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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 WELLNESS TOURISM?

Wellness tourism is travel associated with the pursuit
of maintaining or enhancing one’s personal
wellbeing. (The Global Wellness Institute).



" Wellness iIs about
~~ quality of life

It lies in finding the balance between
physical, mental, and emotional
- wellbing of everyday life.

ﬁu.’



Wellness is
experiential

Whether you're finding your zen
In a yoga pose or sipping on a '

green smoothie, it's all about
those feel-good moments that
you can live and share!



ellne iIs about '
.= personal identity

" It has become a status symbol

" for Millennials and Gen Z in
" particualr.
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health resort or go on a

dedicated meditation retreat.




Secondary

This traveler seeks to

maintain wellness while
traveling, no matter what kind

of trip they’re on.

For example, they may take a
yoga class during a family

vacation or visit a spa during a
business trip.






Physical:
Spas

Massage =
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Psychological: \
Philosophy \ t}.

Self-development
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' Yoga retreats 155
“. Pilgrimages ‘"

* New Age events
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Healthy living &
disease prevention
& management:

===n |hey have a genuine interest in living a
healthy lifestyle and enhancing & malntalnlng
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their level of personal fitness, health and

wellbeing., = iliF ’
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Rejuvenation &
relaxation:
F

e - They want to escape their sedentary

-

=

ifestyles; looking to destress, relax . .

-. -
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Meaning &
connhection:

They are looking for deeper
connections through spiritual
experiences, time spent with family &
friends, and communities in a

meaningful way.




sustainable
livings | ‘_{E

They are interested in travel that is
in line with their ethical and moral

beliefs, such as sustalnablllty, Bl

o

kindness and charity. =




They value genuine experiences
that are true to the culture,

place, or practice, avoiding

~ anything that feels

commercialized or artificial.
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CORE AUDIENCE;
GEN Z & MILLENNIALS . 5 <

Y AGEING POPULATION ', ‘ .
f @Y Vs

THEY ARE NOT LOOKING FOR MERE

o DISTRACTIONS FROM THEIR PROBLEMS - -

4 THEY WANT SOLUTIONS. THEY EMBODY A

N HOLISTIC VIEW OF HEALTH EMPHASISING

| PHYSICAL FITNESS, HEALTHY EATING &

"' MENTAL WELL-BEING. THEY ARE LOOKING
TO CONTINUE THEIR WELLNESS LIFESTYLE B3
INTO THEIR TRAVEL. |

v e &

'.




CORE AUDIENCE; © s
WORKING GEN X & MILLENNIALS |
AGEING POPULATION BABY BOOMERS

THIS TYPE OF TRAVEL IS SEEN AS WELL-
DESERVED & FREQUENT ESCAPE FROM THEIR
BUSY LIFESTYLES. THEY WANT RELAXATION
AND SELF-IMPROVEMENT. THEY SEEK OUT
PERSONAL & CUSTOMIZED SERVICES.
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'ICOREAUDENCE
\ GEN X |
MILLENNIAL

ﬁm_ ,1 -

A -t THEY ARE ACTIVELY SEEKING OUT
i B TRAVEL THAT WILL HELP THEM §&S

T o0 i, CONNECT OR RECONNECT WITH

| ! THEMSELVES, FAMILY & FRIENDS, §

AND NATURE - THEY ARE LOOKING

o —
-



CORE AUDIENCE;
* AFFLUENTS
MILLENNIALS

THEY ARE LOOKING FOR WELLNESS
EXPERIENCES THAT TAKE THEM TO A
NEW AND DEEPER PLACE WITH
IMMERSIVE & TRANSFORMATIVE
EXPERIENCES. [ = " 2 8




arriors.
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CORE AUDIENCE;

.- ey fes GENZ B 4
TN u ok ¢ e J;,g,.xig \

T THEY HAVE A DISTINCT SENSE OF (i
4 RESPONSIBILITY OVER THE EFFECT THEIR LIVES &
%  TRAVEL HAVE ON THE ENVIRONMENT. THEY ¢
' i WILL CHOOSE DESTINATIONS, |
| ACCOMMODATIONS, TRANSPORTATION & 8
FOOD THAT HELP THEM REDUCE THER §

-
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parane

HOTELS ARE TEAMING UP WITH / |
MEDICAL EXPERTS TO OFFER ¥ /
HEALTH-FOCUSED SERVICES. 3

EXAMPLE: FOUR SEASONS HOTEL
IN CALIFORNIA PARTNERS WITH
CALIFORNIA HEALTH AND
LONGEVITY INSTITUTE.
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BEACH AND OCEAN ACTIVITIES THAT FOCUS
-~ ON WELL-BEING AND SUSTAINABILITY.

EXAMPLE: TOURISM FEES ARE USED TO
MAINTAIN NATURAL RESOURCES, AND
ACTIVITIES LIKE YOGA ON PADDLE BOARDS
ARE OFFERED. _—




TRIPS THAT RESPECT AND SHOWCASE
INDIGENOUS CULTURE AND TRADITIONS.

EXAMPLE: INTREPID TRAVEL IS LAUNCHING
INDIGENOUS-LED EXPERIENCES IN VARIOUS
COUNTRIES LIKE COSTA RICA AND PAPUA
NEW GUINEA. |



THROUGH WALKING PILGRIMAGES. |
EXAMPLE: YOUNG TRAVELERS ARE SHOWING

INCREASED INTEREST IN WALKING SPAIN’S
CAMINO DE SANTIAGO. § \ ‘

\\_
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- FOCUSES ON MAKING POSITIVE, SUSTAINABLE

# CHANGES TO PLACES VISITED. (§7
S




EXAMPLE: EXPANSION OF COMMUNAL
BATHING SPOTS IN TRADITIONAL LOCATIONS

LIKE JAPAN AND SCANDINAVIA.
1‘-{ ‘-
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Wellness travelisn't just about spa days and

yoga anymore. Now, it's a full-on adventure fonmf

your body, mind, and soul. PerIe are diving
into experiences that make them fgel good and
do good - like helping out local con;”‘munities or
protecting the environment. So it's'"'_not just
about finding your zen; it's about making a
positive mark on the places you visit too.
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“INDIA, THE HOME OF AYUE JA, YOGA AND MED TATIC
COUNTRY THAT HAS BEE 'HE CENTRE OF WELLNESS F RACTICE
FOR CENTURIES ALBEIT" ' E DIFFERENT FROM THE V ESTERN

i ™

NOTION OF WELLNESS.; ANDTRAVEL.COM
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IOUGH IT’S FIRMLY ON THE WELLNESS TRAVEL AP, BALI WILL ALWAYS
DURITE SIMPLY DUE TO THE EASE AT WHICH W LLNESS COMES IN BALI
8Y TO EITHER FIND'A BUDGET RETREAT OR SIMI Y”RENT A VILLA AND
GA AND MEDITATION CLASSES AND SPA SESSIONS AS YOU GO. No "
ALSO BE SURROUNDED BY LIKE-MINDED PEOPLE WHERE YOU CAN
BOR LIFE.” ROAMANDTHRIVE.COM S
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E if*[HE«;M_ALDIVES IS AN INCREDIBLE#I!GH-E-ND;WELLNESS DESTINATION BECAUSE ITS
. STUNNING, TRANQUIL BEACHES AND CRYSTAL-CLEAR WATERS OFFER THE
_L' " PERFECT.BACKDROP FOR RELAXATION, MINDFULNESS, AND REJUVENATION.
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W e g S

VHEN YOU PICTURE £ og@v IN SWITZERLAND, CHALETS IN THE ALPS AND
cos? FIREPLACES TEND TO SPRING TO MIND. BUT THE COUNTRY’S WELLNESS
OFFERINGS GO ABOVE AND BEYOND A SIMPLE SKI BREAK. FROM LUXURY SPAS TO

e

LEADING MEDICAL, RESG«RTS THERE S SOMETHING FOR EVERY TYPE OF WELLNESS

TRAVELLERTO EN]OY” HEALlNGTRAVEL COM ;ti-;. R :
22 = 50— e =
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https://www.compareretreats.com/europe/switzerland
https://magazine.compareretreats.com/luxury-spa-resorts-for-romantic-getaway/

_E | P _:-E “FROM\._FHE LUSH-MOUNTAINS IN THE NORTH TO THE POSTCARD ISLANDS AND =«
+:qc- ::_‘?:T !' BEACHES OF THE SOUTH, THvAlrL_AND HAS ALWAYS BEEN A POPULAR CHOICE FOR

ALL KINDS OF TRAVELLERS. IT’S ALSO A FAVOURITE AMONG BUDGET WELLNESS'
TRAVELLERS DUE TO THE VARIETY OF RETREATS AND SPAS AVAILABLE AND THE

FAVOURABLE EXCHANGE RATE.” ROAMANDTRAVEL.COM 51
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, “UTALY'S WELLNESS HAVENS ARE THE EPITOME OF i‘. IXURY AND SERI_ENITY
: FROM THE ROLLING HILLS OF TUSCANY TO THE SUN-
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ong life and quality of life are
encapsulated in our culture, in our
balance, in our care of community.

54
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Wellness in ou
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Wellness
lakes.
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- Wellness In ¢
history.
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THERE IS POTENTIAL TO
DEVELOP HIGHLY
DIFFERENTIATED WELLNESS
TOURISM PRODUCTS IN EVERY

PROVINCE ACROSS THE ISLAND.
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Remember,
there is wellness
opportunity in
almost everything

and everywhere.
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Weight loss &5
& Detox §
Retreats |
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Sand Baths
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Cave Yoga
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Floating Therapy
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Breathing

Spas
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Mindfulness Hike

-




Ocean Paddle Yoga




Mountain Yoga
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Walk through the jungle and soak up the
& water to insects, to birds to animals.

different sounds of the jungle from the wind
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Cloud Soaking YA
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Swing Therapy
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Swing Therapy
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Colour Therapy
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Sunrise Gazing
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Moon Meditation

(1
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|. Offer Authentic Experiences: Make sure 4. Quality Over Quantity: Don’t try to

your wellness offerings are genuine and offer everything. Specialize in a few
backed by expertise. Whether it's yoga, services but make them exceptional and
meditation, or local healing practices, avoid doing what everyone else is doing.

authenticity attracts loyal customers.
5. Collaborate: Partner with local

2. Sustainability is Key: Use eco-friendly businesses or experts to provide a more
products and practices. Your clients are likely comprehensive wellness experience. It
conscious about the environment, so make adds value and variety to your offerings.

sustainability a part of your business model.
6. Be Active on Social Media: Use

3. Understand Your Audience: Know who platforms like Instagram and Facebook
you're targeting—be it stressed-out to showcase your services, share
professionals, spiritual seekers, or health customer testimonials, and offer wellness
enthusiasts. Tailor your services to meet their tips. It’s great for visibility and

specific needs. engagement.

130



|. Don't Overpromise: Setting
expectations too high can lead to
disappointment. Be realistic in what your
services can provide.

2. Avoid One-Size-Fits-All: Wellness is a
personal journey. Don't offer generic
packages; allow some customization to
meet individual needs.

3. Don't Skimp on Training: Ensure your
staff is well-trained in customer service
and any wellness practices you offer. Bad
service can overshadow even the best
amenities.

4. Don’t Ignore Online Reviews: Negative
reviews can heavily impact your business.
Address them professionally and make
improvements based on feedback.

5. Don't Neglect Safety: Whether it’s hygiene
protocols or safe practices of activities, safety
should always be a priority.

6. Don't Forget Local Regulations: Always be
aware of and comply with local laws and
regulations, particularly those related to
health and safety.
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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!
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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.

133



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 representation A traveler's complete experience A Marketing plan outlines Your marketing mix
of your ideal traveler, with your business, from the strategies and tactics to consists of the different

based on research and moment they discover your promote your travel channels you'll use to
data, helping you offerings to the after-trip business, attract reach the goals outlined
understand their needs, interactions. It helps you identify customers, and achieve in your Marketing Plan.

preferences, and touchpoints and improve their your goals.
behaviours. overall journey.
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When it comes to marketing
everything starts
with your customers!







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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. 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 'wellness tourism
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...



German Ayurveda Wellness Seeker -
Heidi (Age: 55)
Heidi is a 55-year-old wellness enthusiast from

JINVE 39VINI Odd VANYO

Germany who has always been fascinated by
Ayurvedic practices. She's coming to Sri Lanka
specifically to immerse herself in traditional

Ayurveda treatments. Her itinerary includes stays at
wellness retreats that offer Panchakarma detox,
herbal treatments, and Ayurvedic diet plans. She's

not just looking for a holiday; she's seeking a

holistic rejuvenation of body and mind.
You can collect your

information like this as

simple little profiles.
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Australian Yoga and Surfing Relaxation Seeker -
Liam (Age: 32)

Liam, a 32-year-old from Australia, wants the
perfect blend of spirituality and adventure. Sri
Lanka's southern coast is his paradise, where he
can catch waves in the morning and attend yoga
retreats in the evening. His ideal day includes
surfing at Mirissa Beach and unwinding with a
beachside yoga session at sunset. For Liam, this

trip is all about balance and inner peace.
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UK Culture and Wellness Seeker - Olivia (Age: 45)
Olivia is a 45-year-old culture vulture from the UK
who wants a mix of historical sites and wellness
experiences. She plans to visit the ancient cities of
Anuradhapura and Polonnaruwa and delve into
Buddhist meditation practices at local temples.
Wellness for her also involves soaking in the
culture, so she's excited about experiencing
traditional Sri Lankan dance and music.
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Dutch Earth Warrior Nature Lover -

Jasper (Age: 28)

Jasper, a 28-year-old nature lover from the
Netherlands, is all about eco-friendly travel and
connecting with the Earth. He's keen to explore Sri
Lanka's lush forests, hike the mountain trails, and
participate in reforestation projects. For him,
wellness means being one with nature, so he's also
interested in wildlife conservation initiatives. His
trip is as much about giving back to nature as it is
about personal well-being.
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ABOUT MOTIVATIONS

Or if you prefer more
structure, you can use this

Olivia seeks wellness through physical
well-being, mental stimulation, and cultural
immersion. Passionate about world
history, she values authentic interactions
with locals and experiences that delve into
local culture.

JINVE 39VINI Odd VANYO

Olivia, 45, from London, is a well-traveled
marketing executive. College-educated and
interested in history and culture, she enjoys
solo trips or traveling with her partner and
participates in local theater.

simple template. Add

whatever you need.

OLIVIA
ONLINE EDITOR

PERSONALITY GOALS

Olivia is curious and adaptable, comfortable in

Olivia seeks holistic wellness through
meditation and exploring Sri Lanka's

history, while also immersing herself in
local dance, music, and cuisine.

AGE : luxury or local settings. She values deep
connections and is organized, yet open to
GENDER . spontaneous travel changes based on
newfound interests.
NATIONALITY YK

MARITAL : MARRIED

STATUS



MOTIVATIONS

Add

NAME

OCCUPATION PERSONALITY

Add
AGE

GENDER

NATIONALITY .

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 Journey 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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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.

Why it's awesome!

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

This is a simple tool that helps you organise the way you process information about your

customer. It helps you think step by step and walks you through the entire journey through
the three key stages - before the holiday, during the holiday and after the holiday.
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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.

CONTINUED ON NEXT SLIDE
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Sample

customer jou rney Map CONTINUED ON NEXT SLIDE

Stages

Actions

Emotions

Touchpoints

4 <
Pro-Tips A » Q‘

Get to know

Olivia learns about mindfulness and
Ayurveda in Sri Lanka from her favorite
wellness podcast.

Intrigued, curious

"That sounds
interesting!"

Documentary, Online
forums

Sponsor wellness podcasts and partner with

wellness influencers.

7

Want to learn

Olivia researches Ayurveda and
mindfulness in Sri Lanka and joins
wellness travel groups online.

Interest & Excitement

"I want to know more!"

Articles, YouTube

Create content on Sri Lankan Ayurveda and

mindfulness; offer a free guide or webinar.

Check out options

Olivia compares Sri Lankan wellness
retreats based on reviews and costs.

Analytical, Cautious

"Hmmm... which one
should | choose?"

Tour websites, Reviews,
friends

Simplify website comparisons; highlight
testimonials from repeat customers and
experts.

Plan to go

Olivia selects retreats offering Ayurveda
and mindfulness, then prepares a packing
list for her sessions.

Enthusiastic, Prepared

"l am so excited to
explore this island!"

Personal itinerary,
Equipment list

Provide tailored itineraries with packing
checklists and include wellness essentials in

packages.



Sample

Customer Journey Map

Stages

Actions

Emotions

Touchpoints

<
Pro-Tips A » 4 Q‘

Book the trip

Books her wellness retreat, buys flight
tickets, and prepares travel essentials,
including health supplements and
insurance.

Confident, Anticipatory

“l can't wait to start
this Journey”

Email/Phone with tour
operator, Online shops

for gear

consultations, and confirm details in

Simplify bookings, provide pre-trip ,
writing.

Have the trip

Begins with retreat orientation and Ayurvedic
consultation, progresses to daily wellness
activities and reflections, and concludes with
advanced workshops and a plan for home
integration.

Engaged, Focused,
Adjusting

"This is such a memorable
experience"

Local quides, Nature
spots

Offer trained staff, flexible schedules, and
customizable add-ons.

Return home

Heads home reflecting on her experiences
and integrates Ayurvedic and mindfulness
practices into her daily routine.

Satisfied, Reflective

"l want to come back
for more"

Laptop for sorting,
Airport, cloud for
storage, share drives

Provide post-retreat resources and
comfortable airport transfers.

Tell everyone

Shares her wellness journey on social media,
reviewing her retreat and becoming its
advocate.

Proud, Fulfilled

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

Editing software,
Exhibition spaces,
Talks, social media,
own website

Encourage sharing, tagging, and offer
referral incentives.



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 _gp

q 9

Increase Sri Lankan wellness retreat Q‘

-

OBJECTIVE bookings by 30% in 12 months.
achievable goals.

The specific group of people who are Go back to your traveler personas - German, Australian, and UK wellness
TARGET AUDIENCE most likely interested in your travel identify the most lucrative and enthusiasts seeking Ayurveda, yoga,

offerings. relevant ones for your business. surfing, and culture.

The way you communicate your Analyze your customer journey map; "Revitalize Your Senses: Embrace Sri

travel experiences and offerings to communicate simply, and narrate stories. Lanka's Healing Traditions for Mind,
MESSAGING your potential customers. Body, and Soul"

The different ways you use to reach and Meet audiences on their platforms - . ,
CHANNELS interact with your potential customers, use catchy content for social media Social media, YouTube, wellness blogs,

like social media, websites, and emails. and detailed for blogs. podcasts, and email newsletters.

The money you set aside to spend on Set a goal-aligned budget; impactful . .
BUDGET your marketing activities and results don't always require huge USD xxx for boosting on social,

strategies.

spending. Prioritize smartly!

quality content, website marketing.

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

v
s
9 »

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.



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. Choose a Platform: Pick user-friendly Use the Right Words: Include words on your website
Do you want to showcase your unique tourism experiences, attract platforms like Wix or WordPress with that people might use when looking for what you offer.
more customers, or provide helpful information. pre-designed templates. These are called keywords.

|dentify Your Specialties: Define what makes your business Select a Domain: Choose a name for your Pictures with Names: Give your pictures names that
unique. Highlight what sets you apart from others and showcase site that reflects your business. describe what they show. This helps search engines
those aspects on your website. understand your content.

Know Your Audience: Understand who your target customers are Customize Content: Add your pictures, Describe Your Pages: Each page on your site should have

and what they are looking for. Tailor your website content to their descriptions, and contact details.

needs and preferences.

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

. ' . . ' Connect Social Media: Link your social media Links Are Good: If other websites link to yours, it shows
touch with you. Link your email, chat, and social media to your : L . :
_ . accounts for wider reach. that your site is valuable. So, try to get other sites to link
website so they can reach out easily.
to yours.
Keep things simple! : , :
Use Chat Apps: Integrate chat apps like Create the website, do a photo+video shoot, create
WhatsApp for easy communication. content, write blogs, boost content.
Explore Wix :
=XP Link to Resources
m Discover WordPress


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 Yoga retreats in Sri
Lanka™ They can attract the right people.
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@ Here are 50 keywords for Wellness Tourism to help you get started!

« Ayurveda in Sri Lanka  Relaxation Experiences Sri Lanka o Local Practices Sri Lanka

o Sri Lanka Meditation o Sri Lanka Beach Wellness o Forest Bathing Sri Lanka

« Yoga Retreats Sri Lanka « Mind-Body Connection Sri Lanka  « Cinnamon Wellness Sri Lanka
« Eco-friendly Wellness Sri Lanka o Stress Relief Sri Lanka « Pristine Beaches Sri Lanka

o Sri Lanka Spa Retreats « Nature Therapy Sri Lanka e Sri Lanka Ocean Therapy

« Holistic Health Sri Lanka o Exotic Herbs Sri Lanka « Sound Healing Sri Lanka

« Mindfulness Retreats Sri Lanka o Self-Care Sri Lanka o Frtness Retreats Sri Lanka

o Sri Lanka Wellness Resorts « Healing Arts Sri Lanka e Sri Lanka Wildlife Sanctuary

« Herbal Treatments Sri Lanka « Wellness Workshops Sri Lanka « Conscious Living Sri Lanka

o Sri Lanka Panchakarma  Energy Balancing Sri Lanka « Vegan Options Sri Lanka

« Rejuvenation Retreats Sri Lanka o Sri Lanka Cultural Experience « Yoga Retreat Sri Lanka

« Detoxification Sri Lanka « Adventure Wellness Sri Lanka o Surf and Wellness Sri Lanka

« Sri Lanka Organic Cuisine « Mountain Retreats Sri Lanka e Inner Peace Sri Lanka

o Spiritual Healing Sri Lanka e Sri Lanka Wellness Activities « Alternative Medicine Sri Lanka
« Body and Soul 5ri Lanka « [ea Plantation Wellness Sri Lanka ¢ Sacred Sites Sri Lanka

o Sustainable Travel Sri Lanka « Massage Therapies Sri Lanka

o [raditional Medicine Sri Lanka « Wellbeing Sri Lanka

« Wellness Packages Sri Lanka o Local Practices Sri Lanka



Here are some examples of how to use these

keywords

Website Landing Page:

Welcome to the Ultimate Relaxation Experiences in Sri Lanka
Discover the art of mindfulness and rejuvenation with the best
Mindfulness Retreats Sri Lanka and Ayurveda in Sri Lanka.

Elevate your senses, enrich your soul, and pamper yourself with the
finest wellness offerings in Sri Lanka. Embark on a holistic journey to
restore balance, cultivate inner peace, and rejuvenate your mind,
body, and spirit.

Packages Page

Ultimate Wellness Packages in Sri Lanka
|. The Ayurvedic Rejuvenation - 7 Days
Indulge in the authentic experience of Ayurveda in Sri Lanka with our 7-day
package. This comprehensive program includes:
e Herbal treatments
e Ayurvedic diet consultation
e Yoga and meditation sessions
e Panchakarma therapies

Price: $1500



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.



THIS IS SELLING THIS IS STORYTELLING

A yoga room with a
360 degree view

‘
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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 |
l‘ﬂ"i 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 LikTok 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. Plnterest 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



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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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.



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

LINK TO 8 ADVANCED OTA

2.Expedia STRATEGIES THAT CAN HELP YOU

3.TripAdvisor WIN

4.Agoda LINK TO ADVANCED OTA

5 Airbnb STRATEGY FOR DRIVING
PROFITABILITY

6.Hotels.com
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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.






=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.



s CONTENT.




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!

AR



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.
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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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SUSTAINABLE
PRACTICES.

e
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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.



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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