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Background information

The Tourism Bureau of Ireland launched their brand-new slogan “Heart Throbbing
Ireland” to the world. It is the first of its kind using visitor biometric data to design their
marketing in the world. It also launched a tourism promotion and advertising campaign.
The campaign highlighted niche areas and attractions that are less frequently visited by
foreign tourists and the abundance of outdoor activities such as cycling, hiking and
kayaking to increase the visitor arrivals to the island globally.

Marketing strategy

A couple was invited to the island of Ireland. They were just regular tourists and had
never visited the island before. On their trip, they had been wearing custom-made
wearable high-tech devices which tracked their physical reactions, mainly the
physiological changes of their heart during the trip in real time. The data was linked to
a mini camera on their heads. If their heartbeats go faster, the data would be transmitted
to the camera and trigger the camera to take a picture of the beautiful view that excited
them the most. Throughout the experiment, the couple traveled around the island and
experienced beautiful and exciting things. They took photos at various places.
Technically the experiment proved that there were many beautiful heart-pounding
scenes across the island of Ireland. The campaign brought data and creativity together
to show how the island of Ireland could literally make the heart of a visitor skip a beat.
Outcomes

By using data of emotions directly, visitors directly saw and felt those heart-stopping
attractions on site. It prompted them to visit Ireland and experience the beautiful scenes
for themselves. At the same time, Tourism Ireland launched the topic of “Heart
Throbbing Ireland”, which received almost 20 million hits. The campaign made the
island greatly different from other competing destinations. It also increased the number
of visitors to Ireland by over 12% this year and encouraged visitors to travel in the off-
season or to visit more 'niche' Irish destinations, areas, and attractions and to explore
the island more in depth.

Implications & Challenges

According to the service quality gap model, after the release of 'Heart Throbbing
Ireland,’ how to manage the perception of many tourists to Ireland travel experience?
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