


Based on 4,997 opinions expressed 
about the island of Ireland, 88% of 
opinions captured were positive; 12% 
of opinions were negative. 

Our people are praised for 
their attitude to foreigners, 
friendliness, helpfulness 
and openness.

Attractiveness, craic, dramatic and 
surprising are the key brand values 
associated with the island of Ireland, 
particularly among English-speaking 
opinion holders.

Visitors from the America and Germany 
are most inclined to discuss the island 
of Ireland. Both these groups combined 
provide roughly 20% of the total opinions 
and are the most favourable in their 
comments, with 91% of opinions 
being positive.

And the online community said...

“To be in Ireland on St. Patrick’s 
Day is like being in Washington 
DC on the 4th July. It was a great 
day...” (www.travelblog.org)

“Ireland is a wonderful place to visit 
at any time of the year, but spring 
is glorious in highlighting its charm, 
revealing its natural attractions, 
literature and music, not to mention 
exposing you to the lively local 
population.” (www.tripadvisor.com)
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“The owner was very helpful. One 
of our party was ill and we had 
an evening fl ight. She allowed us 
to keep our room free of charge 
to allow the girl to sleep. Very 
kind and the breakfast was well 
received!” (www.tripadvisor.com)

“...I would return there [Malin 
Head] in a heartbeat for another 
painting trip. I had a huge shared 
kitchen with an attached sitting-
room and a wood burning stove 
where I kept a warm pot of tea 
ready while I painted at the bay 
window...” (www.Blogspot.com)



Sports-related activities do not feature extensively, 
in contrast to the consumer-generated media of other 
destinations ASOMO has analysed, where winter and 
water sports are popular activities. Walking coverage 
dominates, with hiking in second place. Hiking is 
cited particularly by German visitors, who also often 
differentiate it from walking. 

There are relatively few references to golf and 
fi shing on general destination sites as most users 
would use specialist sites to post their views. 

More than half of discussions about Ireland refer to city 
travel experiences, with Dublin dominating, followed 
by Belfast, Galway, Cork and Limerick appearing in 
sporadic opinion. Rural areas were not as specifi cally 
mentioned in comments. 

Transport to/from Ireland is a key issue for opinion 
holders, with air travel the leading mode, and car/ferry 
combinations also feature. Online opinion clearly refl ects 
the importance of fl ight connections and prices as major 
deciding factors infl uencing where and when visitors 
travel and, less directly, what they do in the country. 
Price of transport is positively perceived, and the 
information offered is also highly appreciated. 

“I had imagined myself standing 
majestically on the precipice of 
the Cliffs of Moher...Then the view 
of the crashing sea and the mist 
swirling amongst the crags of 
rock humbled me even further.” 
(www.Blogspot.com). 
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The main causes of negative feedback 
are associated with elements largely 
beyond the control of the tourism 
industry – climate, noise, safety 
(getting around) and 
infrastructure. 

Comments about the weather 
can be quite extreme. 

Driving on the left causes some 
Safety concerns particularly 
for the French. There are also 
references to the poor condition 
of many secondary roads and 
the tolls charged on some 
motorways (infrastructure). 

Negativity towards Noise mainly 
concerned city breaks.

In general, though, weather-related 
comments are put in perspective.

Those perceptions within our control 
include prices, overcrowding 
(accommodation and activities), 
opening days and times (activities) 
and security (accommodation).

And the online community said...continued

“While Dublin is a nice place, the 
only thing we did not appreciate 
was that youngsters (males 
mostly) are drunk most of the 
time...It can get a bit dodgy when 
you are travelling with kids...Avoid 
walking late and lonely alleys.” 
(www.tripadvisor.com) 

“You don’t come to Ireland for 
the sunshine.”

“...I think they were drinking 
Guinness when they built these 
roads because there are HUGE 
tracts of land on either side of the 
road, yet for some reason they twist 
and turn like snakes...” 
(www.travelintelligence.com)
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“…Greetings from the third world! 
Thank god I’m out of here in six 
hours! It has been absolutely 
miserable. It rains six times a 
day and we all have been 
cold since we got here...” 
(www.travelblog.org)

Coach tours, however, are 
considered a good way 
of accessing remote rural 
areas in a relatively short 
space of time.



Visitors react negatively when price 
information is only made available 
in situ. The resulting “shock factor” 
leads them to remark on them in 
their holiday experiences. These 
negative perceptions could 
be reduced by more clearly 
communicating activity-related prices 
in pre-trip information sources.

Some users take issue with 
costs in general.

However, some compare 
our food, drink and 
accommodation costs with 
other EU countries and don't 
think Ireland is expensive.

In Northern Ireland, price was 
less of an issue, particularly in 
terms of Public transport, 
Accommodation and Activity-
related services. 

Overcrowding comments 
relating to Activities and 
Accommodation seem to be 
concentrated around peak travel 
periods, such as the infl ux of tourists 
attending St Patrick’s Festivals. 

Opening days and times for 
attractions cause concern as visitors 
often reach their destination only to 
fi nd they are closed on certain days 
and they had not been made aware 
of this through Online Media or 
other literature. Clearer information is 
obviously key to improving this situation.

“...All of a sudden I realised that 
money fl ows out really quickly in 
Ireland, since everything is REALLY 
expensive... Thankfully, even 
though Dublin is fairly expensive, 
many museums are free...” 
(http://simo0205.spaces.live.com) 

Although Security isn’t a 
major issue, the main concerns 
highlighted a perception of poor 
security when staying in hostels.
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“...now those who have been 
to Dublin would know it’s the 
most expensive place EVER! 
Completely broke after this trip...” 
(www.travelblog.org). 

“I didn’t think Ireland was 
expensive at all...In fact, eating out, 
we ate in amazing places for just 
12 per person. Here in Madrid, 
you can’t eat in many places for 
that amount anymore…”

“I was in Dublin for St Patrick’s 
Day, and it was so crowded that 
we couldn’t get into any sites, and 
couldn’t even get close enough to 
the fi reworks over the Liffey to SEE 
them!... I would like to see Dublin on 
a NON HOLIDAY low touristy time of 
year!” (www.43places.com) 

Buzz



What’s the Buzz with Tourism Ireland?

Tourism Ireland’s market offi ces around the world are actively pursuing initiatives to utilise the growing power of User 
Generated Content. Some markets are proving more receptive to UGC than others. Here are some of our projects to date...

USA

Advertorials and TripAdvisor: The US Market is running a campaign of 
‘advertorials’ on TripAdvisor for Dublin Tourism. Commercial sponsors of the 
campaign supply a mix of editorial content, videos, photos, form registration 
and quick links to drive traffi c to special offers and features on their own site 
or partner sites. Online advertising directs users to the microsite with specifi c 
information on getting to Ireland.
The Results: This is an ongoing campaign, but early results indicate a good 
take-up, with over 6,200 clicks through from the advertorials. For more 
information, log onto www.tripadvisor.com/IrelandCenter

Great Britain 

Laughing man on YouTube: The British Market tested an unbranded viral 
campaign on YouTube to promote the unique merits of the island of Ireland 
and its people. O’Mara’s is a mythical representation of all that is uniquely 
great about the island of Ireland, its people and the craic you can have here. 
The Laughing Man was one of the 45 second fi lms circulated related to 
O’Mara’s, and is simply made up of a man in a café laughing hysterically – 
strange, but true! 
The Results: During the month of April, there were 96,279 views of this 
comedy clip, making it the 16th most watched worldwide that month. 
For more information, log onto www.youtube.com and key in 
O'Mara's Laughing Man.

USA

Lonely Planet: The Tourism Ireland US Market has teamed up with Lonely 
Planet to promote ‘the best of Ireland’ via a microsite. They included links to 
the Lonely Planet Thorntree Forum where discussions have formed under 
headings such as ‘from Dublin to Dingle’ and ‘Underrated Ireland’. There are 
also links to UGC video content on Lonely Planet TV where users can upload 
their own videos of Ireland. 
The Results: Unique visits for this campaign total over 35,000 to date, with 
users spending over three minutes on the microsite. For more information, 
log onto www.lonelyplanet.com/best-of-ireland

Germany

The Irish Diary: To mark the 50th anniversary of Böll’s Irish Diaries, the 
German Market ran a competition on their website inviting users to send in 
their own Irish diaries, either as blog or photo diary. Promotion for this was 
through the website only.
The Results: The photo diaries attracted 95 entries; the blog was 
less popular. 



Tapping into the Buzz

Tourism Ireland and the tourism industry can reinforce positive perceptions found on social media sites by using 
consumer quotes to our advantage. We can also address the negative constructive criticism in any area that is 
within our responsibility. In addition to the market specifi c initiatives, above, Tourism Ireland is advancing work on 
a number of UGC projects. These include registering with Yahoo Answers to become an authority answerer on 
subjects relating to travel in Ireland; introducing a weekly blog, which can be spread virally across the social 
network media; and ensuring we have a visible profi le on rich media websites. 
 
By doing this, we can continue to become stronger as the tourist destination of choice.

The Netherlands 

EU bans Irish pubs outside Ireland: The Dutch Market launched a spoof 
video on YouTube. Using the guise of an EU ruling akin to ‘no Champagne 
outside Champagne’, they developed two websites – the fi rst, a believable 
looking news broadcast announcing that the EU has decided to ban Irish pubs 
outside Ireland; the second was a video of a Chinese man giving his reactions to 
the ban, which was deliberately bad in terms of design.
The Results: With 53,568 views (25/8/08), it could be said that this footage 
raised the profi le of what is arguably one of the most unique things about the 
island of Ireland – the Irish pub. For more info, check out YouTube and type in 
EU bans Irish pubs.

Spain

English as a foreign language: The Spanish Market wanted to target 
university students over 18 to consider Ireland as a destination for learning 
English abroad. They created a microsite with a blogging section where users 
could leave stories about their studies in Ireland, along with a competition. 
Users were then asked to vote on the funniest story. The campaign was 
promoted through banner ads on a youth website, ezines to 8,500 contacts, 
two e-newsletters, as well as Tourism Ireland's own ezine and buttons on the 
www.discoverireland.com/es website. 
The Results: There were 5,213 visits to the microsite, with 85 blogs and 
121 new registrations for the ezine. This was a pilot activity in the Spanish 
market, but the results proved worthwhile and other user generated content 
projects are on the way.

France

The professional bloggers: Capitalising on the blog phenomenon, the 
French Market sent two professional bloggers on trips around Ireland to 
produce their own blog. To date, there have been a dozen posts, along 
with pictures and videos. 
The Results: Their stories have been read 8,760 times, and the articles have 
been syndicated or rewritten for other blog sites. As a result, these travellers’ 
tales have appeared online over 63,000 times. You can fi nd these blogs on 
Google or via BlogSearch. During July, two of the fi rst 10 blogs when 
searching ‘Voyage Irlande’ were the French Market’s sponsored blogs. 
For more information, log onto Un Monde Ailleurs: www.unmondeailleurs.net 
and Be Noot: www.be-noot.com/blog  
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Useful links and 
downloads

•  International Federation 
for IT and Travel & Tourism 
www.ifi tt.org 

•  Online community for the 
travel and tourism industry 
www.travelmole.com 

•  O'Reilly Media Inc 
explain web 2.0  
www.oreillynet.com/
pub/a/oreilly/tim/
news/2005/09/30/what-is-
web-20.html

•  The European Travel 
Commission’s New Media 
Monitor, which tracks how 
internet usage is growing 
globally www.etcnewmedia.
com/review 
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•  Explore opportunities to place a video of your enterprise on the web, using platforms 
such as YouTube, as well as on your own website. Upload your videos on as many 
video sharing sites as possible, ensuring you add as many keyword rich phrases as 
possible. They don’t have to be polished videos, having a presence and presenting the 
right tone seem to be the most important elements.

•  Blog online, if you can, to show off your expertise in your specialist area, add comments 
to other blogs, or post information on a special interest blog.

•  Record a podcast and make it available to download via your website and on other 
UGC sites. If you have a lot of foreign language customers, try to make it available in 
different languages, too.

•  Monitor your brand online in discussion rooms and use your right to reply on sites, such 
as TripAdvisor, making sure to mention that you are the product provider. Take note of 
what is being said and try to make improvements from constructive criticism.

•  Take more pictures of your property and ask your guests to do the same. You can even 
encourage your guests to upload them to your dedicated pages on Flickr, or to send 
them to you for use on your own website.

•  Create your own company profi le on the main Social Networking Sites and liaise with 
your ‘friends’ on a regular basis.

•  Visit the collaborative knowledge sites (Wikis and Q&A sites) regularly. Update any 
areas that could relate to your product or service, and try to answer questions as 
comprehensively as possible.

• Enjoy interacting with the consumer, and they’ll enjoy communicating with you. 

Blog: Short for weblog, this is a website 
usually maintained by an individual who 
uploads content or other material, such as 
graphics or video, for others to view and 
comment on. A blog is usually given a 
limited amount of space (Megabytes) for 
uploading and is hosted by servers, such as 
WordPress, Google blogger, or Blogspot.
Discussion boards: These are virtual 
communities where people gather to 
discuss a particular subject online, and 

are notifi ed when someone has made a 
response on a discussion (or thread).
Mash-up: A ‘mash-up’ is a web page that 
merges functionalities, such as forums, 
video, reviews and SNS platforms from 
different sources.
Podcasts: A podcast is an online broadcast 
that users can download to their portable 
MP3 or iPod, or listen to online.  
Video Sharing Sites: These are websites 
that allow users to upload videos onto a 

hosting server and share videos using social 
tagging, which is an indexed categorisation 
based on key words.
Vlogs: This is the same concept as weblog, 
but relates to a webpage that hosts videos 
uploaded by the vlogger, rather than   
the blogger.
Wikis: These are a collection of webpages 
that anyone can contribute to or modify. The 
term Wiki is taken from the Hawaiian wiki, 
which means fast. 

Top tips to harness the power of Buzz online

Glossary




