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Offline Marketing Activities  
 
Despite the massive growth in online marketing and the huge number of people who now research 
accommodation and book, online, there is still potential in offline marketing. It can certainly help you 
target those people who are not yet using the Internet in their accommodation searches or catch 
people when they are away from the Internet or considering other aspects of their trip (say, for 
example at a tourist office). Effective offline marketing can also be way to drive prospective guests to 
your online marketing (i.e. your website or directory listing) - especially if you are up against stiff 
competition online.  
 
Print Media  
 
Print media is mostly made up of newspapers, magazines and tourist guides. Our biggest 
consideration here is how well they might target the people we are looking to attract. If you are 
targeting guests from abroad then Irish newspapers and magazines are probably of little use to you. 
If you are targeting guests from other parts of the country then they might be a little more useful but 
again we would need to consider what percentage of their total readership our target market makes 
up - everything else is wasted. Advertising in travel supplements would be an obvious way to reach 
out to your potential market but this can be expensive. A better option might be to target the print 
media through press releases or reviews of your property.  
 
Local and regional tourist guides can be a highly effective way of reaching your target market as the 
readers are actively considering travelling to your area. Another benefit is that guides created by local 
and national tourism agencies (like Bord Failte or Visit Dublin) are often distributed internationally at 
trade fairs and the like. Often advertising will be limited to members of these organisations (which 
we'll look at a little later) - although your first priority might be to simply get listed in them and look at 
advertising options later.  
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Referrals 
 
Referrals come in all shapes and sizes - and of course you should do everything you can to 
encourage people to refer you by ensuring that your property over-delivers and builds a good 
word-of-mouth reputation. That said, you can also take more deliberate actions to help increase 
the number of referrals you get - whether they be from past customers, other local businesses or 
your local tourist office.   
 
Referrals from Past Customers  
 
The simplest method for getting lots of referrals is to provide an exceptional product and 
service. Well, 'simplest' is probably not the right word, we all have perfectly satisfactory product 
and service experiences every day but we rarely go out of our way to refer people to the service. 
To get referrals, you need to be better than OK - you need to be 'remarkable' in the truest sense. 
That means going the extra mile and over-delivering against the promise of your marketing 
message.  
 
In more practical terms, keeping in contact with your past guests and actively seeking out referrals are both good ideas. You can keep in 
touch with past guests (and encourage them to come back) with a simple email newsletter or even an occasional postcard - both will help 
to keep you front of mind and encourage word of mouth. It's also a good idea to ask for feedback (in a guestbook in your holiday home) and 
use any positive testimonials (with permission) in your marketing - these are the next best things to real life referrals.   
 
Finally, done considerately, it's perfectly OK to ask your guests for referrals - simply explain that you get most of your business that way and 
so, if they had a good time, recommendations are appreciated. You might even go so far as to reward them in some way. How far you go 
down this road is up to you, and, as always, how you feel your market will react. It is worth considering however as one of the major benefits 
of targeting specific markets is that they are more likely to be able to refer customers like themselves to you. There's a good chance that Roy 
knows other Ramblers and may even belong to a 'Ramblers Society' - these kinds of referrals can do wonders for your business. 
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Referrals from Tourist Offices  
 
Most tourist offices will tell you that they (a) only refer listed member accommodation providers and (b) treat all of them equally. That, no 
doubt, is the official line and for the cost of membership / listing with them, it's probably well worth it. Then again, there's also the 'people' 
factor. If staff within tourist offices are being inundated with enquiries and asked for recommendations, it'll certainly do you no harm to be 
front of mind. Make sure you personally introduce yourself to as many key staff as you can and attend as many industry specific networking 
events as possible. Dropping a few leaflets and business cards into their offices probably wouldn't hurt either.  
 
Referrals from Other Businesses  
 
Developing relationships with other local businesses should be core to your marketing strategy - whatever your target market. Local 
businesses can be a great source of direct referrals and positive word-of-mouth so, at the very least, make sure you introduce yourself to all 
the business owners in your area. Go to networking events and see if you can find anyone else involved in the tourism industry or even 
companies that have frequent business travellers (if that's part of your market). Other accommodation providers can be great for filling 
bookings - especially when they are busy themselves, as many small hotels and popular bed and breakfasts often are. Develop a good 
working relationship with them and they can send you their overflow - but do remember, relationships take time to build so don't expect 
them to start throwing people your way overnight. 
 
And co-operation with other businesses can go much further than the odd referral. Here are a few ideas you might consider: 

• Make sure to give anyone who could potentially refer business to you plenty of high-quality marketing materials  
• Consider rewarding them for sending business your way - you can do this with a financial reward agreed in advance or simply send 

them a bottle of wine or voucher for a nice dinner when they do refer business your way. Rewarding referrals makes it much more 
likely that they'll do it again - and it's also just a nice thing to do.  

• Agree a cross-promotional exercise with a related but non-competing business - ex. partner up with a gym to offer your guests 1/2 
price access (perfect for the business market)  

• Do a simple deal with local pubs, restaurants and takeaways to place your brochure in their businesses while you do the same for 
them (this can also be a great way to simply add value for your customers)  
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Creating Packages  
 
The next step along those lines is to partner up with other local businesses to create packages. Here are a few examples to get your creative 
juices flowing:  

1. Partner with a restaurant to offer a discount, gift certificate or fixed price meal for your guests. You can bundle the costs together or 
get a discount from the restaurant - either way it should be simple enough to build a small margin into the price, increasing your 
profit and delivering a value added extra for your guests.  

2. Do the same with an outdoor activities centre in your area (if that's your market) - this could work both ways, their customers could 
stay with you and you could create packages for your guests with them  

3. Team up with an events co-ordinator to package your accommodation in with their small scale events for people travelling from out 
of town. 

4. Hook up with some local tour guides to offer their tours to your guests  
5. You could arrange airport transfers with a private hire coach or taxi firm  

In any of these examples, you could set up your package in any number of ways depending on 
what you want to achieve. Your packages could simply be a way of setting yourself apart from the 
crowd (airport transfers for business travellers) or a way of generating added revenues (a small 
margin on outdoor activity packages). The first step however, is always to get in touch with 
potential partners and arrange a chat over a coffee.  
 
Whatever packages you do create though, make sure that they're in line with your target 
customer sketches and what they would want. If in doubt, why not ask them?  
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Tourism Agencies and Other Organisations  
 
There is a lot that you can do with tourism agencies apart from getting the odd referral. Most tourism agencies, whether they are local or 
have a national remit, are membership based organisations, i.e. you pay an annual fee to become a member and benefit from their 
marketing activities and 'members-only' opportunities. Every organisation is a little different but in general you might expect. 

• Listings on their website and in their printed marketing materials  
• Referrals and/or direct bookings from their offices  
• The chance to display your own brochures or marketing materials in their offices  
• Networking opportunities  
• Training opportunities  
• Discounted rate display advertising in tourist guides  
• The chance to run special offers through them  
• The chance to participate in larger marketing initiatives  

While these benefits vary from one organisation to the next, in general, membership is often worthwhile. The first step is to approach your 
own local agency (or national one in the form of Failte Ireland or the Northern Ireland Tourist Board) and find out what they offer and at 
what price. If you do decide to join, make a point of visiting them in person to introduce yourself and your property. After that it's up to you 
to make the most of the benefits on offer by being actively involved.  
 
One additional consideration is ratings. Being able to promote a 4* rating from Failte Ireland (or other recognised awarding body) can be a 
big plus in marketing your self-catering accommodation. You can find a detailed breakdown of the classification requirements here 
(http://bit.ly/failte_requirements).  
 
Other membership organisations can offers similar benefits – some are based on area, some are based on a particular publication or 
guidebook and some are open to anyone. Again, weigh up the benefits and costs like you would any other marketing expenditure and 
make sure that what's on offer is appropriate for your target market and marketing message. 
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Online Marketing Activities  
 
It should go without saying that online marketing has enormous potential - it's how most people will start their accommodation search - so 
ignore it at your peril. However, that's not to say that online marketing is as straightforward as many would have you believe - there's no 
silver bullet. Like any kind of marketing it takes time, effort and attention to detail to be successful.  
 
Sometimes it's just about making sure that people can find you and find out about you - in more competitive markets it might be about 
selling your property effectively and taking on the big players at their own game. Either way, there are certain basics that every 
accommodation provider should have covered - and that's what we're going to take a look at.  
 

Your Own Website  
 
Many self-catering accommodation providers often feel that they can get away without having a website. 
And they're right - you can get away with it. But, and it is a big but, getting away with it might not be your 
best long-term strategy. Developing your own web presence puts you in control of your marketing and, 
over time, can even be enough to replace your other marketing activities. Even in the short-term however, 
your own website can act as a central hub for your marketing activities. Many of the best properties listed on 
our sites (donegalcottageholidays.com and holidayhomeireland.com) also maintain their own websites. 
They use us as a front-line marketing tool to send them prospects and their own website to reinforce that 
marketing and (most importantly) do the same for all the other online marketing activities they undertake, 
from email marketing to social media.  
 

The simplest way to picture this is as a hub and spoke model - your website is the hub and your online (and offline) marketing activities are 
the spokes sending prospective guests back to you. So assuming you are going to develop your own website (or have one at the moment 
that could be doing more for you) what do you need to consider?  
 

• Domain and hosting - Buying a domain name is pretty cheap but try to pick one that is descriptive and that includes your property 
name if you can. For example, rosecottagedublin.com would be better than rosecottage.com on its own (not that you could get that 
name anyway). A dot com name is useful if it's available but you might also try .ie (or .co.uk) or .net if your preferred .com is 
unavailable. It's usually worth getting all of the above if you can - this stops anyone else using it and confusing your potential guests. 
You'll also need a hosting account (this is the space where your website will sit), in most cases a basic hosting plan will do unless you 
expect huge amounts of traffic or want to include lots of audio, video and pictures in your website. Even then you'll not likely spend 
much more than €10-20 a month. Blacknight.ie is a good hosting and domain name option for businesses in Ireland.  
 

 



 27 

 
• Usability - This should be first on your list. Your website needs to be easy to use and easy to navigate. Get rid of anything that might 

get in the way of your prospective guest finding the information they want - like animated loading screens or complicated 
navigation menus.  
 

• Sales Focus - Make sure you have a clear idea of what you want visitors to your site to do. Make those actions simple and prominent 
throughout the website. If for example, you want people to phone to enquire, don't hide your phone number on the contact page - 
put it front and centre in the header of every page. You should also give some consideration to the copy on your page. If you can 
afford it, have a professional copywriter edit your text, or at the very least, get a few people (not friends or family) to read through it. 
 

• Professional - Professional doesn't have to mean expensive. Simple designs and well-written text can do wonders for your website. 
Unless you're an experienced designer, don't try to do it yourself. There are plenty of ways to get a professional looking website built 
without spending a fortune. A few hundred euro is usually plenty for a simple website (we'll be happy to put you in touch with a few 
designers in this price range if you need) and it's worthwhile looking at a content management system like Wordpress.org (it's free) 
for a simple, professional layout and plenty of customisable themes to choose from.  
 

• Tons of information - People come to your website in search of information, make sure you give it to them. Prices, pictures and 
location maps are probably the three biggest points.  
 

• Content Management - And if you're going to have lots of content, make sure you have a good content management system to back 
it up and allow you to make changes yourself - without having to go back to the designer every time. Again, wordpress is a great 
solution for this as anyone with basic word-processing skills can update and add pages.  
 

• Online Booking - Online booking isn't a must have for small self-catering properties but it is nice to have. The only problem usually is 
the expense and time involved in maintaining it. There are free and pay-per-booking options available so have a look around to find 
one that suits you. Again, it's not a must have but if you don't go with an online booking form make sure you do have a simple email 
enquiry form that people can use - and respond to it quickly!   
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Search Engine Marketing  
 
If you do have your own website then the next step is getting it found - and for the most part that means search engine optimisation (SEO) 
and pay per click advertising (PPC).  
 
Search Engine Optimisation  

Over 120,000,000 people use Google's website every month - and although Google is by far the biggest 
search engine, it is just one of hundreds including Yahoo, Ask and Bing. With that sort of volume, search 
results as a marketing tool are pretty hard to ignore and what's more, they also deliver targeted visitors 
to your website. In short, if someone searches for 'accommodation in your town' you want to be as close 
to the top of the results as possible.  

Search engine optimization (SEO) is the process of making a site more likely to rank highly for chosen 
search terms. At the basic level, good SEO is pretty straightforward and while you might not be 
challenging sites like TripAdvisor or Expedia in the rankings, even simple improvements can put you 
ahead of your competitors.  

Search engines rank websites on a complicated array of factors but almost all of them value two key points: content and links. Content is 
the stuff that appears on your website, the words, pictures and other bits like video and audio. When someone types 'holiday home ireland' 
into Google, Google runs off and looks for web pages that have that text included. The first step then is to decide what terms and phrases 
you would like to be found for and then to include those terms in your website. These can be included in the content on the page, your 
page titles, how you name your links, how you describe any images that appear and even the name of your website.  
 
But if it was just a matter of the words on the page, people would simply create pages stuffed full of key words and nothing else (and some 
do). To make sure that reputable sites are displayed at the top of the results, the next thing that search engines consider are links into your 
website.  

It acts a little like a popularity contest. If Site A creates a link to Site B, then the search engines count that as one vote for Site A - more votes 
means a higher placement. Of course, not all votes are counted equally. If the Irish Times linked to your website you'd expect that to matter 
more than if Joe Bloggs down the road did - and by and large it does. Each site has its own ranking, so each vote is therefore given a weight 
- the more important a website, the more its vote is worth.  

In short, you want to get as many votes as you can from established and popular websites.  
 

A Word of Warning: 
 
There are lots of unscrupulous ‘SEO’ 
companies out there. If you do decide to 
hire someone to help with your SEO, get 
plenty of references first. 
 
Better yet, spend some time to learn the 
basics for yourself. 
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Pay-Per-Click 
 
When you look at the results of a search using Google or another 
search engine, you will usually see two columns. The results on the left 
are the natural search results based on the normal search engine 
algorithms. The results in the right column (and sometimes 
highlighted above the normal search results) however are advertising. 
In particular these are called pay-per-click ads as the advertiser only 
pays (anywhere from a few cents upwards) whenever someone 
actually clicks on the advertisement and visits the corresponding 
website. Google's version is called Google Adwords and anyone, 
including you, can place ads in this area - where your ad appears is 
based on how much you are prepared to pay.  
 
So say for example that you want to get found for the term 'holiday 
cottage cork'. You can bid on this term based on the maximum you are 
willing to pay per visitor to your website – and set a daily or monthly 
budget. So long as you have a little money to play with, this can be a 
quick way of getting traffic to your website.  
 
As with search engine optimisation, you want to spend some time figuring out what terms and phrases that you want to target. Google 
Adwords has useful tools to help generate new ideas and estimate how much traffic those terms will deliver - and how much that'll cost 
you. You should also do simple research by searching for any terms that you are considering - the more ads you see in the right hand 
column, the more you can expect to pay to get yourself to the top. You'll also want to take your time in creating the small text ad that 
appears, as this will have a major impact on the number of people who click through - as always you should base this ad on the kind of 
guest you are targeting and your overall marketing message.  
 
All that aside, make sure to set your daily and monthly budgets so that you keep within a figure that's comfortable for you - and that you 
don't blow it all in one day. Once you're started, make sure to keep an eye on how your ads are performing and test new combinations of 
advertisements and keywords to find the best mix for you.  
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Listings Websites  
 
There are literally dozens of websites out there that will happily list your self-
catering accommodation for a fee. Some are good, some are appalling - and while 
low fees might be appealing, it is easy to waste your money. We know - we've 
done it ourselves plenty of times.  
 
That, of course, is one of the reasons we started HolidayHomeIreland.com - to 
create a simple way for accommodation owners to list their properties and get 
enquiries. We certainly suggest checking us out but in more general terms, here 
are a few things you should be looking for when target a site to list on.  

• How much control do you have? - Being able to update your listings as 
and when you want is a great feature to have if inspiration hits you in the 
middle of the night or you want to plan for local events.  

• How easy is it from the guest's perspective? - If users find it difficult to 
find what they want, they'll also find it difficult to find you.  

• How do their sites perform in the search engines? - Any site that offers to get you high in the search engine rankings should be 
able to do it for themselves.  

• How much information can you upload? How many pictures? - Prospective guests like information and lots of it. A good site will 
let you upload tons of text and plenty of big pictures.  

• Who's in charge of taking bookings and payments? - Some sites will allow guests to book online (sometimes for a percentage of 
the booking), others let them book directly with you. Keeping control of the booking process can be useful so give this some 
thought.  

• Does it target your market? - Location targeted sites are often better than less focused ones.  
• Who else is listed on the site? - Where are your competitors listing themselves? This can be a good indication - but fast growing 

new sites might give you the advantage.  
• How is the site promoted? - Again, if the site is good at promoting themselves, that's a decent indication that they can promote 

you well too.  
• What does it cost? - This should be the last consideration but obviously worth factoring in. The idea is to ensure a positive return on 

investment. A site that costs €200 a year is well worth it if it delivers €2000 worth of bookings - a free site that gives you nothing isn't 
worth the effort.  
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As with any purchase, recommendations and testimonials are good indicators (so feel free to contact other property owners who list on a 
site) but one of the simplest measures of a listing site is how often you find it in your own searches. As a final note, beware of sites promising 
you the moon for next to no money (or even free) - unless they can back it up with proven results  
 
Top 10 Tips for Getting the Most from Your Online Listings  
 
Most of the rules that apply to your own website also apply to listing your property on a 3rd party website but there are a few extras tips 
worth mentioning. Here is our top ten:  

1. Use high quality photos and set your best one as the main (or first) photo in your listing  
2. Include as many contact options as possible (phone, email, mobile)  
3. Use seasonal photos - use snow scenes in winter, blue skies in summer etc...  
4. Keep on message and tailor your descriptions to your target market  
5. Don't be afraid to let your personality come through and share your local knowledge  
6. Keep Search Engine Optimisation in mind when writing the text for your listing  
7. Spend time on summaries and extracts, these are often the first things people will see when presented with your property in a list 

of others - use your elevator pitches  
8. Avoid clichés - you want to set your listing apart  
9. Update your listing regularly and include details of upcoming events in your area, keep it fresh  
10. Make sure to check your grammar and spelling, it matters   
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Email Marketing  
 
The best use of email marketing is to keep in touch with previous guests - generating repeat bookings and word of mouth. Email marketing 
should not be used to spam prospective guests. Even if you are able to get your hands on an 'above board' list of prospects, it is highly 
unlikely that they will respond to unsolicited email. First off, there is no way of knowing if they are planning a trip to your part of the world. 
Secondly, even with the best demographic information it's difficult to make sure that these cold prospects will match the kind of guest that 
you're trying to attract. The best case scenario is that a fraction of 1% will respond - worst case scenario is that you will waste your time 
entirely and annoy a lot of people in the process.  
 
Permission based email marketing on the other hand is hugely effective, inexpensive and, when done well, even welcomed. Permission or 
opt in email marketing is based on your guests willingly providing their email addresses in return for information that you will provide. Your 
communications are therefore expected and, provided they are of value, welcomed.  
 
You can start this process by making gathering email addresses part of your process. This is easily done at the time of booking but make 
sure to let guests know that you'll occasionally send them special offers, news or updates. Once you've started to build your list you will 
need some kind of email software to manage your lists and send out professional quality emails. Your normal email software simply won't 
cut it for this kind of thing - as your list grows sending tons of emails could end up getting you blacklisted by Internet Service Providers (i.e. 
they think you're a spammer). A reputable bulk email service will have agreements with Internet Service Providers to make sure they get 
through.  
 
Over and above this, a professional email service will help you organise your contacts into different lists (perhaps based on your customer 
sketches?). You will also be able to create professional looking email templates including your branding, and track responses to the 
messages you send.  
 
So what should go into your emails? Here are a few ideas: 

• An email before big events or key travel times, talking about what's coming up in your area (keep the sales pitch light)  
• Special offers or details of packages you've created  
• A quarterly newsletter style email promoting your area and perhaps some nice pictures of happy guests  
• A planned series of follow up emails asking for feedback after a guest's stay  

Although there's no replacement for your own list, keep email marketing in mind when discussing potential partnerships and referrals with 
other businesses. An endorsement from them via email (i.e. them to their list) can be a great way of spreading the word. 
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Social Media Marketing  
 
From Twitter to Facebook and YouTube to blogs, social media marketing is all the rage at the moment - but how can you use it to market 
your property? We could literally fill a book (and many people have) with tips and strategies for using social media in marketing but often 
the best bet is to dive in and have a go. That said, we'll have a quick look at some of the main social media tools that you might consider 
using.  
 
Twitter - The social networking site du jour, Twitter allows you to publish short messages (140 
characters only). The messages are meant to be about 'what you're doing' but in reality people 
use it in all shorts of ways: to keep in touch with others, to point out interesting links and to 
ask questions for example. Once you've created an account, you can start following people, 
which simply means subscribing to their updates. You will only see the updates of the people 
that you subscribe to and, in turn, others will only see your updates if they choose to subscribe 
to them or visit your profile page.  
 
The simplest way to approach Twitter is to think of it like a big networking event - introduce 
yourself to people, join in the conversation and have something interesting to say and people 
will take notice. After a while you can start to introduce information about your property and what you have to offer - just don't focus on 
this from the outset, as you don't want to come across as 'spammy'. One approach is to avoid talking about your property directly at all - and 
talk about what's happening in your area instead. If you become associated with your area, people will be more likely to find you when 
looking for information about that area or point others in your direction as a local expert - leading to more interest in your property too.  
 
A few quick tips for using Twitter:  

• use something like Tweetdeck (it's free) to help organise your Twitter usage  
• include your own name and link to your website in your profile  
• use Twitter Search (search.twitter.com) to find people to follow and join in conversations about your area  
• follow people you know  
• don't follow dozens of people right away  
• don't use direct messages to spam people  
• use Twitter as a listening tool first to get a feel for how it works  
• use a tool like TwitPic to link to photos  
• check out the tutorials available on the site to get a hang of the lingo  
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Facebook - Facebook is similar to Twitter in that you can follow people, be followed back and let those 
people know what you're up to. Facebook however gives more scope for building up your profile with 
images and links. If you are using Facebook for business you might consider setting up both a personal 
account and a Facebook Fan Page for your business - this increases the number of 'friends' that you can 
have.  
 
A simple way to start on Facebook is to take photos whenever you visit your property and add these to your 
profile. You can also write short text updates about what you're up to and what's going on in your area. 
With Facebook and all social sites, you need to keep updating your profile regularly and be an active 
participant in the community. It's bad form to talk about your holiday let all the time, but keeping active will 
keep your name in front of people, especially if you link up with local people or others in the tourist trade. 
Facebook and other social networking sites will also normally have groups for people with shared interests - 
have a look for groups associated with your area or topics of interest to your target guests. Getting involved 
in a group for surfers in Ireland will not only help introduce you to that market but will also be a great 
source of information for you. 

YouTube - YouTube is an online video sharing website and there are plenty of others like Vimeo 
and Viddler. Creating video can be a great way to help differentiate your listings and website (as 
we'll discuss below) but adding regular video snippets to YouTube is also a great way to get 
yourself found for people looking for information about your area. Try doing short 2-3 minute 
videos about local sites and places of interest. When you upload them, make sure to use your 
keywords and location name in titles, descriptions and tags. If you're handy with video editing 
software you might include some simple graphics displaying your website details.  

 
Blogs - What started out as personal online diaries have become mini publishing platforms - some of which 
even power major sites like CNN.com. We're talking about blogs, or more specifically, blogging software. 
There are plenty to choose from including hosted versions like Wordpress.com, SquareSpace or Blogger (i.e. 
these exist on a third party website) and self-hosted versions which you can host on your own website. 
Having it on your own site (ex. www.mysite.com/blog) will normally give you more flexibility and help 
improve your SEO.  
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The idea behind a blog is that you create regular updates, usually on a given topic. One approach for blogging for accommodation 
providers is to publish updates about your area - what's on, interesting sites, places to go and things to see. In doing this you increase your 
chances of getting found by people searching for information about your area, demonstrate your local knowledge and easily create 
marketing messages for your niche markets. (For example, you could review a few country walks to attract Roy Rambler or add some 
snapshots of the local beach to tap into the surfer market).  
 
You can incorporate text, images and video in a blog - it's also a great place to be a bit more informal and let your personality shine through. 
You can even use your blog to elicit feedback from your guests - like a flexible guestbook.  
 
Other Social Sites to Consider  

• Bebo - This is particularly popular with a younger audience but if you're targeting backpackers it might be worthwhile taking a look.  
• LinkedIn - This is a professional networking community, good for business contacts.  

 
 
 
 

LET US CREATE A YOUTUBE  
VIDEO FOR YOU 

 
Send 20 good quality photos (10 of your holiday home and 10 of your locality) to 

sales@holidayhomeireland.com and we can create a video presentation for you. It's free of charge for 
advertisers on holidayhomeireland.com 
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Using Multi Media Content  
 
Whether it's for your own website, a directory listing or for any other use, multi-media content is not only the future of online marketing but 
also exactly what customers want to see.  
 
Using Pictures - Great pictures are an absolute must for marketing your property - online or off. Here 
are our tops tips for great pictures: 

• Use a high-quality digital camera  
• Save your pictures in a variety of sizes and types so you can use them in different settings  
• Take lots of shots so that you can use the best  
• Include pictures of both the inside and outside of your property  
• Include pictures of your key selling points - match your photos to your customer sketches  
• Take your snaps on a sunny day  
• Tidy up and set the stage before you get started  
• Keep people and animals out of your pictures  
• Keep the software to a minimum - a little touch up is OK, making cloudy days sunny is not  
• Consider hiring a professional for an hour or two (you can get someone for €100 or so)  

Using Video - Video is not expected (yet) but it can be a great way of setting your property apart. Here are a few ideas: 

• Keep your video short - 1 or 2 minutes is fine, any more than that and you risk boring your prospects  
• Edit your video to get rid of the boring bits - there are plenty of free and low cost video editing packages available  
• You don't need an expensive camera - Flip Video sell a handheld high-definition camera for around €200  
• Video is trickier than photos, consider hiring a pro to either create it or edit your footage together (a good multimedia student 

might also be an option)  
• Consider a video montage made up of still photos and using a simple soundtrack to bring it to life  

Multi-Media for SEO - Most search engines still prefer text when ranking websites so consider including text alongside your video and 
images. You should also describe any pictures or video that you add to your website or listings (you'll often be able to set either captions or 
'alternative text' which are designed as an alternative for people with visual impairments). Finally, make sure to upload your images to a site 
like Flickr (www.flickr.com) and your videos to something like YouTube (www.youtube.com) - label and title them using some of your 
keywords as they often show up highly in search results, especially on Google. 
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Bringing it All Together – Congratulations! You've Just Created a Simple Marketing Plan  
 
Provided you've done your homework, you've now got everything you need for a simple, effective marketing plan. A target market, a 
message for that market and a list of methods for connecting the two. 

So what else do you need?  
 
Perseverance. Nobody ever built a business overnight, and while you might just be trying to find enough guests to fill your one bedroom 
holiday apartment, you still need to treat it like a business. That means taking the right actions over time to implement your marketing plan 
- and making changes and improvements along the way.  
 
Start by creating a simple 'to do' list including your guest sketches, drafting your marketing message and drawing up a shortlist of 
marketing methods to try out. Be realistic about how much time, effort and budget you can allocate to the process and look for quick wins - 
i.e. the marketing methods that are quick and easy to implement and likely to generate new guests quickly - as well as more fundamental 
building blocks like your website. Get started on these ASAP and leave the more adventurous stuff to the side until you've made some 
progress.  
 
Once you are up and running with your marketing, it's hugely important that you find ways to track your results and see exactly what is - 
and isn't - working. If you list your property on three different sites (including HolidayHomeIreland.com of course) then make a note of every 
enquiry and confirmed booking. You can do the same with just about every other activity you undertake. Once every few months sit down 
and take a look at all the results (being realistic about how long some methods will take to bear fruit).  
 
The definition of insanity is to do the same thing over and over again and expect to see different results. So, if something isn't working, don't 
simply ignore it - either make changes to improve your results or stop doing it altogether and focus your energies elsewhere. By the same 
token, if something is working, keep doing it and invest more as you go.  
 
Ultimately a good marketing plan is only as effective as the time and effort you put into making it work. Be practical, don't look for 
marketing silver bullets (they don't exist) and be consistent and you'll see the tangible results: more enquiries, more bookings and more 
profit. And make sure to let us know how you get on - we'd love to hear from you.  
 
All the best,  
 
Brian - sales@holidayhomeireland.com 
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About HolidayHomeIreland.com  
 
This free report was created by HolidayHomeIreland.com - a growing listing site where holiday 
home owners in Ireland can advertise their properties and potential guests can book directly with 
you, keeping you in control of the customer relationship.  
 
Although the site is relatively new, we've built up a wealth of expertise in marketing holiday homes and apartments through the 
development of HolidayHomeIreland.com - one of the leading sites for accommodation booking in Ireland, helping over 500 holiday let 
owners fill their vacancies and make more money, without spending a fortune in the process.  
 
 

FREE TRIAL 
 

We are so confident you will find the 
HolidayHomeIreland.com advertising experience easy and 
effective we are offering a free, no obligation trial until 

March 2010. Once your free trial has expired you can 
choose to continue with your advertisement and pay online 

via PayPal, cheque or bank transfer. 

 
 

Click Here to Start Your Free 
Trial Now 
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Why Advertise with HolidayHomeIreland.com?  
 
Top Search Engine Placement  
We are currently on the first page of the 3 major search engines for the term holiday home Ireland – helping you get seen by more 
potential customers.  
 
Totally Automatic  
The site is totally automatic; once you have filled in the property form your details will be converted to a web page instantly.  
 
No Delay  
There is no delay, we don't want people who are looking for your type of property today to book with someone else. Add just a few details 
and then update any time, day or night. You're completely in control - meaning you can test new ideas, create marketing efforts for events 
and change your pricing to fill rooms up fast.  
 
Write as much as want  
Write a much as you like, no limits, and add up to 10 photos. More photos usually lead to more business.  
 
Enviable Track Record, Great Stats and Tons of Cool Features  

• Property owners like our site because it gets them business. Simple.  
• Our web stats show thousands of visitors each and every month.  
• Add your own property in minutes, and make changes 24hrs a day - you're in complete control  
• Write as much as you want about your property, no limits. Sell your marketing message.  
• Site visitors can create a printable wish list  
• Comprehensive mapping feature using Google maps.  
• PayPal options to collect credit card payments online  
• Add 10 large colour photos, no postage stamp size pics here  
• Have your photos shown in our summary listings not just your page.  
• Have your details and photos sent to everyone who enquires automatically  
• Free help videos  
• Free YouTube videos created for you 
• People like our site because owners write so much, the photos are large and it's easy to find an ideal property  
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Resources 
 
Our Sites: 
 
Http://www.holidayhomeireland.com 
http://www.donegalcottageholidays.com 
http://www.holidayireland.net 
 
More Useful Marketing Tips and Resources: 
 
http://holidaylettings.co.uk/resources/ 
 
Website Design: 
 
http://wordpress.org 
 
Social Media Sites: 
 
http://twitter.com 
http://facebook.com 
http://linkedin.com 
http://bebo.com 

http://youtube.com 
http://vimeo.com 
http://flickr.com

 
Selected Irish Tourism Boards, Websites and Support: 
 
Bord Failte: http://www.failteireland.ie/Developing-Enterprises/Listed-Self-Catering 
Northern Ireland Tourist Board: http://nitb.com/ 
Discover Ireland: http://www.discoverireland.ie 
Dublin Tourism: http://www.visitdublin.com 
Cork Guide: http://www.cork-guide.ie/ 
Galway Tourism: www.galwaytourism.ie 
Belfast Visitor and Convention Bureau: http://www.gotobelfast.com/ 
Derry Visitor and Convention Bureau: http://www.derryvisitor.com 



 

 

 
 
 
 
 
 
 
 
 
 
 
 

HolidayHomeIreland.com 
E: sales@holidayhomeireland.com 

T: +44 28 71356 080 
 




