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UNIT 1: Introduction to tourism destination promotion: 

how to make your destination attractive 
 

Get ready 
 

In this unit, we will learn how marketing and promotion can help us to learn how to advertise our tourism 

destination. You will also find easy strategies to follow and new and creative ideas to carry them out.  

 

Take up 
 

Tourism promotion is a process that consists of 

disseminating a destination by carrying out 

online or offline actions, in order to let people 

know about a particular place and attract their 

attention towards it.   

Tourism promotion projects can vary depending 

on their specific objectives, but among the most 

common we can find goals such as boosting the 

touristic attractiveness of a place, publicizing and 

increasing the existing offer for tourists, organising relevant events in the area or encouraging the 

involvement of all professionals of the tourism field in order to attract more visitors.  

 

Destination Promotion: Plan and Strategies 

There are several strategies to promote a tourism destination: you can take offline actions such as 

organising conferences, fairs, tourist interest visits, parties or routes, or online actions and tools, such as 

social media, to reach costumers faster by making your destination more visible and desirable. 

The first step is to plan your strategy or tourism-marketing plan. When designing your strategy, you 

should take into consideration some aspects:  

 Set specific, well-defined goals of what you want to reach 

 Detect which markets (potential customers) you aim at 

 Select which advertising media you will use for each particular action  

 Determine your budget  

 Define how your results will be measured 
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It is important to be aware that younger generations of tourists are much 

more informed and, therefore, demanding that older ones. Nowadays, 

travellers require new services and change their plans depending on the 

stage of the trip they are at. The online marketing of a destination must 

offer visitors smart solutions and the latest up-to-date tourism-

technological services.  

Thus, once you have set your plan considering all the above, you can start 

looking for the specific actions and tools you will use to market your 

destination. Here you will see some examples:   

Set up an appropriate website 

Websites are often the first part of a business' identity for a foreign customer. Therefore, a good website 

can work as a good representation of the destination, customized for the target group. It must contain 

information about interesting places to visit, local events and traditions, cultural offer, links to public 

transportation, gastronomy, etc. The web must be adapted to the new tourist tools, and the 

development of applications for mobile devices should be favoured as much as possible. See this website 

as an example: www.spain.info  

Build a compelling and distinctive visual brand 

Create a brand, a consistent visual identity that reflects your destination’s most highlighted and relevant 

features. The message you convey through the visual brand should clearly define your purpose and 

mission and promote your destination as an irresistible attraction. See this website as an example: 

www.visitgreenland.com  

Use Social Media 

It is essential to incorporate spaces that allow the co-creation of 

experiences. That is, a virtual space should be created where 

tourists interact with the destination and with other users. Use 

social media (Facebook, Instagram, Twitter, etc.) to allow 

people to share, talk, discuss… This will publicize and promote 

your destination. Keep in mind your target group and use 

different social media means accordingly.    

Create a guide about your area 

Smart tourism destinations must adapt the information they share to the new demands. Information 

about your goal should be singular and personalized as much as possible. It is a good practice to 

automatize information processes and to transfer all information to offline and online channels: 

publication of offline guides, creation of promotional material, regular posts on social media, and 

publications on websites. Try to keep all the materials easy to read and understand. Include ideas about 

things to do, places to see and useful information. If you want more information about how design 

information processes, see this video to know more: https://fliphtml5.com/learning-center/how-to-

design-and-create-a-travel-guide-book/ 

http://www.spain.info/
http://www.visitgreenland.com/
https://fliphtml5.com/learning-center/how-to-design-and-create-a-travel-guide-book/
https://fliphtml5.com/learning-center/how-to-design-and-create-a-travel-guide-book/
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Create attractive videos 

Create nice videos with a lot information in very little time. Be sure they have helpful tips, fun facts, 

local-only secrets, beautiful pictures, etc. They can be spread via Internet, Social Media, Tourism Offices, 

etc. See this example: www.youtube.com/watch?v=Hr_TbL5ejuQ 

 

Set an advertising campaign and establish contact with local 

stakeholders.  

Advertisements can make your destination more visible. Use 

them targeted to the public you want to reach. Also, try to 

contact stakeholders that can benefit from the tourist activity and 

establish collaboration processes with them.  Tour operators can 

be a great ally and they may be interested in promotion activities. 

 

See this video to learn more ideas on how to promote your destination  

 www.youtube.com/watch?v=RzkR54mDxa4 

 

Check it out 
 

1. Is this statement true or false? 

There is only one strategy to promote a tourism destination. 

a) True 

b) False 

 

2. Is this statement true or false? 

New generations of tourists are not too well informed or demanding. Nowadays, travellers seek 

for the same services they did 10 years ago. 

a) True 

b) False 

 

3. Is this statement true or false? 

Create a nice video, a useful guide, use social media, and collaborate with stakeholders are good 

ideas if you want to promote your destination. 

a) True 

b) False 
 

 

https://www.youtube.com/watch?v=Hr_TbL5ejuQ
https://www.youtube.com/watch?v=RzkR54mDxa4
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DIY – Do it yourself 
 

Organise your students in groups of four and choose a tourist destination altogether. Each group should 

design a promotion strategy, including goals, target groups, tools, actions, activities… Once all groups 

have developed their plans, share them and provide peer-feedback. 

 

References: 

 

https://pixabay.com/es/illustrations/marketing-digital-producto-contenido-4229637/ 

https://pixabay.com/es/illustrations/viajando-ubicaci%C3%B3n-2977176/ 

https://pixabay.com/es/photos/foto-c%C3%A1mara-iphone-%C3%A1rbol-2606675/ 

https://pixabay.com/es/illustrations/mundo-agencia-viaje-holiday-461179/ 

https://www.tourismmarketingandmanagement.com/2018/03/10/promote-tourism-destination-online-

international-markets/ 

https://uhurunetwork.com/tourism-marketing/ 

https://www.visionesdelturismo.es/promocion-turistica-destinos/ 

https://www.entornoturistico.com/promocion-turistica-importancia-los-destinos-turisticos/ 

https://www.segittur.es/opencms/export/sites/segitur/.content/galerias/descargas/documentos/Presentacin-

Destinos-Tursticos-Inteligentes.pdf 

https://definicion.de/promocion-turistica/ 

https://www.trekksoft.com/en/blog/best-destination-marketing-strategies 

http://www.turismecv.com/destino-turistico-inteligente/ 
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UNIT 2: Plan of promotion and commercialization. 

Customer-centric approach 
 

 

Get ready 

 
In any business, marketing strategy plays a key role 

in building a brand, alluring new customers and 

maintaining loyalty. The travel industry is no 

different.  

A tourist marketing strategy plan has to comprise a 

vision, a mission and several objectives, which 

should be the result of a rational option and of the 

free will of the tourism company or a Destination 

Management Organization.  

In this unit, we will be introduced into strategic thinking, we will learn about the importance of planning 

in tourism business and how to develop in just a few steps a tourism marketing strategy plans. We will 

also find out some new ideas about Customer-Centric Marketing in tourism industry. 

 

Take up 
 

Why do we need a plan to promote our tourism business or tourism destination? 

A successful marketing plan is an essential and 

powerful business tool. Not only does it focus 

on the why, how, when, where, who and what 

of your marketing, but also outlines the 

specific, measurable steps you need to take to 

achieve your goals.  

 

To have a successful and sustainable business 

in the tourism industry imply to have strategic thinking. The primary characteristics of strategic thinking 

are: 

 visionary thinking: to recognize future possibilities 

 differentiation thinking: to be different from the competition, to search for uniqueness, to head 

for innovation instead of imitation 

 advantage thinking: to search for competitive advantages 
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 directional thinking: to search for options for the future, to identify alternative ways how to 

reach the goal 

 potential thinking: to recognize and understand the influence factors 

 

How to develop a thriving tourism marketing plan in 9 steps? 

Step 1 – Research your industry 

Researching the current market trends and actual figures 

in tourism help gauge the climate in which you are doing 

business. By reviewing your industry trends, competitor 

successes and failures, you can avoid repeating any 

mistakes made and capitalize on any successful initiatives. 

You can also benchmark your unique tourism offering 

against industry standards to provide another 

measurement for success. 

Step 2 – Analyze your competitors 

A competitive analysis covers the strengths and weaknesses of your competition. By performing an 

efficient competitor analysis, you will be able to: 

 Identify gaps in the market 

 Develop new products and services 

 Uncover further market trends 

 Market and sell more effectively 

Step 3 – Write your mission statement 

While so often overlooked, your mission statement is crucial as it shapes the culture of your business. It 

drives the business by conveying your reason for being to your staff, stakeholders and guests.  

Step 4 – Undertake a SWOT Analysis 

SWOT analysis refers to 

strengths, weaknesses, opportunities and threats and is a simple yet 

powerful planning tool.  

It is one of the easiest ways to learn more about your business and 

where it sits in the external and internal environment. 

SWOT divides an overall environmental analysis into two 

components: internal factors (strengths and weaknesses) and 

external factors (opportunities and threats). 
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Step 5 – Determine your ideal target audience 

An essential element in your marketing plan is knowing who you want your marketing campaigns to 

connect with. You don’t just want anyone and everyone – you want to create a very clear picture of who 

your ideal customers are. 

Step 6 – Define your 4 P’s 

Your marketing mix is the combination of factors your small 

tourism business can control to promote your brand, attract 

and influence customers to purchase your product.  

The 4P’s are a central part of your marketing plan and are 

made up of: Product, Price, Place and Promotion. The easiest 

way to define your 4P’s is to ask yourself a series of 

questions relating to each element. 

 

Step 7 – Set your SMART goals 

Your marketing goals need to be tied to your overall business goals. You need to go one step further and 

turn them into tourism SMART goals. 

These are: 

 Specific 
 Measurable 
 Achievable 
 Relevant 
 Time-bound 

  

By having clear and manageable goals, you can more effectively 

direct your resources and most importantly, you can measure 

the success of your marketing strategy. 

Step 8 – Outline your strategies and tactics 

Now that your SMART goals for your tourism business are set, you can then create the strategy and 

tactics you will use to reach these goals. Put simply, the strategy is HOW you will achieve your goal 

and the tactic is the WHAT. This forms the actionable steps of your marketing plan and the timing to put 

them into place. 

Don’t forget when creating your action plan for executing your strategies and tactics, to make sure you 

include what metrics you will use to measure your success! 

Step 9 – Set your budget 
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In your marketing plan, stay focused strictly on marketing related activities. How much do you plan to 

spend on marketing and promotion throughout the next year, and how much will the action items you 

listed above cost you? And where will this money come from? 

Make sure that you are realistic about what tactics you can employ in the coming year – keeping in mind 

what internal and external resources you have available. 

 

Why is the customer so important in tourism? How can Customer Centric Marketing help the tourism 

companies to reach a better understanding of their clients? 

Every business needs to keep customers and clients happy, but in the 

travel industry it’s so vitally important to keep guests engaged in 

order for the business to grow and prosper. Every tourist is different, 

carrying a unique blend of experiences, motivations and desires. 

Tourists as consumers also become demanding, requesting high 

quality products and value for their money and perhaps more 

importantly value for time for the entire range of their dealings with 

organisations. 

Consumer Centric Marketing (CCM) is a relatively new trend in marketing. The aim of CCM is for 

companies to gain insight into the general characteristics of their individual clients, by becoming experts 

in the customer motivations, habits, attitudes and values that shape the consumers’ opinion about the 

brands the company is offering.  

The Consumer Centric Marketing (CCM) is based on a positive cycle of learning from customers – 

allowing the customers to take the driving seat in designing the product features - offering customers 

products with higher perceived value – increasing customer life time value. 

Traditionally consumers have been seen at the end of a “chain”, simply receiving the output of actions 

taken place earlier in this production chain. Yet consumers also perform their own marketing functions 

as they analyse their needs, seek information, compare the value of alternatives, and make decisions. 

Moreover, the Internet has empowered the consumers to make better informed decisions by 

introducing more transparency and making data gathering easier. 
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Check it out 
 

1. Is this statement true or false? 

To be different from the competition and to search for uniqueness is one of the characteristics of strategic 

thinking in tourism industry. 

c) True 

d) False 

 

 

2. Is this statement true or false? 

In a SWOT analysis, opportunities and threats are internal factors of the company’s environment. 

c) True 

d) False 

 

 

3. Is this statement true or false? 

Tourists as consumers request “Value for their time and money”. 

c) True 

d) False 

 

 

DIY – Do it yourself 
 

Activity: (reflection and practical application of the content of this unit) 

Organise your students in two groups. The first group have to create a profile and to develop a marketing 

strategy for a tourism destination. The second group will create a profile and develop a marketing 

strategy for a tourism product/service. Both teams have to answer to the following questions: 

1. What are the future prospects of your tourism destination/tourism product? 

2. What are the main differences of your destination/product comparing with those of 

competitors? 

3. Can you imagine which influence factors will affect or change your destination/product? 

4. Describe how your destination/product will look like in 5 years from now. 

Finally, each team will present their plan and add more ideas of improvement.  
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UNIT 3: Online and offline Tourism Destination 

Marketing Strategies 
 

Get ready 
 

When implemented together, offline and online marketing strategies 

and techniques can support and amplify one another, creating a 

unified strategy. 

Looking at the consumer perspective, today’s travellers don’t really 

think in terms of “online” and “offline” any longer. What they really 

expect is a seamless, convenient experience when searching, 

shopping and booking travel across multiple touch points. 

In this unit we will learn about how offline and online marketing 

approaches work together to support tourism destinations brands.  

 

Take up  
 

Destination marketing is a branch of marketing focused on promoting a specific city, region or country. 

The main goal of destination marketers is to increase the number of visitors in a given location. Tourism 

Destinations emerge as umbrella brands and they need to be promoted in the global marketplace as 

one entity for each target market they try to attract. The emerging globalization and concentration of 

supply increase the level of competition and require new Internet marketing strategies for destinations, 

in addition to traditional offline marketing.  

 

Online Marketing Strategies in Tourism Destination Management 

Where do travellers go when they want ideas 

for their next adventure? The same place they 

go for information on everything else: the 

Internet. They go online to find the best deals 

on airfares and hotels, as well as suggestions 

for what to do once they reach their 

destinations. 

The internet is rising all over the world these 

days and is including your web presence, social media, search engine optimization, blogging, email 

marketing and online advertising. 

http://techroadians.com/benefits-of-seo-over-paid-advertisement/
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1. Tourism destination website - has to be developed by the DMOs in partnership with the major 

market participants, through a contractual or corporate approach. This would have links from and 

to the Web sites of the other organizations that have a business related to the destination. A portal 

site for marketing tourism destinations should provide information on four core areas: 

a) How to get there (e.g., air travel) 
b) Getting around (e.g., car rental) 
c) Places to stay (e.g., hotel accommodation) 
d) Things to do (e.g., places to see, dining, shopping, shows and events) 

 
2. Email marketing - proves the effective way to attract new visitors and maintain a relationship with 

your existing visitors. It is helpful to brand your travel business, get in touch with your visitors and 

promote your business. But in order to avoid delivering spam email, please take a look at the 

following tips: 

  

 Make sure you share the useful information your 

target visitors need on a regular basis; 

 Make it clear that you won’t sell or share email 

addresses for anyone who signs up on your 

website.  

 

3. Search Engine Optimization (SEO) - is an excellent method to help your tourism destination obtain 
new leads. It's an opportunity for your website to gain qualified traffic that you can turn into 
conversions for your tourism business. 

4. Social media - continue to gain popularity, and they are incredibly useful for marketing. With social 
media, you can connect with former, current and potential 
visitors. It also allows you to develop relationships that 
encourage them to come in your destination and also to 
share their experiences.  

Whether you create a latest tourist guidebook for your 
destination or promote a local event for your potential 
visitors, you can share them via your business social 
media accounts including Facebook, Twitter, LinkedIn, 
Instagram, Pinterest and the more. You are free to sign up 
on these social websites and share your messages globally 
on the internet. 
 

5. Pay-per-click advertising (PPC) - is one of the best ways to target your most qualified audience. It 
allows you to reach them where they’re already looking, and gain a leg up against competitors. 

6. Mobile Apps - A recent survey reveals that more than 80% of visitors gain related tourism 
information and make their deals on their mobile devices. So when you market your destination 
online, you must make sure all your travel marketing materials (tourist guidebooks, tourist 
brochures, etc.) can be read on different mobile devices such as the iPhone, iPad, Android phones 
and tablets.  

 
 

https://www.webfx.com/blog/general/top-6-social-media-sites-that-businesses-cant-live-without/
https://www.webfx.com/blog/general/why-marketing-through-social-media-is-effective/
https://www.webfx.com/blog/general/why-marketing-through-social-media-is-effective/
http://fliphtml5.com/small-business/online-travel-marketing/
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Offline Marketing Strategies in Tourism Destination Management 

Offline Marketing strategies refer to any marketing activity not on the Internet and here are some 
suggestions: 

1. Printed marketing materials – including flyers, brochures, maps, catalogues, postcards, with 
quality informative content and eye-catching pictures, which can stimulate your readers to visit 
your destination. 

2. Business cards - creative business cards stand out from the crowd. Here are some ideas of what 
to put on your business card: an image of yourself, image of a destination, an infographic about 
your approval rating from your clients. 

3. Billboards - if you have enough budgets, you can advertise your destination in the advertisement, 
which will make your potential visitors know your location or offer.  

4. Fairs and exhibitions - are an alternative form of presentation and promotion of destinations to 
intermediaries and the general public. Their main advantage is the potential for establishing 
personal contact between different private and public tourism businesses. 

5. Notes and press releases - make use of this resource; select the media best suited to your 
destination and your target audience. 

6. Join a local business network or a tourism association – in this way you can connect with business 
leaders and discover partnership opportunities that you may not have anticipated. 

7. Hold events - consider holding a travel talk to invite members of your community to learn about 
new tourism business or facilities in your destination. 

 
 
How is digital marketing different from traditional marketing? 

There are several differences between traditional and Internet marketing for tourism businesses. The 

biggest one is how consumers and businesses communicate with—and about—each other. 

Traditional marketing gives businesses total 

control of the conversation. Methods like direct 

mail, billboards, and print ads serve to deliver 

information that is purely promotional and does 

not offer consumers the chance to respond or ask 

questions. 

Internet marketing offers no such cover. Visitors 

and tourism products consumers have just as strong voices online as businesses do. On some channels, 

such as social media, their voices are louder. Fair or not, their criticisms of your tourism products or 

services and complaints about business practices can go viral, and this can affect the perception of the 

destination and your overall brand reputation of an attractive tourism destination. 

 

 

 

http://fliphtml5.com/small-business/online-travel-marketing/
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Check it out 
 

1. Is this statement true or false? 

To inform your potential visitors about things to do in your destination is really important. 

a) True 

b) False 

 

2. Is this statement true or false? 

It is recommended to use all kind of pictures for your printed materials. 

a) True 

b) False 

 

3. Is this statement true or false? 

Online criticism or complaints can’t affect the reputation of a tourism destination. 

a) True 

b) False 

 

 

 

DIY – Do it yourself 
 

Activity: (reflection and practical application of the content of this unit) 

Organise your students in pairs.  One person will play the role of the marketer and the other will be the 

tourism destination representative. Each team will develop a brief marketing strategy for different 

tourism destinations, using the same budget. The presentation of the selected strategies has to be made 

with clear arguments by both team members.  

 

 

  



   
   

                                                         Erasmus+ Strategic Partnership - 2018-1-RO01-KA204-049516 

  

The content of this document represents the views of the author only and is his/her sole responsibility; it cannot be considered to reflect the views of 
the European Commission or any other body of the European Union. The European Commission and the Agency do not accept any responsibility 

for use that may be made of the information.  

 

 

References: 

 

http://fliphtml5.com/learning-center/en/5-low-cost-promotion-tips-for-small-travel-agencies/ (image) 

https://medium.com/@ReputationDefender/content-marketing-guidelines-for-businesses-in-the-travel-

industry-696e1f9515d9#layer-open#layer-open (image) 

http://techroadians.com/benefits-of-internet-marketing-for-tourism/ (image) 

https://www.vecteezy.com/vector-art/636280-travel-destination-to-vacation-and-adventure-tourism (image) 

https://www.adventuretravel.biz/research/cost-effective-offline-marketing-tactics/ 

https://destinationthink.com/destinations-shifting-to-digital-first-marketing-improve-word-of-mouth-

promotion/ 

https://www.e-unwto.org/doi/pdf/10.18111/9789284420841 

https://hingemarketing.com/blog/story/7-offline-marketing-strategies-that-support-your-online-brand 

https://www.orioly.com/wp-content/orioly-reports/20180813-tourism-destination-marketing-strategies-for-

dmo-s.pdf 

https://www.sabre.com/insights/blurring-the-lines-how-online-and-offline-work-together-to-serve-todays-

travelers/ 

https://www.tourismmarketing.tips/tips/traditional_media/traditional/ 

https://www.tourism-review.com/digital-marketing-focuses-on-social-media-news10964 

https://www.webfx.com/industries/tourism-hospitality/tourism/ 

  

http://fliphtml5.com/learning-center/en/5-low-cost-promotion-tips-for-small-travel-agencies/
https://medium.com/@ReputationDefender/content-marketing-guidelines-for-businesses-in-the-travel-industry-696e1f9515d9#layer-open#layer-open
https://medium.com/@ReputationDefender/content-marketing-guidelines-for-businesses-in-the-travel-industry-696e1f9515d9#layer-open#layer-open
http://techroadians.com/benefits-of-internet-marketing-for-tourism/
https://www.vecteezy.com/vector-art/636280-travel-destination-to-vacation-and-adventure-tourism
https://www.adventuretravel.biz/research/cost-effective-offline-marketing-tactics/
https://destinationthink.com/destinations-shifting-to-digital-first-marketing-improve-word-of-mouth-promotion/
https://destinationthink.com/destinations-shifting-to-digital-first-marketing-improve-word-of-mouth-promotion/
https://www.e-unwto.org/doi/pdf/10.18111/9789284420841
https://hingemarketing.com/blog/story/7-offline-marketing-strategies-that-support-your-online-brand
https://www.orioly.com/wp-content/orioly-reports/20180813-tourism-destination-marketing-strategies-for-dmo-s.pdf
https://www.orioly.com/wp-content/orioly-reports/20180813-tourism-destination-marketing-strategies-for-dmo-s.pdf
https://www.sabre.com/insights/blurring-the-lines-how-online-and-offline-work-together-to-serve-todays-travelers/
https://www.sabre.com/insights/blurring-the-lines-how-online-and-offline-work-together-to-serve-todays-travelers/
https://www.tourismmarketing.tips/tips/traditional_media/traditional/
https://www.tourism-review.com/digital-marketing-focuses-on-social-media-news10964
https://www.webfx.com/industries/tourism-hospitality/tourism/


   
   

                                                         Erasmus+ Strategic Partnership - 2018-1-RO01-KA204-049516 

  

The content of this document represents the views of the author only and is his/her sole responsibility; it cannot be considered to reflect the views of 
the European Commission or any other body of the European Union. The European Commission and the Agency do not accept any responsibility 

for use that may be made of the information.  

 

 

UNIT 4: Marketing tools, including email and mobile 

marketing 
 

Get ready 
 

In this unit, we will learn more about the 
importance of marketing tools, especially email 
and mobile marketing, and how these tools can 
help you to have a real connection with your 
target audience and implicitly increase the 
loyalty to your business brand. 
 

 

Take up  
 

An integrated approach to marketing tools 
With the rapid rise of consumers using the Internet for work, communication, shopping and recreation, 
virtually every organisation should have an online presence and be effectively leveraging digital 
marketing opportunities. Digital Marketing, sometimes called Internet or online marketing, can be 
described as the set of techniques and technologies used to promote brands, products and services to 
consumers over a range of online channels.  
There are many digital marketing techniques and tools available to businesses to help them market 
online, such as: 

 Display advertising – Advertising online in a 
variety of formats. Display advertising includes 
banner, text, image, and video ads on a 
webpage. 
 Affiliate marketing – Rewarding a site or 

individual for each sale/lead it generates as a 
result of promoting your business. 
 Content marketing – Creating and sharing 

useful, relevant and quality content to achieve 
marketing goals. 
 Search engine marketing (SEM) – 
Increasing website traffic and visibility in 

search engine results from pages through paid 
and unpaid (organic) methods. 

 Mobile marketing – Reaching consumers through their mobile phone, smartphones and tablets. 
 E-mail marketing – Reaching consumers directly via e-mail using text and rich media formats. 
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 Social media marketing – Reaching consumers through social media sites, such as Facebook, Twitter, 
and LinkedIn, to raise brand awareness, generate sales and website traffic. 

 Search engine optimisation (SEO) – Optimising websites to increase their visibility in search engine's 
unpaid results, also known as organic, natural or earned results. 

In this unit, we will learn about email marketing and mobile marketing, but when you create your 
marketing strategy, you must have an integrated vision about marketing tools. 
 
Develop your own email marketing strategy 
Email may be an old tactic, but it remains a vital one.  There are around 3.7 billion email users in the 
world today, with the figure likely to grow to 4.3 billion by 2022. This makes email marketing a viable 
strategy to put your efforts into. 
An email marketing definition is the use of email to 
develop relationships with potential customers 
and/or clients. Email marketing is one segment 
of internet marketing, which is complementary with 
online marketing via websites, social media, blogs 
etc. At its best, email marketing allows businesses to 
keep their customers informed and tailor their 
marketing messages to their customers. 
A good email marketing strategy is hyper-
personalised, integrated with other marketing 
channels and mobile optimisated. 
 
Here are some email marketing tips for you strategy:   

1. Build your own targeted list. This has already been mentioned but buying email lists is a waste of 
time. All you're going to do by sending unsolicited email is turn off most of the people you're 
hoping to turn into customers and run the risk of being labeled a spammer. 

2. Respect the antispam rules. These rules include having a non-deceptive subject line, a method of 
unsubscribing, and your name and address at the end of the emails.  

3. Don't just send out ads to buy all the time. Use your emails to build rapport with customers by 
sharing your expertise and/or that of others, giving them tips and insights they can value. Share 
information that lets them know more about you and/or your company if it's interesting. 

4. Treat your list well. Remember that the people you're using email to communicate with have 
trusted you with their email and name; they deserve your respect. You deserve a chance to 
convert them from customers to fans and even evangelists for your brand. Thus, people who 
want to talk about and share your message and get involved in any way, should be allowed to.   

5. Stick to a schedule if you're doing a newsletter. Sending email on a regular day or days can help 
your subscribers know what to expect from you and when. 

6. Use Technology Wisely. You can use a lot of free or paid email marketing programs, such as 
Benchmark Email, Mail Chimp, Vertical Response, Constant Contact, Drip, SendinBlue or Mailjet.  

7. Create mobile-friendly emails. In 2019, 60% of email campaigns are being opened on mobile 
devices, compared to 10% on desktops and 29% on webmail clients. That means you must use 
mobile-ready templates, shorten your subject line, balance image size & text and create big 
buttons for big fingers.  

 
 
Mobile marketing – the king of contemporary marketing 

https://www.statista.com/statistics/255080/number-of-e-mail-users-worldwide/
https://www.thebalancesmb.com/internet-marketing-2948348
https://www.thebalancesmb.com/social-media-definition-2948526
https://www.thebalancesmb.com/email-marketing-4161604
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As we anticipated, when we were talking about email marketing, we will continue to talk about mobile 
marketing. Mobile marketing is a multi-channel, digital marketing strategy aimed at reaching a target 
audience on their smartphones, tablets, and/or other mobile devices, via websites, email, SMS and 
MMS, social media and apps. Everything that can be done on a desktop computer is now available on a 
mobile device. Effective mobile advertising means understanding your mobile audience, designing 
content with mobile platforms in mind, and making strategic use of SMS/MMS marketing and mobile 
apps.  
 
A mobile marketing strategy is not a stand-alone effort, 
but it is a large chunk of any long-term or short-term 
marketing campaign—and its importance is only 
growing. From email, to PPC, to SEO, to content, to social 
media marketing, there is a mobile marketing channel to 
reach every part of your audience where they are most 
comfortable. Optimizing your website and email sends 
for mobile devices, taking advantage of the SMS and 
MMS channels, and building a native app for your most 
highly engaged audience are all big projects. 
 
How to Create a Mobile Marketing Strategy  
 

 Understand Your Audience 
As with any marketing activity, mobile marketing begins with understanding your audience. Except for 
this time around you aren't only interested in their general demographics and interests, you are also 
interested in what mobile marketing channels they are most likely to use, be exposed to, and react to. 
Ideally, you would already have created personas representing your customers and audience for your 
other marketing activities, and assuming your audience hasn't changed since you first created these, 
you can reuse them. 
 

 Set out Your Goals 
The key to defining any effective strategy is first to decide what success looks like. Get the key 
stakeholders together to map your mobile marketing strategy. Identify goals by asking your team some 
of these questions: 

o What are we currently doing for mobile?  
o If you are already doing mobile marketing, how are those initiatives performing?  
o What are your main objectives for including mobile marketing in your overall strategy?  
o Who are your key audiences for mobile marketing?  
o How are you engaging your mobile audience cross-channel?  

 
 

 Establish Key Performance Indicators (KPIs) 
Remembering that you can't manage what you can't measure, tracking the performance of your mobile 
marketing efforts is critical. But in a digital world there are many different key performance indicators 
(KPIs) to consider and try to track all of them is not an option for small businesses: Cost Per Install (CPI) 
or Cost Per Acquisition (CPA), Open, click-through, and conversion rates, Retention percentage and 
Daily/Monthly Active Users (DAU or MAU), Revenue. 
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 Implement, Measure, and Optimise 
 

Once you have researched your audience, established the mobile marketing activities you are going to 
focus on, established goals for each of the mobile marketing channels or activities you are going to 
follow, and decided on the KPIs you are going to use for each, you need to implement your strategy 
finally, measure its impact on your business, and continuously optimise it. Your plan should be a living 
document that is regularly updated and adapted according to what works best for your specific industry 
and audience. 
 

 

Check it out 
 

1. Is this statement true or false? 

Email marketing helps you connect with your audience, to promote your brand and increase sales; also, is 

one of the most cost-effective ways to promote your business, whether your goal is to build your brand or sell 

more stuff. 

a) True 

b) False 

 

2. Is this statement true or false? 

Your mobile marketing strategy shouldn’t be a living document that is regularly updated and adapted 

according to what works best for your specific industry and audience. 

a) True 

b) False 

 

3. Is this statement true or false? 

Search engine marketing (SEM) is a marketing technique that can be used with email marketing in a well-

thought strategy.  

a) True 

b) False 
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DIY – Do it yourself 
 

Organise your students in two groups. Each group must create an email marketing strategy for business 
tourism in an area of their choice. Think about how will create your targeted list, which will be the 
content sent by email and what will be the program and frequency of emails transmission. Finally, each 
team will create an email about tourism and send it to two or three friends, and ask them after what 
they kept from that email.  
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UNIT 5:  Advertising development, including pay per click 

advertising 

 

 

Get ready 
 

Advertisements come in many 
shapes, sizes, and forms. But what 
exactly is advertising? Why is 
advertising important? What are its 
advantages and disadvantages? How 
did the advertisement evolve over 
time? How can you choose the most 
suitable ads for your business? What 
does an effective advertisement 
mean and how should it be reflected 
in customer behaviour? What are the 
most common advertising models 
according to the latest trends?  
In this unit, we will learn the essentials of an effective advertisement and what current models you can 

use to develop your business to have satisfied customers 

 

Take up  
 

The importance of advertising for destination promotion 
 
The tourism sector is responsible for promoting the natural resources, culture, heritage etc. that help 
every visitor in experiencing the destination. In the tourism industry, advertising is one of the most 
important procedures that a community or a company must have to generate. The purpose is to 
generate tourists from both local and international marketplaces on a regular basis. Actually, advertising 
is the action of calling public attention to an idea, good, or service through paid announcements by an 
identified sponsor. Advertisement transforms curiosity into an interest made by the potential tourists 
who will be visiting the area to spend leisure time with their family and friends. 
There are three major roles that advertising plays in the tourism industry: 

 To inform tourists to visit a destination and everything tourists need to know about the place. 
 To persuade tourists to visit a destination. 
 To remind tourists about a destination and where to make all the bookings from. 
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The steps of an advertising campaign are:  
1. Market research 
2. Budgeting 
3. Setting goals 
4. Advertising venue 
5. Choosing creatives 
6. Design and wording 
7. Placing the ad 
8. Evaluation  
 
 
The characteristics of an effective advertising campaign 
 
If you want to create a successful advertising campaign, you need to 
keep in mind some of the essential aspects: 
Appeal to the right audience 
Draws attention 
Value communication 
Educate the target 
Relates to the brand 
Trust is key 
Include a call to action 
Short and sweet 
Easy to remember  
To resume, you must make your advertisement informative, fun and 
memorable. Your advertisement should get people talking, but to 
remember what you want to remember!  
 
 
Types of Advertising 
 
Advertising activities can be categorized into above the line, below the line, and through the 
line advertising according to their level of penetration. 

 Above the line, advertising includes activities that are largely non-targeted and have a wide reach. 
Examples of above the line advertising are TV, radio, & newspaper advertisements.  

 Below the line, advertising includes conversion-focused activities which are directed towards a 
specific target group. Examples of below the line advertising are billboards, sponsorships, in-
store advertising etc.  

 Through the line, advertising includes activities which involve the use of both ATL & BTL strategies 
simultaneously. These are directed towards brand building and conversions and make use 
of targeted (personalized) advertisement strategies. Examples of through the line advertising are 
cookie-based advertising, digital marketing strategies etc.  
 
 
 
 
 

https://www.feedough.com/atl-btl-ttl-marketing/
https://www.feedough.com/atl-btl-ttl-marketing/
https://www.feedough.com/the-data-monetization-big-data-business-models/
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Advertising activities can also be categorized into 5 types based on the advertisement medium used. 
These types of advertisements are: 

 Print Advertising: Newspaper, magazines, & brochure advertisements etc. 
 Broadcast Advertising: Television and radio advertisements. 
 Outdoor Advertising: Hoardings, banners, flags, wraps etc. 
 Digital Advertising: Advertisements displayed over the internet and digital devices. 
 Product/Brand Integration: Product placements in entertainment media like TV show, YouTube 

video, etc.  
 

What are Online Advertising Models? 
 
Nowadays, everything is online. If you’re not, it’s like you don’t even exist. Everything is available at a 
simple mouse click or a screen tap, and your marketing has to keep up with the times. These advertising 
models will allow you to remain relevant while growing your business.  
 
Here are the big four online advertising models:  
 
 

1. Cost per Click (CPC) 
CPC is online advertising where you pay the search engine every time someone 
clicks on your ad. In the end, it’s how much you spend to get people to click 
on your advertisement. You can also define CPC as an online 
advertising payment model where the cost depends completely on 
clicks. Search engines such as Google, Bing, and Yahoo offer two 
options — they can charge you a flat rate per click, or let you bid for 
paid inclusion in the SERPs (search engine result pages). When it 
comes to popular social media platforms, Cost per Click is determined 
based on their algorithms, your settings, and your desired audience. 
Calculation for CPC is done simply. You divide your total advertising costs by 
the number of ads clicked, and you get how much one click costs. 
 
 

2. Cost per Action (CPA) 
Put into simple terms, that is the price you, the advertiser, 
you pay for every person who takes a certain action you 
previously defined. For instance, when people advertise 
online, they usually pay for people to click on their ads and 
do something specific. In some cases, it’s registering, in 
others, subscribing to the newsletter, and in some, it’s 
leaving a contact. Either way, the point of the CPA is that you 
only pay for desired outcomes. You don’t pay for people to simply see your ad. You only pay for those 
who also did what you wanted them to do. That is a lot more valuable as a form of advertising than most 
other models, but it also costs more. So before you go straight for it, make sure this model suits your 
business.  
 
 
 

https://www.feedough.com/types-of-advertising-mediums/
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3. Cost per Mille (CPM) 

Cost per Mille is how much you, the advertiser, pay for 
every thousand impressions. That means that you get CPM 
simply by dividing the total cost by the number of 
thousands of page views you’ve received because people 
came to your website from the SERPs. CPM is the best way 
for you to calculate the return on investment from 
advertising via different media, platforms, and search 
engines. For instance, if you’re running different advertising 
campaigns via different media, CPM will give you a good, 
simple metric. That metric will allow you to see just how 
well your investment is doing, or how poorly and where to focus your attentions.  
 
 

4. Cost per Lead (CPL) 
CPL might seem a lot like CPA, as they are both based 
on user actions, but they do differ significantly. CPA is 
determined based on people performing elaborate 
actions, while CPL is much more basic. Cost per Lead is 
all about the “lead”. A lead can mean that the user is 
leaving simple contact information or performing a 
basic signup or even requesting a quotation. Another 
difference is in control over the advertisement. The CPA model is publisher-centric, as they are the ones 
who get to choose where and when they run your ads. However, the CPL model is advertiser-centric, 
where you get to choose where your ads will be.  
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Check it out 
 

1. Is this statement true or false? 

The three major roles that advertising plays in the tourism industry are: to inform, to persuade and 

to remind.  

a) True 

b) False 

 

2. Is this statement true or false? 

The big four online advertising models are: Cost per click (CPC), Cost per Action (CPA), Cost per Mille 

(CPM) and Cost per Lead (CPL). 

c) True 

d) False 

 

3. Is this statement true or false? 

In Cost per Click advertising model, you divide your total advertising costs by the number of ads 

clicked, and you get how much one click costs. 

a) True 

b) False 

 

 

DIY – Do it yourself 

 
Organize the students into two groups. Each group will have 10 minutes: the first to find the benefits of 
Pay per Click advertising, and the second to find the disadvantages of Pay per Click advertising in the 
case of a tourism business. In the end, there will be a debate and will centralize on a flip chart all the 
advantages and disadvantages identified.  
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UNIT 6:  Quality management. Networking with tour 

operators and stakeholders 

 
 

Get ready 
 

In this unit, you will learn what quality management is 

and why it is so important. You will see what steps you 

need to take into account for Excellence and what the 

role of the stakeholder in the development of a quality 

tourism destination is. 
 

Take up  
 

Quality Management 

Destination management is the main organizing entity. Different authorities, professionals and 

stakeholders may form its part. They are in charge of initiating, coordinating and managing some 

activities such as 

- implementation of tourism policies 

- strategic planning 

- product development 

- promotion and marketing, amongst others.   

Destination management makes the partnership in the tourism field improve and grow.  

 

Quality of a Tourism Destination is defined by UNWTO as “…the result of a process which implies the 

satisfaction of all tourism product and service needs, requirements and expectations of the consumer 

at an acceptable price, in conformity with mutually accepted contractual conditions and the implicit 

underlying factors such as safety and security, hygiene, accessibility, communication, infrastructure and 

public amenities and services. It also involves aspects of ethics, transparency and respect towards the 

human, natural and cultural environment. Quality, as one of the key drivers of tourism competitiveness, 

is also a professional tool for organizational, operational and perception purposes for tourism suppliers.” 

Quality, as one of the key drivers of tourism competitiveness, is also a professional tool for 

organizational, operational and perception purposes for tourism suppliers. Therefore, it is a holistic 

process involving research, planning, management, marketing and delivering and implies the company 

and all the stakeholders. 
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Quality management is the first task for a company or entity, which has to find out what tourists need 

or want and place the arrangements to make it possible.  

The quality control goal is to check and determine if the products and the services are correct to detect 

possible deviations and restore the initial conditions.  

The European Foundation for Quality Management (EFQM) set the next oriented steps for Excellence: 

 Result oriented 

 Customer orientation 

 Leadership and coherence in the objectives 

 Management by processes and facts 

 Development and involvement of people 

 Continuous learning, innovation and improvement 

 Development of alliances 

 Social responsibility 

 

 

Networking with tour operators and stakeholders 

The partnership in the tourism field guides the actions to quality through the tourism value chain. It is 

shaped by the primary actions and activities (processes linked to policymaking, integrated planning, 

product development and packaging, promotion and marketing, etc.) and the support actions 

(transport, infrastructures, etc.). 

Collaboration with tour operators and stakeholders brings various advantages:  

 Collective learning 

 Knowledge sharing 

 Innovations and adaptions 

 Reductions of risks 

 Synergy between participating organisations 

 Decrease in transaction costs, etc. 

Therefore, it leads not only to an increase in the quality of the tourism destination management but also 

to innovation, which improves the value of the tourism experience and the core competencies of the 

tourism sector to enhance tourism competitiveness, sustainability, etc. It encourages the efficient use of 

the natural, cultural, human, man-made and capital resources in order to achieve a sustainable growth. 

 

Watch this video to know more about different actions carried out in Asia in the field of tourism to 

increase the tourism value chain and a sustainable growth.  

 

 

https://www.youtube.com/watch?v=G8kXMFWZKj0
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Check it out 
 

1. Is this statement true or false? 

Different authorities, professionals and stakeholders may be part of the destination management. It 

facilitates the partnership in the tourism field to make it improve and grow. 

a) True 

b) False 

 

2. Is this statement true or false? 

Quality, as one of the key drivers of tourism competitiveness, is not a professional tool for 

organizational, operational and perception purposes for tourism suppliers. 

a) True 

b) False 

 

3. Is this statement true or false? 

The partnership in the tourism field is not needed to reach quality through the tourism value chain. 

a) True 

b) False 

 

 

 

DIY – Do it yourself 
 

Activity: (reflection and practical application of the content of Unit 6) 

Organise your students in groups of four. Each group will have to set a quality plan for a little tourism 

destination which is starting its tourism activity and wants to attract more visitors. They will have to 

develop it following the steps for Excellence, proposed by the EFQM. 
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Guidelines for a practical activity 

Creation of advertisements for your Tourism Destination 
 

 

This practical activity can be done as a project-based activity organised in small groups after 

completion of Handbook 3 during the face-to-face training 

The activity is carried out as follows:  

Step 1. Choose your tourism destination 

 Identify the main attractions, products you would like to use for the advertisement: 

 Think about possible target group/s 

Step 2. Identify the goal of your advertisement 

 Think what goal do you want to achieve: inform (let the public know about you), persuade (to 

generate desire to buy it) or remember (your destination is competitive already and you want to 

create demand). 

 Think also about your organizational goal: increase sales, create/enhance brand, position your 

product, service, customer loyalty, reach new markets, etc. 

    Step 3. Define your target group/s 

 Age, residence, education, professional status, socioeconomic status, style of life, what brands 

consume, etc. 

 What are their goals, what needs they want to meet with your service, what challenges they 

want to overcome with it... 

 With that information, create a small story about the daily routine of your ideal customer, what 

he/she does and the problems he/she might face. That will help you to understand the behaviour 

and needs of your customer: purchase behaviour. It means purchase patterns: choices, time 

spent, how and why, etc. 
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 What social media he/she uses, favourite brands, followed persons, kind of preferred content, 

and ways to get to your website.  

 Try to find out about fears or problems your ideal customer can have. 

Step 4. Choose the types of advertisement media you want to use and kinds of digital 

advertising 

 Press, radio, TV, outside posters, flyers, digital media.  

 If digital media: social media ads (Facebook, LinkedIn, Twitter, Instagram…), SMS marketing, 

search engine ads (Google, yahoo, Bing…), banners, pop ups, e-mail marketing, ads on video, 

links inserts on websites, retargeting… 

Step 5. Choose two different types of advertisements to create 

Think and develop, if needed, the next points in your ad: 

 Logo: to identify your brand 

 Name of the product/service 

 Work on the customer’s emotions/feelings to increase the need to buy your product/service 

 What does your product/service offer?  

 Price: have in mind the habitual price and special price 

 If you offer a special price, why you offer a discount 

 Talk about your company; let other customers talk about you… 

 Use limits for your sales: time, volume, space… 

 Calling for action: call now, buy now, etc. 

 

Step 6. Show and share your advertisements to the rest of the group and comment them. 
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Solutions to the exercises 
 

UNIT 1: Introduction to tourism destination promotion: how to make your destination attractive 

Question 1: False 

Question 2: False 

Question 3: True 

UNIT 2: Plan of promotion and commercialization. Customer-centric approach 

Question 1: True 

Question 2: False 

Question 3: True 

UNIT 3: Online and offline Tourism Destination Marketing Strategies  

Question 1: True 

Question 2: False  

Question 3: False 

UNIT 4:  Marketing tools, including email and mobile marketing 

Question 1: True 

Question 2: False 

Question 3: True 

UNIT 5: Advertising development, including pay per click advertising  

Question 1: True 

Question 2: True 

Question 3: True 

UNIT 6: Quality management. Networking with tour operators and stakeholders 

Question 1: True  

Question 2: False 

Question 3: False 

  



 


