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1 INTRODUCTION 
 

By definition, a Visitor Experience Development and Management Plan 

requires a visitor focus. This will ensure that proposed solutions are 

appropriate for the volume, needs and motivations of the best prospect 

customers. 

Best prospect customers are those segments1 which are most open to visiting 

Glenveagh National Park and which have the most potential to grow. 

Experience development should also be mindful of the strategic objectives of 

key stakeholders, for example, the tourism sector’s best prospects for growth 

lie in generating increased levels of overseas revenue. The focus of the 

Government’s 2025 Tourism Policy is to increase the economic contribution of 

tourism to the Irish economy, by increasing the value of tourism service 

exports2. 

This analysis builds on ‘Experiencing the Wild Heart of Ireland – A Tourism 

Interpretative Master Plan for Ireland’s National Parks’ (TIMP) which broadly 

identifies the best prospect international visitor segments (i.e. the Great 

Escaper and the Culturally Curious) and the current and forecast growth in 

recreation and activity‐based tourism. 

To further inform the Visitor analysis, the following has taken place: 
 
 
 
 

1 Segmentation is grouping customer into distinct groups based on the findings of 
market research. The groupings will be based on traditional features such as age, 
lifestyle, family structure but also providing further depth relating to needs and 
motivations 

 Review of current visitor data 
 

 Review of relevant available research & insights 
 

 One‐to‐one consultation with key stakeholders 
 
The purpose of this analysis is to conclude with key actions to inform visitor 

experience development and the refinement of best prospect visitor profiles 

for Glenveagh National Park. 

 

This VEDMP was developed between 2018 and 2019, with the intention of 

completing a draft plan for public consultation in 2020. As a consequence of 

the global Covid-19 pandemic, the draft Plan has undergone a reassessment 

throughout 2020, with consideration given to the effects and changes to 

local, national and international visitors to the National Park. 

 

Analysis of visitor numbers in 2020 will of course be affected by the global 

Covid-19 pandemic, however analysis of visitor numbers and profiles, and 

underlying trends and in the years previous to this remain a valid basis for 

future demands and expectations. 

 
 
 
 
 
 
 
 
 
 
 
2 Failte Ireland (2016) Tourism Development and Innovation – A Strategy for 
Investment 2016 – 2022 
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Revenue (€m) 2013 2014 2015 2016 2017 

Total Overseas 3,315.7 3,596.4 4,265.3 4,638.0 4,923.9 

Northern Ireland 304.5 334.4 338.2 366.9 371.3 

Total out of State 3,620.3 3,930.7 4,603.5 5,004.9 5,295.2 

Carrier Receipts & 

Overseas Same Day 

Visits 

1,011 1,207.0 1,360.0 1,535.0 1,664 

Total Foreign 
 

Exchange Earnings 

4,631.3 5,137.7 5,963.5 6,539.9 6,959.2 

Domestic Trips 1,533.0 1,713.5 1,725.3 1,797.7 1,879.1 

Total Tourism 
 

Revenue 

6,164.3 6,851.2 7,688.8 8,337.6 8,838.3 

 

Numbers (000’s) 2013 2014 2015 2016 2017 

Total Overseas 6,686 7,105 8,036 8,742 9,023 

Northern Ireland 1,572 1,708 1,492 1,358 1,315 

Total out of state 8,258 8,813 9,528 10,100 10,338 

Domestic Trips 8,413 8,991 9,125 9,359 9,626 

 

2 MARKET CONTEXT 
 

2.1 Tourism in Ireland 
 

Expenditure by tourists3 visiting Ireland (excluding receipts paid to Irish 
 

carriers by foreign visitors) was estimated to be worth €5.3 billion in 2017, this 

represents growth of 4.2% on 2016. Combining spending by international 

tourists with the money spent by Irish residents taking trips here (€1.9 billion) 

and receipts paid to Irish carriers by foreign visitors (€1.6 billion), total tourism 

expenditure in 2017 was estimated to be €8.8 billion.4
 

It is evident tourism in Ireland has undergone a strong period of growth in the 

past 5 years i.e. total number out of state visitors has increased c.25% since 

2013 (see Table 1) and Total Tourism Revenue has increased c.43%. (see Table 
 

2). 
 

 
 
 

Table 2: Summary of Tourist Revenue in Ireland 2013‐2017 
 

A recently published Failte Ireland Report5 demonstrates further growth in 
 

2018 i.e. total number of out of state tourists has increased by a further 6% 
 

from 2017 to 9,580,000.6
 

 

 
 

Table 1: Summary of Tourist Numbers to Ireland 2013‐2017 
 
 
 
 
 
 

3 A ‘tourist’ is defined as a visitor whose trip includes an overnight stay 
4 Failte Ireland (2018) Tourism Facts 2017 

5 Failte Ireland (2019) Preliminary Tourism Facts 2018 
6 Total Tourism Revenue for 2018 is yet to calculated 
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Numbers (000’s) 2013 2014 2015 2016 2017 

Total Overseas 199 252 289 283 255 

Domestic Trips 313 329 314 374 376 

 

2.2 Tourism in Donegal 
 

In 2017, 255,000 overseas tourists spent €82 million and 376,000 domestic 

tourist trips were taken generating €96 million in Donegal7. Within the 

national context this represents: 
 

 4% of domestic trips in Ireland 
 

 5% of domestic revenue in Ireland 
 

 3% of overseas tourists to Ireland 
 

 2% of overseas tourism spend in Ireland 
 

In contrast to the aforementioned national trends of increased visitor numbers, 

Donegal has experienced a drop in overseas tourists since 2015 (see Table 3 

and Table 4), although tourism revenue has remained at a comparable level 

(see Table 3). Domestic trips and revenue have demonstrated a trend of 

growth.8
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

7 Failte Ireland (2018) Survey of Overseas Travellers 

 
Table 3: Summary of Domestic Trips and Overseas Tourist Numbers to Donegal 2013‐2017 

 
 
 

Revenue (€m) 2013 2014 2015 2016 2017 

Total Overseas 63 67 83 90 82 

Domestic 67.8 89.2 75.6 99.9 96 

Table 4: Summary of Revenue generated by Domestic trips and Overseas tourists to Donegal 
 

2013‐2017 
 

The key overseas markets for Donegal include Britain, Mainland Europe and 
 

North America. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
8 Failte Ireland (2013‐2017) Regional Tourism Performance 
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Figure 1: Key Overseas Markets to Donegal 
 

It should be noted the above statistics do not account for Northern Irish visitors 

to Donegal. In 2017, there was 648,000 visitors from Northern Ireland to the 

Border Region9, however sample sizes do not allow for a reliable county by 

county breakdown. 

This demonstrates the relative importance of the domestic market to Donegal 

(further increased by visitors from Northern Ireland) and the challenge of 

increasing the number of overseas visitors and volume of overseas tourism 

spend in Donegal. Failte Ireland’s plans for 2019 highlight a strategic approach 

to encourage visitors to explore other parts of the region.10 Consultation with 

 
 
 

 
9 Failte Ireland defines the Border Region as Cavan, Donegal, Leitrim, Monaghan, Sligo 
and Louth. 

Failte Ireland reveals the specific challenge for Donegal is to encourage 

overseas visitors to journey further north than Galway on the Wild Atlantic 

Way, a key tactic is to further develop a compelling visitor proposition and 

experience(s). 

2.3 Glenveagh National Park in context to tourism to Donegal 
 
Glenveagh National Park has demonstrated year on year growth since a 

reliable record of visitor numbers was established in 2014 (see Table 5). 

Year Visits Change vs previous Year 

2014 150,691 N/A 

2015 170,801 +13% 

2016 176,444 +3% 

2017 211,674 +20% 

Table 5: Summary of visits to Glenveagh National Park 2014‐201711 

 

Glenveagh National Park is currently the most visited attraction in Donegal 

(see Table 6), this demonstrates its key role in providing compelling visitor 

experiences to ensure growth of overseas tourists and revenue. 

 

 
 
 
 
 
 
 
 
10 Failte Ireland (2019) The Year Ahead – Sustaining Success in 2019 – Wild Atlantic 
Way 
11 Source: Glenveagh National Park 
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Attraction Fee Charging Visit Numbers (2017) 12
 

 
13 

Glenveagh National Park Yes14
 211,000 

Malin Head Viewing 
 

Point 

No 172,000 

Sliabh Liag Cliffs No 165,000 

Waterworld (Bundoran) Yes 56,000 

Ionad Cois Locha 
 

(Dunlewey Centre) 

Yes 45,000 

Table 6: Top five visitor attractions in Donegal15 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

12 Estimates of visitors to attractions may include usage by local residents 
13 Visit numbers rounded to the nearest thousand 

14 Glenveagh National Park is listed as a fee paying attraction within the Failte Ireland 
Visitor Attraction Survey as Glenveagh Castle and Grounds. However, it is understood 
the visit numbers relate to both fee paying and non‐fee paying visitors. 
15 Failte Ireland (2018) Survey of Visitor Attractions 
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3 THE VISITOR 
 

3.1 Current Visitors to Glenveagh 
 

Unfortunately, there is no accurate breakdown available of origin or 

segmentation of visitors to Glenveagh National Park (an issue which should be 

addressed within future management plans). Consultation with staff has 

provided the following broad themes: 

 c.30% of visitors visit the Castle vs c.70% exploring the wider site 
 

 The majority of the 70% exploring the wider site remain in the area 

between the Visitor Centre and Castle (this is supported by trail 

counter data – see Table 7. 

 c.70% of visitors pay for the shuttle bus from the Visitor Centre to the 
 

Castle 
 

 c.20‐25% of visitors are coach tours who primarily take a paid castle 

tour 

 80% of coach tours are overseas visitors and typically aged 55 years 

and over 

Analysis of trail counter data demonstrates that the Lakeside Walking Trail 
 

(i.e. between the Visitor Centre and the Castle) is the most popular receiving 
 

65% of total trail visits (see Table 7). 

 

Trail Name Walkers Bikers 

Lakeside Walk 68,000 8,748 (13%) 

Viewpoint Trail 14,541 0 (0%) 

Upper Glen Trail 10,000 2,000 (20%) 

Derrylahan Nature Trail 8,795 241 (2%) 

Lough Inshagh 3,466 613 (17%) 

TOTAL 104,802 11,602 

Table 7: Trail Counter Breakdown 
 

The broad insights provided demonstrate the majority of the current visitor 

focus on the area between the castle, formal gardens and the visitor centre 

with limited dispersal around the site. 
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3.2 Current Visitors to Donegal 
 

Failte Ireland research sample sizes do not provide a detailed breakdown of 

profile of overseas visitors per county, rather Donegal is included within the 

Border Region. However, in 2017, 32% of overseas tourists to the Border 

Region visited Donegal so the Border Region insights are useful with caution 

due to sample size. Key insights into holidaymakers16 to the Border Region 

include: 

Party Composition: Almost 60% of parties are couples with a further 20% 
 

comprising of families. 
 

 
 

Figure 2: Party composition of overseas holidaymakers to Border Region 
 
 
 
 
 
 

16 Failte Ireland defines ‘holidaymakers’ a tourist whose main reason for travelling is 
holiday/ leisure/recreation. Therefore, it will not include business tourist or those 
visiting friends and relations. 

Age:  56% of oversea visitors are aged 45 years and over 
 

 
 

Figure 3: Age Groups of overseas holidaymakers to Border Region 
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Type: 77% are independent travellers with 23% visiting as part of a package 

tour 

 
 

Figure 4: Overseas holidaymakers to Border Region: Package or Independent traveller 

breakdown 

Use of Car: 77% of overseas holidaymakers travel by car 
 

 
 

Figure 5: Use of car by overseas holidaymakers to Border Region 

3.3      Coach Tours 
 
Consultation with Glenveagh National Park staff has indicated the importance 

of Coach Tours to Glenveagh. 

 c.20‐25% of visitors are coach tours who primarily take a paid castle 

tour 

 80% of coach tours are overseas visitors and typically aged 55 years 

and over 

In addition, consultation with the Failte Ireland Northern Headlands Donegal 

team also highlighted the importance of coach tours to Donegal stating sales 

activity to coach tour operators is a key tactic to attract overseas tourists. 
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However, Failte Ireland research17 highlights that despite a significant increase 

in coach tour visitors from Northern America in 2014, the market has 

experienced a small decline since 2010 (c.2%) in contrast the aforementioned 

growth in tourism. In 2017, there were 293,603 coach tourists to Ireland, 

approximately 3% of overall tourists to Ireland. 

Therefore, whilst coach tourism is currently important to Glenveagh National 

Park and Donegal and efforts should be made to retain market share, it is not 

viewed as a growth market. 

3.4 Current Visitors to Wild Atlantic Way 
 
As previously stated, a key challenge for Donegal is to attract visitors to the 

Wild Atlantic Way that are currently not continuing their journey northwards 

from Galway. It is therefore important to understand the segmentation of 

visitors to the Wild Atlantic Way. Despite growth in emerging markets the 

USA, Great Britain, France and Germany are identified as the four key 

international markets. Following a review of these markets, Failte Ireland 

identified the following priority segments engage with the Wild Atlantic Way: 
 
 
 
 

400,000 
 

350,000 
 

300,000 
 

250,000 
 

200,000 
 

150,000 
 

100,000 
 

50,000 
 

0 

Coach Tourists 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

2010 2011 2012 2013 2014 2015 2016 2017 
 
Britain N America M Europe Other Areas TOTAL 

Culturally Curious – are out to broaden their minds, expand their experience 

by exploring new landscapes, history and culture and look to really 

understand the destinations that they visit. They are independent minded and 

like getting off the beaten track. These are comparatively older visitors, who 

typically travel as a couple or on their own. 

Great Escapers – They travel very much as a close‐knit group and are on 

holiday to take time out, to get physical with nature where they can escape 

their hectic lives and focus on each other. Consequently, they are less 

interested in meeting others. These are comparatively younger visitors who 

are often couples with children. 

 
 

Figure 6: Coach Tourists to Ireland 2010 ‐ 2017 
 

 
 
 
 

17 Source: Failte Ireland's survey of overseas travellers. 
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In 2016, Failte Ireland commissioned a further Global Segmentation 
 

Deepdive18 which identified the following behaviour for these key segments: 

Culturally Curious – Desired experiences are relatively active and curious, with 

a desire to connect to both the culture and environment. Interest peaks for 
 

landscape driven experiences. 
 

Great Escapers – they desire experiences of natural beauty in gentle isolation. 
 

 
 
 

3.5 Domestic Market 
 

As indicated in Section 2.2, domestic trips and revenue provide an important 

foundation for tourism in Donegal. Failte Ireland has identified the following 

priority segments for the domestic market19: 

Connected Families ‐ are made up of families with young children. Their core 

motivation is to spend quality time together and grow as a family. 

Footloose Socialisers ‐ tend to travel as groups of friends, for them holidays 

are about sharing experiences with people 

Indulgent Romantics ‐ are made up of couples that are seeking a romantic 

getaway through which they can reconnect while enjoying wonderful 

surroundings. 

 
 
 
 
 

 
18 This was international qualitative research involving 4020 interviews with the 
potential outbound market 

Based on an assessment of the experiences available in Glenveagh National 

Park, the ‘Connected Families’ can be viewed as a best prospect segment and 

a focus for experience development. 

Connected Families make up 23% of the domestic market, the single largest 

segment. They are made up of relatively young families. They are made up of 

parents in their thirties and early forties and children generally under the age 

of ten. 

For Connected Families, family holidays are the best weeks of the year and a 

special opportunity to spend quality time together, creating memories to last 

a lifetime. 

They put their heart into planning and finding out everything a destination has 

to offer, the best places to stay, the hidden gems and all the activities 

available that can be shared by adults and children together. For them it is not 
 

about having a plan for every day rather knowing that there are lots of ‘things 

to do together’ nearby and making sure their accommodation and facilities 

really suit their needs. 

Connected Families enjoy a holiday that offers a variety of things to see and do 

in a place that feels special. Whether it’s fun at a petting farm, picnicking, 

learning to surf, catching crabs on the beach or taking a walk on a local nature 

trail, as long as they’re doing it together, they’re happy. For the parents it’s all 

 
 
 
 
19 Failte Ireland (2014) Driving Growth through Segmentation – An Introduction to 
best prospect global and domestic customer segments 
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about their children being happy and enjoying themselves. They want to make 

the most of the opportunity to really ‘be’ with their children and love to see 

them do and enjoy the same simple things they did when they were children 

themselves. They are seeking to create special memories that they can 

treasure, sharing experiences that they can fondly look back on in the months 

and years to come. 

 
 
 

3.6 Tourism Innovation Screener Research Findings 
 

In 2017, Failte Ireland commissioned a Tourism Innovation Screener, which in 

summary, involved testing a number of concepts (tourism experiences both 

actual and potential) within 5 key markets20 in order to identify which 

concepts have the most consumer appeal. The findings will therefore be 

utilised to inform the decision making and prioritising resources and budget 

for experience development and enhancement. 

3.6.1 Concept Deepdive for National Parks in Ireland 
 

National Parks as one the concepts tested – (see tested concept in Appendix 
 

A). Summary findings include: 
 
 
 
 
 
 
 
 
 

 
20 94 concepts (including 28 benchmarks) were tested through 19,975 interviews 
across 5 markets (Ireland, Great Britain, USA, France and Germany) 

Overall Assessment 
 
National Parks capture the essence of an untarnished and fully protected 

landscape: 

 visual impact: awe inspiring landscapes 
 

 tranquillity and remoteness (proximity to wildlife confirms how 

pristine the environment is) 

 greater sense of personal space and freedom 
 
Not a main reason to visit (only a handful of individual experiences are) ‐ 
 

overseas visitors can find similar in their native countries 
 
Points of Magnetism 
 
The promise of exploration in a beautiful and remote landscape. Rugged 

wilderness and the diverse wildlife (deer, badgers, hawks, eagles) 

Points of detraction 
 
Concerns re the linearity of the offer – just walking/too much walking, not 

enough variety. 

Some minor concerns about a lack of practical detail on routes and the 

uncontrollable weather 

National Parks in Ireland scored well across all markets on Appeal and 
 

Excitement; beautiful landscape and the authenticity and freedom of 
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exploration. However, there were some concerns about exploring by bicycle 

or on foot –some would prefer driving/tour bus. 

3.6.2 Key Learnings for activities and attractions 
 

In addition, the range of concepts tested in the Tourism Innovation Screener 

provided insights for the wider attractions and activities sector. 

3.6.2.1 Key learnings for activities 
 

Key insights21 for activities relevant to Glenveagh National Park include: 

Overview: 

 Whilst as a whole activities are not the primary reason to travel (only 

a handful of individual experiences are) they are an important part of 

the experience and offer a range of things to do when in destination 

 Boat trips, with the opportunity to view dramatic scenery or 
 

encounter exceptional wildlife (whales and dolphins) are the exception 

and the only activities that act as a core motivator 

 Experiences in nature and those that involve boat trips or walking (as 
 

a means of experiencing the landscape) are top performing activities 
 

 Cycling and adrenaline activities have a more limited appeal 
 
 
 
 
 
 
 
 
 
 
 

21 Failte Ireland (2018) Activities Cheat Sheet – Insights from Innovation Screener 

Drivers of Appeal: 
 

 The top performing activities have Ireland’s dramatic landscapes 

playing a central role. The landscape is the attraction, the activity is 

just a means to sightsee 

 Activity for the mass market is not overly physical – it needs to be for 

all ages and abilities 

 Experiences on or near water test strongly and are much more about 

getting on the water rather than in it (via boats rather than 

watersports) 

 Adrenaline and watersports are for the selected few 
 

 More rounded experiences test well. Experiences that stretch beyond 

the initial activity and link the tourist to local villages, food and music 

stand out 
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Experiences – Do’s: 
 

 Boat Trips (relatively short in duration – 4 hours and indeed 2 hours 

are perceived too long for some) 

 Unique stories and experiences – authentic and only available in 
 

Ireland. Concise and interesting interpretation is key 
 

 Natural dramatic, diverse landscape – authentic, wild and unspoilt 
 

 Relaxing Remote Walks in Nature (at your own pace) – leisurely way to 

enjoy the natural landscape close to water, wood or by waterfalls 

 Rounded experiences – linking activity culture, music and food. Cross 

promoting nearby activities, amenities and experiences 
 

Experiences – Don’ts 
 

 Fear of overcrowding – perceived to take away the uniqueness of 

experience – some perception that tourist traps are expensive 

 A lack of depth as to what the experience entails and how unique it is 

from any other experience create a barrier (e.g. National Parks may 

have different meaning for overseas audience) 

 Don’t forget the practicalities around activities ‐access, 

accommodation, places to stop for refreshment etc. 

 
 
 
 
 
 
 
 

 
22 Failte Ireland (2018) Attractions Cheat Sheet – Insights from Innovation Screener 

3.6.2.2 Key learnings for attractions 
 
Key insights22 for activities relevant to Glenveagh National Park include: 

Overview: 

 Iconic attractions (e.g. Cliffs of Moher) are head and shoulders the 
 

sub category that drive consideration and motivate travel for overseas 

visitors 

 Other attraction categories are more susceptible to the interests of 

the visitor as whether they find the attraction subject matter 

appealing 

Drivers of Appeal: 
 

 Attractions generally provide a strong reason to travel for 

international markets – the question is whether the attraction has 

mass market appeal or interest for a select few 

 The top performing attractions represent Ireland’s iconic historic 

experiences 

 Domestically individual attractions play a supporting role. Experience 

brand and product orientated holidays form the primary reason to 

travel (as bundled holiday experiences; however individual attractions 

(iconic attractions and activities) can play an important role in 
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highlighting a variety of things to see and do within a brand 

experience 

 More rounded experiences test well. Experiences that stretch beyond 
 

the initial activity and link the tourist to local villages, food and music 

stand out 

Experiences – Do’s: 
 

 Boat Trips (relatively short in duration – 4 hours and indeed 2 hours 

are perceived too long for some) 

 Unique stories and experiences – fascination with how ancient 

builders designed and created historic structures 

 Linking attractions to legends, heritage and stories of the people of 

the place – authentic and only available in Ireland 

 Contextualising history in a meaningful way for the holidaymakers – 
 

e.g. ‘older than the pyramids’ 
 

 Bringing in the sense of place to the attraction. Dialling up how the 

natural and dramatic landscape fits into the story and identifying 

vantage points for the scenery 

 Rounded experiences – linking activity culture, music and food. Cross 

promoting nearby activities, amenities and experiences 

Experiences – Don’ts 
 

 Fear of overcrowding – perceived to take away the uniqueness of 

experience – some perception that tourist traps are expensive 

 A lack of depth as to what the experience entails and how unique it is 

from any other experience create a barrier 

 Perception that the attraction is a passive viewing spectacle with 

limited activity or interaction puts an attraction at a disadvantage 

 Don’t forget to ensure some elements of the experience are suitable 

for all ages and abilities 
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4 Summary Conclusions 
 

Tourism in Ireland 
 

 Tourism in Ireland is experiencing a strong period of growth. Between 
 

2013‐2017 total number out of state visitors increased c.25% and 
 

Total Tourism Revenue has increased c.43% 
 

 Latest tourism estimates demonstrate Ireland welcomed over 9.6m 

overseas tourists and 9.8m domestic trips, generating €7.8bn in 

revenue in 2018 

Tourism in Donegal 
 

 Donegal has the potential to grow from a low base: ‐ currently: 
 

o 4% of domestic trips in Ireland 
 

o 5% of domestic revenue in Ireland 
 

o 3% of overseas tourists to Ireland 
 

o 2% of overseas tourism spend in Ireland 
 

 In contrast to national trends, Donegal has experienced a drop in 

overseas tourists since 2015 although tourism revenue has remained 

at a comparable level 

 Domestic trips and revenue have demonstrated a trend of growth. 
 

 The key challenge for Donegal is to increase the number of overseas 

visitors and volume of overseas tourism spend by encouraging 

overseas visitors to journey further north than Galway on the Wild 

Atlantic Way 

Glenveagh National Park 
 

 Glenveagh National Park is currently the most visited attraction in 

Donegal demonstrating its key role in providing compelling visitor 

experiences to ensure growth of overseas tourists and revenue 

 Glenveagh National Park has demonstrated year on year growth in 

visitor numbers (40% between 2014‐2017) since a reliable record of 

visitor number was established in 2014 

Best Prospect Segments 
 

 Priority Segments with potential to grow for Glenveagh National Park 

include: 

o Culturally Curious 
 

o Great Escapers 
 

 
 

 Support Segments which provide a foundation, although with limited 

room to grow include: 

o Coach Tours – relatively important to Donegal although 

provided a limited portion of overall overseas tourism market 

o Connect Families – provide 23% of national domestic market 
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Key Experiential Considerations 
 

 Glenveagh National Park needs to create a broader range of 

experiences from the current focus on Castle and Grounds 

 Accentuation of dramatic landscape, tranquillity and remoteness is 

key – expressing the uniqueness of landscape is important 

 Care should be taken when describing National Parks – they mean 

different things to different audiences e.g. Yosemite National Park is a 

very different concept to Glenveagh National Park 

 Activities should be not overly physical and a conduit to experiencing 

the landscape 

 Boats trips and relaxing remote walks in nature are a key opportunity 
 

 Unique stories and experiences are a key priority 
 

 It is important to provide a sense of place through interpretation and 

vantage points for the scenery 

 A rounded experience is key linking activity culture, music and food 
 

 Avoid fear of overcrowding 



 

 
 

APPENDICES 
 

A. 
 

Tourism Innovation Screener: Concept Deep Dive for National Parks 
 

 
 
 

National Parks of Ireland 
 

Experience Ireland’s outstanding natural beauty in all its diversity, by 

roaming through our National Parks. 

Escape to an unspoilt world where wildlife thrives in vast beautiful 

landscapes. 

Explore on foot or bike one of six parks across Ireland to experience the 

majesty of these special conservation areas and encounter protected 

species found nowhere else in Ireland. 

From striking limestone landscapes in the Burren, to vast mountain ranges 

and pristine lakes in Wicklow and Killarney, to remote rugged wilderness in 

Connemara, Ballycroy and Glenveagh, you’ll encounter equally diverse 

wildlife –including deer, squirrels, badgers, and up to 100 species of birds, 

including hawks and eagles. 

Nature at its most awe‐inspiring. 
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