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A Business Toolkit For
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Projects

Routes to Market
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Key Learnings e ‘%) Ireland

Know Your
Audience

2. Packaging
& Branding
Your
Experience

5. Selecting
the Right
Channels

3.
Marketing
Your
Experience

4. The
Marketing
Channel Mix



Section 1

Getting to
Know Your
Audience
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Who Are You Targeting? %) ireland

Tastes &
“
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Traveller Type %) |reland

Tend to make their own arrangements and rely heavily on word of
mouth, internet and social media when planning their trip

Prefer structured itineraries and highly organised and pre booked
tour arrangements

Typically, between 18-29 years of age and include short course
participants, long term university students, school excursions and
exchanges often travelling off peak

Individuals on a business trip

Travel for reasons associated with personal interest and book
through specialised tours




Key Market Segments

Priority Audiences
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Customer Personas Ireland

£ Failte Ireland
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Motwast Towtemn Durstagmant Awtuwey o v Taos o Pt A by

CREATE YOUR PERSONAS

Think of scmecne who represents a typical guest of Customer,

It helps if they are o rest person!

CUSTOMER PERSONAS INTRODUCTION DEMOGRAPHIC INFORMATION
COVID-19 SALES & MARKETING FOR RECOVERY -
DRIVING DOMESTIC SALES This document is part of a suite of supports [ il | &5
under Boosting Sales with Social Media for e rT— i
driving domestic business. e
Attention | Interest | Desire | Reassure | Action This document supports video 1 (Creating and '_'@
Planning the Campaign) and will act as a -
support to you when creating a social media S o ey Ioral o BTN
campaign that drives sales of your offers _@
(including selling at destination and business
level).
2 What are ther Shacues? e~

4 Urothaeal beywerd A A
3
3 So0el mede parbeem? _@

Now go back and do this again for another perscna.
Typicalty you will find you have 2-3 main personas.

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

CULTURALLY CURIOUS - UK

A

Meet Vanessa, she is a fan of things of beauty, photography, new design, music,

=] nd i (=l e i . Sha lovas axhibit d A fashion business student at MOD'SPE Paris, Victoria is determined to make it to the top
gy anc ik cu m e O¥er Sne phatography ons an of the fashion buying world. She has already established a voice for herself via her personal

Vanessa uses her smartphone to share images from the world over, from her trips abroad to 5
sharing artistic photos around her. She embraces Instagram to share her photos to a EE U e e T I e
wider community using relevant hashtags like #regram and #tbt (Throw back
Thursday) ity using i (Th AGE Ticketless, she watched the Dior Show live on Facebook, followed by a YouTube
38 doecumentary around the Fendi SpringfSummer Show, ‘Inside the Mothership®.
As an active he is constantly looking for experiences that take her off the
b‘;:" Iral:k.p;t:n:h:s:nl;nr; mﬂamun?mﬂ:r’:umpnm cities ;; she is looking to PROFESSION: Using her Galaxy 53, she documents street style, jetting around the city easily with the help
High School Principal ¢ what each city can offer her outside of a tour bus. When researching a holiday . of h?r Paris Metro App. She watches a lot of videos on her phone, as well as listening to
she's looking for an authentic experience and researches on multiple sites to music via Spotify.

datermine what galleries and museums to visit and small intimate places to stay.

Interest/Hobbies Barriers to visiting Digital Interest Digital Travel
Touch Points Touch Points
+ Photography & Design Not aware of the outdoor + Hufiington Post : g‘;:‘“]"! HT“‘“' Fashion Distance to Dublin is Paris by Mouth Mr & Mrs Smith
A ratbest K s b L e ¢ LA B .l “hr:(“ e Travalla Blogging perceived to be too far for a Marie Claire Luxe City Guides
+ Cookery (lvy Manning) offer. * BBC News . |l oW Travetier City Breaks city break. Hipsters in Paris lastminute.com (France)
* Keeping Fit (Londan * Instagram (Sharolyn Wise) Hope Food and Wine . Eram Paris Expedia.fr
Strollers Believes that Ireland has a + Buzzfeed + British Travel Blog Snowboarding Doesn't come acrass Alrbnb
* Music and Theatre (West limited food offering from a + Radio Times *+ Mr & Mrs Smith relevant content related to Garance Doré 5 i
End & Cirque du Soleil) fine dining perspective. + Guardian Guide + Lastminute.com RerIntera e ! The Sartorialist
+ Reuters + Timeout London
« Gawker *  World Travel Market
Implications
Visual content appeals to Vanessa including informative articles showcasing culture news, galleries, crafts, photography and food. Personal brand is everything for Victoria. Forging her way in the fashion world, she updates her personal blog, Twitter and Instagram like
High quality photographic content that can be used standalone and within articles and distributed to visual social channels like clockwork. Between selfies and snapping street style, her life is recorded digitally and shared. Priding herself on personal recommendations from
Instagram and Pinterest with relevant social tagging is important to connect with Vanessa. From a distribution perspective, it's peers, facilitating relationships is key to connecting with Victoria. Content that champions the unigue — e.g. craft beers, latest food trends and

important that our content reaches food, travel and culture-based blogs and online publications to reach Vanessa. fashion - will appeal to Victoria. She seeks content that she can consume via mobile and visual social channels. (Instagram / You Tube).




Mapping Consumer Tastes & Preference To
Your Experience To Maximise Revenue

Domestic Families family fun, kids F&B

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

U45 Unconstrained Adult Activities, swimming

Couples Food markets & producers,

%)

XX

XX

XX

XX
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Tool & Resources: Research & Insights Ireland

‘* Féilte ﬁ:i] Business Supports Hub é Trade Portal Login Search.. Q
Ireland | |

Regional Experience Brands ~ | Development « |  Research | Funding |  Quality Assurance |  Marketing ~

CLICK HERE TO VIEW T}
LATEST RESEARCH &
INSIGHTS

You are here: Home > Research » Consumer sentiment reports Print (=)

Consumer sentiment reports
Browse all research
categories

i «.~ July 2021: CP&I - Consumer Update
Consumer sentiment reports - oo "% Updated data for July shows that, aligned with 1018

Rsz Fa&d

L

trends seen in 2020, domestic trip intentions

Tourism facts and figures have begun to decline post summer season. i
2006
Economic analysis —
June 2021: CP&l - Consumer Update
Accommodation facts and e Updated data for June shows that the initial 24 .
figures w spike in domestic trip intentions resulting from 2013 ‘/[‘
the Government's announcement of accelerated 2012 m
Activities and attractions easing of Covid-19 restrictions has abated... oot m
Regional facts and figures e April 2021: CP&I - Consumer Update 2010 “
s = Find out more about consumer's domestic trip 2009 M
Failte Focus =a _i intentions, popular destinations and how time 2008 m
—— and distance travelled are key elements
Open data influencing destination cheice... 2007 u



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

Section 2

Packing &
Branding Your
Experience
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Positioning Your Business Ireland

A The personality of your brand

"Branding is what people say about

A Your promise to your visitors you when you're not

A What your brand says hYour product | eave:

on your customers long after you've
made the sale. Brand identity is the
process of shaping t

A What your values are

A How you communicate your offering

: L Jeff Bezos
A What you want people to feel when they interact with it
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Brand Identity ") Ireland

A Logo

A Colour palette (menu bar, interface, buttons & icons)
A Graphics

A Typography / Font

A Hero imagery

A Animations

A Patterns

A Overall aesthetic
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Sample Brand Guide: Herban Kitchen Ireland

Typograph
Logo Usage :fiji/f y
herb «an- kltchen herb «an- kltchen n A
_4__ Y herb-an-kitchen
title HEADER Body

herb-an- kitchen

Colour Palette

/



