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How to make your

(Online) Branding and

Marketing Activities

Powerful?



The Power of Being of Service



What is the quality of your 

internet services?

Online Branding and Marketing
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Quality Criteria & Critical Success Factors

UNWTO Destination Web Watch Website Audit:

ca. 150 quality criteria and critical successfactors

in the following categories:

• Accessibility & Readability

• Identity & Trust

• Customisation & Interactivity

• Navigation  

• Findability & Search Engine Optimisation 

• Technical Performance





The UNWTO Destination Web Watch 

Strategic Wesite Evaluation defines the quality of

a website defined in terms of the quality of the

services offered via that website

• Information Services

• Contact Services

• Transaction Services

• Entertainment Services

• Relationship Services

Quality Criteria & Critical Success Factors



http://www.ireland.com/nl-nl




The Power of E-mail Marketing



The Power of Email Marketing



The Power of Content:

Owned, Earned and Paid



E-marketing & Content Marketing

E-marketing is very much about

the marketing of content :

“getting the right content 

in front of the right person 

at the right device 

at the right point in their decision-making process

to drive the right action”.
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Owned, Paid, Earned Media



The convergence of paid, owned and earned media
Source | Altimeter | The converged media imperative: how brands must combine paid, 
owned and earned Media (2012)

Owned, Paid, Earned Media



Example of a hub-and-spoke inbound marketing architecture 
Source | MarketingSherpa and Melba | Inbound Marketing Handbook. Synchronize search, 
social, and content to get found more often, more effectively, by more customers (2012

Owned, Paid, Earned Media



E-marketing & Content Marketing

E-marketing is very much about

the marketing of content :

“getting the right content 

in front of the right person 

at the right device 

at the right point in their decision-making process

to drive the right action”.



Augmented Reality - Layar

Source | Layar | www.layar.com

http://www.layar.com/
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The Power of Collaboration:

Product Market Partner Combinations



It is the role of every DMO to build and operate partnerships with:

• tourism suppliers in the destination in order to take potential customers 

to, or go through, the point of sale; and 

• tour operators and agents, to give sales support and leverage 

additional business by encouraging them to sell the DMO’s destination 

rather than a competitor. 

It is also vital to find strategic partners to:

• share e-marketing tasks and to spread the costs and risks;

• help to avoid fragmented budgets and propositions in all media;

• meet trends in lifestyle and offer strong brand experiences by working 

with a group of complementary product and service providers;

• reach the maximum potential customers;

• leverage brand equity; and

• share research and market intelligence.

Product Market Partner Combinations (PMPC)



The internet allows you to collaborate on an unprecedented scale with 

others in developing and sharing the destination brand. 

However, a destination cannot be all things to all people. 

A strong focus is required, for example, by: 

• developing a range of specific themes or brand experiences for 

specific target groups;

• placing offerings in clusters of products, activities and services 

appropriate to the purpose for which a target group visits the 

destination and conveying their own particular emotional appeal; and 

• developing PMPCs by bringing partners together around these clusters.

These include partners from the tourism sector but also from sectors 

adjacent to tourism to attain the best possible promotional and 

competitive power.

Product Market Partner Combinations (PMPC)



Source | http://www.visitbritain.org
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Preparing for the Future

Cross Media Concepting

• Is defined by one concept and one plot broadcasted
through a multitude of media channels

• Is characterized by crossfertilisation of media (internet, 
film, television, radio, journals, mobile etc. and live 
events) on behalve of the communication objectives

• Uses media specific meanings and messages form 
integrated story

• Takes into account the audience participation and
emotional involvement

• Should be based on a strategy characterized by:
storytelling, usability, co-creation, medium specificity, 
relevance

• Important for brand building



The Tourism StoryLAB
®

is dedicated to 

• Narratology,  the field of study that specializes in storytelling

• The development and exchange of knowledge about cross 
media storytelling as a branding, marketing, innovation and 
organisational management strategy and tool,

• Bringing together researchers and practitioners and offering 
knowledge on best practices, consultancy and training.

More information: www.tourismstorylab.com



The Power of 

Working with Personas



UNWTO-ETC Handbook on  Tourism Market 
Segmentation - Maximising Marketing Effectiveness |
UNWTO 2007

Marketing Segmentation



Consumers long for Personalisation and Belonging



• Personas: create 

profiles and fictional 

descriptions of 

representative 

customers/users

• Scenarios: write short 

stories about specific 

visitors with specific 

goals; also ask focus 

groups to write 
scenario’s

Working with personas and scenarios

http://www.usability.gov/methods/

analyze_current/personas.html#CreatingaPersona





Working with Personas

A persona is a fictional character created to represent an 
actual group of customers.

To develop personas:  

• Use your understanding of the visitors to your destination 

i.e. the research you have done on your target markets 

and the segmentation profiles you have developed. 

• Select the traits that are most characteristic of these 

visitor/user groups and construct profiles that are as 

detailed as possible.

• Make the personas come ‘alive’:

• Give each persona a name (e.g. Sue, Surinder or Sam).

• Find an appropriate photo.

• Use the psychographical information you have and 

describe values and lifestyle and provide demographical 

information such as age, gender, ethnicity and marital 

and family status.



Working with Personas

• Elaborate on the persona by describing level and type of 
education, interests, job title, major responsibilities, and a 

typical day in the life. 

• Include a quote: something that he or she might be heard 

saying (and that ideally relates to what you offer). 

• Describe what you know of the media habits of this 

persona.

• Develop the personas further so that you become well-

equipped to develop the best e-marketing strategy for 

each of them. Ask yourself, for example:

• Which tasks are they trying to perform? What questions do 

they have? What are their needs, wishes, and 

expectations? 

• What devices and systems do they use, when and where? 



Working with Personas

• What do you know about their online behaviour? How do 

they find your content? How do they search and which 

keywords do they use? What social media do they use 

and how?

• What are their turn-offs? Are they bothered by privacy 

concerns? Do they disengage when confronted by 

certain forms of advertising?      

• Review the personas regularly. Allow them to ‘grow’ in 

terms of your knowledge about them and allow them to 

grow on you and all they benefit in the organization. 

• Maintain them with ongoing analysis and measurement, 

using the data collected in your CRM system, online 

engagement monitoring tools, and the knowledge 

provided in chapters 19 and 20 on Measurement and 

Evaluation and Web and Social Analytics.



Strategy & Planning: Useful Frameworks

Example of a hub-and-spoke inbound marketing architecture 
Source | MarketingSherpa and Melba | Inbound Marketing Handbook. Synchronize search, 
social, and content to get found more often, more effectively, by more customers (2012



Source |The content grid v2 infographic by Eloqua
and JESS3 |Eloqua and JESS3 (2012), From content 
to customer, (Electronic), available: 
http://www.slideshare.net/Eloqua/from-content-to-
customer-by-eloqua-jess3

Strategy & Planning: Creating a Content Grid



Thank you
for your attention

Karin Elgin-Nijhuis
karinnijhuis@team-tourism.com
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Source | http://lmd.unwto.org/en/poster-competitor/polska-come-and-find-your-story



Source | http://www.poland.travel/en-gb/



Trends in Technology and Consumer Behaviour

Can you think of a trend 

not mentioned and included yet

in the Handbook?



quantified self       wearable computing                   
internet of things   self-tracking     lifelogging

body hacking self-quantifying

auto-analytics sousveillance
activity monitoring human enhancement

quantified mind  cognitive tracking body media 
quantified self       wearable computing                                 

internet of things   self-tracking lifelogging

self-quantifying body hacking personal informatics

sousveillance auto-analytics

activity monitoring

human enhancement body media 
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Destination Branding

 Philippines. More than the usual

 Where Else But Queensland

 Amazing Thailand – Experience
Variety

 Amazing Thailand. Dreams for all

seasons

 Estonia. Positively Transforming

 Greece. Beyond words

 Lancaster. It’s a real pleasure

 Cyprus. The Island for All Seasons

 Cyprus. A whole world on a single 
island

 Andalucia. There’s only one

 Latvia. The Heartland of the Baltic

 Ireland. The Island of Memories

 Live it. Visit Scotland

 New South Wales. There’s no place
like it

 Kerala. God’s own country

 Montenegro. The pearly of the 
Meditterranean

 Haiti, the pearl of the Antilles

 Sri Lanka, pearl of the Indian Ocean

 Madeira, pearl of the Atlantic

 I Feel Slovenia. Slovenia

 Likeable Lithuania 


