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% of Holidaymakers to Ireland who used the internet to plan their holiday



Where our Visitors vs. E-Visitors come from

Visitors E-Visitors

North America 12% 24%
United States 11% 20%
Canada 1% 4%

Visitors E-Visitors

Other Areas 4% 7%
Australia 3% 2%
Other NDM 1% 5%

Visitors E-Visitors

Great Britain 57% 20%

Visitors E-Visitors

Mainland Europe 27% 49%
France 4% 13%
Germany 5% 7%
Italy 3% 8%
Spain 3% 8%
Netherlands 2% 6%
Other Europe 6% 7%



E-Holidaymakers Intention to visit Ireland



What is triggering travellers’ 

thoughts about a destination



What triggers are going to become more influential



Usage of information sources across markets



eStrategy

• eMarketing is a critical and increasingly important component of 

our marketing mix

• The Website will be the hub around which all marketing 

activities are fulfilled

• Fully integrated on and offline campaigns

• eMarketing will increase as distribution channels combine

• Investment will grow from 14% to 25%



eStrategy - Key Elements

• eMarketing – world class innovations to drive traffic 

• Website excellence – to continuously evolve to become first 

choice site for our consumers

• Conversion and engagement – interaction between our 

consumers and trade 

• Empowerment – increasing skills, competence and knowledge



Online Marketing Activity 2003 - 2007



36 
International Websites



14
different languages



5m+
visitors worldwide in 2007 YTD



19
countries with eMail marketing programmes



600,000 +
email address from consumer

databases worldwide



discoverireland.com

• Website launched March 2006

• First phase of a global web development project 

• Database of over 30,000 tourism products

• Data provided primarily by the two tourist boards, Fáilte Ireland 

and the Northern Ireland Tourist Board 

• All-island tourism database



Website Evolution Programme

• Post launch – usability study in 4 markets

• In ‘best in class’ territory but needed some evolution

• Ambitious evolution programme underway in 2007 through 2008

• Data capture project to feed consumer information into central 

database

• Metasearch developed to incorporate all industry offers











Metrics



Monthly Visits, Jan 06 -Sept 07



Metrics - Section Popularity

Places To Go

30%

Plan Your Visit

19%Things To See 

And Do

16%

Experience 

Ireland

11%

Travel Offers

9%

Events

6%
About Ireland

9%



Linked to over 20,976 individual partner sites YTD



eStrategy Key Industry Platforms

• ‘level playing pitch’ for all our Industry partners

• Provide platform to close sale

• Site does not have booking engine

• Listings, links, offers and partnership programmes



MetricsDatabase Listing





Offers

• Metasearch functionality for offers feeds from IHF, FI, NITB, Manor 

House hotels, Culture and Heritage Ireland

• Incorporate Market Partnership programme 

• Extranet facility under development for market offers and smaller 

players



Irish Offers Search Engine



Web 2.0



Initiate a dialogue with your 

consumer

http://www.youtube.com/watch?v=RZDXfB0Rd4Q

http://www.youtube.com/watch?v=RZDXfB0Rd4Q


Supplier involvement in UGC
Change in opinion if content added to Tripadvisor













eMarketing Checklist
Tourism Ireland
 Ensure your records with the tourist board are up to date

 Explore expanding your presence by seeding your offers on one of the approved offer 
suppliers

 Talk to our overseas staff today about partnership opportunities

On the web
 Have a long term and short term SEM and SEO strategy

 Ensure you have a video of your enterprise and upload it onto the web

 Blog online, if you can, to show off your expertise

 Monitor your brand online in discussions rooms and use your right to reply e.g. trip 
advisor

 Explore free mapping software for your site, get located with free google mapping 
software or similar

 Update and upload more pictures of your property

 Use your metrics to know how visitors find you and what they do when they arrive

 Increase your tourism network online, get networked, get incoming links

 Take chance, try something new, copy the trends, explore social media



Tourism Ireland 

eMarketing Activities



Super Regions Campaign - France





Guardian Vodcasts





Online Games







Podcast Contest
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