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In present times, the change of global trends in marketing and the developofe
digital technologiew electronic tools, systems, devices and resources that generate,
store or process data, such as social media, online games and multivregigesents

an ideally unlimited source of opportunities for the promotion andrketing of tourist
destinations.

Official institutions and private organisations focus on innovatdigital technologies
and creativity to promote and commercialise a tourism destinatidrth& same time,
on the demand side, the planning of a trip tends to take place almost yotiflhot

exclusively, online. This occurs, for instance, from the search for the destirta the

first approach to the monuments to visit, or from hotel reservations aruket

purchases to the share of travel diaries and feedback on hotels and attnacti

Therefore, destination management organisations (DMOs) and destination
management companies (DMCs) have a hew way to promote products and destination
which is much more effective and less expensive than traditional off-Angpaigns.
Digital technology also provides them the opportunity to analyse the Upeo§iles, the
modalities of interaction and the preferences to monitor and reguldrbost the
campaigngeffectiveness. Among other advantages, it is worth mentioning thahenl
promotion and commercialisation can reach highly segmented targtdse, it is also
important to highlight that the new EU Programmesuch as the EU Recovery Plan and
Next Generation EMdemonstrate clear attention towards online communication. In
such a case, the creation and implementation of digital strategies faltgre projects

with the new EU financial schemes.

However, we cannot talk about tourism digital marketing without addressing the
importance of the online presence and reputation of companies aodrist
destinations. The online experience is itself part of the tourist oftgrias it
communicates to the users (potential or former visitors) all the valueshef
destinationp culture and emotions. Consequently, a good user online experience is
perceived by tourists as a guarantee. This said, companies working in the toudsm an
travel industry should be continuously updated about the tools arategjies of tourism
marketing to increase their visibility, involve and retain customers, support users
knowledge acquisition. This manual provides guidelines and recommendaticsmdbr

and emerging destinations to support them in the decision-makingga®celated to

their promotion and commercialisation.

These guidelines also consider the sectoral crisis due to CIOVIIe rules of social
distancing imposed by the COVID-19 emergency have indeed strongly pemadiagd
sectors that are based on human relations and on the reception oflpe@pis crisis in
some ways accelerates the adoption of new strategies in communication, which are
necessarily based on online strategies. The recommendations of this document aim to



support the decision-making process of potential new tourist destinatiabout the
implementation of effective digital marketing.

Recommendations are based on a qualitative analysis involving seven caes sthith
have been chosen for their uniqueness and creativity in the usegahbiechnologies,
and considering the characteristics and needs of the ENI CBC MEDeltéddPoject.
The common denominator throughout the case studies is the replitatmfi their
practices to other potential tourist destinations. The case studieg have been
analysed are the following:

X Six destinations which are successful in the fields of promotam
commercialisation:

o

Puglia: a region in southern Italy with an extended coastline, UNESCO
sites and fascinating cultural and natural attractions. The authéyacid
contact with the local culture is a boosted element within the overall
tourist offering

Portugal: a European country where medieval castles, charming historic
towns, museums and beautiful beaches create endless opportunities for
tourists. Urban tourism is very developg®porto, for instance, has
often been awarded Best European Destinatidyut also the small rural
communities have been the object of tourist enhancement. The country,
in general, offers a great value for the money.

Galicia: one of the most attractive regions of Spain, bordering Asturias,
Castile and Ledén and Portugal. Among green valleys, beautiful landscapes
and a wonderful coastline bathed by the Atlantic Ocean, tosiristd

here a destination structured around typical products, religion (Camino
de Santiago), culture and nature.

Cape Town: the most visited and lively city in South Africa. One of its mos
attractive features is the dual personaliyEuropean, for its cultural
origins, but at the same time deeply African. Founded by Dutch settlers
(1652), the so-calledhother city[offers many hotspots for visitors, from
the Waterfront, a former abandoned port that now teems with
restaurants, museums and shopping centres, to the iconic Table
Mountain and the Kirstenbosch Botanic Gardens, vineyards, trekking
routes and lovely fascinating beaches.

Thailand: a fascinating Asian country where tourist attractions range
from visiting the lush jungle to contact with monks in Buddteshples;

from heavenly beaches to tastings of typical cuisine; and the sense of
hospitality of the local population. Thailand has been a touestidation

in international rankings for a long time. Now it is investing massively in
digital marketing and in the ability to recreate its brand basedaon
newfound authenticity.

The Faroe Islands: an archipelago belonging to the Kingdom of Denmark,
that comprises 18 volcanic islands. An ideal slow tourism destination for
travellers wishing to experience a holiday in the open air, where the pace
of the day is marked by hiking in nature, walking along scenic #adls
many opportunities of contact with the local culture.
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X One organisation acting as a DMC:
Zaytoun is a valuable case of general interest in the use of innovative pgactic
It is a non-profit organisation established to support Palestiniammifag
communities by helping the internationalisation of olive oil produd®ecently
the organisation started to act as DMC, implementing innovative practices of
promotion, particularlyat the time of COVIDSI.

At the beginning the qualitative research aims at exploring the above-merttioase
studies. Informational and image sourcing was collected from web searchésdréba
DMOs and DMCs. The result in the first part of the manual is akedi¢o the description
of the case studies. The practices used and related methodologies are summargsed
systematic way In detail, much attention is dedicated to identifying the oelin
strategies, digital tools, practices and aspects of each digital marketing vratidthe
illustration of each case study ends with a table reprising the practices, instruments
and methodologies implemented by DMOs and DMCs.

Furthermore, the most recurrent and successful practices that emerged froroabe
studies have been taken as a reference for recommendations and gaislefmally,
details are summarised in eight fact sheets, which help readers devedomtlarketing
strategies, particularly in small destinations and slow-tourism products.
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Introduction

Puglia has always been one of the most attractive Italian regions, partictor coastal
tourism. Its geomorphological characteristics (longest coastline among Italian mainland
regions) have favoured over time the development of a traditiof$&_tourism (sand,

sun and sea). Nevertheless, in recent years the tourism development strategy has been
revised and improved, with profound repercussions on the structuohthe tourist
offering. The main characteristic of the new approach is differentiation aggregatn,
transforming a poorly structured and generalist offering into a supplylerhand-
oriented products. The cultural traits of the region were the main aspkotsted in

this processin order to structure and promota slow-tourism model. Digital marketing
was involved in this process of rebranding by investing in innovative ant@aitave
practices for both the private and public sector.

Strategy and most innovative practices
The communication related to the promotion of the Puglia region as a taiegination
aims at commercialising the following tourist offerings:

x Art and culture

Business (tourism related to meetings, incentives, conferences and exhibitions,
that is MICE tourism)

Food and wine

Events and entertainment

Sea

Nature, sport and wellness

Tradition and spirituality

x

X X X X X

The engaging online promotion is based on the usarobfficial website as the main
landing platform and completed by the use of different sociatwoeks, such as
Facebook, Instagram and YouTube. The content is varied, reflecting a strategyebat u
culture as a basic element of development and management of the destinatifact|n

the communication channels mainly enhance both tangible amdngible cultural
elements through pictures, videos and text, ranging from music to gastronomy, from
architecture to history, from nature to folklore (Figure. The main practice used is
storytelling, emphasising the authenticity of the places and th&ialitants.

11



STROLLING AROUND THE VILLAGES

Wandering across Puglia's historic towns and boroughs, where scenic
walks lead to countless views to be discovered.

Figure 1. A section dedicated to tangible and intgitble heritage, such as landscape
and traditional urban setting.
Source:https://www.viaggiareinpuglia.it/cam/27/en/Historic -villages

Among the various sections of the website, particularly engaging for isstirs section
oo N C Jv e« (httWgvRvenv.viaggiareinpuglia.it/espe/212/en/A-Daiy+

Casa-Pugl)alt provides users with the opportunity to spend a day in Puglia virtually.
This practice can be considered a good way to maintain the loyalty augtemer, as
he/she can keep interacting with the destination even after the visiti & can also be
considered a good way to provide users with a taste of the destingtjmasicularly in
asituation of travel impossibility, as is happening during the COVID-If:p#a (Figure

2).

0090

Imagine your next journey to Puglia from home.

When: COVID 19 times
Where: at home

You love: art & culture, food & wine

e4bL g &

Get cozy and discover new \ f living and sharing Puglia from home: feed your dreams and plan your

You feel: intellectual & nostalgic

next journey. Take online P ooking les oin 3D tours and listen to folk music. Make yourself

comfortable and enjoy a day in the life o uglia!

Figure 2 The link to Casa Puglia in the homepage of the lamgl site.

The day virtually created ifA Day in Casa Puglis mainly marked by the sequence of
the main meals, so the gastronomic traditions are introduced. Baisthrytelling is built
beyond gastronomy, andalong this virtual day in Pughethe user enters ito contact
with local artists, museums and local radio stations, thanks to itiietd YouTube
channels, podcasts, local radio websites and Facebook pages.

Casa Puglidater became the title of a web series accessible from the official Facebook
page of the destination. The web series reflects the content and afrtieeovebsite]
section, that is, culture and daily life in Puglia (gastronomy, music, ejareBi34 and

5).

12
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= CBCMED ] .

P U G LI A WHERETOGO ~ WHATTOSEE  THINGSTODO  GETINSPIRED  USEFULINFO  Q

ADay in Casa Puglia: ‘

_ @ When: COVID 19 times

W Where: athome
& Youlove: art & culture, food & wine

@ You feel: intellectual & nostalgic

Q0Ooee

Find a piace 1o stay

Figure 3 The user engages in a virtual day in Puglia throuigs gastronic traditions
during different moments of the day.
Source https://www.viaggiareinpuglia.it/espe/212/en/A-Day-in-Casa-Puglia

PUGLIA

The movie Sounds from Puglia

A Wk - Kadima

@ Walking,On Sunshine STraileritaliano ufficiale {HD] s

Rock & Rai °

Watch an excerpt from the film shot in Puglia Adesso

Figure 4. Links to YouTube channels, podcasts amehl radio stations to provide a
taste of local culture to the user.
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W

CASA PUGLIA

LUCIA SCARABINO Cl RACCONTA LA PIZZICA

el - DR TR\

T | usg’rb'cl.m Casa Puglla

;"‘ j 1 196.2K followers

Follow

o start dreaming of Puglia

Latest episodes
v 1 V EPISODE 5

‘ - e Casa Puglia | Tambourine Lesson
e # Grab a frying pan from your kitchen and get ready for a tambourine

Ak s
CA A PUGL'A lesson with Terraross!

ACUE ANTDMACK!

31
igure 5 Web sériesCasa Puglia
Source:https://www.facebook.com/watch/weareinpuglia/580701546178170

Another practice to be menticed is the massive use of 3D virtual tours. They are also
supported by a partnership with the Bari Polytechnic Institute.

Customer interaction is constantly stimulated to encourage onlinehiag3 and offline
word of mouth (Figure 6).

SHARE YOUR PUGLIA WITH US

SHARE YOUR HOLIDAY PICS AND VIDEOS AT TRY DELICIOUS APULIAN CUISINE AND SHARE YOUR KEEP UP TO DATE WITH WHAT'S HAPPENING A
#WEAREINPUGLIA FOOD STORIES WITH US AT #PUGLIAFORFOODIES #PUGLIAEVENTS

Qio

cEED

Figure 6 Practices promoting online wordf mouth.

Another initiative, both online and offline, is also relatedihe COVIO9 crisis and aims
to minimise the problem of seasonalityhis isa digital cultural-tourist agenda that is
availableon the official tourism website. In such a case, all the activities arspied
throughout the whole year (Figure 7).

14
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28 Login /Register~

PUG LIA WHERE TO GO WHAT TO SEE THINGS TO DO GET INSPIRED USEFUL INFO Q
Experience events Theater & dance
Home > Eventi >
Join activities Street festivals & tastings
Search When ) Selvjceﬁ Explore our itineraries Cinema e e
Sports & the outdoor b e o7 '\\sua.
— SN
Theatre & Dance $ | Category $  Travel destinatior Tradition \
i
s a ’ isic \
Locati \\\
Eiia Andria ey
Reset h o Bari \-\
DISCOVER MUST-SEE EVENTS > e RS N
{20010 potgnaa Mat < \-.\
Basilicota Taranto - BrIndiSEEEN
av~ av X 4 N
Lecce |

Figure 7 Cultural agenda in several languages
Source https://www.viaggiareinpuglia.it/eventi/en

Moreover, it is also worth mentioning the proposal of the innovative imegional
partnership between Apulia and Lombardy (Figure 8)

U -~ ALuve ©

e ———

_&Schweizl, o 1§ Magyarorszég
| + [se/Svizzeral Graz/*
¥ yShiue Slovenija
SLOMBARDIA o e Y . Timiso
pustacL01e @ @
s Venezla) ; e
Torino ¥ op 5

2 Bologna
Genova £] H_ryd(ska Sargevo Cpéy)

Monaco ) -
3= Citta'di San | =
e/ ol Manno_ N Erria Gora 1y
| S () llipna ropa
/" Romao ‘Italia 3 °
/ w"‘ \ V Shqipéria
\ } "~ Napoli \ d
) [ SAES,
& .ol , B8R 1N
e"UGLIA&LOMBARDI_ e
g nstantine (o £
OUBLE YOUR;..LQURNEY INITA Ceaflet — AG OpenStroetitap contributors | )
(77Ol - B . [
Ia \
— Q0O
Add to my trip O
f— - - - - . - e ) Find a place to stay
Choose an accommodation type s

Travel period

Figure 8. The institutional Puglia tourism webpagmnouncing the partnership
Puglia&Lombardia and campaign #doubleyourjourney.
Source https://www.viaggiareinpuglia.it

The agreement signed by the two regions was officially presented dusiiig
International Travel Exhibition in 2018 and aims to outline and impiegragoint plan
for tourist promotion, an improved quality of the tourist productsdaa fight against
seasonality Https://www.vivibari.com/turismo-accordo-puglia-lombardia The two
destinations are promoted in a joint manner. The joint commutcecampaign/Puglia

& Lombardia #DOUBLEYOURJOURNEYNnveyed on the respective digital channels,
as well as with important initiatives in Italy and abroad.
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The official page of the tourism promotion provides users with siaishtbout user§
interaction. From those data, it is easy to notice the effectiveness ofdhgaign, as
users from Lombardy are among the highest number of users (Figure 9).

Region

S “VisToRs

B 1 PFuglia, ltaly 186
? | Unknown 156

B 1 Lombardia, ltaly 82

B Lazio, ltaly 83

B 1 campania, lialy 51

1-50f91 Next»
Figure 9. b E-+[ JvS E S]}v }v i061iilTiTiU iiWTi%u ~'Dd=1i-
Source https://stats.innova.puglia.it

However, 1 is important to note that the agreement for the online promotion seemed
to be just to promote the official website, because in other onlthannels there is no
mention of this partnership. Joint offline promotion events, for example, incAldian
and Lombard musical performances, cookidgmonstrations and tastings of the
delicacies of both regions.

Finally, the platform providesbuyers enablement content consistingof additional
information to support and inform the decision-making process relatetthe purchase
(Figurel0).

PUGLIA WHERETOGO  WHATTOSEE  THINGSTODO  GETINSPIRED  USERULINO @

SEARCH OPERATORS OFFERING TOURISM SERVICES

9

Q0OoBe

) o 7 [
Figure10. Buyers enablement contentSource
https://www.viaggiareinpuglia.it/extratempolibero.do?r002=extraTempolLibero

Actors involved

Besides classic offline practice for the promotion of the destinafiexhibitions,
familiarisation trips, press trips, etc.), the Puglia region is promoteldcammercialised
online by both the public and private sectors. In the first case, as discussibe
previous section, the main platform is the official website, whiadntkeads to a series

16


https://stats.innova.puglia.it/piwik/index.php?module=CoreHome&action=index&date=today&period=day&idSite=5#?idSite=5&period=day&date=today&segment=&category=General_Visitors&subcategory=UserCountry_SubmenuLocations
https://www.viaggiareinpuglia.it/extratempolibero.do?r002=extraTempoLibero

of other communication channels, in particular social networks, pramgotnultimedia
content and stimulating interaction with the user.

On the other side, the private sector mostly uses traditional websites, wldibcreet

He }( *} ] o v SAYEIX dzZ E ] *SE}VP }Z &}v][- SA v
characteristic features promoted by the public and the private sectorshamipis given

to cultural aspects, highlighting the potential of the region for stourism (e.g. cycling,

food and wine tourism, cultural tourism and visits to villages with waskshabout

traditional activities).

Destination marketing organisations (DMOS)

The institutional promotion of Puglia as a tourist destination appearshenofficial
tourism portal www.viaggiareinpuglia.itThe online portal, published in six different
languages, offers several ways to engage with the destination. It is possdude/tdoad
specialised apps for Visit Puglia and to create a personalised onlindenqeeras well
asto purchase tourist products online (Figur®).

Download Visit Puglia - Official App

- GETITON . £ Available on the
[ D:“ Google Play ‘ [ @& AppStore

Puglia official tourism portal

Figurel1l. Official apps from the landing page of the officiglortal.

The portal also explores the potential of digital gamificatibn§Z § JeU ~SZ pue }( P u
mechanics and experience design to digitally engage and motivate people igveach

SZ ]JE P} o ~ HEI U TiideX dZ u ]Jv %o er&tk. frafficlandSZ] e .
innovative tourist experiences, and the main targets are young travellergaaniies

In this sensea game_allows users to enjoy and discovéour Puglia, creating in the

customer a sense of ownership and belonging (Fid@elt is important to note that,

according to the latest studies, successful gamification applications geneuatomer

acquisition and retention (Goasduff, 2020).

17


http://www.viaggiareinpuglia.it/

PUGLIA M ... i@

Hey you, what's your Puglia?

7 questions to find out your suitable Puglia experience

Go

Figurel2. Gamification of tourist destination promotion.

In this case, the page proposes a game/test through which the user, afteries of
questions presented in Who Wants & Be a Millionairetyle (Figurel3), defines his
or her profile as a tourist and, based on it, specific locations withe destination are
proposed as well as specific gastronomy, etc. (Figu4<l5 and16).

PUGLIA ! o ._i =

QUESTION /7

Your ideal journey

e —— -
ON A DREAM BEACH TO RECHARGE YOUR BATTERIES HAVING FUN BETWEEN SOCIAL EVENTS AND PARTIES

—
| IN THE HISTORIC CENTER OF A ROMANTIC CITY ‘ BY BICYCLE, UP AND DOWN COUNTRY ROADS AND LITTLE HILLS
UINNN——————

PUGLIA

Based on your choices

You enjoy Puglia as

Strategical Intellectual

Figurel4. Graphic design to present the result of the game.
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STRATEGICAL

SPIRITUAL BACKPACKER
STRATEGICAL

You don't want to miss a thing. You carefully schedule your
holiday by reading blogs or listening to your friends' advice for a
well-rounded experience: sea, nature, irresistible delicacies and
fun. Why give up anything?

ROMANTIC EXCLUSIVE
INTELLECTUAL
You look for what makes a place immortal: a recently restored
fresco, a forgotten palace, a colorful local feast. You like reading
NOSTALGIC EXPLORER

about the history of places before visiting them and you
immediately fall in love with them once there

INTELLECTUAL HOLIDAY FREAX

Figurel5. Graphic design to present the result of the game.

PUGLIA

THECRADLE OF THE MESSAPIANS ON THE DAUNIAMOU! ENCHANTING SEASIDE HAMLETS

p
{i
ly F -
%

Figurel6. Itineraries chosen by the game based on the resof the test.

The game is programmed to be compatible with different devices (FigQre

9:53 PM

@ viaggiareinpuglia.it Done

PUGLIA

ROMANTIC

Traveling for you is an emotion to be shared
A gorgeous sunset which makes your heart
skip a beat, the historic center of a city that
has been cited in your favorite book of
poetry, time that seems to have stopped in

the courtyard of a country house

Do you recognize yourself in this
description?

NO, REPLAY

v

< c t

Figure 17. Design for smartphone.
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The Regional Tourism Board PUGLIAPROMOZIONE is the operational apparatus for the
implementation of the Region of Pugpaolicies on the promotion of the unitary image

of the region and local tourism promotion; it acts as a not-for-pldMO and provides

online and offline destination expertise.

From the strategic point of view, the DMO promotes several papticate partnerships
(PPP$ and agreements for consistent marketing of the region. Among therothar
important cooperation agreement for coordinated promotion and marketing ofiBg|
tourist products was established between the Regional Agency for Tourism Roomot
and the following trade association€onfcommercid’uglia Confindustria Pugliand
Confesercenti Pugliarhe main objective of this partnership is to structure a shared
strategy for the promotion of tourism products in the context of the ovefralinework
promotion of the Puglia brand, paying particular attention to onlimigatives'. In this
sense, one practice adopted by the destination is the use of a destination manageme
system (DMS).

A DMS is an integrated digital system that provides complete ando-date
information on a particular tourist destination. It handles both the fip-and post-
arrival information, as well as integrating availability and booking servicesisédsfor
the collection, storage, manipulation and distribution of tourism infiation as well as
for the transaction of reservations and other commercial activities (Karmlilog
2009)

PUGLIA DMS$s thus dedicated to management and promotion of regional tourism and
culture. The portal promotes the commercialisation of local tourist services, based
DMSthat gathers local online operators. The platform provides usersB#il buyers
with the opportunity to engage and interact with a constantly growiregwork. The
latter comprises local tour operators, hotels and different types of acnodations.

Particularly innovative is the SPOT system (since Februdry 2020, SPOT-online)
which guarantees accommodation facilities to be visible and commercigls®d to
individuals and B2B) and at the same time represents a form of monitdvengptirist
presence in the region (Figuis).

! https://www.dms.puglia.it/portal/documents/10180/775975/Accordo%20quadro%20Distretto. pdf
2 http://www.dms.puglia.it/
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25982

Operatori turistici e culturali

CERCA OPERATORI TURISTICI

REGISTRO STRUTTURE NON ALBERGHIERE

Figure B. PUGLIA DM§ website. Sourcehttps://iam.dms.puglia.it

This system also highlights the strong presence of the destination in setiairks,
where a value co-creation process is stimulated (Figures 12@nd

" WeAreinPuglia @
192,887 likes

i Like Page D Watch Video

; [ 4 F
assive use of social network to engage with custers and potential

visitors, and to stimulate a value co-creation press.

-

Figure . M

In this context, the creation of different hashtags guarantees consistertbg iprocess

of online word of mouth.
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SHARE YOUR PUGLIA WITH US

SHARE YOUR HOLIDAY PICS AND VIDEOS AT TRY DELICIOUS APULIAN CUISINE AND SHARE YOUR KEEP UP TO DATE WITH WHAT'S HAPPENING AT
H#WEAREINPUGLIA FOOD STORIES WITH US AT #PUGLIAFORFOODIES #PUGLIAEVENTS

b

CEED

Figure 20. Hashtag to guarantee consistency in th&lue co-creation process.
Source https://www.viaggiareinpuglia.it/hp/en

Destination management companies (DMCSs)

Local and international DMCs, in line with the regional strategections for tourism
development, offer tourist products based on slow-tourism principles, autb#éytand
culture, through engaging digital marketing (Figures 21 &)d 2

N
f& Tours v Acommodstions  Transpsetation  Aboutus  Contactls BB v 0O

Connect with people and get to
know the culture of Southern
Italy firsgisafd!

Apulia Slow Travel is a tour company run by passionate locals offering tailor-made tours for solo travelers, and small and medium-
sized groups. We introduce visitors to Southem ltaly — particularly the “heel” of the Italian boot, Puglia—in a friendly environment and in
harmony with nature.

Figure 21. Online promotion of slow-tourism-basedfering by a local DMC.
Source https://www.apuliaslowtravel.com

eSSenlialﬁaLy 833 REGIONS Q. SEARCH Q, 41223460100 @

Puglia Villas, Apartments & Hotel

NNy
%,
misn %

g g T
Accommodation > ijj‘mﬁ"‘é i
Puglia is one of Italy’s most sought-after destinations right now - with good
reason. Factor in classical landscapes, golden beaches, delightful towns and We'd love to help you with your holiday plans!
villages and delicious local cuisine and you can see why Puglia’s become so info@essentialitaly.co.uk
popular. Good thing we can find you the perfect place to stay in Puglia - but +44 1223 460100
please - book in good time so you don’t miss out on your perfect holiday

T @ @)
property. vy ) \@,‘ ®

Figure 22. English DMC commercialising traditiorelcommodation in Puglia.
Source:https://www.essentialitaly.co.uk/puglia
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Several local DMCs propose experiences base8$low tourism, which allows guests to
experience directly the reality of the place they are visiting, fullyourch with local
culture and connecting with local peoplé.The compang website offers detailed
information about a vast number of sites (culture, traditional activities, radteritage,
etc.) as well as the possibility to engage with the page to create tailoermaos (Figure
23).

essentlalftaly 832 REGIONS Q seareH
Puglia s Any property type s No. of guests s Dates FIND PROPERTIES

r j Trulli Frulli

From £1,790 per week

Delightful accommodation in the heart of the Valle’d'lItria with super pool and great external
kitchen/dining area.

s ERa =2a P pool
o} (= == Hx

Trullo Giargia

From £1,875 per week

Wonderful family villa with a unique style and character incorporating a beautiful mix of classic

Pugliese architecture, modernity and unusual artistic flair.

Figure 23. Tailor-made tours.
Source https://www.essentialitaly.co.uk/puglia

The user is assisted in the process by feedback from previous buyens (Byun a
Aralue co-creation procesgCabiddu, Lui & Piccoli, 2013).

3 https://www.apuliaslowtravel.com/about_us/
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Travels to Puglia - September 2020

A lovely round-up of a recent trip to Puglia from regular guests Nick and Annemarie. They stayed at Casa
Serena September 2020

The Build-Up

We had decided to book a week in Puglia during the uncertainty of the COVID-19 lockdown and it was always
going to be arisk. Still, the fights were reasonable and so we had nothing to lose. | wase't going to get my

hopes until | was sat on the ‘plane on the runway at Gatwick.

| had decided | was going to spend time each night in the run up te our trip, learning some Italian. | ahways like
to learn a few phrases and nouns. Night 1 of learning from YouTube videos went well as | mastered the
numbers up to 10 and a few pleasant greetings. Night 2 got trickier as it became apparent how impartant
pronunciation was and how you can turn a statement into a question just by inflecting up a bit at the end (just
like the Australians do!). Night 3 my enthusiasm was waning as the speed of speech was increased to normal
as opposed to 10x slow-down. In total, | managed 3 sessions of learning and so | was fit to do all the local

communication once we arrived in Italy!
Saturday - travel day, ghost town, our first supermarket

Gatwick airport was literally empty - a real shock to see few cars, buses, staff, people. We boarded a full flight
however and arrived in Bari having worn surgical masks all the way.

A quick drive to the delightful Polignano on the coast led us to wonderful views of white buildings hanging out

over the sea and precarious balconies tempting us to sit and drink a Moretti or two.

Now, | love shopping in supermarkets abroad. It’s kind of an cbsession. The new types of foed, fruit and
vegetables (and drinks) is properly exciting! So, we found our first supermarket and stocked up on local food
and drink. For the record, it was Csette and | give it a healthy 8.5/10 based on product range, price,
friendliness of staff and ease of ordering things from the deli counter (i.e. ability to point at various unknown

food items). More on supermarkets later. ...

Figure 24. Experiences of travel shared in the blofjthe company.
Source https://www.essentialitaly.co.uk/blog/september-in-puglia

Here, it is also important to mention the support giv@nthe public sectoto the private
one. Figure 25 shows the section of the institutional tourism wehsitanoting local
operators, made through the official institutional website.

PU G L'A WHERE TO GO WHAT TO SEE THINGS TO DO GET INSPIRED USEFUL INFO Q

USEFUL INFO
OPERATORS AND SERVICES

SEARCH OPERATORS OFFERING TOURISM SERVICES

EXPERTS AT YOURSIDE |0}

Essentials $  Wherew

you like togu? S Locatior 3

Trents

Figure 25.7he (pno /sddction of the institutional Websitelpromoting loclatourism
service companies.
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Summary table

Puglia (Italy)

Oll=r =l enillsl Traditional offline channels; wide range of comparjiegbsites
promotional one institutional portal.

channels

S IEER T Networks at different scales; storytelling for local stories
their strategy authenticity; collaborative practices; combatting of seasone
(e.g. online cultural agenda).

Promoters Public; private; PPP.

List of practices Gamification; DMS; digital wof mouth; low-season agenda; cc
creation.
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Introduction

Portugal began its positioning process as an international tourist destingtithe late
1990s. There were two key moments in this sense: the realisation of Expb® ins
1998 and the EURO2004 championships, both hosted by the country. Siecdhé
image and quality of the tourist offering of the country have bé®nsubject of a great
work of improvement. Today Portugal is an award-winning internationalircson
with adiversified offering

It is important to note that the national tourism development policiesdnbeen created
in line with the policies of repopulation of the inner areaksthe country, and the
rehabilitation of the historical centres. This has led to the dgwelent of tourism
activity heavily based on the principle of sustainability and onaimenticity of the
tourist experience in both urban and rural environments.

Strategy and most innovative practices
Ns]e]S W}ESUP o_ |[nstififona) (Wéb]restlrce for travel and tourism to
Portugal, and it is based on the integrated use of the following plaisor
X (websites)
o Visit Portugal (main)
Portuguese Trails
Portuguese Greens
Portugal Golf Booking
Living in Portugal
Portuguese Music Festivals
Canf Skip Portugal
Canf Skip Facts
Portuguese Waves

O OO O0OO0OO0OOoOOo

X (social networks)
o Facebook
o Twitter
o Instagram
0 Pinterest
o LinkedIn
The national strategic plan for tourism development in Portugal defines the main
features of the destination to be promoted: cultural heritage, natuvegather,
traditions (religious tourism), gastronomy and so on (Figure 26).
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@ L ° »  PORTOSANTO /FRL22 » CONTACTUS » LANGUAGE ~ SHARE
M visitPortugal @ ez TR BT T

/ﬁ\ ALL ABOUT PORTUGAL | LEARNABOUT | REGIONS |SWHATNODOS LOOKING FOR..? | REMEMBER & SHARE Q 1 i

Home Art and Culture Qutdoor Activities
Family Gastronomy
All About Portugal & e

Short breaks Nature

Romance Health and Well-being
L(VITYNT () S GETTING TO PORTUGAL  USEFUL INF! Shnand Sea Surfing

Accessible Tourism Nautical Tourism

Religious Tourism
With its mild climate, 3000 hours of sunshine per year and 850 kms of s|
Ocean, Portugal is the perfect holiday destination all year round.

This is a country that has the oldest borders in Europe, with an exceptional range of different landscapes just a short e
distance away, lots of leisure activities and a unigue cultural heritage, where tradition and modernity blend together F’{u
in perfect harmony. Its superb cuisine, fine wines and hospitable people make this a tourist paradise of the highest ?"‘ Ll
f Castelg Branco
1
Situated in the extreme south-west of Europe, just a few hours from any of the other Furopean capitals, Portugal ézm Portalegre
ELe [

quality.

attracts visitors from all over the world.
Come and discover the charms of this country too.

GEOGRAPHY

Paortugal is situated at the south-west point of Europe and also includes the Madeira and Azores archipelagos in the
Atlantic Ocean. Mainland Portugal occupies an area of 88,889 kma2. It is 218 km wide and 561 km long. It has 832 km
of Atlantic coast and a 1,215 km border with Spain.

Eeja

. L
The Azores are situated in the Atlantic Ocean between Europe and North America. They have an area of 2,355 km2
and consist of nine islands - Sao Miguel and Santa Maria in the Eastern Group, Terceira, Graciosa, Sao Jorge, Pico and

necias | Faial in the Central Groun and Flores and Corvo in the Western Groun. It takes about two hours to get from the Azores

Figure 26. Landing page of the institutional Portalgtourism website.
Source:https://www.visitportugal.com/en

Content is consistently related to:
X unique asset:
0 people and communities;
x differentiating assets:
o weather and brightness,

o history,

0 culture and identity,
0 sea,

0 nature,

o water;

X qualifier assets
0 gastronomy and wines,
0 artistic and cultural events,
0 sports and business;
X emerging assets
o well-being and living,
o promotion of second-home tourism in Portugal.

The institutional promotion and commercialisation online (see next sectiorfudher
details) is based on the stages of the product acquisition process, enperaad post-
purchase, namely

1. dreaming;

2. planning;

3. booking;
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4. experiencing;
5. sharing.

Turismo de Portugalprovides reports containing data about digital marketing
endeavours.

Iv Y& & 8§} «SC& vPSZ v §Z *S]v S]}v[eVVS}ESES ¥ 0S
JVA E-]}v }( §Z JMUVSEC[s % E}u}S]}v o §]1A18C v
markets, Portugal focesits efforts on:

1. International online advertising campaign
2. Presence of Portugal as a destination in international markets

The campaign #CantSkipPortugal (2€4020) launched a new way of planning a trip
through emotion-based itineraries (Figurg)2

#CantSkipPortugal
AN EMOTION

TRAVEL GUIDE

CSMPETE i Ficha Técnica
5020 #2020 -

visit Portugal i,

Figure 27. #CantSkipPortugal Campaign, an innovatamotion-based tourist offering‘.
Source:https://cantskipportugal.com/en

The user can select the option corresponding to his/her mood arstate of mind that
is meant to be reached through the travel, and the user is then redirectedtourist
offering in line with the selected feeling (Figur@).2
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CHMPETE r~— Ficha Técnica
S50 093020 Il Odetiaia

0

visit Portugal i,

Extravagant

Free your spirit and

enjoy the good life in

Portugal - The food and

wine, the spas, the

shopping. You're up for

some treats. Come and
8 find out why!

Figure 28. #CantSkipPortugal Campaign, selectldratspecific option.

Finally, a campaign based on a PPP and tifletPodesVisita Muito Por Poucaims to
stimulate domestic tourist demand in the low season and to respond to the CT®ID-
induced crisis of the sector (Figur@)2This initiative by Turismo de Portugal counts on
a budget of 50 million euros and is part of the Internal Dembtgntive Programme,
promoted by the government to support tourism.

t
Aproveita o melhor destino do mundo, das préias as;lh‘ﬂ‘b
as vinha o

di inhas as montanhas e d

Acede as plataformas abaixo e {eserva com
descontosmté

Visita Portlgal, *uU podes.

':,Qrva ja. Descontos até 50%.

Figure 29. Image of the campaighTuPodes-Visita Muito por Pouco
Source:http://pressroom.visitportugal.com/en/2020/06/tupod esvisitaportugal

Hundreds of tourist and gastronomic experiences (promoted by tourigtreainment
companies or organised by travel and tourism agencies), accommodation, museum
visits and affordable rail travel will be available on the Visit Ryt website until
December 2020, which may include discounts of up to 50%.

Online promotion is also based on paid placement in Google Search @ndiiages)

and on the use of Google Display ¢ight languages), with contents related to family
holidays, beach, sun, city break, nature, golf and surf, among sither
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Actors involved
Portugal is promoted and commercialised online by both the publicpivate sector,
by following the marketing strategy outlined above.

Destination marketing organisations (DMOS)
The institutional promotion of Portugal as a tourist destination dsusn the official
tourism portal visitportugal.com, published in 10 languages. The portahaatsnding
page providing information about the whole country by reflecting irtstitutional
division in seventourist regions:
1. Porto and the North
Centre of Portugal
Lisbon
Alentejo
Algarve
Azores
Madeira

Nogabhwn

The marketing strategy, the design used, and the experience offertiattonline user

are consistent for all seven regions. Nevertheless, each region also pronistdfs
autonomously through different institutional pages (e.aww.visitmadeira.pt ,
www.portoenorte.pt) and through companies specialised in Internet-related services
and products in the hotel, lodging and meta search fields (FigureAB@pugh there is
some redundancy, this practice also allows smaller local actors to have e onl
presence.

Find results on

[} Booking.com NIl trivage [ EscapadaRural ~ @ TripAdvisor v Secretplaces

Figure 30. Google redirects users through the kegnds Alentejo tourism

Digital marketing activities are organised around a structure following thegs of
decision making from the very beginning, following a well-defined flow (Figijre 3

m

Figure 31. The flow followed to build the digitaharketing strategy.

Dreaming

A greater mix of media (Google Search and Display, YouTube, Facebook) is provided to
users in order toatch_users and potential visitors. The institutional page proposes,

for instance a landing pageproviding institutional information that is also immediately
related,on the same page, with the memories of previous visitors, feeding theioreat

of the imagery about the destination in this first step in whibe customer still has not
decided abouthe purchase (Figure23.
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PORTO SANTO 2 » CONTACTUS » LANGUAGE ~ SHARE

¥ visit Portugal 18 °C/17°C

ALLABOUT PORTUGAL | LEARNABOUT ' REGIONS = WHATTODO? = LOOKING FOR..? | REMEMBER & SHARE Q 1

Home > What to do? > Family

GALLERY FEEDBACK FROM USERS [E] Events a

Portugal Is a friendly, safe country, with a mild F El
climate and an excellent cuisine, ideal to tour
with the family
era are numerous actiiies designed for the it moloer
s rs, in cast
mus 1nd aqua parks
Folio 0 waatching

wing
dolphins and w earming abo
stal are just me ideas of what you can d

Photo: Vale dolabo MotoGP Grand Prix of Portugal

2 32l o o2

i g0

— Lisbos

Figure 32. From the institutional Portugal tourismebsite.
Source https://www.visitportugal.com/en/experiencias/familia

The website also proposes a series of imaae$ostcards v *A 00% % E+ U
as high-quality videos (Figur8)3

/ﬁ‘ ALL ABOUT PORTUGAL | LEARNABOUT | REGIONS | WHATTODO? | LOOKINGFOR..? | REMEMBER & SHARE Q 1 i

GETTING TOPORTUGAL  USEFULINFORMATION ~ POSTCARDS AND “ @ Events PN

BAJA
PORTALEGRE
500

P -

Baja Portalegre 500
Cross-cou g fans she

Explore A
Can't Skip Portugal

- Braganca

Figure 33. From the site visitportugal.com, sectiaf poétcards and videos.
Source https://www.visitportugal.com/en/sobre-portugal/vid eos

31


https://www.visitportugal.com/en/experiencias/familia
https://www.visitportugal.com/en/sobre-portugal/videos

To further reinvigorate the image of the destination through storygl and value co-
creation the site makes available to users a section titl&®emember & Share
containing pictures, videos and travel diaries uploaded by travellers (RBgure

{ LA p SANTAREM / THU.19 » CONTACTUS » LANGUAGE ~ SHARE
¥ visit ortugal 25°C/14°C
/ﬁ\ ALL ABOUT PORTUGAL | LEARNABOUT | REGIONS | WHATTODO? | LOOKING FOR...? | REMEMBER & SHARE Q l i

Home > Remember and Share

Remember & Share

Share your visit to Portugal.
You can upload your photos, short videos and tell us how your trip went. Film format: MP4, 0GG, AVI, MOV, FLV, OGV, WEBM / Maximum size: 75SMB Maximum photo size: IMB

GALLERY  UPLOAD PHOTOS

SEARCH BY: “

[ meuesrs | e

it '™

Figure 34. The sectiofRemember& 'Share It glves‘several opportumtles for the user
to engage after, during and before the travel.
Source https://www.visitportugal.com/en/recordar-e-partilhar/imagens

Planning

The user is equally supported and accompanied in this phase thrufjhip Planner
System. Within the site, each proposal (event, attraction, service) has an associated
icon: a suitcase. By clicking on this icon, the user adds that specificapldfoe service

to a personal list, and by doing so he/she builds and plangilarimade trip. The
different options can be marked. To have access to the service the user reledsin

to the platform, feeding a constantly updated marketing database (Fighixe

CHARACTERISTICSANDSERVICES ~ ROOMFACILITIES  TIMETABLE  ACCESS  PAYNENTS  OT)

moloer

MotoGP Grand Prix V

Portugal's Top 10 Cultural Features

s it
ond betwee

Figure 35. Different examples related to the Triddhner System. The icon signifying
where to click and select the offer is always assated with the services, events or
attractions proposed.
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Booking

The decision-making process ends with the acquisition of the ptodLive site
encourages users in this sense by providing them with the possibility of raxgpui
services online, through an updated offer based on a DMS. The user camglanak
his/her trip directly from the institutional website Visit Pagal.

Experiencing

The user can also download directly from the site useful maps for theéatrifortugal.
Another interesting service, among others, aswell-structured selection of useful
phrases in Portuguese (Figui@gand37).

4 ALLABOUTPORTUGAL | LEARNABOUT | REGIONS | WHATTODO? | LOOKINGFOR..? | REMEMBER & SHARE Q 2

Brochure: Explore ~
Madeira and Porto Santo Guide
e

FINDOUTMORE - g

WOERA
£ PORI0 S0 [

Brochures
Center of Portugal - Don't Miss it!

enter (7

E FIND OUT MORE ~ il

o i AN
'% < - ( % Q
1 Remember and Share -

BEST ée;( AILCentel of Portugal 2020
j : ORLANDO ANTUNES
ROR FIND OUTMORE > i \9.7’@

Figure 36. Maps of Portugal available for download
Source https://www.visitportugal.com/en/sobre-portugal/map as-e-brochuras

CONTAC

3, visit Portugal e

/ﬂ\ ALL ABOUTPORTUGAL | LEARN ABOUT | REGIONS | WHATTODO? | LOOKINGFOR..? | REMH

Home > Useful phrases

All About Portugal

VIDEOS PHOTOS MAPS AND BROCHURES m

CAFE AND FINDING ACC GETTING AROUND ~ HEALTH AND SECURITY ~ MEETING PEOPLE

SMALLPURCHASES ~ TRAVELLING  USEFUL SERVICES

Queria fazer uma reserva
English: I'd like to make a reservation

P 000/0:02 e——— ) i

Queria reservar uma mesa
Enq\lsn‘ I'd like to book a table

» 0:00/0:02

€H
Figure37. Selection of useful phrases (translation and awdiile for correct

pronunciation). Source https://www.visitportugal.com/en/sobre-portugal/fra ses-
uteis
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Sharing

The digital marketing strategy supports the customer in the post-purchasge st
generating fidelity among customers and promoting digital wafrchouth and value co-
creation. The practices implemented in this sense are the already mentioned travel
diaries (Figur&8) and the possibilities to engage with each offer to leave memories and
feedbackby uploading pictures and videos. Such a practice stimulates whabverkas
Aralue co-creation procesgCabiddu, Lui & Piccoli, 2013).

PICTURES VIDEOS TRAVEL DIARIES

Share your visit to Portugal.
You can upload your photos, short videos and tell us how your trip went. Film format: MP4, 0GG, AV], MOV, FLV, OGV, WEBM / Maximum size: 75MB Maximum photo size: IMB

GALLERY = UPLOAD TRAVEL DIARY

[P™T7)  Onfriendship and feeling thankful To comment you need to lag in.
9 Arthur Tolsma to 18/08/2015

Today, an my holiday in Portugal, | had a the most curious tour guide ever: meet Eusebio. A beautiful black
dog

| was up for a hike of
walked up to me. He
Another 100 f
to the hiking
me along

ds. But if it took too long he would
pity he had with my human

stamina. And probably the pity every animal feels when he sees humans walk on just 2 feet

Figure38. The section’Travel Diary, containing stories shared by travellers.
Furthermore, a selection of high-quality images is available as walkpdperfree

download, with outstanding images of the destination that represefligital
memorabilia_(Figure39) for visitors[everyday use (e.g. desktop background).

!mg visit portUSQL D, 18 °C /goc

/‘ﬁ\ ALL ABOUT PORTUGAL | LEARN ABOUT | REGIONS & WHATTODO? | LOOKINGFOR..? = REl

Home > It's time to... Read Portugal

It’s time to... Read Portugal

FEEDBACK FROM USERS

It's time to catch up on your reading. It's time to... Read Portugal.

Go back and find your favourite authors, review the stories that touched you in some way. Discover other
worlds and other visions of this world. Let the Portuguese authors be with you for now. You already know
some of them, but you'll be surprised by others

Get inspired by the sentence and discover... the writer, the work, how the Portuguese culture is present in
the writing, and how Portuguese literature is universal and speaks of what exists in each one of us

Look for these authors at your online bookstore. If you want to know which books are published in
your country, you can search the online catalogue of the Directorate-General for Book, Archives and
Libraries

Good readings!

Figure39. dz =+« S§]}v ~ ES v , E]8 P Kvo]v
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Destination Management Companies (DMCs)

Local and international DMCs have a very strong presence online, and theysalso
travel blogs and social networks. Despite their large number, the offer thed
marketing approach is consistent with the institutional guidelinelsich are reflected
in the large use of images relating to the community, water (sea and riversjhand
weather, and on storytelling (Figurd® and41). Innovative methods of engagement
are proposed, that go beyond the mere purchase of the tourist product.

TRAVEL WRITERS

ABOUT THE SITE

Welcome to Portugal Holidays. ACTIVELY
SEEKING TRAVEL
WRITERS FOR
PORTUGAL

HOLIDAYS

READ MORE

Portugal Holidays

Portugal travel blog with tips on
great destinations to head to for
your summer holiday.

Figure40. The DMCs commercialise the product through imagimat are consistent
with the institutional promotion (left); using stoytelling asa hook for users (middle)
and engagement that goes beyond mere commercialigat (right).

Source https://portugalholidays.com

/ﬁ\ ALL ABOUT PORTUGAL | LEARNABOUT | REGIONS | WHATTODO? | LOOKINGFOR...? | REMEMBER & SHARE

Portugal Identity Card
Getting to Portugal

Useful Information
Postcards and Wallpapers
Videos

Photos

Maps and Brochures

Useful phrases hal later than it

or by boat. Trips that (...)

FIND OUT MORE : <5 FIND OUT MORE < FIND OUT MORE =

Porlalegre Marvao, Castelo de (...) Tomar, a Templar City Travel insurance for foreigners
sc os:, P)td(]‘ll 1 an ramta t cqcl ﬂe I’u c >e" of the OmeroftheK qht< Vi 10 <tr fing abr u?d hx ‘nepa*mmq Io n el

Flgure41 One more example of the recurrence of |mages redd to water (sea and
rivers), culture/community and weather.
Source https://www.visitportugal.com/en
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Summary table

Portugal

O1glll=r =il eiillasl Traditional websites”s]+]S W} ES P o nétitdidnalhyéb
promotional resource based on the integrated use of webpages and s
channels networks.

Content Approach through different phases of the process of acquisitio
[o[=hiile=ztilelsi=1alel| the product, from the ®ream_to post-purchase; storytelling
analysis authenticity; collaborative practices.

Promoters Public; private; PPP

List of practices Social networking and value co-creation; DM planner system:
travel diary;emotion-based itineraries; an incentive for domes
tourism {isita Muito Por Pouc&€ampaign); andRead Portuga
and Art and Heritage offered online mainly as a response
COVID-19, to experience the destination digitally.
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Introduction

Galicia (Spain) has been able to overcome climatic uncertainties througmplex
tourism development strategy, towards the integration of cultural tourism and other
tourism segments. Nautical sports such as sailing, windsurfing (butsatéog) and
kitesurfing are part of the offering that has been created to ralzu the region,
alongside the most traditional tourism segment of local attractiveness

The region invests in the promotion of composite tourist-oriented productsragional
networks, such as the regional network of MTB centres dedicated to MouBike. The
latter was created in order to boost visibility and attract specific &tirisegments. The
Camino de Santiago (Way of Santiago) (Figi®eis massively explored as tourist
infrastructure to which several tourist-oriented services are connected

Figure42. Camino de SantiagoPilgrims.
Source: Google Earth

Strategy and most innovative practices

In recent yearsTurismo de Galiciaas soughto improve the status of Galicia as a tourist
destination by promoting the natural, gastronomic and cultural resourcéseoBalician
community through a consistent endeavour in the field of digital reinly. The
development of the strategy and the implementation of the tools are mainly based
PPR between the government and agencies specialised in digital commerce maggketi
that involvesusing digital marketing technology, techniques and chanwndigital ads,
email, search, mobile and social marketing along with data-driven inaightdigital
contentsvto achieve revenue and profitability. It is a bigger and broader condegpt t
e-commerce, and it includes the numerous channels, data inputs amert outputs
and requires massive use of technology to orchestrate multichannel commerce
experiences (McLellan & Polk, 2014).

Actors involved

The Galician Tourism Agency carries out various operations. There is a strong link

between the public and private sectors in all the promotional envdbess. From the
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institutional website landing page, for example, it is possible to aceestions
dedicated to the creation of tailor-made packages whees will be explained in more
detail in the following sectiongactivities and local private offerings are promoted and
commercialised.

Destination management companies (DMD

The autonomous government of Galicia promotes the region and commercialises its
tourism products through the institutional tourism website of Galicia
https://www.turismo.gal

Integrated digital promotion is thus based on the use of a website ssawral social
networks. The official tourism website is connected with:

X abbg

X an institutional Facebook page

X an institutional Twitter account

X an institutional Instagram account

X a YouTube account

Augmented reality, high-quality multimedia conter@65-degree virtual experiences

and gamification are some of the practices used to promote the destinatidimeon
(Figure43).

sliciz [ xom
j,abummq E DEGALICIA  PHTNIREITNI pLACES T
g — s

3 o = - o
Lighthouses and wild beaches
Carnota Beach

#2Moreinfo 9 Showinthemap () Add to "My trip”

A/ Thingstodo =/ Lighthouses and Wild Beaches ~ 0| RS
Figure43. Official website of Tourism Galicia. Natural resoars are promoted
consistently with all other offerings, relying onterytelling (very effectively supported
by a video and evocative music, in this case).
Source https://www.turismo.gal/que-facer/faros-e-praias-sdvaxes

Content is mainly aimed at promoting the authenticity of the desiion and is strongly
based on storytelling. The overall process reflects the marketing practice of
revitalisation by retargeting, relaunching and reinforcing (Billgren, 2020) thstexi
offerings. The main aim is to keep connected with consumers throughute of
emotional inputs, such as the use of a smiling elder lady welcoming aséne landing
page (Figurd4), which also recalls the perception of authentycit
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_polics g, .
© bo camifio QUE FACER QUE VISITAR PLANIFICA A TUA VIAXE

PO FEDER
Galicia 2014-2020

Figure44. Landing page of the Galicia Tourism official wetes
Source:https://www.turismo.gal

The way to create sales opportunities varies from social media campaigns and
revitalisation actions, such as social media contests. A series of viizdlenges is
proposed to the public mainly via official social network pages, quikzetest
knowledge about the culture, lifestyle and traditions of Galicia (Feyise46 and47)

or drawing contests on specific topics, such as autumn in Galiaig, gAmification is
considered as an effective option for the promotion of the destinatiod an effective
engagement with users for purposes of customer retention.

™ Turismo de Galicia @
%) 28 febbraio alle ore 12:00- @

The fluvial complex of Laioso, in Esges, not only offers us a pretty
place where to relax in full nature. Also it opens us the doors to his
route of the mills §3 #Sentidifio #Xacobeo2021 #Esgos

;/G!B[iCIB 7 % Xacobeo 2021 =

Figure45. Turismo de Galicialnformacion Turisticd* & I % P
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@ Turismo de Galicia R, Call Now il Like © Message

Axencia Turismo de Galicia

Photos

i “";'i“

14° otoiho Gastyondmico
EN TURISMO RURAL

SANADORES
@anaxiosarcas
Susana Lépe3 Iglesias
Ceci Otevo

iEnhorabuena a los ganadores!

Los ganadores del sorteo han sido seleccionados de forma totalmente aleatoria a través de la plataforma Easypromos.
Consulta el certificado de validez para ver los detalles del sorteo.

‘:) VIEW CERTIFICATE OF VALIDITY

2 WINNERS (3)

1. (O] anariosarcas
2. [ Susana Lopez Iglesias

= [ Ceci Otero

Figure47. Main page of the contest launched by Turismo de @&a&, Informacion
Turisticaon its Facebook page.
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The centrality of mobile devices in Galip@igital marketing approach is reflected in the
section ‘Brochure and Publicationswhere a great variety of services are available for
the organisation of a trip in Galicia and to interact virtuallyhviite destination.

A series of brochures and street maps can be downloaded through atidredi
download button (Figure48 and49) or by opting to use a QR code.

L Enteratext.

Search P

0 By document type..

Brouchure (41)
Video (7)

AFP (8}

Street map (7)
Map (5)

¢ Bysubject..

Acccommodation (3)
BTT (3)

Tourist quality (1)
Historical Centres (0)
Destinations (15)
Experiences (33)
Guides (37

Plans (3)

Figure48. Service suggestions and engagement offered to useéosinteract virtually
with the destination.

Augmented reality

o Android
o i0S

Figure49. Augmented reality.
Source https://www.turismo.qgal/folletos-e-publicacions
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The site is thus built to provide users with a suggested experiéntdo create a sales
opportunity it also stimulates the user to engage. Namely, & TRIP (Figuress0
and 5)) service is a comprehensive package provided to potential customers to support
them in the planning stage of their visit and stay in Galicia. Gineeuser createsin
account and signs jihe/she can populate three areas while navigating the website:
X Preparing the trip by clicking on the luggage symbol near each offer and sharing
the preferences, the customer (potential tourist) builds a tailwade trip.
x During the trip maps related to the trip previously planned are gathered in this
section for more rapid access.
x After the trip: the traveller can upload notes, pictures, and videos; and
eventually share them with other users.

Lighthouses and Wild Beaches

Punta Candieira Lighthouse (Cedeira)

#=Moreinfo 9 Showinthemap [0 Add to "My trip”

O|ERa

AMINA VIAXE

Engadir

e are many long beag
nd lighthouses on jag

»year and to practise

Figure50. The ftuggage_button used to add the respective article ta travel plan.
Source:https://www.turismo.gal/que-facer/faros-e-praias-sdvaxes/praiasde-azucre

Lighthouses and Wild Beaches

Punta Candieira Lighthouse (Cedeira)

#!=Moreinfo 9 Showinthemap ([ Add to "My trip"

0| xR

: are many long beache

d lighthouses on jagge @

year and to practise wa

Figure51. Same productas previous image. Users can also share their prefeces in a
social network.
Source https://www.turismo.gal/que-facer/faros-e-praias-sdvaxes/praiasde-azucre

In general, suggestions of tourist packagesfprevious travellers are constantly visible
within the whole page (FigurB2). This allows the destination to gain visibility and
reliability from digital word of mouth and value co-creation.
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@ My trip | % Sitemap | @ Search

[:%.] XuNTA
jBIICIB‘ E GALICIA

he best way THINGS TO DO WX R Y B8 PLAN YOUR TRIP
'WE PROPOSE THAT YOU BUILD YOUR JOURNEY PRACTICAL
INFORMATION
?.' l N About Galicia
WHERE TO WHERE TO & The Weather
EAT STAY
How to get
S
= there..
LY O]
— WHATvTO m Maps and plans
42¢ WHAT TO DO VISIT
“ Q Apps for
: mobiles
PONTEVEDRA EUPHORIA IN VIGO .
THE CHARMING \WHERE TO & Turismo
cITy TOURIST GET accesible
SERVICES INFORMATION

Figure52. The MY TRIP system also suggests tourist package®smmended by
previous travellers.

Finally, the platform directly commercialises tourist packages (FeRiemd54).

jal ICI3 ¥ dtonuca
the best way i THINGS TO DO PLACES TO VISIT PLAN YOUR TRIP

All our plans for you

P Enteratext. We shuw a total of 83 plans founc.

pel

Expeariences In full
nature (29!

Galician Woodlands
u1g!

Hidden Hertage 124)

Lighthouses and Wild Pontevedra - The
Beaches {12)

) from
charming city 42 €
Magical Stvines (4}

Euphoria in Vigo

from
Strolling Through
Vineyards (8)
The Route of the Contact Pian co: BREATHINCALICIA Contact Phin dr: BREATHINGALICIA.
Camellia (2}

Figure53. Products commercialised directly by the officialebsite.

VI

A/ Pan

o~/ Todos los planes = /. Detalle del plan ~ Q Escucnar | @ | B B3

FIN DE SEMANA DE SURF

| ]
" ) e
y

desde

195¢€

2dias

Oferta de
VIAXES NARON, S.L.
434981 397112

2 viaxesnaron@viaxesnaron.com

Para reservar.
434981 307112

2 viaxesnaron@viaxesnaron.com

w @D Tamssore (YD) sequocevae @D

PROGRAMA COMPLETO CONDICIONES ESPECIFICAS SERVICIOS

Fin de semana aprendiendo surf en uno de los mejores parajes de Valdovifio

Disfruta de un fin de semana y de clases de surf durante el mismo

Figure 54. Product commercialised directly by théfizial website. Source
https://www.turismo.gal/todos- os-plans/

43


https://www.turismo.gal/todos-os-plans/detalle-plan?langId=es_ES&nid=200716000357

Destination management companies (DMCSs)

The online presence of the DMCs reflects, in many ways, the strategy &nd
institutional message. A solid online presence in Google Search (Fifuaesl 56) is
consistent with the products promotedn the institutional website. Sometimes the
same techniques are used to engage with the users and create sales opgegunit

GO gle Galician Tourism Agency $ Q {
&  Rating~ Hours ~
[T s vy 1 oA e et =
/\ Hours or services may differ 9 DMC Gabela P
i =0
Questions & answers ACouna Tutisma Galcia
lici i Ask 7 OW "ol a
Galicia Mystic Tours S.L. Be the first to ask a question kA s o0 P > TeraCha

48 %k kKK (10) - Tours

Pontevedra, Spain

e |

Closed - Opens 10AM

ITALD PENDOLA 9 ocallcian Raats
ici “Guided Tours In Galicla \
Tours of Galicia ‘

GAUICIA GUIADA al !
calleney %70“!’90‘69"(1:‘[ A 9"""‘“"‘-’“‘“
o

9 Galicia Mystic Tows SiL

L Gurense i}
® Send to your phene Sond Diccover Galicia = !
o i
g 1K
2 s
Review summary e b
s AL Verin
/ €] Fa - s
- ks Nac (& &
- 4 ™ Wiana do Fened: i Chaves
Tour Galicia 3 :ﬂi}el; Zanee £ a :
44 %%kkk¥ (23)- Sighlseeing Tour Agency & 5 *okkkk
3 . £ Braga
Santago di Spain ERlaie 3
TR e Sreiess ¥op dst 2020 st Geog. Nozoral + 20K s [ o

Figure55. DMCs in Google Search.

inspirock

Favorites

Iti Collect your favorite places, and we will help

4'6 you build a plan for them

OUTOF 5

| TRUSTSCORE RATING Galicia - Spain

L] (] 2 -
Galicia trip planner B ..
Create afully customized J (1o
day by day itinerary for free

N

I b | - =
Figure56. DMC using the same practice and system relatedtte tailor-made trip
found on the official Galicia tourism website
Source https://www.inspirock.com/spain/galicia-trip-planner

th

dZ D <[ Jds &= very broad. They vary from the most traditional tourist offering

linked to culture, gastronomy and nature, to the activities of prodiicersification, for
example aiming at the Meetings, Incentives, Conventions and Exhibitions (el@d&n
segment (FigureS7 and58).
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UNBELIABLE EXPERIENCES!

WE ARE DMC GALICIA

We know, here in DMC, that the most important thing for a traveller, isn't the travel but the experiences
that you collect along your journey. That's why we only work with the most amazing experiences. Live a
captivating adventure in the most magical and emblematic places around Galicia.

Charming acommodation

You'll know closely Galician
culture

You will participate in our
festivals and traditions

And discover the charm that

has Galicia

You will taste the most
delicious cuisine

Discover enchanted places

Try the tasteful galician

wine

And live an unforgettable
experience!

Figure57. > v JvP % P

Source:https://www.dmcgalicia.com

H(

D % E}u}sS]vP
products.

Team Building Activities

NIQUE EXPERIENCES FULL OF

E AND

All of our activiies are based on experiential methodology, based on “leaming by doing” with
the objective that employees move from being a work group 10 a work team.

v twy [E[] $jpfEP-S

Incentive Experience

WE PERFECTLY HE ELEMENTS THAT MAKE G
INCENTIV ATIO

Whether looking 10 reward a sales tear, say ‘thank you to good customers or boost the

performance of 8 work force, Galicia is the perfect location for the unique incentive
experience.

Figure58. Differentiation of the product for the Galicia d&tination, in this case
through the promotion of MICE tourism.
Source https://dmcgalicia.es
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Summary table

Galicia

0= =il enills Wide range of companigsvebsites; one institutional portal linke
promotional with several social networks.

channels

Content Storytelling and authenticity approach through different phase:
[el=iiiilertilels B lilel the process of acquisition of the product, digital word of mou
analysis collaborative practices.

List of practices Social networking and value co-creation; DMS; trip planner sy:
(tailor-made travel plans); direct commercialisation of produs
gamification.
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Introduction

The multifaceted city of Cape Town holds some of South Afncast important cultural
and historic assets as well as iconic natural resources and lands&apes hosting the
World Summit on Sustainable Development in 2002, the city hasemteatourism body
and has set a challenge to adopt guidelines for the development ofutssto strategies
aiming to reduce socio-economic inequalities, reduce poverty and premesponsible,
sustainable and universally accessible tourism.

The city reached its highest tourism influx in 2010 after hosting the ZBEA World
Cup. Nevertheless strong decrease in the number of visitors was registered after the
international event. In this context, the industry and public decisionargaktarted to
invest strategically in digital marketing.

Strategy and most innovative practices

The tourism board Cape Town Tourism aims to promote all tourism-relakeals,
offerings and news, focusing on a very transparent and community-based statdgy
sustainable travel style (FigurB8 and60).

QKT

et

THE POCKET-FRIENDLY
ALLENGE IS HERE

WATCH THE FULL POCKET-FRIENDLY SERIES

Figure59. Pocket-Friendly Challenge campaign on the Capeviimfficial tourism
website. Source https://www.capetown.travel/the-pocket-friendly-challenge

EPISODE 1: SEA POINT

In the first episode of the Pocket-Friendly Challenge, The Ongenda family meets

Hannah, a solo traveller from Ukraine, and together they explore the relaxed,
cosmopolitan, and family-friendly Promenade in Sea Point. Watch the amazing day they
had for R150 per person!

UKRAINIAN SoLo
TRAVELLER

DOWNLOAD THE ROUTE MAP

Figure60. Pocket-Friendly Challenge Series, Episode 1.
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Finally, it is worth mentioning the strong presence of the DMO in sawéwork
platforms, namely through itstoveCapeTownsocial media channels (Figusé), on
Facebook, Instagram, Twitter, Pinterest and YouTube.

LOVECAPETOWN
Official Cape Town Tourism account #8 Tag @lovecapetown & #¥lovecapetown to give us permission to repost

X CLACK <
FRIDAY &
CAIE ¢
JNML
20% OFF

5

MON 23 MOV - SUN 39 MOV

Figure 61. Direct access to Instagram account op€& own travel through the web
portal. Source https://www.capetown.travel

The Tourism Board has also targeted digital nomettiese who use the Internet to
work remotely without having a fixed home bag& promote the key tourism assets
of the destination through storytelling. A program of Media Huogtallows media
influencers and travel journalists to be hosted as guests. It is also possddebacess
to the Cape Town Tourism Digital Assets Library (F8R)rehat offers high-resolution
digital assets (photos and footage) specifically for promotional usage.

TELL YOUR SToRY

iz

TOURISM

LOGIN / REGISTER

Login or register an account to gain
access to the Cape Town Tourism Digital
Assets Library.

Figure 62. Trade Media Registration to the Cape ToWwourism Digital Assets Library
Saurce: https://trade-media.capetown.travel/media-library
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Destination management companies (DMCSs)
Local and international DMCs are numerous, in line with the regioraégic directions

for tourism development, offering tourist services based on sustainable guedeli
featuring user-friendly access and a variety of nature- and culture-relatedary

through social media platforms and websites (Fig@&and 64).

EXPLORE THE CAPE

Don't just visit Cape Town. Be awed by it.

HOPPER TOUR ATLANTICO TOUR THREE BAYS TOUR CAPE POINT TOUR

Figure63: ADMC'slanding page.
Source:https://www.nachelicopterscapetown.com

s -‘i/ﬁ J,‘ «?\\W

Garden Route

Quick Enquiry

» Remondy Clementia
Hello! How can | help you?

Figure 64.A DMC's web portal.
Source https://www.privatetourscapetown.com

Okavango Qeltar ;
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Summary table

Cape Town (South Africa)

Ol=r =l enillsl Traditional offline channels; wide range of comparjiegbsites
promotional one institutional portal.

channels

Content Approach through responsible travel practices@icket-friendly
[el=iiiilertilelg B=lplel routes and security and safety measures (including those rel
analysis to COVIIR9).

Public; private; PPP.

List of practices Series of videos, interviews, social networking; DMS; digital \
of mouth; co-creation; digital nomads.
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Introduction

Thailands emerging tourism sector goes back to the ed®g0s golden era, when it
hosted more than 80 000 visitors a year. The number of travellers later skyrocketed t
reach a record of 32.5 million tourists in 2016. In this regard, ttyeofiBangkok was
ranked as the most visited city in the world Bgrbesmagazine from 2015 to 2018, and
second after Hong Kong in 2¢19

The tourism sector has been recognised as one of the major sources of revenue for
Thailand and has become a significant driver in the Thai economy. Nonethéless,
kingdomp main concern for the past few years has been finding a responsigeto
negative outcomes of mass tourism. The TAT (Tourism Authority of Thailagd) ha
accordingly aimed to pave a sustainable tourism path and practices wiimge of
environmental initiatives involvinthe reduction of plastic waste and the promotion of
responsible travethrough a series of online and offline campaigns in cooperation with
local and worldwide organisations. These campaigns recognise the expadrgrowth

of the market shifting towards digital platforms.

Strategy and most innovative practices
Digital marketing, as a strong drive to promote tourism in Thailand, focosethe
following strategic goals:

x Raised awareness about the importance and the typologies of existing cultural
and natural heritage.

X Interaction both with local entrepreneurs and with the page by providiags
to interact (e.g. feedback requests, sharing memories, etc.).

X Support for the travel decision by providing, for instance, suggestout the
best period of the year to travel.

x Provision of different method® purchase products and direct contact with local
providers.

X Monitoring the quality of the performance through post-purchase evaluation.

Promoted offerings are proposed to a knowledgeable and experienced audience on
destinations and quality of services. In this context, previoutwssare stimulated to
interact online, by sharing perceptions, pictures and stories. Anatbermon practice

to promote and commercialise Thailand is to follow potential tourists &tggtep in

their decision-making and purchasing process, keeping in mind thegusarsfaction

and post-purchase evaluation.

4 https://www.forbes.com/sites/alexandratalty/2019/09/04/bangkois-the-most-visited-cityin-the-
world-again/?sh=49fdbcd5f1bb
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From the point of view of commercialisatippublictprivate partnershipsare actively
promoted, and the official tourism website directly promotes DM&mtacts.

Actors involved
Besides classic offline practice for the promotion of the destimafexhibitions, fam-
trips, press trips, etc.), Thailand is promoted and commercialisedeobinboth the
public and private sectors (e.g. guides, accommodation and catering). The actors
involved are the Tourism Council of Thailand, local municipalitiesNB®s, local
communities and DMCs, which highlight the cultural and natural ast&iough
seasonal and experiential travels, stimulating the explorative and adventsgotisof

travellers.

Destination marketing organisations (DMOS)

Organised under the Ministry of Tourism and Sports, the TAT manages thetimoséit
tourism website fittp://www.tourismthailand.org titled Amazing Thailand. It contains
basic guidelines for travelling in Thailand, an agenda of eventsatiddis, travel deals
offering promotional tourist product/service discounts from partner travel agesicas
well as maps of the destination, reconstructions, etc.

The website is available in 14 languages, and travel information services, sach as
newsletter, are available. An online community allows users to share their travel
experience with others, and electronic media like an e-brochure,pap#ir and e-
magazine are available for downloading.

The website Amazing Thailand is linked to other online channetaglgaon social
network platforms such as Facebook, Instagram, Twitter and YouTube. These channels
are all accessible through the website. Facebook and Twitter and some Youdebs

are available in Thai and English to serve national and internatiohalvers. These
channels are the core of the TAT engagement with users (Figure 65).

~

Amazing Thailand

Thailand 10400

L @

L1

(i

The official Facebook page by Tourism
Authority of Thailand (TAT) -
www.tourismthailand.org

) Thailand is a wondrous kingdom,

featuring Buddhist temples, exotic
wildlife, and spectacular islands. Along
with a fascinating history and a unique
cu... See More

b 2,646,542 people like this including 5 of

your friends

387 274

2 2,658,142 people follow this

8,542 people checked in here

p http://www.tourismthailand.org/

1 Typically replies within a day

Send Message

© Learn More

i Liked @© Message Q

4 Amazing Thailand @
~  10h-Q

“UNESCO Sustainable Tourism Pledge”

By offering uniquely local experiences, Thai hotels can drive this
‘one-in-a-life time’ moment travelers are looking for, while
supporting small businesses around them. Read more here:
https://unescosustainable.travel/.../hotels-needs..

Join the UNESCO Sustainable Tourism Pledge to show your hotel
commitment - sign here:
https://unescosustainable.travel/en/pledge-form

“Tﬂﬂmiqtuﬂn Wiansvinaiignagnagaiiu” (UNESCO Sustainable
Tourism Pledge) - i
dusznaums lssusulnaanansminauayszaunisel “asmils wiia” #
unvisfisuasHunMRiEuasraunsaiissdusduenanual lu
poudizanuvinugiannsaamivayugsiasunadn luissdusaudaviuin
Mp BANANAT: https://unescosustainable.travel/.../hotels
needs

vwawnsoamaiisudiudumiazasTasans “guan Wanisviaudien
pEgIEU" (UNESCO Sustainable Tourism Pledge) tWpuanian
A2 Tsausuving dudedin:
https://unescosustainable.travel/en/pledge-form

See Translation

Figurem65.’)0{mazing Thailand Facebook page in English and Thai, highlighting a
UNESCO campaign raising awareness on Thai hoftelstainable management and local
sourcing. Sourcehttps://www.facebook.com/AmazingThailand
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By allowing consumers to share the experience by using the #expldegtidhashtag
(Figure 66), the Tourism Board gathers relevant information and photdsmine
page, enabling users to search and find all posts under the same tmemelf over the
world, and eventually to secure attention from associated hashtagged words. Ehere
also a significant post-purchase evaluation phase.

Figure 66. #explorethailand page on Instagram.
Source https://www.instagram.com/explore/tags/explorethailand

Additionally, the online consumer experience can be self-assessed througitvey s
availableon the website (Figure 67).

Figure 67. Customer experience satisfaction survefythe TAT.
Source:https://www.tourismthailand.org

The TAT strategically partnered with Matterpottttps://matterport.com), a virtual
reality platform that allows users to virtually explore and navigate pamic 360-
degree views of the top tourist attractions in four destinations eachnfridangkok,
Chiang Mai, Surat Thani and Phuket (Figure 68)
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https://www.instagram.com/explore/tags/explorethailand
https://www.tourismthailand.org/
https://matterport.com/

Furthermore, during the virtual tour, informational pop-up icon®ath English and Thai
are featured along with some of the attractignmajor monuments or statues. The site
allows the option to see the space in virtual reality, in case users havertdpemnp
headset. The service is owned and operated by Matterport.

Figure 68. Virtual tour of Phra Chao Tan Chai ManTHna Boon Chapel.
Source: https://my.matterport.com/show/?m=z0C2di3izqt

The TAT also has a YouTuenazing Thailand Z vv o ( ¥ge@s]ofPhe’GO
LOCALcampaign (Figure 69), a video series started in 2017 and focusingrgteking

and local experiences all over Thailand from real travellers through short 360edegre
scenic films. This provides a way to strengthen the interactive boitld & more
emotional and personal touch. The aim is to offer a realistic portraibafism through
visitors[eyes, stimulating online users to interact with the destination.

Figure 69./GO LOCALvideo series inYouTube

To facilitate the decision-making process and enhance $t& A walirf@& pooking
experience, the TAT has created an online department store for siodrelated
services: exclusive packages, special sales and discounts, health and beauty gmenities
accommodation and transportation among others (Figufésnd 71).
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Figure 70. Portal header promotion of théAmazing Thailand Tourism Department
Store. Source https://www.tourismthailand.org

Figure 71. The TAT Department Store webpage.
Source https://tourismdepartmentstore.tourismthailand.org

Most campaigns implemented on the TATdigital channels and webpages are
interconnected, and multiple platforms are typically used as integramarketing
combinations to communicate each campaign and gain the mostantion with users
thoroughly and effectively (Figui).

Inspiring trust and credibility is one of the TB\most crucial concerns. For example,
tatnews.org provides users with promotional content and daily information about
COVID-19 (Figur&3 and74), as well as weather forecasts and recommendations. The
desire to internationally promote the work of the Thai tourism inadyss part of huge
efforts to strengtlen the tourist destination brand.
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Figure 72 @tourismthailand Instagram stories andAmazing Thailand Facebook page
post on 14th December 2020

Figure73. Homepage for COVID-19 daily news
Source https://www.tourismthailand.org

Figure74. COVID19 detailed daily news affiliated link to TourismThaihd.org
homepage.
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The official’/Amazing Thailandmobile application was created to increase the channels
of promoting Thailand tourism to potential target users worldwideisTimcreases
tourist databases and fans and followens social media, and supports new marketing
campaigns.

The application provides travel information, contacts, maps, and GPS, and alsesfocus
on the user experience, allowing tourists to engage and share their travelierpe
through the linked social networks (Figufg).

Figure 75 "Amazing Thailand phone application Source
https://www.apple.com/shop

Destination management companies (DMCSs)

Local and international DMCs, in line with the TAT, offer intercaedeourist products
based on service awareness and inspirational imagery and videos (FigaeWwéll as
interconnected affiliate marketing, promotions (Figure) &nd customer experience
satisfaction (Figure 78).

Figure 76. DMC's inspirational video on its web gal.
Source https://www.royalsilkholidays.com
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Figure 77. Local DMC's affiliate promotions with ¢hTAT
Source:https://tourismdepartmentstore.tourismthailand.org

Figure 78. pn+*S}u @ Eestimony on DMCs web portal.
Source: https://www.royalsilkholidays.com
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Summary table

Thailand

O1gllpl=r =l izl DMCs directory; social networks; official websitéAmazing
promotional Thailand eBook.

channels

Content Approach through different phases of the decision-mak
[e[Ehinile=iifels i =1aloll process, from awareness to post-purchasetual onsite tours;
analysis online department store; authenticity’5o Local video series.

Public; private; PPP.

List of practices Social networking and value co-creation; DMS; trip planner sys
incentives for domestic tourism; customer satisfaction.
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Introduction

The Faroe Islands, the autonomous Danish territory located between Icelaritn8co
and Norway, is promoted and commercialised online as a tourist destination by
numerous sites of private companies as well as the main official site mamggeisit
Faroe Islands, which is the official tourist board of the Faroe Islands.

The official portal, in particular, seems to point to specific featuregganarketing, by
combining authenticity and glamour, volunteering and gamification. Ghedights,
new accommodation andaccording toLonely Planetthe Michelin star awarded to
the fine dining restaurant Koks in 2017 (Figure 79), are among teemsavhy the Faroe
Islands started their development agourist destination, although the preservation of
tangible and intangible cultural heritage and natural environmentywel as the well-
being of the locals, always represent a priority.

Figure 79. Instagram page of the restaurant Koks.
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Strategy and most innovative practices

The destination implements a series of practices all quite innegaboth online and
offline. For instance, Visit Faroe Islands launch&losed for Maintenance \an
initiative that invited geographic volunteers to the islands for a waykmoliday, also
promoted byLonely Plane{see:https://www.lonelyplanet.com/articles/faroe-islands-
closed-for-maintenancde Volunteers had to pay for their flights and were expected to
mend hiking paths and the like for much of the day, but theyeaprovided with food,
basic accommodation and an archipelago completely free from other tourists in
exchange for their time and labour.

For a increasing number of people this is changing the way to see travellirgdbr
Volunteering as a collaborative practice and as a basis for the susaihedelopment

of local communities can be a way of promoting and marketing datsbins
~WE  ePragne, Popescu, & Nicolae, 2019). The Faroe Islands stimulate these
activities, and through institutional page feedback, photos, multimedid @ports of
campaigns and voluntary fields over the years, the DMOs make volunteering a real tool
to strengthen the personality, attractiveness and marketability of thestination.
Volunteers can become content creators by sharing their experience antbhyopng

the features of the destination.

From the point of view of digital marketing, particularlyaitime of restricted travel due
to the pandemic, people from all over the world have been loggirtg the dedicated
microsite https://www.remote-tourism.con) to watch the day local guide traverse
the islandqrugged coastlines, wide-open plains and postcard-perfect villages lixie-
streaming camera attached to his/her hat. Users can also join the queuemote
control _the explorer (available options: move forwards or backwandis, turn left or
right, jump (Figure80).

Figure80. Dedicated micrositehttps://www.remote-tourism.com

The innovative project has received the attention of the internatigraks, which has
thus further promoted the destination (Figur8l). This successful example of
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gamification applied to destination marketing is accessible via tsteutional tourism
website.

Figure81. International press promoting the remote-tourisntampaign.
Source https://marketinggazette.co.uk/2020/06/11/virtual-tourism-takes-offin-the-
faroe-islands

Other initiatives in recent years have also been considered quite innevdive to the
geomorphological features of the area, which are difficult to explore, @oogk nd
able to make the islands accessible on Street View. So, a locah®NAng the official
tourist board, proposed that Google strap 360-degree camenis a willing flock and
create Sheep Viewa campaign that won gold at Cannes Lions and ultimately led
Google to map the territory (Figug®).

Figure 82. Google shephersl sheep map the remote Faroe Islands.
Source https://www.thedrum.com/news/2016/09/01/google-shepherds-sheep-map-
remote-faroe-islands#&qid=1&pid=1

62



Actors Involved

The online promotion of the Faroe Islands is entrusted to private indagdand to the
official tourism promotion platform. Becae the latter proposes the most innovative
approach and practices, the analysis will focus on the practice used byvids D

Destination marketing organisations (DMOS)

The Faroe Islands have invested heavily in the public promotioreafaktination. Their
official website is not only comprehensive but also very attractive anerdiit from the
websites of more traditional destinations. Beyond the more traditidimd with social
networks (Figure 83), the landing page gives an opportunity to access several options,
regarding information but also, for example, putting the user in contéttt local music
groups.

Figure 83. Links from the landing page of the wwvisitfaroeislands.com portal to the
main social networks.

Different types of tourist experience and activities are offered: hikidming,
birdwatching, bicycling, diving and fishing and angling, but alspgshg, sailing, surfing
and horse riding.

Duetothe]so v <[ « ( SI@v pace of life, family trips are suggested as ideal. Four
films created by family travel YouTubers are used to support this nari@tigare 84).

Figure 84. YouTube page from Brad and Hailey Devine
Source https://www.youtube.com/channel/UCQ1eOHDT-C3AVbfdbZOA

The promotion is thus based on this broad approach to tourist experiaxea
fashionable experience; gamification, as we saw earlier; and also on stoxyi@lgure
85).
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Figure 85. The use of storytellintp attract and create new sales opportunities.
Source https://www.visitfaroeislands.com/about/people-society/a-conversation-
with-a-faroe-islander

Finally, the portal puts the user in contact with hotels, hostels, cagypummerhouses
and B&Bs (Figure 36

Figure 86. Direct access to accommodation offergahigh the official portal.
Source https://www.visitfaroeislands.com/plan-your-stay/accommodation/hotels
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Summary table

The Faroe Islands

O1glll=r =k il Fair-trade channels; one main portal; social networks.
promotional

channels

Content Sorytellingvlocal stories and narrative strongly based on loc
[elaiiieEtilelgB=lilel authenticity; collaborative practices; volunteering; gamification
analysis

Public, private, PPP.

List of practices Onlocation coordinators; volunteers camp; remote touris
project (gamification); social networking; value co-creation.
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Introduction

Zaytoun is a social enterprise and community-interest company founded i 200
commercialise Palestinian products, with the aim of supporting theliease and
livelihoods of Palestinian farmers. In order to do so, it promotes fair ti@diarm
products (e.g. olive oil) and acts as a local DMC when it comes to tralpr@motion
of the land.

Zaytounp main goal is to promote the community and its valuable know-hova in
military-occupied and isolated area by boostifg o < 3] wésourfe abilities instead
of giving them direct aid. The enterprise has structured a particular ptiomal online
and offline strategy and is now an award-winning certified brand for nesibde trade.

Strategy and most innovative practices

The communication related to the promotion of the Zaytoun branithsa to
commercialisghe transparent and ethical trade of local Palestinian products through
the www.zaytoun.orgportal in English, which is mainly targeted to UK consumers. The
communication is structured as follows:

Storytelling and awareness
Engagement and participation
Purchasing

Post-purchase engagement

oo

The website contains a purchasing system structured radoal storytelling process,
engaging a feeling of belonging within the online user. The site encompasses
experiences from product purchase to a tree-planting initiative, organiged and
post-purchase resources.

First, we notice the emphasis on authenticity and local productslaffuéng page shows
the working hands of a farmer offeringnaftoul and using storytelling througln
attached video conversation with an olive farmer. We can distinguish the engphiadi
the effort to link human interactions and make the purchase & firoduct more
meaningful by giving purpose to the consumer (Figure 87).

Figure 87 Landing page header
Source https://www.zaytoun.org
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A resources page encourages the user to engage with the product purchase and get
involved in the process, from culture to planting, harvest, merchandising and most
importantly the people behind the project.

A series of episodes on a YouTube channel iesliide conversations and interviews,
meet-ups with local farmers who introduce themselves and their landsuers, and
harvest visits for the consumer to realise the roots, effort and sigmée of the
purchased items (Figure 88)

Figure 88. YouTube series featuring locals, thearkiests and presentation of
products. Source:https://www.youtube.com/channel/lUC6B5KAQuU98PN2HgKj?IWA

Zaytoun is building a community interconnected by an emotional bond, throlgh
proposal of activities and a brand that are heavily related to the lpopulation.

In partnership with the Palestine fair-trade association, social entszieated a plant-
a-tree campaign, engaging consumers to participate not only virtually through the
production and purchase process but also through planting and grofutie fair-trade
system. The consumer is directed through the webpage donation to plant todige
saplings in the land of Palestine in exchange for a certificapmieciation and a 500ml
bottle of olive oil (Figure 89)
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Figure 89 Olive tree planting initiative. Introduction
Source:https://www.zaytoun.org/plant _a tree.html

Also, in the resources section, a campaign was introduced with various free
downloadable recipes using Zaytoun products for the post-purchase expe(i€igtee

90). Moreover, the campaign was implemented on the website primarily bui als
interlinked on all their digital channels typically used as integratealketing to
communicate and gain the most interaction with users.

Figure90. Free downloadable recipes on the Zaytoun website
Source https://www.zaytoun.org/resources.php

This campaign was particularly highlighted on the story section of thegir@stachannel

as follows. The products were distributed to different chef influescer order to
prepare a meal using them and sharing their recipes and photos on their pérsona
platforms as a way to spread the word. Moreover, each product also has a higdligh

section on the Zaytoun Instagram stories, sharing consupeqgeriences and dishes
made with each item (Figui@l).
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Figure91. Zaytounpg Instagram page highlightingChefs_stories.
Source https://www.instagram.com/stories/highlights/17934603262224504

Lastly, to materialise the bond between virtual consumers and the fabes people,
Zaytoun has been acting as a local tour operator, organising two trips to Ralesith
yearv “Taste of Palestine Culinary Touand “Protective Presence Tripwvhich are
promoted on the website under the sectiohs]¢]S W o0 *S]v _

The trips are specifically targeted towards highlighting the local spiritalofifthe
farmers, participation in their livelihoods and culinary know-how arneéraonnectivity
between the online and offline experience. The first tour involves mastlinary and
touristic activities, while the second one is oriented towards farmrigyn as a
volunteering opportunity in the olive harvesting season.

The tours are promoted with informational descriptions of the programsthed value
to the locals, and the booking process is done through direct emaikigue 92).

Travellerd S «S]ughnked to the webpage to offer transparency afdeling of trust
for the online user.

Figure92. Visit Palestine tours, testimonials sectiorBource
https://www.zaytoun.org/visit_palestine.html
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Actors involved

The actors come from the private sector; promotion of the product and therspce

is offered by the social enterprise in partnership with local nonfipmrganisations
(Friends of Madama and Burin) and private points of sale.
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Summary table

©1gllli=r =k enillsl Traditional offline channels; fair-trade channels; one main pori
promotional

channels

Content Approach through different phases of the product acquisit
[o[=hinile=iifelsi=1aloll process, from the feeling of belonging to the post-purch
analysis experience; storytelling; authenticity; collaborative practic
community-based.

List of practices Social networking and value co-creation; storytelli
participation; online donations.
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Online and offline
promotional
channels

Content
identification and
EQEWS

Promoters
List of practices

E 3]A d o

Puglia
Traditional offline
channels; wide

Portugal
Traditional offline
channels; wide

Galicia
Traditional offline
channels; wide

Cape town
Traditional offline
channels; wide

Thailand
Traditional offline
channels; wide

The Faroe Islands
Traditional offline
channels; fair-trade

Zaytoun
Traditional offline
channels; fair-trade

& vP }( }u%g range of companies'| E vP }( }u%q range of companies'| E vP }( }u%{ channels; one main | channels; one main
websites; one websites; one websites; one websites; one websites; one portal portal
institutional portal institutional portal institutional portal institutional portal institutional portal

linked with several

social networks
Networks at Approach through | Storytelling; Approach through | Approach through | Storytelling; local Approach through
different scales; different phases of | authenticity; responsible travel different phases of | stories and narrative| different phases of

storytelling and local
stories; authenticity;
collaborative
practices;
combatting
seasonality (and
COVIDL9)

the product
acquisition process,
(E}lu Zeam to
post-purchasg
memories and travel
diaries; storytelling,
authenticity;
collaborative
practices;
combatting
seasonality (and
COVIDL9)

approach through
different phases of
the product
acquisition process;
digital word of
mouth; collaborative
practices

% E §] oV-"9
(E] voC_ &}
security and safety
measures;
combatting
seasonality (and
COVIDL9)

the decision-making
process, from
awareness to post-
purchasevirtual
onsite tours; online
department store;
usz vs] 18CV
>} o_ A] 1}
combatting
seasonality (and
COVIDt9)

strongly based on
locals; authenticity;
collaborative
practices;
volunteering,
gamification

the product
acquisition process
from the feeling of
belonging to the
post-purchase
experience
storytelling;
authenticity;
collaborative
practices;
community-based

Public; private; PPP

Public; private; PPP

Public; private; PPP

Public; private; PPP

Public; private; PPP

Public; private; PPP

Private sector

Gamification; DMS;
digital word of
mouth; low-season
agenda; co-creation

Social networking
and valueco-
creation; DMS; trip
planner system;
incentives for
domestic tourism

Social networking
and value co-
creation; DMS; trip
planner system
(tailor-made travel
plans); direct
commercialisation
of products;

gamification

Series of videos and
interviews; socih
networking; DMS;
digital word of
mouth; co-creation;
digital nomads

Social networking
and value co-
creation; DMS; trip
planner system;
incentives for
domestic tourism;
customer
satisfaction

On location
coordinators;
volunteers camp;
remote tourism
project
(gamification); social
networking; value
co-creation

Social networking
and value co-
creation;
storytelling;
participation; online
donations
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Introduction

Marketing is about making goods and services available to the consumegivema
market by analysing targets, selecting the best channels of communmcatnd
distribution and finally proposing the best cost for the consumer pkag in mind the
enterprisef profit.

Communication is undoubtedly an essential marketing dimension. The increassd
of the Internet and digital technologies are rapidly changing thealdigh which
competition occurs, just as they are changing some of the skills requirgemote and
market a product or a tourist destination successfull

Nowadays, it is not enough to develop websites or manage content on social ketwor
Indeed, digital marketing has replaced this way of promoting products eanligital
marketing is based on:

1. Use of all the available online tools (websites, social networks, e-coremerc
platforms, etc.) in an omnichannel approach that creates a single, conisiste
and effective customer experience across a brand by unifying sales and
marketing that accounts for the interconnection between channels

2. New technologies

3. Analysis of customer data

The analysis of customer data provides useful insight into consujimengaviour, trends
and market opportunities. Such information is collected through teatsh as:
X Google Analytics
x In-market audience affinity questionnaires
x Social media network data (Facebook or Instagram business) containing metrics,
impressions, data and profile visits, reach and actions taken.

This helps the quality of the web content and the offering accordingeaconsumerp
preferences and satisfaction and the online experience.

d} Ctaveller has become more concerned about his/her experiences and wants t
become more involved in the acquisition process through an easy trip playstam
or direct user-friendly commercialisation.

In this respect, please see the previously analysed case studies with regards to
innovative online planning and acquisition processPortugal, Galicia, Faroe Islands
and Puglia. The evidence of this study shows that every brand aimsaweeite through

a strategic funnel,considering the targeted audience by specific metrics: from
awareness and dream concretisation to consideration and interactionwetloby a

73



travel decision and trip planner process, then leading to purchase andpposhase
experience through sharing and evaluation (Fig2@g

Awareness

( Interaction

Travel
Decision

Experience

‘ Sharing )

Figure93. The awarenesi-sharing path. Source: the authors

Awarenesss created through the proposals of many options to explore the specific
characteristics of the destination. In this stage, the attractiverné$be means and the
media used are the key to success.

The information is not static, and users gateract with the destination online through
a hyperlink, multimedia, and the possibility to interact with otlisers. Thealecision to
travelis mostly made during the digital experience; thus, and atstiige, the user must
find at his or her disposal the way to buy tourist services directlyenl

Online platforms, such as institutional pages, follow the tourist also duhis/her
experience by making available maps, useful tips on culture, language and useful
numbers, and/or by recommending routes. Finally, the platform allows visitsbadce
his/her experience in various ways, from postifigvel diaries_ Jjctures, comments

and videos posted on social networks.

Innovation is a fundamental component of digital marketing, and tourssamong the
most dynamic sectors, with the opportunities offered by digital teabgies in the field

of promotion and commercialisation. However, the high level of competitivenegds tha
characterises the industry requires companies to make effective and vegihed
choices to be successful.

This manual provides the reader with useful insights, recommendationg@idelines

for the decision-making process about the implementation of a aligitarketing
strategy. To this end, it represents a tool which is mainly aimed at:
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X public bodies, e.g. destination management organisations (DMOSs)
X private organisations, e.g. destination management companies (DMCs) and/or
incoming travel agencies.

The guidelines discussed in this section are based on research developedrte theli
most innovative strategies for promoting and commercialising tourist destingation

The ultimate goal of the study is to help slow-tourism DMOSsRNS to promote their
products and destinations through digital marketing, in linehvtite scopes of ENI CBC
MED Med Pearls project. To this end, the manual is grounded on sevestodies that
were considered to be particularly effective and innovative andratee with the Med
Pearls project (see the Case Studies chapter for more details). Treugualitative
research carried out is on the basis of the recommendations providedidyrtanual.

The outlined practices are those considered highly recommendable for tourism
entrepreneurs and public agencies of tourism promotion.
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A social network is a group of people connected both at the human athdhievels.
Therefore, it can be understood as a network of people connecteddb ether through
family, work, friendly ties, and as a network of people (or commuonnected only
virtually and without any physical and knowledge link.

The use of social networks is an important part of our social life, witiediiay high
numbers of interactions per hour at a global level. That is why the messagésdréd
a brand, a project, a product and, of course, a destination, neethtbspace and be
successfully managed and conveyed in this virtual environment.

The widespread use of social media marketing (SMM) is one of the maingBnitam
the research carried out for the present manual. SMM is a branch of omlarketing
applied to social networks. This practice uses the capacity of social media and web
based social applications (apps) to generate interaction (engagement) and gsharin
(social sharing), and to increase the visibility and recognition of a brgmdact or a
service. It includes activities such as:

X promotion/sale of particular goods and services

X generation of new business contacts (leads)

X increase of traffic to the official website of a brand.

Instagram, Facebook, YouTube, Twitter, Pinterest and Snapchat are thieonumonly
used social media platforms. It is important to mention that, at the time dfing,
TikTok is growing rapidly and is particularly recommended for those who twaaach
users under 30.

It is important to have a space of discussion on social media to intertictisitors and
answer their questions, in particular about their doubts before thamirival at your
location. In this sense, it is interesting to follow the example of @ali@t uses its
institutional tourism Facebook page as a discussion platform for cusgymesponding
quickly and comprehensively to usdggiestions. You can do the same on Instagram or
Twitter. Moreover, keep visitors aware of events taking place in your destination.

Sharing videos on social networkabout the destination or a specific attractian
allows you to convey a large amount of information in a short time, arsdsuggestive
way. Furthermore, you give users the opportunity to share the content.

Another recommendation is the use of social networks to launch challenges and

competitions to attract attention. This actively involves your users, who aaken, like
sharing a photo of a trip, a dinner an overnight stay at your destination.
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Finally, get the most out of mobile. Make sure your site is optimised for mobileetgvi
asv for instancevthe majority of millennials prefer to navigate the web through their
smartphone.

You can associate other forms of online promotion with SMM, to asmethe
effectiveness of your promotional endeavour. A SMM campaign, in factnat
represent the only way to promote and to commercialise a product. @asal actions
usually are:

X Search engine marketing (SEM) (see later in this chapter)

X Search engine optimisation (SEO) (see later in this chapter)

x Social media optimisation (SMO)

X Social media advertising (SMA) or social ads

x Digital public relations (digital PR).

In the travel sector, social media platforms represent a key asset to support online
marketing campaigns for the targeted audience to find inspirama meaningful
engagement. They are generally used as integrated marketing combinations to gain th
most interaction with users thoroughly and effectively. These practices pi®walue
co-creation by allowing users to actively contribute to constructing the naveatf the
brand (storytelling strategy).

Therefore, your main purpose is to create and dynamise communities that share
interests and values expressed by the organisation on social media, and to &imula
discussions about the brand. The interaction of the customer with ¢bistent can
produce loyalty andsocial media advocacy

Users' likes, comments and shares activate the online word of mouth (see trehésatt
dedicated to this specific practice) by involving their network (figgrfans, followers)
in the discussion. The customer himself/herself, thus, becomes an amloassiathe
brand. In this sense, see the case studies of Portugal, Puglia and Galiciae(sese
Studies chapter for more details), and you will discover how they usetdgsh
strategically in the institutional tourism website to amplify and spreaa& inessages of
their specific campaigns through usé¢astivities online.

This manual also shows other ways used by the destinations investigatbdiltb
relationships with consumers through SMM. For instance, Puglia angatte Islands
stimulate userginteractions by giving them opportunities to share stories and travel
experiences.

Remixingvthe practice of taking existing formats, templates or ideas and recrgatin
them to express a usdy personality or ideagis on the rise through apps like TikTok,
Koji, and Instagram Reels. Remixing allows brands to engage with new audiences and
creates additional content that stands out from the crowd. e future, this practice

will bring even more opportunities for SMM.
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The main criticality to be considered in applying and managing SMively related

to the nature of social media and its us¢iieedom of expression as well as the speed
of the spread of news and comments: a negative post of a client antdopoor
management can become viral, thereby seriously damaging a confpaputation.
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The travel industry has lately shifted almost all its marketing budget io@ahd virtual
technology. This is also due to the COVID-19 crisis that previétitssointeractions with

the audience. Gamification is one of the practices increasingly usattract, engage
and promote users and potential customers, and to promote brand loyalty. This
technique allows consumers to get involved with the destination odpob and creates
playfulness andh fun culture. It has the power to develop peofemotivation and
behaviour in a ludic, shifting society.

Gamification is the use of game design elements in contexts other thargame_
(Deterding et al., 2011) for a purpose such as the inspirati@enpafsitive perception of

a product or brand. The global gamification market was valued at $6.8 billi2018

and is projected to grow to $40 billion by 2024 due to a growing demand &tommer
experience enrichment and improved engagement of employees (BusinessWire, 2019).

It is important thus to note that gamification is not a practiceed only for digital
marketing purposes, but it can be used with or without the suppairtspecific
technologies also off line, as a way to present the destinations anbdéattractions to
tourists.

You can implement practices of gamification in different ways, from viexga¢riences
of monuments and cultural heritage to manipulative remote online tradekeatures by
live broadcast, immersive map experiences, augmented reality gamesmote tours
of urban or rural environments.

The reasons for adopting gamification in marketing are different, but it is lpests
outline four main reasons to implement gamification within a digital retirlg strategy:

x Engagement. By using games, you stimulate a strong engagement of the users.
A recent study (X& Hamari, 2020) demonstrates that gamification appears to
be an effective technique for brand management, and it can positiviédta
brand engagement.

X Motivation. Your gamification project should be based on a study euerg
profile and psychological features. Users are motivated throughouttiseomer
journey, improving the effectiveness of digital marketing.

x Loyalty. For technology, gamification and relevant content can engage millions
of users around the world.

x Data collection. Engaging online with the games you are proposihgjial you
to collect a large amount of data. Every action made by the players is tracked
and monitored. Gamification can amuse users and at the same time generate a
whole series of behavioural and profiling data to be used in markedimd)
research and development.
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Gamification is used to stimulate certain behaviours, but it alwstgsts from the
motivation of the users. A good gamification project can greatly strengthesghse of
ownership of an individual or community towards a brand or message.

Cases of success of gamification (very different among them) applied to digital

marketing have been analysed in the case studies of Puglia, Galicia {@ladesser
extent) and Faroe Islands (see the Case Studies chapter for more details).
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Building storytelling for your destination is an important tas&tthan help you define
your identity and communicate it effectively to users, as well adtract new travellers.
The narrative of your destination is something far beyond an advertising camiaign.
means establishing a constructive dialogue with anyone who comes ontaat with
your destination. Importantly, the storytelling should be effectivel @uggestive in the
case of a slow-tourism destination, particularly based on authenticity and the
involvement of the local community. The example of the message shared by @aticia
Puglia (see the Case Studies chapter for more details) is paradigmaticsertbes

Stories can be of local communities and their cultural traditions, stéoielsby expert
local guides or stories about the travellers themselves. They can be a way of ititegpre
experience through credible characters with unique perspectives or getlinghts.

Every destination has sources to tell about what makes it the most atteactine
culture, people, food, nature, adventures or activities. The usage of emaitiand
authentic footage from trusted individuals, such as local hosts or real teasgel
accentuates the sense of the induspycredibility. Zaytouwra company specialised in
fair-trade olive oil has recently acted as a DMC for Palestine, using storytelling as one
of the most used techniques within its digital marketing strategy.

In the case of Zaytoun, the engagement with users is done by promoting an auathent
image of the local livelihoods and the tourism sector in the land of Raéetsee the
case study). Cape Town (see case study for detailed information) also usessaote
videos with travellers participating in thefpocket-friendly challengeto promote one

of the strategic characteristics defined for the development of becorailogv-budget
tourist destination.

Visual elements are essential to describe and explain a concept, especihl tourism
field. They help keep the user engaged and push him or her to act orehreeciia post
or envision the destinatiop reality. These elements give more credibility to the written
words in standing out, accentuate the dream process and motivate the consumer in
decision making.
x Photos: illustrations, landscapes, food, cultural aspects, people
x Videos: live, 360-degree view interviews with travellers or locals, or
encompassing games, information adventure
x Data-driven content: charts or graphs that make the explanatiomcisfeasier
to comprehend.

Finally, it is important to mention another step in the createmd use of storytelling:

from storytelling to story living. Telling a story serves to transmit the DN¥bo&nd: its
essence and values.
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The narratives are made through communication channels chosen for dbdity to
involve the target audience of reference and with specific languages, bechase t
language is constantly evolving and follows the changes that occur.

Precisely for this reason, storytelling is evolving into a more advanced &iorytelling

and story living take up the challenge of a consumer who is no lcsaefied with a
promotional message but wants to verify the goodness of a brand in the stories and
facts, adding, in the second case, the possibility of interacting with thg.$tofact, the

user will be the protagonist and the one who can vary the story acogtdimis or her
choices.

We recommend considering the particular role that virtual rgatan have in story
living, as it places users at the centre in the form of digital avatars, mdiang feel in
full control of the environments they explore. More information aboutual reality can
be found in the next section.
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Experiential marketing has the task of attracting attention through sensgperiences,
stimulating or recreating certain moods and feelings, creating stiandi inviting the
user to action.

One of the ways to implement this experiential marketing is througliadireality (VR),
which has been used in the travel industry to provide virtual toBessonalisation is a
theme which is growing in importance within the tourism industryg &ecause of this,

an increasing number of companies are realising the potential of VRS t&frcreating
bespoke marketing campaigns for aspiring travellers, instead of viewing it as a gimmic
(Research and Markets, 2019).

The main advantage of this use is that it allows potential customers sib thie
destination remotely before the arrival. This content is generpligvided on the
institutional DMOgwebsites. Nevertheless, a private organisation can use this practice
too.

The virtual experience can consist of a simple 360-degree image, which is also
compatible with social media platform&/R offers hotels, travel agents and other
businesses in the tourism sector the opportunity to offer potential custsra virtual

travel experience, as in the case of Rimini, in ltaly (Figdye

Figure94. Virtual tour offered by the tourism board of the city of Rimini, Italy.
Source:https://www.riminiturismo.it/virtualtour

Another successful project was developed by an innovative start-up in dtaigomote
the Trentino region. The appirentino VR was developed in 2017 by DigitalMosaik
Entertainment, using VR to promote local tourism and culture.
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Through a VR headset and a mobile app, people can discover Trentinthevahm of
being stimulated and then motivated to visit Trentino live. Throtrgs app, the user is
transported to unique places, acting as the protagonist of a story that dpsedround
him/her (Figue 95).

Figure95. Trentino VR project. Landing page of the website dedicated to the project.
Source https://www.trentinovr.com

The choice to create an app that can be downloaded by anyone makesésa
marketing  tool. Indeed, an institutional tourism site such as
www.visitdolomitipaganella.itises the app as a promotional vehicle (Figige

Figure97. Institutional website Dolomiti Paganella
Sourcehttps://www.visitdolomitipaganella.it/en/trentino- vr

Nowadays, the possibility to experience a destination through a virtualitaa gained
relevance due to COVIB-related travel restrictions. Virtual approaches to travel,
although stillin aseptic and primordial form, can really be among the main assets for
recovery, and innovative campaigns have arisen, such as the remote tourism campaig
designed and implemented by the Faroe Island Tourism Board (see the Cass Studi
chapter for more details). From their institutional website, ip@ssible to experience

live some of the most iconic places of the destination, thanks toxaanthe latest
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technologies, gamification and human interaction on the site (Fi§8yeFao detailssee
the Case Studies chapter.

Figure98. Remote tourism campaign by Faroe Island Tourism Board.
Source https://www.remote-tourism.com

VR for the world of tourism is an interesting marketing opportunity ekploited
well. Nevertheless, it is important to remember that VR is not a egpabut a tool that
can valuably support the promotion and marketing of a destimatBut VR must be in
line with a well-defined marketing strategy.

Finally, here are some applications that can give pegpiarticularly in the period of
travel restrictions due to the pandemican escape and maybe help us plan the next
trips, for when the emergency is over.

X Google Earth VR. Th&Rversion of the famous Google app is undoubtedly the
most noteworthy and interesting VR application. With Google Eartht\R, i
possible to fly over a city, dominate the peaks of the highestmtains, walk on
unknown roads and even float in space. This is yet another venture by Google
that translates into a sensational experience, which allows you to alisibst
any place in the world with the perception of being there.

x National Geographic VR. This app, released in 2019, brings the user toiveany |
experiences around the world. The app is constantly updated math content
from the world of travel, culture, art and science (Figug8s 100 and101).
National Geographic VR is available for Oculus Go in the 360 versidcafius
Quest in the VR version.
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Figure99. National Geographic VR.
Source:https://www.oculus.com/experiences/quest/2046607608728563/?locale=en _GB

Figurel00. National Geographic Digital reconstruction of the ancient Inca citaateMachu Picchu
Peru. Sourcehttps://www.oculus.com/experiences/quest/2046607608728563/?locale=en_GB

FigurelO1 National Geographic VR. Digital reconstructions of the ancient Inca citati&lachu
Picchu, Peru. Detail of the interior of a house.
Source:https://www.oculus.com/experiences/quest/2046607608728563/?locale=en GB
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The use of VR is recommended, particularly in this period of travelatsitr to reduce
the possibility of contagion from the coronavirus. VR is among those todlsdhéahelp
us move and meet without putting our health and that of those arousdht risk.

Indeed,VRallows people to explore the world in a protected environment or preview
attractions such as museums without the need to physically travel. It estenblogy
that does not aim to replace real experience, but which can give many &dyem

There are already numerous free applications, accessible to all, which can be
experimented with immediately toescape from the walls of the house. Obviously, in
order to use them, the use of a VR viewer is required. The most fauaops are part of
Oculus (to which Facebook belongs); by order of level, they are Oculus G Quekt

and Oculus Rift S (the most advanced, which requires integrationav@).

While VR is getting more affordable and reachable, the quality of Xpereence still
depends on the quality of the gear that users deploy.
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The term eWOM indicate$ lectronic word of mouth, that is, the electronic version of
the traditional word of mouth, which can be defined #&sny positive or negative
statement made by potential, actual or former customers about a product or a aoynp
which is made available to multiples of people and/or insidns and is spread on the
internet _(Cheung& Thadani, 2015: 329).

Word of mouth has always played a very important role in decision-makowggses in
which the consumer seeks recommendations in order to reduce unogytand the
amount of information to be analysed.

The main features of eWOM are the following:
X Interaction often occurs between people who do not know each other and have
no relationship with each other.
X Interaction may be anonymous, and this encourages consumers to express their
opinions.
X Online reviews can reach all people who have access to the Internet.
The effect of online reviews does not fade with time.
X The content may be particularly detailed, as it reflects the opinfomare than
one person in written form.

X

Thanks to the Internet, therefore, the information and advice dadrfds and relatives
can be systematised, and the user will no longer have to limit hiroséierself to the
advice of a small group of people, but may gather opinions fronwiie overall

This can come in different forms: writing online testimonies anderesiof the brand or
service on a website; meta-sites, such as TripAdvisor (Fib02e influencers or
hashtags; page tags; and sharing experiences post-purchase on social media platform
from regular consumers.

Moreover, users add content directly to the main sites, and this gives nmecgbdity
to the promoted service or product and allows the potential travettegain valuable
insights on the service or destination, a motivational aspect for produgtisition.

It is thus highly recommendable to face this new type of wdrdnouth proactively,
trying to exploit it as a marketing tool at no cost. It can allow destmatiromoters to
understand what the consumer appreciates, to encourage the commtiaic of
positive aspects or improve the quality of negative aspects in ordendiease the
satisfaction of customers. This can be achieved through:
x the use of hashtags, which indirectly represent a form of promotiomeniay
users
X encouraging travellers to share videos, pictures and travel diaries, in order to
leave other users a positive message about the destination (value co-creation)
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X making systematic use of social networks, stimulating user engagement
X usng influencers as ambassadors of the destination (see dedicated session
X encouraging on-site travellers to leave positive feedback.

Figure102 Example of eWOM about Gallipoli, Puglia (Italy) in TripAdvisor.
Source:https://www.tripadvisor.co.uk/Attraction Review-0616185-d8093652-Reviews-
Centro_Storico _di_Gallipoli-Gallipoli_Province of Lecce Puglialhtm

Please explore, in particular, the cases of Puglia, Portugal and Galitid tut how
these successful destinations use eWOM proactively.
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Being a digital nomad represents a choice of life, thanks to a treridglthanging the
way we think about the balance between career and private life (smarking). The
same technological development that induces many persons to work at hoovesagi
new generation of travel enthusiasts to work virtually anywhere, thanks tmpleiWi-
Fi connection.

Differently phrased, “gital nomad is one who chooses to embrace distance work as
a choice of life and uses technology to earn a living, so as to have nmaxmerdom to
move. It is worth considering that the growing number of people optinghersmart
working modality due to the COVID-19 pandemic could likelsease the number of
digital nomads in the near future.

Furthermore, the term/nfluencer_is used in marketing and advertising to indicate
people who, being decisive in the influence of public opinion, arengortant means

of targeting advertising messages, in order to accelerate their acceptance mea w
audience.

Both figures, digital nomads and influencers, often work to prtanemerging and
unknown tourist destinations. This is highly documented in the casly ®f Cape Town
(see the Case Studies chapter for more details), but it follows the satinealeasthe
tourism promotion campaign of Portugal in 2007. In the latter case, inteynaliy well-
known figures were associated with the tourist destination in domestiwd
international promotion (Figure 103

There are various ways to classify influencers. For instance, whexuthience size, that
is, the number of followers, is taken into consideration, the ANA (Assatiot National
Advertisers, 2018) identifies four categories:

X micro-influencers (up to 25,000 followers)

X macro-influencers: (up to 100,000)

X mega-influencers (up to 500,000)

X celebrity (over 500,000)

On the other side, Forrester Research in 2010 identified three main categpaises on
the level of influence these individuals are able to exert. They are:

X Social broadcasters with high recognition value who have built trapularity
outside the net (examples are stars of the entertainment world, sports
etc.). Their visibility guarantees companies a wide spread of messages, even if
these influencers do not always have specific or sectoral skills.

X Mass influencers are individuals with a strong presence on social raadia
large following. They are recognised as experts in a specific fielthéy t
communities with which they interact.
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x Potential influencers, by virtue of their communicational and aggregatveep,
are potentially influential for their network of knowledge. Thiswetk is usually
composed of small communities. Potential influencers are very active users in
social networks who are committed to building their own reputation fe t
networks with which they relate.

Figure103 Promotional images of thePortugaltEuropep West Coast  u %o ByRedro Bidarra
(BBDO). In the campaign Portuguese global celebrities were embeddedemptbmotion of the
destination.

Finally, with regard to the presence of digital nomads ohestination, it would be of

great interest to navigate digital nomagiforums, where one might promote specific
destinations as ideal places for remote working. For instance, a page
https://locationindie.com/digital-nomad-foruntontains information on the most used

digital nomad forums.
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Online travel planner systems (OTPSs) have been developed by hoteliers and sightsee
agencies. They allow the user to select a range of services in order to create arta-la-c
trip. OTPSs can be considered both as a promotional toobgidnning platform for
travellers. Nowadays, institutional sites, major DMOs and DMCs provide the same
service on their platforms. In addition, and in order to optimise the ¢dfdor the
marketing of displayed content, OTPSs are designed to follow users dueingmline
experience. For instance, in the case of the institutional tourism welediGalicia, the
system reflects the future phases of the travel (Figure)104

Figurel04 The~"D C d @ iiee in www.turismo.gal
Sourcehttps://www.turismo.gal/preparando-a-viaxe?langld=en _US

The user explores the site, and he/she is able to select the faemifers and add them
to an individual list of preferences in a personal account previausgted (Figure 105

Figure 105. OTPS of the institutional tourism website of Galicia.
Sourcehttps://www.turismo.gal
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Such a strong interaction motivates loyalty towards the brand because the custemer
incited to return to his or her personal account, especially if pnéctice is associated
with others, such as, for example, the distribution of newsletters that sustian
interest of the user. In this sense, it is recommended to provide the systiéman
automatic email system that contacts the user after a prolonged peri@bsénce from
the platform.

This system enables travellers to get an accurate travel plan and allows DEIO#/&3s
not only to commercialise their offer in a direct and personalised waglsotto monitor
the interaction of users with their online pages. The utility of tloélection of this large
amount of data, which retains the profile of visitors, their beloavi and their
preferences, has been discussed previously in this document.
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The advantage of using digital marketing consists of being able at any timattolco
and influence the behaviour and the interaction of users through aiggchnologies,
tools and media. For instance, tools such as web analytics, the science ofateeb d
measurement, provide meaningful support for the success of inbound magket
initiatives, and/or to plan a digital strategy and improve the digmarketing activities

In progress.

The online presence and reachability of a company/product/organisatioressential
concerns. Search engines such as Google are competitive by nature: eachfsegrch
five results capture almost 70% of all web search traffic (SEM St2@&1,). Thus,
websites will always be competing with each other to gain wigibdnd generate
targeted traffic, in order to appear, as a consequence, in the top positibtihe Internet
browser/searcher. Therefore, companies must integrate their web marketing stestegi
with so-called search engine marketing (SEM) techniques.

SEM produces qualitative and quantitative increases in traffic towthedsrganisatior e
products site. Following a SEM strategy is a very powerful sales option for emegjpse

in tourism, as in many other sectots.digital marketing, Google Tools represent useful
instruments to monitor the popularity of search queries in Google Searcfaraas
different regions and languages (e.g. Google Trends) are concerned. They alse provid
important support in analysing the content of a webpage and gatee fruitful
suggestions to make that page faster (e.g. PageSpeed Insights).

The main SEM tools are:

x Search engine advertising (SEA), referring to the promotion of a prczhreice
or company for a fee paid to a specific search engine;

X Search engine optimisation (SEO), which is a non-paid optimisation geehni
that aims to achieve ranking in the first positions of a search engine sgzadfe
(SERP) those websites that are believed to be the most relevant witrea gi
search query (organic results).

The difference between SEA and SEO in practice is highlightediia ED6.

Regarding SEO, it is worth mentioning that the popularity of a website (thuank in
the list of organic results) is mainly determined by how much users &iaditack to
the site (back-linking).

In this case, improved visibility is obtained by optimising the contémages, making
them easily understandable by search engine crawlers (on-site SEQO) and/ogtthrou
activities of website optimisation and structuring internal and external limk® latter
could increase the sitpeaauthority in the eyes of algorithms that define the webgte
popularity (off-site SEO). The more attractive and engaging the website, thebacke
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linking activities are to be expected, which will provide a more visi&tipn in the list
of the organic results.

Figure D6. Difference between SEAn(red bracke) and SEQirf blue bracke) on the Google SERP.

In this context, it is interesting to analyse the following exampieFigure Q7 two
Google searches are shown, regarding respectitelyrism in Canadaand tourism in
Portugal_(the latter being one of the case studies conducted for this manual).

In the first case, it is possible to see that the institutional webgrtmoting tourism in
Canada appears as a second choice in the SERP, while Portugal appearscm&érst

To be successful in a SEM endeavour, a website must be attractive andoable
communicate in an engaging way its structure and its services. It mustlgomith
accessibility requirements that make it accessible to all users, includosg with
visual, auditory or motor disabilities.

Whether the site is promoting a hotel, a museum or a destination, &trha a showcase
in which users can find all the essential content to be able to makeiaehThe text
content and multimedia content can make a difference if they argudlity and, of
course, if they correspond to the organisatiprservices.
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Figure D7. Difference between the organic results of a Google search usingytveokds tourism of
Canada and “tourism of Portugal.

Do not forget that content creation is essential. Take a look at whataFtthis doing by
using 360-degreeideo technology an&Rto allow potential customers to go insitlee
cultural attractions There is increasing growth for destinations that are also using
conversational marketing another method to engage customers through chat-bots,
social messaging, calls, and more.

This practice was observed mainly in the case study of Cape Town, as thetaestina
uses this practice to maximise the interaction with users. To stimulateddoyalty and
back-linking, Cape Town institutions build relationships through rhassive use of
newsletters and personalised, orte-one recommendable content.

Finally, in order to provide further content and stimulate backhgki that as we see is
fundamental to the aims of SEO and a good organic position in the\3##fging is an
additional practice we recommend integrating within an official websiteshibuld
include informational assets, news, achievements and recognitions.
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Action 1 Social Media Marketing

Description

How it works

This practice increases the brapdisibility and engages directly with the potent
consumer through visuals, competitions and giveaways, as well ablaiasights
and information, or sharing updates and the latest news on tbkowWing
platforms: Instagram, Facebook, YouTube, Twitter, Pinterest, Snapchat.

It is important to mention that, at the time of writing, TikTolgi®wing rapidly and
is particularly recommended for those who want to reach users utitke age of
30.

A well-managed SMM could represent great support for the SEMs(secific fact
sheet) by increasing the popularity of the main website, its ysapty and
consequently the visibility of the site on the main search engines (e.g. Googl

The first step to implement SMM is to perform an audit and to gatdome
important information, such as:

X On which social platforms is the company currently active?
Which social networks bring more value?
What kind of content do competitors post?
What is the best style in which to communicate?
What types of content are posted by our company on different chann
How frequently? What results from investing in social medieesiking?
X How would the SMM strategy be monitored?

X X X X

Once the SMM is launched:
x Consider creating and always sharing videos, photos and multimthia
high technical quality, in order to guarantee a good experience for us

X Be consistent with the message spread among the different platform

x Engage users with games, competitions and campaigns.

X Give users the right digital assets (such as logos or branded templat
encourage creativity, to stimulate the practice of remixing effectively
to ensure the integrity of your valuable brand.

X Use hashtags to stimulate online wooflmouth and promote the role o
brand ambassador among users.

x  Consider managing paid partnerships with influencers and digitabias
(see below Actior).

X Boost the shared content with paid promotions and ads.

Implementation costs can vary considerably, as they depend on a large naifn
aspects, such as:

X content quality level

X translations

X use of specialised human resources

SMM indeed requires time and human resources dedicated to it.

However, it is possible to say that this type of practiceelatively inexpensive
because the creation of social profiles is free. Creating amataging socia
networking campaigns will be easier if a specialised social media maeratg¢
team is already part of the human resources department of the organisati

Variable, according to the strategy.
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Action 2 Gamification

Description

How it works

Gamification is the use of game design elements in contexts otherttreagame to
achieve a certain goal, such as to entertain, motivate, engage and sell.

Tourism marketing campaigns based on (or supported by) the practic
gamification guarantee a particularly high level of interaction. It has theepdav
develop peoplg motivation and behaviour in a ludic way.

Quite often, the support of a specialised company or consultancy is required.
Consider contacting some of them to mutually define steps, costsaapdssible
schedule.

Study the motivations and psychological profile of your target audiemtegrate a
user-centred design by identifying the playgeiinterests, social boundaries ar
competencies.

Always remember that fun is the key to the gamification experience.

Define the best game components to share your message and aatine time to
engage your users. Define the rewards.

Focus on game dynamics and aesthetics, which is the interaction facilityngré
the gamef experience, enabling the value co-creation between the travelldr
the brand.

Mediumto high.

Using gamification practices to attract audiences and boost their interaction o
with the brand/destination/product is more expensive than other practices. Eh
due to the programming work that is necessary to develop specific games.

The creation of the software to play online may be relatively sHart,the timing
of this practice depends on the use you make of it. For instance, it camipedliin
time if associated with a specific marketing campaign.
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Action 3 Storytelling

Storytelling conveys and interprets experiences or stories in a way tigatges the
potential consumer you are sharing the experience with.

Every destination or brand has a story to tell about what makes et rtiost
attractive, from culture and livelihoods to people, food, natueaventure or
activities.

Description

The story should convey value and meaning to the listener to engeger her
emotions and dreams.

x ldentify the type of story and theme based on audience and campaign top

x Cloose the storyteller character to be genuine with a unique perspective.

x A campaign could involve the local community, or local guides. It could be
the form of eWOM through a digital influencer (a photographer, blogger,
YouTuber, journalist) or sharity local guides or travellers themselves.

x Select the means of storytelling through interviews, seodeurs presented
with visuals such as videos or photos with a narrative caption, or gamificai
on mobile apps.

How it works

Low to high.

Budget The use of specialists for advice/consultancy, as well as theanuséid and their
quality, increases the cost of the activity.

Timing N/A

100



Action 4 Virtual Tours and Remote Tourism

The use of technology such as VR and other mixed systems basdajitah
technologies and human interaction represents a stimulating way of promai
tourist destination.

Particularly now, with the absence of travellers as a result of the GO
BLESWlelilelgi = pandemic, DMCs, DMOs, tourism agencies and hotels have turned to VR thé&e
interest of potential, future visitors.

Virtual tours are essential elements to create enthusiasm in padéictistomers
towards tourism products and provide inspiration for future real-world ttave

x Select the appropriate technology to use (VR, augmented reality, mixed
methods, other innovative methods).

How it works x Define the content to be promoted.

x Design and develop the digital tool.

x Promote the tool online.

Medium to high.

Budget This practices costs are mainly related to the use of digital technologieshagioly
specialised human resources.

Timing N/A
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Action 5 Digital Word of Mouth and Value Co-Creation

Description

How it works

‘Electronic wordef-mouth communication (eWOM) is any positive or negat
statement made by potential, actual or former customers about a produca
company which is made available to multiples of people and/ortiniins and is
spread on the internet (Cheung& Thadani, 2015: 329).

eWOM is a key advertising asset and metric of the awareness varialthe ¢
consumer acquisition process. It consists of user-generateténbthat helps build
a sustainable relationship with the traveller.

It can impact and target other potential consumers and increase theilitisiand
credibility of the brand.

x Involve bloggers, influencers and partner brands and motivate them to
promote a brand/destination in their own pages and profiles directly.

x Stimulate previous travellers to share their experiences either by teeofis
hashtagor page tags on their social media channels, via travel diaries anc
multimedia content.

X Motivate travellers to publish their reviews via meta-sites such as Tripddv
and Expedia.

Low to medium.

The budget for this practice can be considered negligible, as théoptet to
stimulate positive feedback are accessible for free.

If you want to rely on digital marketers or brand consultants to maserthie results,
the cost depends on the fees required for consulting.

N/A
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Action 6 Influencers and Digital Nomads

Persons who, being decisive in the influence of public opiniouéinflers) or a
specific community (digital nomads) are personally involved in the ptiom of
the destination.

Description

The high relational potential (influencers) and a consolidated reputatesivithg
from the high degree of interest and knowledge of a certain topic or type of
product (digital nomads) validatesproduct [ euthoritativeness, generating
confidence on the part of its followers.

x ldentify the influencer in line with the target you want to attract to the
destination.

x There are different types of influencers (for instance, dependinghen t
number of followers in their social networks, or on the real capacity to
influence the market). Choose carefully the right one who suits you and yc
objectives.

x Invite influencers and/or digital nomads (photographers, bloggers, YouTul
journalists and others) to learn about the destination, offering a periostay
(that eventually could be longer for digital nomads).

x DMOs (or DMCs) commonly pay the influencer/digital nomad to actively
promote the destination using their own channel. The amount of
compensation varies and depends on the potential audience and the
modalities of promotion, ranging from supplyiadree T-shirt with the name
of the destination to a more consistent campaign to present the destinatio

x Make and share online interviews, series and tours presented with visuals
such as videos or photos of the influengeexperience.

How it works

Medium to high.

The more famous the influencer, the higher the cost required. Less expensi
be the presence of digital nomads.

As for digital nomads, in contrast, no budget is needed (unless you want to cr:
specific incentives for these figures to encourage their presence), but it is

necessary to promote the destination as an ideal place for digital nomadsjeén ¢
to attract them to the place.

Timing Variable, depending on the marketing strategy.
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Action 7: Online Trip Planner System

An online trip planer system (OTPS) is an online system associated with the 1
website

It offers users the opportunity to select the attractions, activities and dave
offerings found on the site.

Description

Based on its selection, which remains registered in a personal accounymsbyi
created, the user can then decide to plan (and possibly purchase) a totally tai
made trip.

x The OTPS is associated with a page that promotes the destination.

x Each component of the offering displayed on the page is associated with ¢
icon.

How it works x By clicking on the icon, the user chooses to select a specific offering.

x User preferences are saved in a personal account previously created.

x The user can finally use this selection to plan his or her own tracel a
eventually purchase it directly onén

Medium.

The cost of this practice is mainly related to the specialised human resoimce
the creation and maintenance of the online system.

Timing N/A
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Action 8 Search Engine Marketing

Description

How it works

Search engine marketing (SEM) is the complex of web marketing activities
aimed at bringing targeted traffic to a website, increasing its visibility on seg
engines (Google, Yahoo, etc.).

In recent years, search engines have taken on medigtols between
companies and users and have replaced, or otherwise integrated, traditiong
means such as newspapers, TV, word of mouth and specialised magazines

The vast majority of users and potential buyers search, analyse and compa
products and prices online using search engines. For this reason, the integ
of SEM with traditional web marketing guarantees not only the mere online
presence but also a boosted visibility.

To appear among the first results in the list provided by a search engine for,
given search query, a company can choose two methods:

X Search engine advertising (SEA)
X Search engine optimisation (SEO)

SEA is a paid service and guarantees immediate visibility.

SEO is based on a search endiradgorithm that displays a search query in a
ranking according to the popularity of the webpages. In this case, a site ne€
be attractive, clear, engaging and easily accessible, and capable of promoti
new visits from the same users from other web resources (back-linking).

The budget for this practice may vary depending on the tool chosen (SEA o
SEO).

It is important to note that even if an organisation opts for SEO, the need c(
emerge for collaboration with specialists who can be entrusted with creating
particularly effective page. In this case, although the SEO service is free, th
specialised work has a cost.

Variable, according to the digital marketing strategy (albeit six-month time i
the minimum).
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Tourism has always been a very competitive industry. Today, an unexpectecoceu
has madevand will continue to make this competition even more fierce. The COVID-
19 pandemic and its consequences for travel, such as travel restrictionsaucidl
distancing, have led to an unprecededicrisisin the sector.

Fear and uncertainty are and will be the biggest challenges foraimesm sector. On

the one hand, it is necessary to restothe confidence of tourists and the host
community. On the other hand, destinations will need to be very effecin ther
promotion and commercialisation, as the competitiveness is expected to become even
more ferocious.

This manual is intended to help both the public and private sectotsurism to face
COVIDt9-related difficulties by providing insights on successful practicesashotion;
and by improving the capacity to commercialise the destination antdburist products
through innovative marketing strategies, particularly related to digital retankj.

The analysis of case studies helps to understand the context ifn\Wigse practices are
successfully applied, and the recommendations alert you aboutalrdpects of each
practice, together with very practical fact sheets.

Although the manual was conceived to focus on slow-tourism destinaterertheless
the seven digital marketing strategies presented can be applied sucttessfgseveral
contexts. We hope that everyone finds this manual a fundamental allhéofuture of
tourist destinations and/or for the tourism that will come.
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