
 

 

From Tourism Resource to Tourism 
Product 



Proposed Euro Velo Routes  
- 12 Premier Cycle Routes for Europe 



Great Western Greenway 



Great Western Greenway 





Suspended Rope Bridges 







Ministerial Visits  



Westport 

Achill 







 

 

Tourism Market for Adventure 



Overseas Activity Tourism in Ireland 

Worth  

€1.2bn in 2011 



90% of Adventure Travel is ‘soft’ 
adventure… 

Rock climbing 

The ‘Hard Stuff’: 

Caving 

Archaeology 

Walking 

Fishing Bird watching 

Cycling 

Some ‘soft’ adventure elements: 

Meeting the 

 locals 



Economic Contribution of Activity 
Tourism 

 

High yield segment 
Spend 45% higher than the 

average overseas visitor 



Market Segmentation & Pillar Focus 

Social 
Energisers 

Curiously 
Cultural 

Great 
Escapers 

Vibe of the city (Dublin, 
Belfast) 
Events/Excitement 

Living Historical Stories 
Events/ Culture 
Awakening the senses 

Living historical Stories 
Active in nature 

This plan will also attract some from the Brown Segment providing it is made easy for them to access and preferably 
endorsed 17 



 
 

Not ‘what I can see?’ but... 

‘what can I DO?’ 

Value Added Packages 



 

 

Developing the Tourism Experience 



Packaging and Bundling Workshops 
 



What is Marketing All About? 

CUSTOMERS 
Your business  

focuses on  

their needs 

They choose 

 you  

over 

competitors 

MARKET RESEARCH Segmentation 

Targeting 

Positioning 

MARKETING MIX 
Service/Product 

Price 
Promotion Place 

Physical 

evidence 

People 

Process 



The Greenway brings these activities together, thereby creating a better experience 
 

Visitor Activities 



Packaged Greenway Experience 



Gourmet Greenway  



New Packages - Food Trail, 
Gourmet Greenway 

Seán Kelly & his award-winning Black Pudding 



Greenway Adventures  



The Blueway 



Cross Selling Activity Packages  



New Business & Creative Industries 

The Blue Bicycle Tea Room,  
Newport town 



The Greenway Café,  
Mulranny 

New Business & Creative Industries 



Yvonne’s Cottage, 
Rosturk, Mulranny 

New Business & Creative Industries 



Greenway Gifts 

New Business & Creative Industries 



Greenway Packages 







+42% 
 

 





”The Greenway has become 
such a part of Kelly's Butchers 
that we've created a new 
pudding just for it… Kelly's 
Greenway Pudding“ 

 

Seán Kelly, Kelly’s of Newport 



 

 

Marketing the Tourism Experience 



Marketing Innovations 



www.Greenway.ie 
1 April – 31 August 2013 – 104,955 viewers 

 

http://www.greenway.ie/




Clew Bay Oysters and Black Pudding 

        -      -EDEN&      -      -The-Great-Western-Greenway- 

Mulranny Futures / Tourism / Environmental Groups Market
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Great Western Greenway 

Marketing Plan                        
2011 - 2013

I
re

la
n
d

N
I
 /

 U
K

G
e
rm

a
n
y

F
ra

n
c
e

2
0
1
0

2
0
1
1

2
0
1
2

2
0
1
3

Comments

MKTG 0 Marketing; ● ● ●

MKTG 1 Develop Walking Brochure þ þ þ ● ● ● Developed as a marketing tool to promote walking in area.

MKTG 2 Great Western Greenway Opened & Launched þ þ þ þ þ Off road cycling trail.Presently from Mulranny to Newport

MKTG 3 Develop Walking weekends off-season þ þ þ þ þ Increase tourism to the area during off season

MKTG 4 Links Between Local Businesses þ þ þ ● ● Essential to enhance tourist stay in the area. Ongoing

MKTG 5 Christopher Somerville Walking Guidebooks þ þ þ þ þ þ ● ● Feature in this guidebook as an attractive walking destination

MKTG 6 Irish Times Go Magazine þ þ þ þ þ Greenway and goats are good story for this magazine

MKTG 7 Outsider Magazine þ þ þ þ Aug/Sept Issue (walking based) 1/4 page advert

MKTG 8 Outsider Website þ þ þ þ þ þ þ 1 Months (aug) advertising on outsider.ie & spoke.ie

MKTG 9 Email Walking Groups þ þ þ þ Email Walking groups Mulranny Walking brochure

MKTG 10 Place Walking Brochures in Tourist Offices þ þ þ þ Distribute current walking brochure

MKTG 11 Link with Co Council walking officer þ þ þ þ þ ● ● Link with Anna Connor so to develope and advertise as walking 

area.MKTG 12 Link with Failte Ireland & Tourism Ireland þ þ þ þ þ ● ● To benefit from the previously mention strategies develpoed by 

bothMKTG 13 Promote Walkers welcome with Failte Ireland & Tourism Ireland þ þ þ þ þ Is a walkers welcome destination so promote this on both 

websitesMKTG 14 Develope a charity event in the domestic Market þ þ ● ● Develope a charty walk in aid of Croi in 2011

MKTG 15 Deveope a charity event for the foreign market þ þ þ ● þ ● Develope a charity walk in aid of uk and european charity

MKTG 16 Launch a new Mulranny website þ þ þ þ þ ● Advertise on and create vital links within community & tourism 

industryMKTG 17 Lonely Planet Website & Guidebooks þ þ ● þ Advert in both as this will benefit the international market

MKTG 18 Develope links and advertise within routes from Galway & Knock Airports þ þ þ þ þ Broaden knowledge of area to potential visitors
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Greenway Destination Strategic Marketing Plan 



 

 

 

RTÉ ‘Tracks & Trails’ programme 

 

April 2010 – 300,000 viewers 

December 2011 – 340,000 viewers 

December 2012 – 400,000 viewers 

Domestic Television Coverage 



Tourism Ireland Media Visits 



Tourism Ireland Online Advertising  
• Adverts on a variety of ‘outdoor activity’ sites, including 

activesportweb.de, outdoorchannel.de and on general lifestyle 
sites such as urlaub.de, yahoo.de, etc. 

• Call to action was the Tourism Ireland campaign page 

 



Tourism Ireland eMarketing  
• eZines distributed to Tourism Ireland’s warm database (83k) & 

cold database (700k) highlighting offers, things to see and do, 
direct flights, etc. with Priority on conversion to drive immediate 
business  

• Click through to campaign page on discoverireland.com  



Tourism Ireland Campaign Pages  

Great Britain France 

Italy Germany 



Ryanair Print & Online 
Campaign 

Co-operative Campaigns 



Tourism Ireland Campaign Pages  



Great Western Greenway Statistics 



Greenway Usage 2011 

 

1. Local  (Co. Mayo 

2. Domestic Irish  

3. Overseas Visitors 

 

• 38% (mainly walking) 

• 39% 

• 23% 

3 Key Source Markets Usage 



Business Impact of the Greenway  

 

• 47% surveyed noted an increase in business turnover 

 

• 31% surveyed noted an increase in expenditure  



Economic Impact  

• €7.2 million in 2011 (est.) 

• €940,000 - local residents 

• €3.5 million - domestic visitors 

• €2.8 million - overseas visitors 

• Average Daily Spend of €50 both domestic & 
overseas  



Enjoy the Welcome 


