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Welcome to your customized toolkit for navigating the world
of tourism marketing! Whether you're just starting out or
looking to enhance your existing efforts, this toolkit is here to
guide you step by step. We've simplified complex strategies
into easy-to-follow advice so that you can confidently promote
your unique experiences and connect with travelers. Let's
embark on this journey together and unlock the potential of
your small business in the world of tourism.

DISCLAIMER

This document was produced for review by the United States Agency for International Development. It was prepared by International Development Group LLC (IDG)
for the Indo-Pacific Opportunity Project, task order number 7200AA19F00024. The contents of this report are the sole responsibility of IDG and do not necessarily
reflect the views of USAID or the United States Government.
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What is Hosted or Curated Travel?

A hosted or curated experience refers to a specially
designed and organized activity or tour that offers
participants a unique, tailored insight or perspective. Unlike
standard tours, these experiences are often led by local
experts or enthusiasts who share in-depth knowledge,
stories, and personal touches, ensuring that participants
enjoy an authentic and memorable adventure.



\
-
J'p:l. -FL

Unlike the predictability of
traditional travel, which follows

well-trodden tourist paths, curated
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travel delves deeper into
personalization, crafting journeys
that resonate with a traveler’s
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From the curator's lens, it's about
meticulously designing an itinerary,

selecting exclusive locales, and
ensuring every detail aligns with the
traveler’s preferences and interests.
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| For the traveler, it's embarking
on a voyage where every moment

feels bespoke, every destination
has a story tailored to their
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intrigue, and every experience is
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distinctively theirs. =




1t’s not just travel

1t’s a narrative

atwaiting to unfold _ *

..'.‘i'
"y
XY 1!L 'i1i|1

i':,ti. |
S |
crafted
e R
; I‘I"-é, . - "

| Y ol ' 7 =

‘- .1 I:-gl ' 13 h
h ”'
chn. |



’i Travelers eager to share their travel stories on soaal

| media platforms have also aided in the growth of this

sector W|th people wantmg “bragging rights’’ over e 5
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Instead of visiting crowded tourist destinations,
travelers get to explore hidden gems and off-the-
beaten-path locations. They get to experience the
local culture, cuisine, and lifestyle, and get a
deeper understanding of the destination they are
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Experience Seekers. \ ;

They prioritize experiences over mere \ .
- sightseeing. They're looking for depth, s ‘1
L immersion, and a personal connection to the
‘ ﬂ places they visit.
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experienced traditional 3

tourist hotspots and are nOVLP

seeking something unique
and off the beaten path.
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Affluent
Demographics:

While not exclusively the domain
of the wealthy, curated travel can
sometimes come at a premium.
As such, many of these travelers
are financially comfortable and are

willing to pay extra for a tailored (3

experience.




Digital Natives & '

Influencers:

With the rise of social
media, many travelers want
to share unique content.

Bloggers, vloggers, and {

influencers often look for
curated experiences to
differentiate their content.
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Cultural Enthusiasts:

These are travelers who deeply |
appreciate local art, history, and
culture. They'd prefer a local |
cooking class over a restaurant meal
or a local crafts workshop over a

- . souvenir shop.
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Age Group:

While curated travel appeals to |

"

many age brackets, it's notably
popular among millennials and |
Gen Z, who prioritize experiences. 1 I
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Groups: -,

ﬁ . This includes bird watchers, food
“ enthusiasts, history buffs, etc. & ﬂ'
They Iook {o]y trlps that cater to
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Eco and Responsible Tra\relers*

Those who are conscious about thelr - u




- Busy Professionals:

[~

A\ plan intricate trips but want an

People with demanding jobs

who don't have the time to

in-depth experience when they
take time off.



Many solo travelers seek curated experiences to

ensure safety, make the most of their time, and

meet like-minded individuals or locals. -
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\ ¥




Adventure Seekers:

~. These are individuals looking for

adrenaline-fueled experiences, whether
% — it's trekking in remote areas, diving in

p.

7+ unique underwater sites, or other (..~

r?1
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Honeymooners & Couples:

- Those looking for intimate, unique, and
memorable experiences to celebrate their -

union or anniversaries.
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In essence, travelers

seeking curated pg O

experiences are
those who want g
' more than just a .N

\

vacation. il f

W\




B

'-.h ! ‘

- =l
it o
: =7
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journey that resonates,

’ educates, and creates

> i
" . lasting memories. .\!‘ - -
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CURATED EXPERIENCE SEEKERS ARE
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Personalized ltineraries:

Tailored destinations, activities, and

accommodations that resonate with the

] F, ﬁ‘ ¥ i 1 -l'l
b -a..l-".pf"-l-,':'! e N ,.l-..-f . A: 1'“"" .

ottt B s | ﬂ‘"’ i*'*f‘

h i ."I. *-'r

"'r 3 Sl 27

' : in'-' b e -

F.II i I, l'- F &4 1 yr
' ﬁ."ﬂ' .

. ] ] !|_' i "I-il',' ; 1 |"
| n.!*n-f.“} 3 é
. s ; }. -l.,.h..:.l_ ! e
k Ve m.t:.-“n-: “ﬁ:-.
. e

‘T TP 8 A e i ,ﬁ;— T 3""’“‘ .

R "'_ R o T . Vs
] ¥ - ?'E""" - = I W 1‘# e y 3 |.“|_ Y . i, : . 4y L "
w"ﬁ ‘ L] AT - L F r-t_ 5 B .“.'l-. r ; t'\-.i*._l B L W b L e S
= ) { RN : : + TR ./
' :. n.r : 8 ':L . | I '\'r"':-" i -"'_ i i
i '_"i-"'\'ﬁ-'{ 01 iy I‘ A\ ¥ - a ~
W) o

-8

=P
gy
= 1 1
i

GEAME SRl

A
!

T,
v A




- N o
S = ,
=

.

<
‘!' .

o A

Access to unique activities and experiences not

open to the general public, ensuring an intimate

and unique journey.
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Flexibility:
The freedom to decide travel
dates, destinations, and activities,

' allowing for a more relaxed and »
individualized experience. }é el 5
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Local Connections:

Engagements with local @

RaeE residents, artisans, and experts, ;__
fostering genuine interactions £ s
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cultural immersion.
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Gastronomic Delights:
Tours that highlight regional culinary

styles, blending both fine dining and
hands-on culinary activities.
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| Cultural Exploration:

“w

Guided tours of historical

landmarks, museums, and iconic =
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B Customizable Leisure:

Wi ith options like "Design Your Time", travelers have the

luxury of getting a private tour crafted by a concierge or
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- choosing from a curated menu of activities.
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- Desire for Authentlc Experiences: | |
. Modern travelers crave genuine experiences that —
< immerse them in local cultures rather than just -
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Rise of Social Media:

With the ubiquity of social )
platforms, there's an amplified
drive for travelers to seek and
share unique, "Instagrammable”

|
: '

moments.
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Information

Overload: |

In the age of endless online
information, the appeal of |
curated travel lies in its promise |

of a personalized, stress-free i
planning process. '
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Increasing Affluence:

A growing global middle class is
willing to allocate more funds for
bespoke, premium travel _
experiences instead of generic

packages _.‘ '
! @ d\\)l




Evolving Technology

Technological advancements, especially in Al and
data analytics, empower travel firms to craft more

individualized travel experiences, matching specific
/| traveler preferences.

H










Luxury Travel Agencies:

opulent and often exclusive itineraries,

.ﬂ‘-__' ’ -

emphasizing luxury accommodations,

transport, and experiences.




1 Niche Experts:

¥ Companies that focus on specific

niches, such as gastronomy, wildlife,

£
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emphasize in-depth experiences in (&8

or adventure. Their curated trips

their niche area. [[RSSEFNCIGPIREE
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Platforms: "™

Platforms that allow locals to offer
unique experiences or tours in their
region. These tend to emphasize |
authenticity and direct interactions

o,

with local experts or enthusiasts.
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Cultural &
Educational Tour

Operators:

i

These focus on intellectual or
cultural enrichment. Trips are

often led by experts, such as

historians, scientists, or artists.
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Bespoke Travel Planners:

These are often smaller outfits or individual
consultants that craft personalized itineraries
based on extensive discussions with the traveler.




Networked
Affiliates:

Consortiums or networks of
travel agencies and professionals

that collaborate to offer luxury G

and experiential travel, leveraging &
shared resources and
partnerships.




Wellhess & Retreat

Organizers: -

Those specializing in curated
experiences centered around

wellness, spirituality, or personal
growth, such as yoga retreats or

wellness spa journeys.
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Adventure & Exploration Specialists:

Companies that emphasize adventure, whether it's trekking in

remote locations, diving expeditions, or other adrenaline-pumping

1 | ifﬁ \-

activities.
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Eco & Sustainable Tour

Operators:

Focuses on curated trips that are both

R —-—-u-___“_
'l-..___‘

environmentally friendly and socially &
responsible, often immersing travelers in ’

| nature or local communities. -



Tech-Driven

Personalization |

Platforms:

ﬁ = .:’h'-.__'r
Using advanced technologies, these NG

platforms might leverage Al or big data to

suggest or craft personalized travel &

experiences based on user behavior and T

preferences.
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Membershﬁa Based Agenic‘irés:

- These require travelers to be members. They often

provide exclusive benefits, insider access, or trips based



Pop-Up & Temporary

Experience Providers:

These offer one-of-a-kind, often temporary

~to

-
e

o

experiences, like pop-up accommodations in
untouched locations or limited-time events.
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https://blog.luxurygold.com/curated-experiences/
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https://blog.luxurygold.com/curated-experiences/
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https://blog.luxurygold.com/curated-experiences/
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https://blog.luxurygold.com/curated-experiences/
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Clients encounter manta rays with a world-renowned expert during a superyacht-based discovery.
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Magical
Extraordinary
Journeys
Salar de Uyuni. A breathtaking discovery on a journey across the South American continent.
BOLIVIA e @ %




STORIES CONTACT

T}SED ON A TRUE STORY SERVICE EXPERIENCE

b n'09°AJ OlSanJjeuopoasey

Magical
Extraordmary
Journeys

Wath the help of a young elf, ¢
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ASED ON ATRUE STORY

Magical

Extraordina

 Journeys. '/

Local village children re-enact an authentic Kecak dance in a remote mounta
BALI

SERVICE
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The first of several dramatic and defining events unfold on a honeymoon, following the gift of a magical key. - @ X,
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A Quest to Stop Eternal Darkness
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Magical
Extraordinary

Journeys '
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STORY SERVICE EXPERIENCE WHERE TEAM =sTORIES CONTACT

Magical , =
Extraordinary * #
Journeys

A surreal evening of entertainment set amongst the ancient temples of Bagan.
BURMA
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Magical

Extragrdinary
Journeys:

Superyacht discovery of the enchanted islands of Indonesia’s West Papua during a round-the-world honeymoon. ke e L
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Across a Continent by Private Jet by Abercrombie & Kent
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Celebrating the Art of Adventure: Across a Continent by Private Jet by Abercrombie & Kent

77
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perfect for
curated or hosted
experiences.
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£ Rich Cultural Tapestry: g
Ed \WVith a history spanning over 2,500 years, Sri
Lanka has a wealth of cultural sites, including

Heritage sites of Slglrlya, Polonnaruwa, and the

ANr—— | e i e S T o
LE !

S sacred city of Anuradhapura. K
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== Diverse Landscapes:
From the pristine beaches of Mirissa and
Trincomalee to the misty highlands of Nuwara

Eliya and Ella, and the lush rainforests of
Sinharaja, Sri Lanka provides a diverse range of

backdrops within close proximity of each other.




Unique Wildlife:

The island's national parks like Yala and
Udawalawe offer safari experiences where
visitors can spot leopards, elephants, and a

plethora of bird species. The coastal areas also

provide opportunities for whale and dolphin
watching.
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Authentlc Cullnary
Experiences:

Sri Lankan cuisine is a flavorful blend of local

spices, fresh produce, and centuries-old recipes.

Curated gastronomic tours can introduce travelers fu'

F 1
to street food, home-cooked meals, and cooklng “rf':’
; ' T:l’ u*.
classes with local chefs. P ‘ bt
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raditions:

From traditional mask making and batik crafts to

.

Kandyan dance and drumming, Sri Lanka's

@ for the culturally curious.
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The country has been increasingly focusing on
eco-tourism and sustainable practices. Travelers
can stay in eco-lodges, participate in community-
driven projects, and explore organic farms.
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Spiritual Journeys:

Sri Lanka is home to multiple religions, and places like Kandy's Temple of

the Tooth and the serene Dambulla Cave Temples provide opportunities

for spiritual exploration and meditation.

86
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Adventure Opportunities:
Whether it's surfing in Arugam Bay, hiking the

Adam's Peak, or white-water rafting in Kitulgala,
the island has plenty to offer adrenaline seekers.

87
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Bespoke Wellness Retreats:

Drawing from Ayurvedic traditions, Sri Lanka ’
offers wellness retreats that blend spa

treatments, yoga, and holistic healing practices.




hospitality, making curated experiences even \

more special with genuine human connections.
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IS POTENTIAL TO DEVELOP
i S - HIGHLY DIFFERENTIATED & VIBRANT
- CURATED OR GUIDED EXPERIENCES IN

- EVERY PROVINCE ACROSS THE ISLAND.
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REMEMBER, CURATED EXPERIENCES ARE ALL

ABOUT THE GUEST & HOW THEY WANT 10O
EXPERIENCE WHAT WE HAVE TO OFFER.
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Extreme cycling experiences.
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|. Prioritize Authenticity: Ensure that the
experiences you craft reflect the true essence of
the locale. Work closely with local communities,
artisans, and guides to offer genuine, grassroots
experiences.

2. Continuously Research and Innovate: The
travel landscape and traveler preferences
evolve. Stay updated with global and regional
trends, and be prepared to innovate and adapt
your offerings accordingly.

3. Establish Clear Communication: Clearly
communicate the itinerary, inclusions,
exclusions, safety measures, and any other
necessary details to travelers to set the right
expectations.

4. Prioritize Sustainability: Integrate eco-
friendly and sustainable practices in your
operations. From sourcing to disposal, ensure
that your activities have minimal negative
impact on the environment and local
communities.

5. Personalize and Be Flexible: Recognize that
every traveler is unique. Allow room for
personalization and be prepared to adapt based
on client feedback or unforeseen
circumstances.

6. Build Strong Relationships: Establish robust
connections with local communities, suppliers,
and other stakeholders. Engage in partnership
models that ensure benefits for all involved

arties.
p 136



I. Avoid Over-Tourism: Avoid adding strain to 4. Don't Make Assumptions: Don’t assume all

already overcrowded or fragile destinations. travelers have the same interests or needs.
Instead, look for off-the-beaten-path Invest time in understanding your target
experiences or visit popular spots during off- audience and their preferences.

peak times.
5. Avoid Being Static: Don't rely solely on one

2. Don't Compromise on Safety: While it's successful model or experience. The travel

tempting to offer adventurous experiences, industry is dynamic; what works today might

never compromise on the safety of travelers. not resonate tomorrow. Be open to change.

Ensure all activities adhere to international and

local safety standards. 6.Don’'t Overpromise and Underdeliver:
While marketing is essential, avoid

3. Avoid Cultural Insensitivity: Be cautious not exaggerating the experience. Always aim to

to turn sacred rituals, traditions, or sites into meet or exceed the expectations set by your

mere tourist spectacles. Always approach promotional materials.

cultural elements with respect and sensitivity.
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You've done something incredible by creating a one-of-a-kind
tourism experience that's all your own. We're thrilled for you!
But guess what? The adventure doesn't stop here. Now's the
time to spread the word about your awesome experience and
connect with fellow travelers. Get ready to unlock the secrets
of successful marketing through our toolkit - it's like a
treasure map to help your business shine!

138



This section will walk you through the essentials of creating a
basic marketing strategy for your business.

From understanding your audience to choosing the right

channels, you'll be equipped with the tools to showcase your
unique experiences.

139



This marketing toolbox will
simplify 4 key areas of learning
which are critical to your success.



TRAVELER PERSONA CUSTOMER JOURNEY MARKETING PLAN MARKETING MIX
MAP

2
A fictional A traveler's complete A Marketing plan Your marketing mix
representation of experience with your outlines strategies cEREiETE G e
your ideal traveler, business, from the moment and tactics to e arart G el
based on regearch they discover your offermgs prompte your travel you'll use to reach
and data, helping you | to t.he after-trip business, attract the goals outlined in
understand their !ntergct|ons. It hglps you cgstomers, and your Marketing Plan.
needs, preferences, identify touchpoints and achieve your goals.
and behaviours. iImprove their overall 141

journey.
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When it comes o marketing
everything starts
with your customers?



Knowing your customer is your
key to unlocking growth.



By understanding their needs, desires, and
expectations, you'll be equipped to create
experiences that truly resonate. When you
know your customer well, you're not just
offering a service; you're crafting a tailored
journey that makes them feel seen, valued, and
excited. So, get ready to dive into their world!
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How do you get to
know your customers
and your potential
customers better?




. Talk to Your Guests: Have friendly chats
with your visitors to learn what they love
about their experiences.

2. Social Media Exploration: Join online
groups of people interested in your niche. See
what topics excite them and what they're
discussing.

3. Competitor Insights: Check out comments
on your competitors’' pages. It can give you a
sneak peek into what travelers are looking
for.

4. Google Trends & Questions: Search for
trends and questions like ‘curated travel
trends’'. This can show you what's hot and
what people are curious about.

5. Reviews Tell Stories: Read reviews on
platforms like TripAdvisor. They often hold
nuggets of what guests enjoyed most.

6. Observe and Learn: Watch how your

guests react during experiences. Their
smiles and questions can guide you.
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Remember, what people like and
don’t like can keep changing so
make knowing your customer a

lifelong priority!




Traveler personas
are a great way to profile
your perfect customers.




Step One
Create and maintain
traveler personas.




A Traveler persona is like a friendly sketch that helps you
understand your typical customer. It shows their age, what they
like, where they're from, and what they want from travel or your
business. This helps you know how to make them happy and offer
what they need. Each persona represents people with similar
needs, wants, and behaviors.
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You can collect information to develop your traveler
personas by;

Talking to guests.

Exploring social media.
Observing your competition.
Reading reviews.
Researching google trends.
Observing and learning.
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Here are a few samples to help
you get started...



British Foodie - Oliver (Age: 32) Oliver is a 32-
year-old culinary journalist from London, England.

JINVE 39VINI Odd VANYO

A passionate food lover, he's always chasing the
next delicious bite. Oliver's primary objective in
visiting Sri Lanka is to explore its rich gastronomic
heritage, from bustling local markets in Colombo
to traditional "kade" (shops) in rural areas. He's
particularly excited about hands-on experiences
like traditional rice and curry cooking classes,
toddy tapping, and tasting fresh seafood at coastal

towns. Oliver wishes to document his culinary

journey for his YouTube channel, highlighting thg

. You can collect your
diverse flavors and textures

that make Sri Lankan cuisine so unique. information like this as

simple little profiles.
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Australian Adventure Seeker - Mia (Age: 28) Mia
is a 28-year-old environmental scientist from
Sydney, Australia. When she's not working, she's
hiking, surfing, or scuba diving. Sri Lanka's appeal
for Mia lies in its natural wonders and adventure
opportunities. From climbing Adam's Peak at
dawn and surfing in Arugam Bay, to diving in the
coral reefs of Trincomalee, she's eager to
embrace it all. Her travel vlog is centered on
eco-adventures, where she'll shed light on Sri
Lanka's rich biodiversity and the importance of
sustainable tourism.

155
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Canadian History Buff - Aiden (Age: 30) Aiden, a
30-year-old history teacher from Toronto,
Canada, has a deep fascination with ancient
civilizations. Sri Lanka, with its millennia-old
history, beckons him. Aiden aims to traverse the
ancient cities of Anuradhapura and Polonnaruwa,
explore the mysteries of Sigiriya, and delve into
the island’s colonial past in Galle. Carrying a
diary, he intends to jot down insights, stories, and
historical snippets, aiming to create an
educational travel podcast series about Sri
Lanka's layered past. 56
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Indian Spiritual Seeker - Priya (Age: 29) Priya is a
29-year-old yoga instructor from Rishikesh, India.
Spirituality and self-discovery drive her travels.
She's drawn to Sri Lanka's serene landscapes,
temples, and meditation retreats. Priya plans to
start her journey at the sacred Temple of the
Tooth in Kandy, followed by meditation sessions
in the peaceful central highlands. She's also keen
on attending silent retreats in the jungles, learning
more about Theravada Buddhism, and finding
parallels with her own practices. Through her
blog, she hopes to share reflections on her
spiritual journey and the serenity she discovers in
Sri Lanka. 17

JINVE 39VINI Odd VANYO



MOTIVATIONS

Oliver's passion for food stems from his
multicultural background. While he has a
firm grasp of Western cuisines, the flavors
of South Asia, particularly Sri Lanka, have
always intrigued him due to his maternal
lineage. Hearing about the culinary delights
from his mother and grandparents has
fostered a deep-seated desire to explore
Sri Lanka's gastronomic landscape firsthand.

ABOUT

Oliver Trent is a 32-year-old culinary journalist hailing
from London, England. He has spent the last eight
years exploring global cuisines, documenting his
experiences in renowned food magazines and on his
popular YouTube channel, "Oliver's Epicurean
Adventures". Raised by a Sri Lankan mother and
British father, Oliver grew up with tantalizing tales of
Sri Lankan dishes, although he's never visited the
island nation himself.

Or if you prefer more

structure, you can use this

JINVE 39VINI Odd VANYO

simple template. Add e
whatever you need. :

OLIVER
JOURNALIST

PERSONALITY

Curious and adventurous, Oliver isn't one to shy

GOALS

During his Sri Lankan journey, Oliver aims to:

|.Dive deep into traditional Sri Lankan
cooking techniques by collaborating with
local chefs and home cooks.

2.Explore regional variations of popular
dishes and document the unique flavors
of each province.

3.Participate in traditional food-related
events, like coconut harvesting or fishing
with local fishermen.

away from trying new dishes, no matter how unusual

they may seem. He's also meticulous in his

AGE : 32

documentation, often diving deep into the history,
cultural significance, and preparation methods of each

GENDER : MALE

dish. His warm and engaging nature, paired with a

good sense of humor, makes him a favorite among

NATIONALIT : UK

his followers.

Y
MARITAL : SINGLE
STATUS



MOTIVATIONS

Add

NAME
OCCUPATION PERSONALITY

Add
AGE

GENDER

NATIONALIT ¢

Y
MARITAL
STATUS




Now that you know who your customer is
or who you want as new customers its
time to understand how they plan their
travel and how they can get to know
about your business.



Step Two
Customer Jjourney Map.




Imagine you're a detective solving the mystery of what
travelers want. A customer journey map is your
magnifying glass! It's a special tool that helps you follow
the steps travelers take when they discover, explore,
and enjoy your tourism experience. This map helps you
understand what makes them excited, curious, and
satisfied along the way.
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Why it's awesome!

Clear Pathway

It lays out the journey step
by step, helping you see
where travelers need
support and where they're
having the most fun.

Better Decisions

With this map, you can
make smart choices on
how to create content,
offer services, and connect
with your customers.

Happy Travelers
By knowing their
journey, you can make
their experience
smoother, more
enjoyable, and
unforgettable.
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Let's understand this tool
better and look at an
example.




Customer
Journey Map

Stages

Actions

Emotions

Touchpoints

~®
4" ‘

9

2

165
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Customer
Journey Map

Stages

Actions

Emotions

Touchpoints

This is where
you list the
different stages
of a trip - from
discovering the
destination to

going on the trip

and returning
home.

This is where
you add in the
actions people
take at every

stage of the trip.

This is where
you add all the
emotions
people feel at
the different
stages of the
trip.

This is where
you list the
different
channels or

touch-points
where your
business can
reach people at
the different

stages of the
trip.

166
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Sample
CUStomer jou rney Map CONTINUED ON NEXT SLIDE

<
Stages Actions Emotions Touchpoints PRO-TIPS Q‘

Get to know Comes across a viral food video from Sri Lanka Intrigued, Inspired YouTube, Social Media Collaborate with food vloggers or chefs in Sri Lanka to ,
on YouTube. showcase local delicacies. Highlight unique Sri Lankan
"That sounds flavors.
interesting!"
Want to learn Searches for traditional Sri Lankan recipes and Curious, Researching Food Blogs, Culinary Share authentic recipes and the stories behind them. Offer
renowned food spots. Websites insights into the culinary heritage of various regions.

"I want to know more!"

Analytical, Hopeful Ensure that local food establishments encourage and collect

Reads reviews of restaurants and street food TripAdvisor, Food

hubs in different regions of Sri Lanka. " _ Review Sites
Hmmm... which one

Check out options reviews. Maintain quality and authenticity in culinary offerings.

should | choose?"

Excited, Planning Tour Booking Sites, Offer or collaborate with culinary tours that provide immersive

Plan to go Looks for culinary tours or cooking classes in Travel Agents experiences. Highlight hands-on cooking opportunities.

Sri Lanka. | ,
| am so excited to

explore this island!"
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Sample
Customer Journey Map

Stages Actions

Emotions

Touchpoints

‘4
PRO-TIPS A » QA

Book the trip Books a culinary tour package focusing on
traditional Sri Lankan dishes.

Confident, Anticipatory

“l can't wait to start this

Journey!”

Travel Agencies, Email
Confirmations

Provide clear itineraries with a mix of well-known
and off-the-beaten-path food destinations.

7

Have the trip Tries regional dishes, attends cooking classes,

interacts with local chefs.

Joyful, Inspired

"This is such a memorable
experience!"

On-ground Experiences,
Cooking Classes

Offer opportunities for him to cook with locals or
attend specialized workshops. Showcase regional
culinary diversity.

Writes articles, creates videos, and shares his

Return home , , :
culinary journey on social platforms.

reflective, Proud

"I want to come back for
more!"

Personal Blog, Social
Media, Magazines

Engage with his content, sharing it further. Foster
partnerships for future culinary collaborations.

Tell everyone Considers exploring other regional flavors and
culinary traditions on a return visit.

Satisfied, Hopeful
"you have to try this - it's
incredible!"

Emails, Booking
Platforms, Feedback
Forms

Provide insights into other culinary regions or lesser-
known dishes. Encourage feedback and offer incentives
for return trips.
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Every detail, from their initial inquiry to their final farewell, is a
testament to your commitment to your guest's happiness.

Your role isn't just about showcasing sights; it's about
weaving emotions and connections. It's the assurance of
safety, the warmth of the welcome, and the genuine care
you infuse into each encounter that makes them not

just guests, but cherished members of your journey.

And it's this exceptional experience that leaves an

the impression so profound that they eagerly anticipate
returning, sharing stories, and embarking on another
unforgettable chapter with you.
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Once you have a good Customer Journey Map
developed and have identified all the most relevant
and impactful touchpoints, you have the
framework for your winning Marketing Plan!
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Step Three
Marketing Plan.




CANVA PRO IMAGE BANK
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A marketing plan is like a roadmap that helps you
promote your business. It's a plan that shows you
what to do to reach more people and tell them about
the great things your business offers. It's like a guide
to make sure you're doing the right things to attract
customers and make your business successful.
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MARKETING
PLAN

DEFINITION

Your objective is the big goal.

PRO-TIP

Set clear, measurable, and

SAMPLE \ i

(QA

Increase bookings from curated experience seekers
like Oliver by 40% within a year.

OBJECTIVE .
achievable goals.
The specific group of people who are Go back to your traveler personas - | Digital nomads such as Oliver. :
TARGET AUDIENCE most likely interested in your travel identify the most lucrative and 2.Millennials seeking unique adventures.
offerings. relevant ones for your business. 3.Eco-travelers and cultural enthusiasts.
The way you communicate your Analyze your customer journey map; "Discover Sri Lanka, Your Way: Tailored
travel experiences and offerings to communicate simply, and narrate stories. Journeys Await!"
MESSAGING your potential customers.
The different ways you use to reach and Meet audiences on their platforms - ;‘IS\?CEI r_l/_led'al(gsmgram’ TikTok, Linkedin).
CHANNELS interact with your potential customers, use catchy content for social media - yiene fravel Blogs.
like social media, websites, and emails. and detailed for blogs. 3-YouTube Channels.
4.Email Newsletters.
The money you set aside to spend on Set a goal-aligned budget; impactful USD xxx for boosting on social, quality
BUDGET your marketing activities and results don't always require huge content, and website marketing.

strategies.

spending. Prioritize smartly!

ACTION PLAN

A step-by-step quide that outlines the
specific tasks and activities you need to
do to achieve your marketing goals.

Divide tasks into steps, assign duties
and deadlines for efficient completion.

Bi-weekly social posts, collaborate with
wellness bloggers, YouTube videos,
podcasts, and email newsletters.

&
& MEASUREMENTS

Tracking and evaluating how well your
marketing efforts are working and if
you're achieving your goals.

Utilize Google Analytics and social
insights to measure strategy success and
adjust accordingly.

bookings, website traffic, content
engagement, customer reviews and
feedback.
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Set Specific Goals:
Define clear and
specific objectives to
work towards.

Break Tasks Down:
Divide big goals into
smaller, manageable
steps.

Stay Positive: Focus
on achievements,
visualize success, and
maintain a positive
mindset.
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Step Four
Marketing Mix.




Your marketing mix consists of the
different channels you'll use to reach the
goals outlined in your Marketing Plan.
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You find these channels or touchpoints
when you develop your Customer Journey
and you list them under ‘channels’ in your

Marketing Plan.
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The right
marketing

mix
for you is...




Website Marketing
Content Marketing
Social Media Marketing
Feedback and Reviews

Email Marketing

User Generated Content
Online Booking Platforms
Local Partnerships

Sustainable Practices

This is the
marketing mix that
is most effective
for your business.
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A website is like your business’s online home. It's a place
where people can come to learn about what you offer,
where you are, and how to get in touch with you. Having a
website is important for your small tourism business
because it helps travelers find you easily, learn more about
your unique experiences, and decide to book with you. It's
like having a virtual welcome center that's open 24/7!
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HOW TO APPROACH WEBSITE

MARKETING
PLAN

BUILD

OPTIMIZE

Set Clear Goals: Think about what you want your website to achieve.
Do you want to showcase your unique tourism experiences, attract
more customers, or provide helpful information.

Choose a Platform: Pick user-friendly
platforms like Wix or WordPress with
pre-designed templates.

Use the Right Words: Include words on your website
that people might use when looking for what you offer.
These are called keywords.

Identify Your Specialties: Define what makes your business
unique. Highlight what sets you apart from others and showcase
those aspects on your website.

Select a Domain: Choose a name for your
site that reflects your business.

Pictures with Names: Give your pictures names that
describe what they show. This helps search engines
understand your content.

Know Your Audience: Understand who your target customers are
and what they are looking for. Tailor your website content to their
needs and preferences.

Customize Content: Add your pictures,
descriptions, and contact details.

Describe Your Pages: Each page on your site should have
a short description that explains what it's about. This
helps search engines know what's on your site.

Enable Direct Communication: Make it easy for visitors to get in
touch with you. Link your email, chat, and social media to your
website so they can reach out easily.

Connect Social Media: Link your social media
accounts for wider reach.

Links Are Good: If other websites link to yours, it shows
that your site is valuable. So, try to get other sites to link
to yours.

Keep things simple!

Use Chat Apps: Integrate chat apps like
WhatsApp for easy communication.

Create the website, do a photo+video shoot, create
content, write blogs, boost content.

Explore Wix

Discover WordPress

Link to Resources
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https://www.wix.com/
https://growhackscale.com/seo/google-seo-tools
https://wordpress.com/?aff=27964%22

How to find Keywords

I. Write Down ldeas: List words about your
unique tourism activities, places, and what
you offer.

2. See Google Suggestions: When typing on
Google, it gives suggestions. Note these
down, they're popular searches.

3. Google Keyword Planner: This tool finds
keywords and shows how much they're

searched. It also helps you find related words.

4. Check Competition: Look at similar
businesses' websites. See what words they
use.

5. Look in Online Chats: Read travel
forums and social media posts to find
what travelers talk about.

6. Use Place Names: If your experience is
in a certain place, add that to your
keywords.

1. Try Detailed Words: Use longer
phrases, like "Best Curated holidays Sri
Lanka™ They can attract the right people.
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Here are 50 keywords for Curated Travel to help you get started!

o Sri Lanka curated tours o Sri Lanka local culinary o Sri Lanka spirrtual journeys

o Tallored Sri Lanka experiences experiences o Local-hosted Sri Lanka experiences

e Sri Lanka bespoke travel « Custom Sri Lanka beach holidays  « Bespoke Sri Lanka festivals tour

« Hosted tours Sri Lanka  Eco-friendly Sri Lanka tours « Sri Lanka art and craft experiences

« Sri Lanka private guide « Sustainable travel Sri Lanka « Personalized Sri Lanka trekking

« Customized Sri Lanka itinerary o Sri Lanka hidden gems o Tallored Sri Lanka diving adventures
« Authentic Sri Lanka journeys « Immersive Sri Lanka experiences o Sri Lanka village crafts tour

« Cultural tours Sri Lanka « Sri Lanka off the beaten path « Hosted Sri Lanka temple visits

« Experiential travel Sri Lanka « Customized Sri Lanka wildlife o Private Sri Lanka culinary workshops
« Personalized Sri Lanka adventures  safaris « Sri Lanka storytelling evenings

o Luxury travel Sri Lanka o Sri Lanka cultural immersion o Personalized Sri Lanka cycling routes
« Sri Lanka village homestays e Tallored Sri Lanka honeymoon « Sri Lanka agritourism experiences

« Exclusive Sri Lanka retreats « Boutique stays Sri Lanka « Boutique Sri Lanka spa experiences

« Unique Sri Lanka destinations o Sri Lanka luxury villas experience  « Bespoke Sri Lanka birdwatching tours
« Handpicked Sri Lanka sights « Sri Lanka holistic wellness retreats « Tallored Sri Lanka photography tours
o Sri Lanka wildlife experiences « Hosted tea plantation visits « Hosted Sri Lanka historical tours

o Sri Lanka artisanal tours « Customizable Sri Lanka surf trips o Sri Lanka Luxury Trains

« Sri Lanka heritage walks « Sri Lanka spiritual journeys 188



Here are some examples of how to use these keywords

Website Landing Page:

Discover Sri Lanka Like Never Before!

Immerse yourself in our Sri Lanka curated tours that go
beyond the usual, taking you to the heart of this island's
enchanting beauty and age-old traditions. Dive deep into an

unforgettable voyage that's designed just for you.

[Book Your Journey Now]

Packages Page
Authentic Sri Lanka Journeys

Step off the beaten path and venture into Sri Lanka's untouched
wonders. With our authentic Sri Lanka journeys, explore the
whispering tales of ancient ruins, relish the flavors of traditional
culinary feasts, and engage with the vibrant local communities. Let
each experience tell a story, crafted meticulously to resonate with
your wanderlust spirit.

[Explore Our Curated Experiences]
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MEASURING
THE
SUCCESS OF
YOUR
WEBSITE
MARKEING
STRATEGY

TIPS

Use website analytics to track
visitors and actions on your

site.

INDICATORS

Increased website traffic and

engagement.

Monitor mobile traffic to ensure

a good mobile experience.

Low bounce rates (visitors leaving

quickly).

Track conversions (booking
inquiries, sales) from your site.

Higher conversion rates.
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WHAT IS CONTENT MARKETING?

Content marketing is like sharing captivating stories with
your customers. Imagine telling them about the fascinating
culture, the amazing sights, and the unforgettable
experiences your niche tourism offers. Through blogs,
videos, and pictures, you're not just promoting your
business — you're giving travelers a taste of what they can
expect. Storytelling is a great way to create this content.
It's all about weaving narratives that engage, inspire, and

leave a lasting impression, making travelers excited to be a
part of your journey.
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SELLING

|.Talk About the Product: Selling content talks
about what a product does and how it's different.

2. Ask to Buy: It encourages people to buy or sign
up right away.

3.Talk About what you are selling: It mostly talks
about the product itself and its good points.

4.Quick and Clear: It's short and to the point, so
you know what to do fast.

5.Trying to Sell: Its main job is to get you to buy
something now.

STORYTELLING

| .Share Feelings: Storytelling content makes your
audience feel something and shares stories that feel
real.

2.Tell Exciting Stories: It tells exciting stories that get
them interested and want to know more.

3.About your audience: It's about what your audience
wants and likes, making them the important part.

4. Takes Time to Enjoy: It's longer, like a good story,
and keeps you reading or listening.

5.Building Friendship: It wants to make friends with the
audience, telling stories they like and remember.
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THIS IS SELLING THIS IS STORYTELLING

One-of-a-kind

exclusive experience of
{ the Esala Perehara -
l become a part of 1500
years of tradition.




MEASURING
THE
SUCCESS OF
YOUR
CONTENT
MARKTING
STRATEGY

TIPS

Count views, likes, and

shares on your content.

INDICATORS

High engagement on content.

Monitor comments and
feedback from

readers/viewers.

Positive feedback and discussions.

Track the impact of content
on website traffic.

Increased traffic from content sources.
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Of the 5.8 Billion Digital users in the
world today

4.8 Billion

are on social media!

Source : Statista.com



Social media is like a digital
playground where people from
around the world connect, share, and
discover. It's a space where businesses
like yours can shine! This is a place
where travelers gather to seek
inspiration, tips, and unique
adventures.



It's your direct line to travelers
seeking immersive experiences. By
sharing captivating stories,
stunning visuals, and engaging
videos, you can spark their
curiosity and draw them into your
world. Social media isn't just about
promoting; it's about building
connections and crafting a
community around your brand.

r n,
,,,,,
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The right content for the right platform is key!

The name of the platform is linked to official tutorials.

Platform

Winning Content

PRO-Tips

The content is linked to useful tutorials.

Share captivating stories, photos, and videos of your niche experiences.
Create event pages for local festivals or workshops. Engage with travelers

Facebook for Tourism |

tourism experiences. Use trends and challenges to connect with a younger
audience.

FaceBook Facebook for Tourism 2
through comments and messenger.
Facebook for Tourism 3
Post stunning visuals of your destination, activities, and behind-the-scenes I .
nstagram for Tourism |
Iﬂi Instagram moments. Use hashtags to reach a broader audience. Instagram Stories are perfect Instagram for Tourism 2
' for showing a day in the life of your business. Instagram for Tourism 3
Create short, engaging videos that highlight unique aspects of your niche TikTok for Tourism |
TikTok TikTok for Tourism 2

TikTok for Tourism 3

X (formerly Twitter)

Share quick updates about your business, upcoming events, and industry news.
Use relevant hashtags to join conversations and increase visibility.

X for Tourism |

X for Tourism 2

X for Tourism 3

Create boards showcasing your destination's beauty, travel tips, and local

Plnterest for Tourism |

X
>

Pinterest attractions. Include pins of your offerings, along with related content like Plnterest for Tourism 2
recipes or DIY guides. PInterest for Tourism 3
Share videos that provide virtual tours, travel tips, and showcase your niche ,
. : . . Youtube for Tourism |
Youtube experiences. Upload tutorials, customer testimonials, and vlogs to engage

viewers.

Youtube for Tourism 2

Youtube for Tourism 3
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https://web.facebook.com/business/help/750972751742803?id=221593351918232&_rdc=1&_rdr=
https://help.pinterest.com/en/guide/all-about-pinterest
https://help.twitter.com/en/using-twitter/create-twitter-account
https://www.tiktok.com/safety/en/new-user-guide/
https://web.facebook.com/business/ads/instagram-ad?content_id=4TpuZH4bS1Ty8BY&ref=sem_smb&utm_term=how+to+use+instagram&gclid=Cj0KCQjw84anBhCtARIsAISI-xciShU12U3DMzsXEAeJByKtotfeQ9hssjd_JvoGsoLJu8P-tnRuvCUaAk_uEALw_wcB&_rdc=1&_rdr=
https://web.facebook.com/business/tools/facebook-pages/get-started?_rdc=1&_rdr=
https://www.youtube.com/channel/UCd3C4XETRAAlATXNZ_KcjhA
https://draganakljajic.wordpress.com/2014/10/20/5-tips-for-using-facebook-pages-in-travel-tourism-industry/
https://tripleblossom.com/facebook-tourism-ads-target-tourists-travelers/
https://www.unboxsocial.com/blog/instagram-marketing-tips-for-travel-tourism-hospitality/
https://www.unboxsocial.com/blog/instagram-marketing-tips-for-travel-tourism-hospitality/
https://www.linkedin.com/pulse/6-creative-ways-use-instagram-tourism-marketing-sarah-knight/
https://pro.regiondo.com/blog/instagram-tourism-marketing/
https://madebyextreme.com/insights/tiktok-travel-tourism-industry
https://rezdy.com/blog/how-tiktok-trends-increase-direct-bookings/
https://www.tiktok.com/business/en-SG/blog/how-to-ride-the-wave-as-travel-takes-flight-again?redirected=1
https://business.twitter.com/en/blog/tweet-inspiration-why-you-should-tweet-like-a-tourism-brand.html
https://mrandmrshowe.com/lifestyle-blog/how-to-use-twitter-to-promote-your-travel-blog
https://ugandasafariportal.wordpress.com/2014/08/10/twitter-tips-for-tour-operators-and-travel-agents/
https://viatravelers.com/pinterest-travel/
https://www.pinterest.com/pin/pinterest-marketing-tips-for-travel-bloggers-and-tourism-brands--661818107753554121/
https://www.pinterest.com/ideas/tourism-management/944390369344/
https://www.youtube.com/watch?v=4Wd6uUAuNvU
https://www.mygreatlearning.com/blog/youtube-marketing/
https://www.socialchamp.io/blog/youtube-marketing/

MEASURING
THE

SUCCESS OF
YOUR

SOCIAL MEDIA
MARKETING
STRATEGY

TIPS

Count likes, shares,
comments on your posts.

INDICATORS

Growing social media following.

Monitor interactions and

direct messages from users.

Active engagement with travelers.

Track website traffic from
social media links.

Increased website traffic from social
media.
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Reviews and listings are like online word-of-mouth for your
tourism business. They help potential customers learn about
your experiences and services from others who have already
visited. Positive reviews build trust and credibility, while
detailed listings provide essential information that travelers
need to make informed decisions. Having good reviews and
accurate listings can attract more visitors and boost your
business by showcasing the value you offer.
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Google

Reviews # & # # «



TripAdyvisor is like a digital travel guide where people share
their experiences about hotels, attractions, and activities
they've tried. It's a place where travelers can read real
reviews from other people to help them decide where to stay,
what to do, and where to go. It's like having a community of

fellow explorers giving you advice before you embark on your
own adventure!
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& TIPS

Make a Tell people
detailed and interesting profile with nice What makes your business unique and
photos and descriptions of your exciting.
business.

Make sure your
Encourage happy info like hours and contact details are
customers to leave reviews. Good correct. People like reliable info.
reviews help others trust you.
Share nice
Respond to all pictures and videos that show what

reviews, good and bad, politely and your business is like.

quickly. It shows you care.



USE THE APPROPRIATE EMOJIS WHEN
TI P RESPONDING TO COMMENTS - THEY ARE
FRIENDLY & CAN HELP BRIDGE LANGUAGE GAPS.
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MEASURING
THE
SUCCESS OF
YOUR
REVIEWS
MARKETING
STRATEGY

TIPS

Count and track positive
reviews and ratings.

INDICATORS

High overall ratings and positive
reviews.

Monitor sentiment and
feedback from reviews.

Constructive feedback and suggestions.

Compare review trends over
time.

Consistent positive trends.
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Booking

Destination

Check in

Check out




An Online Travel Agency or OTA, is a digital platform that
allows travelers to search, compare, and book various travel-
related services such as flights, accommodations, tours, and
activities. OTAs aggregate offerings from different suppliers
and providers, making it convenient for travelers to find and
book everything they need for their trip in one place.
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POPULAR OTA'S

| .Booking.com
5 LINK TO 8 ADVANCED OTA

2.Expedia STRATEGIES THAT CAN HELP YOU
3. TripAdyvisor WIN

4.Agoda LINK TO ADVANCED OTA

5 Airbnb STRATEGY FOR DRIVING

6.Hotels.com PROFITABILITY
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https://medium.com/uplisting/the-ultimate-guide-to-hosting-on-booking-com-4ce8cc2c8121
https://welcome.expediagroup.com/en/resources/hotel-distribution-strategy-resources-tips/otas-work-use-one#:~:text=An%20online%20travel%20agency%20(OTA)%20is%20a%20web%2Dbased,more%2C%20directly%20with%20travel%20suppliers.
https://techboomers.com/p/tripadvisor
https://partnerhub.agoda.com/partner-help/your-first-steps-with-agoda-com/
https://www.airbnb.ca/resources/hosting-homes/a/how-to-start-a-business-on-airbnb-534?gclid=CjwKCAjwloynBhBbEiwAGY25dGUQa15X8CccQr3bAALtlHjLT8KkHSw8xz6Dhw1T7ZsJr2Fw5d6p8RoCgA8QAvD_BwE
https://welcome.expediagroup.com/en/how-to-list-your-property-on-hotels
https://pro.regiondo.com/blog/8-ota-marketing-strategies-increase-visibility-sell-more/#:~:text=Understand%20your%20audience%20to%20choose,the%20right%20OTA(s).
https://pro.regiondo.com/blog/8-ota-marketing-strategies-increase-visibility-sell-more/#:~:text=Understand%20your%20audience%20to%20choose,the%20right%20OTA(s).
https://qloapps.com/ota-strategy-for-profitable-hotel-business/
https://qloapps.com/ota-strategy-for-profitable-hotel-business/

@TIPS

. Use great photos and

descriptions.

2. Keep prices and availability
accurate.

3. Make titles and descriptions clear.
4. Highlight what makes you special.

5. Get positive reviews from happy
customers.

6. Respond quickly to inquiries.
7. Update your info regularly.
8. Offer special deals sometimes.

9. Share your listings on your
website and social media.

10. Check your listing performance
to see what's working.
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MEASURING
THE
SUCCESS OF
YOUR

OTA
MARKETING
STRATEGY

TIPS

Monitor bookings made
through online platforms.

INDICATORS

Consistent bookings from various
platforms.

Track which platforms drive
the most bookings.

Higher bookings from certain
platforms.
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=EMAIL MARKETING

MARKETING
WHAT IS

EMAIL MARKETING?

g



Email marketing is like sending personalized and engaging
messages directly to people’'s email inboxes. It's a way to
connect with travelers who are interested in your niche
tourism experiences. By sending them valuable content,
updates, and special offers, you can build a relationship with
your audience and keep them informed about your unique
offerings. It's like having a direct line to their virtual door,
allowing you to share your story, showcase your experiences,
and encourage them to be a part of your journey.
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TIPS

|..Build Your List: Collect email addresses
from people who are interested in your niche
tourism experiences. You can gather these
through your website, social media, events,
and more. Make sure you have their
permission to send them emails.

2. Create Compelling Content: Craft engaging
emails with valuable content. Share stories
about your niche experiences, travel tips,
destination insights, and exclusive offers. Make
sure your emails provide value to your
subscribers.

3. Design Eye-Catching Emails: Create eye-
catching emails using free templates from
platforms like Canva. Remember to add images,
videos, and a clear call-to-action that tells
people what you want them to do next.

4. Personalize: Personalize your emails by using
your subscribers' names and tailoring the
content to their interests. Remember, privacy is
essential — avoid sending bulk messages where
everyone can see each other's email addresses.
This makes your emails more engaging and
respectful of your recipients’ privacy.

5. Send Regularly: Establish a consistent sending
schedule, whether it's weekly, bi-weekly, or
monthly. Consistency helps build anticipation
and keeps your audience engaged.



USEFUL LINKS

A COMPLETE GUIDE TO EMAIL MARKETING FOR TOURISM OPERATORS

EMAIL MARKETING FOR THE TRAVEL & TOURISM INDUSTRY

THREE STEPS TO GET STARTED

FREE EMAIL MARKETING TEMPLATES & DESIGN RESOURCES
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https://www.checkfront.com/blog/email-marketing-for-tourism/
https://www.checkfront.com/blog/email-marketing-for-tourism/
https://stripo.email/blog/tips-for-travel-and-tourism-email-marketing-with-the-best-examples-by-the-worlds-richest-companies/
https://stripo.email/blog/tips-for-travel-and-tourism-email-marketing-with-the-best-examples-by-the-worlds-richest-companies/
https://www.trekksoft.com/en/blog/email-marketing-tips-to-grow-your-tour-and-activity-business
https://www.trekksoft.com/en/blog/email-marketing-tips-to-grow-your-tour-and-activity-business
https://www.canva.com/templates/s/email/
https://www.canva.com/templates/s/email/

MEASURING
THE
SUCCESS OF
YOUR

EMAIL
MARKETING
STRATEGY

TIPS

Track open rates and

click-through rates of emails.

INDICATORS

Increasing open and click-through
rates.

Measure conversion rates
from email campaigns.

Higher conversion rates from
emails.

Monitor subscriber growth
and engagement.

Growing and engaged email subscriber
list.
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User-generated content is when your customers become
your storytellers. It's like friends sharing their awesome
experiences, but for your business. They post photos, reviews,
and stories about your niche tourism offerings. This boosts

your brand and shows potential guests what a great time they
could have with you!
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TIPS

|..Use Popular Hashtags: Include
popular hashtags related to your
niche to reach a wider audience.

2. Create Your Own Hashtag: Make
a unique hashtag for your business
and encourage guests to use it.

3. Tag Your Pages: Tag your
business pages in user posts to
showcase their positive
experiences.

4. Encourage Sharing: Motivate
guests to share their experiences
using your hashtags.

5. Share on Your Platforms:
Repost user content on your own
social media and website.

6. Engage and Respond: Interact
with user-generated posts to
build connections with
customers.

225



MEASURING
THE
SUCCESS OF
YOUR

USER
GENERATED
MARKETING
STRATEGY

TIPS

Keep track of user-generated
content with your hashtags.

INDICATORS

Regular use of your hashtags by

travelers.

Share user-generated content

on your platforms.

Positive reactions and
engagement.

Observe if user-generated
content leads to bookings.

Increased bookings from user-

generated content.
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TIPS

l. Joint Packages: Create bundled packages that
combine your niche tourism experiences with services
from local accommodation providers, restaurants, or
transport companies. Offering comprehensive
packages enhances the overall customer experience
and encourages longer stays.

2. Cross-Promotion: Partner with local businesses to
promote each other's offerings. Share each other's
content on social media, websites, and newsletters to
tap into each other's customer base.

3. Exclusive Experiences: Collaborate with local
artisans, performers, or experts to offer exclusive
workshops, performances, or guided sessions as part
of your tourism offerings. These unique experiences
can attract more visitors seeking authenticity.

4. Event Partnerships: Participate in or host events
in collaboration with local festivals, cultural
gatherings, or seasonal celebrations. Aligning with
these events can attract a larger audience and
provide additional exposure.

5. Local Product Integration: Collaborate with local
producers, farmers, or artisans to incorporate their
products into your offerings. For instance, you can
feature local handicrafts, foods, or beverages to
provide an authentic taste of the region.

6. Community Engagement: Partner with local
community organizations, schools, or conservation
groups. Engaging in eco-friendly initiatives or
contributing to local causes can enhance your brand

image and attract socially conscious travelers.
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MEASURING
THE

SUCCESS OF
YOUR

LOCAL
PARTNERSHIP
STRATEGY

TIPS

Measure the increase in
cross-promotion visibility.

INDICATORS

Shared content and promotions with
partners.

Monitor referral traffic from
partner sites.

Increased traffic from partner sites.
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Embracing Sustainability: A Smart Path to Business Success

In today's world, sustainability isn't just a buzzword - it's a

vital component of successful business strategies. As travelers
become more conscious of their environmental and social

Iimpact, incorporating sustainable practices into your tourism
business isn't just ethical; it's also a powerful marketing tool.
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The Importance of Sustainability:

Sustainability is more than just a trend; it's a global
movement shaping consumer preferences and behaviors.
Travelers are actively seeking experiences that aligh with
their values, and businesses that adopt sustainable practices
stand out as responsible and forward-thinking.
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Attracting Conscious Travelers:

Sustainable practices can attract a growing segment of
conscious travelers who prioritize eco-friendly choices. By
showcasing your commitment to reducing environmental
impact, supporting local communities, and preserving cultural
heritage, you can tap into this burgeoning market.
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Marketing Your Values:

Sustainability isn't just about reducing waste; it's about
sharing your values with your audience. Communicating your
efforts through social media, website content, and
partnerships can resonate deeply with potential customers,
fostering loyalty and repeat business.
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Incorporating sustainable practices into your marketing
strategy isn't just about being environmentally conscious;
it's about aligning your business with the values of modern

travelers and carving a path toward long-term success.
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MEASURING
THE

SUCCESS OF
SUSTAINABILIT
Y AS A
MARKETING
STRATEGY

TIPS

Track engagement with
content about sustainability.

INDICATORS

Positive response to sustainability
focus.

Monitor customer feedback on
sustainability efforts.

Praise and appreciation for eco-friendly
practices.
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Congratulations on taking the first step to creating an

exciting tourism experience! Your journey into marketing
might feel new, but with these tools and tips, you're well-
equipped to make a big impact. Remember, success comes
from passion, persistence, and a genuine connection with your
travelers. Embrace this adventure, and may your business
flourish and bring joy to all who experience it. Wishing you
the best of luck on your exciting journey ahead!
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