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Section 1

Getting to 

Know Your 

Audience 



Who Are You Targeting?

Location

Segment
Tastes & 

Preferences



Traveller Type 

1. Fully Independent Traveller 

(FITS)

Tend to make their own arrangements and rely heavily on word of 

mouth, internet and social media when planning their trip

2. Group Tours via Tour 

Operators

Prefer structured itineraries and highly organised and pre booked 

tour arrangements

3. Youth Education Travellers

Typically, between 18-29 years of age and include short course 

participants, long term university students, school excursions and 

exchanges often travelling off peak

4. Business Travellers Individuals on a business trip

5. Special Interest Travellers
Travel for reasons associated with personal interest and book 

through specialised tours



Key Market Segments

Priority Audiences 



Customer Personas 

https://covid19.failteireland.ie/wp -content/uploads/2020/06/Template -Creating -Customer -Personas -FINAL.pdf



Example: International Customer Personas 

6/14/21 | PRESENTATION NAME | û#ü



Mapping Consumer Tastes & Preference To 

Your Experience To Maximise Revenue

*ALL UNDERPINNED BY THE KEY DRIVERS OF COST, VALUE, SAFETY & OUTDOORS*

Pick the low hanging fruit

TARGET AUDIENCE KEY DRIVERS, TASTES & PREFERENCES WHAT WE CAN OFFER

Domestic Families family fun, kids F&B xx

+45 Unconstrained Adult walking/hiking, gardens, national park, historic 
house/castle

xx

U45 Unconstrained Adult Activities, swimming  xx

Couples Food markets & producers, xx



Tool & Resources: Research & Insights 

CLICK HERE TO VIEW THE 
LATEST RESEARCH & 

INSIGHTS

https://www.failteireland.ie/Research-Insights/Consumer-Sentiment-Reports.aspx


Section 2

Packing & 

Branding Your 

Experience 



ÅThe personality of your brand 

ÅYour promise to your visitors

ÅWhat your brand says

ÅWhat your values are

ÅHow you communicate your offering

ÅWhat you want people to feel when they interact with it

Positioning Your Business 

"Branding is what people say about 

you when you're not in the room.ò

ñYour product leaves an impression 

on your customers long after you've 

made the sale. Brand identity is the 

process of shaping that impression.ò 

Jeff Bezos 



ÅLogo

ÅColour palette (menu bar, interface, buttons & icons)

ÅGraphics 

ÅTypography  / Font 

ÅHero imagery 

ÅAnimations

ÅPatterns 

ÅOverall aesthetic 

Brand Identity 



Sample Brand Guide: Herban Kitchen

Logo Usage
Typography 

Colour Palette 


