


'Nicholas and Ruth' are optimistic and spontaneous, open-minded and not image
conscious. They have a little more time than they did in the past to explore the world
and learn new things.

50% of this audience group are retired, so they have more time to do what interests
them. Others have teenage children, so are parents who have a little more time to
themselves. Only 14% of this group have children under the age of 18.

They like to take holidays off the beaten track, would never think of taking a package
holiday and like to go somewhere new each time. They are active and have a wide

range of interests.
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OVERVIEW



CRITICAL FACTORS FOR THIS
AUDIENCES TRAVEL JOURNEY

Q.

OFF THE PRAGMATIC OPEN-MINDED INTELLECTUAL
BEATEN TRACK CONCERNS CURIOSITY
71% prefer to take holidays off Most influenced by practical 68% try to go somewhere different Strong desire to explore and learn
the beaten track (1.7x national COVID-related concerns and seek on holiday every time (1.5x national new things in new surroundings
average) booking flexibility or will put plans average)

on hold




BARRIERS HOLDING THEM BACK
FROM VISITING THE ISLE OF MAN

?

STRONG ACCOMMODATION ACCESSIBILITY + DON'T KNOW
COMPETITION VARIETY/COST COST PERCEPTION ENOUGH
With UK alternatives such as the Perception is it's pricier than Lack of knowledge about time to About what the Isle of Man
Lake District mainland UK get to an air/sea link and cost to offers - does it have enough for

travel and holiday here is high them to explore?




WHAT DO THEY LOOK FOR IN A HOLIDAY?

ACCOMMODATION EAT & DRINK SEE & DO
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HOW DO THEY?

=) PLAN/BOOK THEIR HOLIDAY

GET INSPIRED



HOW DO WE
MARKET TO THEM?

e 1 ———
KEY MESSAGES £ ———

Leverage their desire to experience something new

Work with Travel Trade for the promotion of tailored packages
Leverage already established networks across the UK & Ireland
(associations/Facebook groups)

Use of influencers







