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Unique Ideas 
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Island of 
Ireland  

Marketing 
Overseas  



22 Markets 

$38 million 

150 People 
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�  Tiering markets to protect spend in USA, France, Germany 
�  Reduced creative development 
�  No TV advertising except in Germany & France 
�  Move from traditional media to online advertising 
�  Grow social media fan base to generate earned media 
�  Greater investment in cooperative activities 



“Winning people’s attention through activity that 
talks to their interests,  

that brings the Ireland brand to life, and 
that encourages them to interact with it  

and with each other.”  





#1  
in Europe 

12m+  
Views 

3.1m Fans 
Reach of 620m+ 

#1 
in Europe 

310,000 
Followers 

#2  
in Europe 



Advert-
ising 

WOM 
Campaigns 

Website Content  

Social Media 



+25% 
visits 
2015 

14.25M 
views 
2014 

40% 
via mobile 

















3.2 million views – 30% earned uplift 

8 cent Cost Per View v. 10 cent benchmark 

12% View Through Rate v. 4% 



100 
events s

1 billion 
impressions 200,000  

new fans 



14% 5% 

15% 6% 

2013 
+7% 

Directly Attributable Travel:   
250,000-275,000 additional visitors 

€170 million revenue  
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Our realised  
Social Equivalent Advertising Value 

 

$17 million  
 

in 2015 



65% 



+10% 

+12% +10% 

+9% 

Total +10%  
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1. An engagement focus maximises earned media 
2. Connect with your consumers’ interests 
3. Aim for topicality 
4. Ask for the share 
5. Leverage the power of community 
6. Think “real world” opportunities as well as digital 
7. Measure the R.O.I. & then reinvest 



Thank You 
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