
8%
66%  co% memm  62% 69%  71%  70% g3

2%

Total  Great Britain Germany France ltaly Spain Canada  Switzerland

() = difference vs. Jun-25

A VY Significantly higher/lower vs. Jun-25

Q Thinking about short breaks and holidays outside of
[COUNTRY]) please rate your agreement/disagreement

with the following statements
(Base: All Overseas Holidaymakers (excl. CH); May-26; 7
n=7091)



Holidaymakers are
cautious about
booking, even as
flnances improve

() = difference vs. Jun-25
A YV Significantly higher/lower vs. Jun-25

Q “Thinking about short breaks and holidays outside of
[COUNTRY]) please rate your agreement/disagreement
with the following statements”

(Base: All Overseas Holidaymakers (excl. CH); May-26;

n=7091)

Vs.
Jun-25 *>5
Vs.
Aug-23 +11
30%a

21% 24%‘

Total

59%

(+1)

Agreement that "everything's too uncertain to book anything right now”

+3 -2 +4 +9 +11 +10 -1 n/a
+8 +13 +9 +11 +14 +15 n/a n/a
35% 32%a4 36%a  35%a

Great Britain Germany France ltaly Spain Canada  Switzerland

| do a lot of research into the cost of everything before |
decide where to go

| am going to take shorter holidays in the next 12
months

| am going to take less holidays in the next 12 months



Recent global conflicts appear to be shaping booking behaviour

Holidaymakers are seeking reassurance. Security, flexibility and advice are now key to travel decisions

Agreement with Global Conflict Statements and Holidaymaking NET: 8-10

Airline reliability matters more than before

55%

Flexible or refundable bookings matter more now 53%

Reconsidering travel to certain regions due to global tensions 529%,

Monitoring government travel advisories more closely when planning 529%

Concerned about flight cancellations or delays due to fuel shortages 47%

More likely to travel within [Europe] [US, Canada or Mexico] for safety than go further afield 47%

Feel confident travelling abroad despite current global uncertainty 43%

More likely to use alternatives to flying where possible 35%

Staying closer to home gives greater peace of mind 35%

Expect to reduce my holiday budget vs. previous years 34%

Postponed or delayed booking due to current global uncertainty

28%
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Demand for the island of
Ireland
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Active planning sees a record high, with US and Germany driving

momentum

Funnel Performance (Top 4) — Active Planning

Funnel in Top 4 markets
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Active Planning
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Actively Planning on visiting Ireland Top 4
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Beautiful landscapes remain the key reason to want to visit lreland

Scenery is particularly motivating for Mainland Europeans. Culture resonates with those in Spain and Switzerland. Attractions hold

appeal for GB, and they are also more likely to have been before and want to go back.

Why planning to visit Ireland? (among those planning in next 6 months/12 months/3 years/in future)

Scenery

!

&

2% 10% 10%
(-1) (+1)

Culture

!

New to me

Attractions

|

i ap
9%

1) 6% (-1)

Curiosity  History/stories

|

Higher among:
*  France (45%)
e Germany (42%)

* Switzerland (38%)
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Higher among:
*  Spain (18%)
* Switzerland (17%)

Higher among:
'+ GB(15%)

Higher among:
* ltaly (26%)

o

Friends &
family there

|

«

Want to go
back

!

Higher among:
*  GB (24%)

Higher among:

*  GB(120%)




Northern Ireland’s scenery also leads as the key driver to travel

The second noted reason to visit is being somewhere new to go, followed by the culture. Attractions again hold appeal for GB, and

they are also more likely have a family and friends there.

Why planning to visit Northern Ireland? (among those planning in next 6 months/12 months/3 years/in future)

Lo
/.s
[

[ >~

B & o
& B

é‘/ -I \-
12% 10% 10%
(+1) (-1) (+2) 8% (+1) 4% (=)

(-1) 14%
(-1)
Scenery New to me Culture Curiosity Attractions Political Stunning Friends &
l l l histiary coastlines  family there
Alfglne EIeGE Higher among: i Higher among: Higher among: Higher among:
* France (36%) i i |
e ltaly(a17%) e GB(18%) e US(12%) e GB(9%)

e Germany (35%)
* Switzerland (34%)
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Limited appeal is the biggest barrier for those not interested in visiting
Ireland

Competition from other destinations is the secondary key barrier. Concerns around the weather also acts as a deterrent for some who

have no interest in visiting Ireland.
Why not interested in visiting Ireland (among those not interested in visiting in the future)?

Doesn't appeal Other places on Weather Already been Expense Access
l the list l l l
Higher among: Higher among: Higher among: Higher among:
L. Germany (29%) e Spain (23%) * Switzerland (29%) * GB(18%)
* Spain (29%) *  France (18%)
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Similarly for Northern Ireland, limited interest/appeal is biggest barrier for
those not interested in visiting

Competition from other destinations is the second barrier, and weather a deterrent for some.

Why not interested in visiting Northern Ireland (among those not interested in visiting in the future)?

o

;

N 6/
a

® 9 o

23%

(+2) 13% 9% 7%
&) (=) (=) 6% (=) 6% (+2)
Doesn’t appeal Other places Weather Lack of Unsafe/ Already been
l on list knowledge unwelcoming
Higher among: Higher among: Higher among: Higher among: Higher among:
* Spain (30%) *  Switzerland (19%) * Canada (12%) e GB(11%) e GB (212%)
*  France (18%)
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Value for money and
ease of access
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Around half perceive the island of Ireland as providing good VFM

Value for money perceptions have remained relatively stable across markets. Experience improves perceptions.

Destination Image Perception —Value For Money — NET: Agree

Italy

65%

Previous Visitors 68%

Previous Visitors

REDC

Ireland

53%

65%

England

47%

51%

France Scotland Northern Ireland

52% 51% 48%

53% 63% 67%

Denmark Norway Switzerland

53% 51% 40%

Most markets saw an increase of +2pp on previous visitor perception (ltaly declined -1pp, Denmark and
France remained the same as vs November 2025)



VS.
Nov-25

+1 +2 +2 =

82%

Ease of access

81%

. . 73% 71%
perceptions continue
to improve
sl e [l cw Wl @
France Italy England  Switzerland
Easy to get to x Market
GB 82%aA
Ireland USA 7574
Spain 70%
Canada 61%Y
65% France 58%
(+1) Germany 56% A
Italy 55%
() = difference vs. Nov-25 Switzerland 53%

A VY Significantly higher/lower vs Nov-25

Q"How strongly do you agree or disagree with each of
the following statements about ..."

(Base: All Overseas Holidaymakers (excl. CH); May-26;
n=7091)

Easy to get to (perception)

+1 +3 +1 +3 =
0,
et 63704 61% 58%aA 54%,
Ireland Scotland  Denmark  Northern  Norway
IreIand
Easy to get to x Market

ce [N 75%

Northern i
reland s I %

Spain - 62%
Canada - 56%
France - 52%

Germany - 48%A
tealy [ 45%
Switzerland - 40%
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Most holidaymakers

expect getting around to

be easy

ey

() = difference vs. Nov-25

A VY Significantly higher/lower vs Nov-25

Q “How strongly do you agree or disagree with each of
the following statements about ..."

(Base: All Overseas Holidaymakers (excl. CH); May-26;

n=7091)

VS. -1 +2 = -1

Nov-25
75% 74% 71%

66%

Don't
know

ltaly France England Switzerland

Easy to get around when there x Market

USA 75% A
Ireland GB 62%
Spain 60%
Canada 60%
6 1 OA) Germany 59%
(+1) France 57%
Italy 55%
Switzerland 54%

Easy to get around when there (perception)

+1 +2 = +3 +1
61% 60% 59% 50A) 54%

Ireland Denmark  Scotland  Northern Norway
IreIand

Easy to get around when there x Market

Northern

Ireland ce [ 56%
Canada - 54%
Germany - 53%A
Spain - 53%
France - 52%
tealy [ 46%
Switzerland - 44%,
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Perceptions of the
holiday experience
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A main holiday destination for North Americans, with further opportunity
to win additional breaks from visitors closer to home

Around 1 in 5 remain undecided, presenting an opportunity to influe

Main / Additional Holiday to Ireland / Northern Ireland
Undecided

Additional holiday
outside main holiday

73%
56% 504 58%
0,
) 4070 34%
o 24% 18% I 20%
11%
=il
Great Britain Germany F
®m Main holiday

REDC

nce how the island of Ireland fits into future travel plans

Main holiday
of the year
0,
- 61% 67%
9 51% o
38% 41% 47% 46%
31%
21% 18% I 22% 22% I 19%
rance ItaIy Spain Canada Switzerland

m Additional holiday =~ m Undecided
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Short / Long Break Touring / Staying in One Place

. . i Tour'ing
The island of Ireland is Both : multipl
: . \ Longer , ocations 520,
38% : %
seen as a destination break
. Short break 40% \(4* nights) : Staying
-3 night 23% :
that offers choice, 3Nt 5 ner:
flexibility and broad = e
appeal Peak / Off-Peak | Luxury / Budget
Any time i Both
Jun-Sep 45% i 51% Budget
S Oct-May :
(Summer) 33% (Off-peak) i Luxury
: 11%
4-7 nights / 8+ nights Younger [/ Older
4-7 i For all ages
nights | 9
8+ : 79%
: Younger Older
Q. “Thinking about Ireland and Northern Ireland, if you : people . people
were to go there, what type of break would you imagine 1
it would be?” I
(Base: All Overseas Holidaymakers (excl. CH), May-26, I 22




City / Country Break

Both

The island offers a 67%
variety of holiday
experiences;
perceptions lean
towards outdoors and

City Break 17% 17%  Country Break

Outdoor / Indoor

relaxation o
65%
Outdoors
28%
6% Indoors
Nightlife /| Downtime
Both
48% Downtime /
44% relaxation
Q “Thinking about Ireland and Northern Ireland, if Nightlife
were 'clcr>1 g;g?c:er(;?w;eata:ypaenof broeak?/\i;gurlz ?IZU ilmzcgnijne g /
it would be?” excitement

(Base: All Overseas Holidaymakers (excl. CH), May-26,
n=7,091)




Inspiration and planning
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Travel inspiration comes from a
connected ecosystem of
recommendations, search, content
and social

Search remains the foundation of
trip planning, while Al emerges as a
new route to information

Top 3 - Inspirations to choose a destination Top 3 - How research and plan trip
Diff vs. Diff vs.
Jun-25 Jun-25
Recommendations from family and friends -5 General online search (e.g., Google) 45%Y -7
General online search (e.g., Google) -5 (ZD *Online travel agencies and booking... 31% n/a
Social media -1 E Destination website 31%Y -5
: <
TV (films & TV shows, travel shows) -2 < Recommendations from family and friends 27%Y -3
*Online travel agencies and booking platforms... n/a — _ L
o *Travel company websites (e.g., airline, ... 24% -n/a
Destination website ; o
* Travel articles/ blogs/ newspaper/ magazines - 20%Y 5
Travel articles/ blogs/ newspaper/ magazines -3 =
(&) Social media - 20% =
*Travel company websites (e.g., airline, hotel, ... n/a o
: oLy
el . ﬁ Guidebooks - 19% -5
Artificial Intelligence/ Al (e.g., ChatGPT, .. - fﬂ Artificial Intelligence/ Al (e.g., ChatGPT,... [ 16%4 +7
TV advertisements 4 14 TV (films & TV shows, travel shows) . 11% =
Influencers/ content creators - Influencers/ content creators l 7% +1
AV 32% have experimented with Al to assist them in

REDC
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Experiences and seasonal
opportunities
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Historic sites are a universal draw, with a range of experiences offering
appeal across different audiences

Food and drink experiences, nature and walking appeal to almost all prospective visitors, while festivals, water-based activities and
sport offer more targeted opportunities to engage specific audiences.

Activities to Undertake in Ireland / Northern Ireland — NET: Would Take Part

BROAD APPEAL TARGETED APPEAL

Historic Food and Walking Nature Stays in Arts and Attending Water-based Sporting
sites drink and and unique cultural festivals and activities experiences
experiences hiking wildlife accommodation  activities events
NET: Would do this 95% 90% 89% 89% 85% 78% 73% 65% 51%
0,
% 207
(y 3170
42% 3770
Would definitely do this 32%
39%
42%
4,0%
43% 23%
19%
. . 17%
Probably would not do this i —— 470

Definitely would not do this
NET: Wouldn’t do this 4% 8% 10% 10% 13% 20% 25% 33% 46%
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Halloween offers a compelling seasonal hook, from ancient origins to
modern day celebrations

Interest is strong across both folklore and festival experiences, with particularly high appeal among visitors from North America.

Appeal is more subdued in GB.

Interest in Visiting Ireland in Fall / Autumn for Halloween Experiences

Interest in Ancient Stories,
Folklore, and Origins of Halloween

NET:

Interested 64% ” usa [ 85%
Canada - 72%
co% Germany - 64%
ltaly - 63%
Spain - 61%
France - 58%
Switzerland - 55%
19% Great Britain - 47%
14%
NET:

33%

Not Interested

New question May-26

REDC

(Base: All Overseas Holidaymakers; May-26; n=7,603)

Interest in Modern-day Festivals
and Events Inspired by Halloween

Intere':fe-lc-:i 63% ” USA
Canada
c0% Germany
ltaly
Spain
France
Switzerland
20% Great Britain

14%

NET:

34%

Not Interested

Q “How interested would you be in visiting Ireland in Autumn/Fall to experience the ancient stories, folklore and origins of Halloween?”
Q “How interested would you be in visiting Ireland in Autumn/Fall to experience modern-day festivals and events that are inspired by Ireland's ancient Halloween traditions?”
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Conclusions
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Key takeouts and conclusions

Holidaymakers remain committed to travel - but 4 Broad appeal supports travel across seasons
with greater caution and trip types

The island of Ireland continues to gain 5 Digital visibility remains critical as planning

2 momentum in key growth markets journeys evolve
5 Opportunity to reinforce the island of Ireland’s ¢ Distinctive cultural experiences help the island
‘worth it’ proposition stand out
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