
Optimising The Guinness 

Storehouse Presence Online

From Searching to Being Searched!



Introduction

ÅHow Digital Marketing has become a leading factor in 
the Guinness Storehouse Marketing Mix.

ÅWhat Guinness Storehouse wanted Digital Marketing to 
achieve.

ÅHow Search Engine Marketing has delivered the results 
we were looking for.

ÅHow we have adapted to the Internetôs mutating nature; 
from a global information provider to a powerful 
socialisation platform.



The Starting Point - 2005

Å70% of Guinness Storehouse visitors booked their 

holiday through the Internet.

Å80% of Guinness Storehouse visitors researched their 

holiday through Search Engines.

ÅYet we only spent 5% on our Digital Marketing



The Investment
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The Wish List 

What did we ask Digital 

Marketing to achieve for us?



The Wish List 

To intercept the maximum

number of potential visitors

while they are planning their

holidays to Dublin and

persuade them to visit the

Guinness Storehouse.



The Wish List 

To maximise brand contacts

and capitalise on existing,

strong brand recognition.



The Wish List 

To sell the maximum 

quantity of tickets 

online.



The Wish List 

To address a babel of

languages and

cultural diversities.



The Results



1 out of every 4 

Guinness Storehouse visitors 

visit the website prior to their visit.



Unique Site Visitors
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Online Ticket Sales
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Ticket Sale Conversion Rates
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How was this achieved?



Digital Strategy 2005 - 07

Organic 

Search Listings

Pay Per Click

Content Network 

Advertising

Key

Partnerships

Physical Reality Virtual Reality



Website Development



Website Development

We wanted the website to:

1. Be a virtual match of authenticity and heritage 

comparable to the Storehouse itself.

2. Engage through entertainment

3. Inform through content

4. Convert virtual visitors to physical visitors



A Virtual Match of Authenticity and Heritage

Website Strengths :

ï Fast Upload

ï Blink Effect

ï Real Estate Division

ï Call to action / Engagement

ïChoice of colour palette

ï Alignment with Guinness 

Storehouse identity

ï Multi Language Options



Engage through Entertainment 

Å A fully interactive Virtual Tour 
was built to give visitors the 
Storehouse experience in the 
online environment.

Å The Virtual Tour demonstrates 
the warm, welcoming 
atmosphere that awaits visitors 
to the Storehouse, while 
offering immersive brand 
engagement.

www.Guinness-Storehouse.com

http://www.guinness-storehouse.com/virtualTour/index.html
http://www.guinness-storehouse.com/virtualTour/index.html
http://www.guinness-storehouse.com/virtualTour/index.html


Informing through Content

Å History Channel: 

Demonstrates the immense 

scale and proud history of 

the Guinness brand.

Å óAsk The Archivistô Service, 

delving into history.



Convert Lookers to Bookers

Å FREE Multi Lingual podcast 
Guide to the City and The 
Storehouse

Å 10% OFF when you book 

online AND skip the queue



Search Engine Optimisation

Build your website with SEO at its core!



Organic Optimisation was not an 

afterthought in site build.

Optimising the website for the search 

engines was at the heart of our IT 

architecture from day one.



Search Engine Optimisation

Å English language pages for 
óIrish Tourismô and óGuinness 
Brandô key phrases.

Å We created language specific 
local market pages.

Å Delivered higher rankings on 
local market search engines.



From a Technical Perspectiveé
Å Title Tags, ALT tags (for images) and Meta Data were developed for each 

page, e.g. the homepage was centred around brand phrases while the 

ñInsideò page focused on Dublin tourist phrases.

Å Programmed using CSS ïmakes the site friendly to the search engines 

when it comes to indexing.



From a Technical Perspectiveé

Å There is no dark science or black art to search engine optimisation, 

itôs simply good planning and following best practice guidelines as 

laid out by the engines themselves. 

Å Although ñblack hatò SEO techniques may get you a top ten ranking 

for the short-term, itôs likely that in the long-term youôll be penalised 

and thrown out of the search engine index.

Å Our advice? Follow the rules and donôt try to fool anyone! 



Linking Strategy

Å A manual link acquisition strategy 
was developed as part of the 
overall organic strategy.

Å Why? Relevant, quality third party 
links act as a vote of confidence 
from peers ïboosting a websiteôs 
organic ranking in the search 
engines.  

Å Research was conducted around 
a hub of Irish tourism and travel 
sites, which we then contacted 
through phone and email. 

Å Through a combination of manual 
and non-request linking, the 
Storehouse now has over 11,050 
links from third party sites!

Itôs key that your keyword 

strategy is also part of your 

linking strategy ïmake sure 

that the anchor text around the 

link is optimised with your 

chosen keywords!



Resulting Iné



Pay Per Click Search

How much should I invest?



PPC Listings

Å We adopted a broad keyword 
strategy to deliver maximum search 
media impressions.

Å However, we found this to be at odds 
with our direct response strategy e.g. 
ticket sales.

ÅStriking a happy medium:

ïDelivering the maximum media 
impressions while maintaining high 
ticket conversion % and ROI.

MEDIA

IMPRESSIONS
TICKET 

SALES



Multi Lingual Approach to PPC



Resulting Iné



Content Network Advertising

How do I drive brand contacts?



Maximising Brand Contacts

Å Using the Google AdSense Network we 
placed our search advertising on a global 
network of tourism sites throughout the 
world.

Å 8 million in 1st month!! ïThis was too broad 
to attract target audience.

Å We reduced this by controlling our keyword 
strategy
ï Our advertising now appears on key pages 

that reference Ireland, Dublin, Irish Tourism, 
Attractions, Guinness etc.

Å We now deliver 1.5 million impressions per 
month.

Å Again we have found the need to cut a fine 
balance between our PPC listings and 
Content Network listings.



Our Language Strategy
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Language Strategy

Å Prior to 2006 site was 100% 

Anglophone:

Å Multi Language site x 5

Å Site Optimised for Search x 5 

Å Multi Language PPC x 5



The Importance of having a 

Language Strategy
Å Physical Visitors:

ïUK: 33%

ï USA: 19%

ï ROE: 30%

Å Website Visitors:

ï 26% from USA

ï 22% from UK

ï 41% from ROE

Website Visitors
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Source:  Webtrends Aug/ Sept 07
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ROE : 41%

ROE : 30%

This 41% of site visitors has been created 

solely as a result of our multi lingual strategy



Key Partnerships

A common causeé



Key Partnerships

Å RED C research done within Guinness 
Storehouse demonstrated that 24% of 
our visitors had visited 
www.discoverireland.ie and 23% 
visited www.visitdublin.com prior to 
their arrival.

Å To capitalise on this touchpoint we 
have developed a key partnership with 
www.visitdublin.com (banner and 
podcast)

Å We use this as a key touchpoint to 
intercept potential visitors.

Å We are also feature on Tourism 
Irelandôs online brochures in Italy, 
Germany and Spain.

http://www.cybercom1.com/GuinnessStorehouse/banners_2007/VisitDublin_InSitu/GSH_120x600_InSitu.html

http://www.discoverireland.ie/
http://www.visitdublin.com/
http://www.visitdublin.com/
http://www.cybercom1.com/GuinnessStorehouse/banners_2007/VisitDublin_InSitu/GSH_120x600_InSitu.html


http://www.cybercom1.com/GuinnessStorehouse/banners_2007/VisitDublin_InSitu/GSH_120x600_InSitu.html

