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Redefining Destination Marketing

William Bakker
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Adds value to the local Does not cause

community a negative
environmental impact
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Palau approves huge Pacific marine sanctuary

Tiny archipelago seeks to create world's sixth-largest area to be fully protected from fishing
or drilling

“We do not inherit the
earth from our ancestors;
we borrow it from our
children.”
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Adam Vaughan w

Thursday 22 October 2015 12.45 BST




Search Become a host Trips Messages » Help ‘

handmade pasta by grandma

Roma - Learn to make the real italian pasta

Lifestyle experience
Hosted by Chiara E Giada

® 4.5 hours total
[ 1 meal, Drinks, 1ticket and Transportation

& Offered in English

About your host,  Our family owns land in Sabina where we grow

Chiara E Giada our products, the ones you'll use. We love our
land and we try to respect it. The recipes you'll
learn are part our family treasure...we hope you'll
love them!

$123 per person
* % % % % 103 reviews See dates
What we’ll do Ciao! We are Chiara and Giada, two cousins. We

want to share with you our treasure: Nonna

Nerina, our grandmother! She is the best chef f v ® - Saved to Wish List @
ever! She will teach you how to make perfect

handmade italian p...+ More




The Experience Economy
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The Experience Economy
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“To give our guests
opportunities to create
memories with their
friends, families and loved
ones that will last forever.”
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Moving Forward










&

Destination promotion
happens through
destination stories,
told by many

&

Destination stories are
a direct result of the
destination
experience



Use your true identity
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Place DNA

Economy

People

Environment Culture

Climate Geography




Place DNA affects
the product
experience

Arizona

Indianapolis

Disney Resort
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Niche markets flow
from Place DNA
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Redefining Markets



Meh

Hate it!



Meh

A

Competes on price,
no loyalty

Money and

distance is not Bad
important word-of-mouth

Love it Hate it!



n Search Greenland.com.. | () English v  Corporate

2 BE A PIONEET Thingstodo w Planyourtrip v Travelsearch w Destinations w About Greenland w New w

;

o
\

w«Y @REENLMP MAY Nor

BE FoR You

A quick guide on how and when to travel to Greenland



VISITFLANDERS

® Antwerpen
(Antwerp)

®
Brugge
(Bruges)
@Gent
VLAANDEREN (Ghent)

(FLANDERS)

@ Hasselt

® Leuven
aRUSSEL  (Louvain)

{BRUSSELS)

'EUROPE

[=]BELGIUM
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Passion

Influencers

Community

Everybody else




What makes this a passion? What's part of it?
Who travels
What's the emotional appeal? ——— for this? —— What makes someone influential?
What are the bragging rights? | Who does it appeal to?
Are there levels of passion? 4| |_ Where does the community gather?
What gives someone status? — |—What are the topics of conversation?
Who are the influencers? : What motivates travel?
- What are the
What are the deciding factors? ———  community’s values, —— What are the travel experiences?

customs, rituals,
jargon, slang, etc.?
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Focus on improving the Customer Journey



BIKE

WASH
p{ STATION

FREE BIKE
RENTALS




“Make your marketing
so useful people
would pay for it.”

- Jay Bear
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Manage the experience, manage the stories

&

&

Destination promotion Destination stories are
happens through a direct result of the
destination stories, destination

told by many experience
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