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Are you sure you want to listen this presentation?! J

v' Part I: Setting the context
v’ Part II: Theoretical background SOINE BB,
> The why & how?
> Destination Branding

...with around |
200 slides...

> Digital challenges

v’ Part III: Empirical background
> In destination branding. challenges...

> Approach to Portugal (case study)

> Making strategies
v' Part IV: Step forward
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in the end you can
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Part I: Setting the context - Is that so complicated?
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Part I: Setting the context - Is that so complicated? J
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Part I: Setting the context - Me, You, We SHARE

ann arbor summer
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Part I: Setting the context - From daily life......
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Part I: Setting the context - ...to business (tourism), destinations
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How do I, YOU, THE PLACES,
THE DESTINATIONS
connect with “others” today? |

How do they
will connect
tomorrow?



Everyone is trying to connect with other people all around the
world - But, was always that easy?
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Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Reading information - passive. J

1900

J

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Getting the latest news - passive. J

1960

J

sk
\D
(=)
==

Soruce: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Tune in tomorrow - less passive. J

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Internet growing - mix passive-active. J

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Creating & Generating content J

Soruce: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Blogging and sharing - more active. J

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



Social Networks - Creator & Generator. J

2009 |

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com




Everything is social-shared: challenging J

Challenges

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com

020¢



Evolutionary spectrum of the challenge.

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com
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Part I: Content - word of mouth get a megaphone J

Travellers are

influenced by
comments...

When making travel
purchase decisions.

Methods used for
booking

2003 | 2013

Internet | 13% 76%

Travel 65% 18%
agent

Il
&

Source: Thomas Baekdal, via http://www.baekdal.com/articles/Management/market-of-information/ and Manolis Psarros - Destination Marketing
Consultant - www.abouTourism.com



To #shout or to #hashtag

To Shout or to Hashtag? Digital Challenges in Destination Branding
http://placesbrands.com/to-shout-or-to-hashtag-digital-challenges-in-destination-branding/



Let’s find out some
place to go now...

Logos, colours, taglines,
booking, rating hotels
cheap flights?!!!



Part I: Tourism destinations are facing challenges

The demand to provide quality information and
online contents in an era of information overload.

> How to use the r > Open up the
social media ar}d discussion about
all media the role of the
channels to institutions in
communicate and = charge of
interact with LN destination
travellers?

branding (e.g.

(O'Conner et al, DMO).

2011)




Part IT J

Place or Destination brand(ing)?

> What is destination branding? J
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Part 11

‘ Destination branding I

“Tourism has often been seen a key element in the
development of places and destinations, which are
adopting branding strategies (...)

(...) meant to gain a competitive position and assert
their identity - in their communication with potential
tourists”

Morgan, Pritchard & Piggott, (2003)

wranw . Mo gicalKenyo.com




Part 11 Destination branding IT

Today’s environment of intense competition is affecting
destinations as they are striving to develop themselves as
attractive places for tourism and differentiate

themselves from competing alternatives.

In this ‘endeavour’ - destinations are facing

Opportunities / Key Issues/ Challenges

...it 1s a challenge for tourism destinations to improve
their own features, attributes and unique elements

to become more attractive places (Alvarez, 2012)



Sustainable

Tourism
Awareness
Efficient
: & Consistent
communication
Alignment SuCCQSSﬁll across

Des tination stakeholders
Branding
Visionary

leadership Internet

digital
marketing

Brand- effort
oriented

Integration organisational
&
coordinatio

Ritchie & Crouch, (2003) | Hankinson, (2011) |  Buhalis, (2000)

J
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Part III: Empirical background - Portugal (case study)
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Part III: Portugal as a tourism destination — destination Portugal
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Part III: Portugal as a tourism destination - destination PortugalJ

Methodological Exercise

> Content analysis: is an empirical technique which involves the
counting, identification of issues and interpretation of the content of
a text which is assumed to be significant (Hannam and Knox, 2005),

@

atlasti

QUALITATIVE
DATA AMALYSIS

> Text Mining: can be used as a tool for online text analysis /
unstructured or semistructured collection of text documents.
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NAZARE, Portugal — The kig ones typically corme only once a year, in the winter, Whipped up by powerful

storms in the North Atlantic, they roll for days toward-Eureper rising-to-seemingly impossible heights before

crashing on the shores of Praia do Morte, a beach plong the Portuguese coast just north of this picturesque
fishirg towen,

‘E is_like_ an_ Eaﬁ:h;.la;?,l' said Pedro Pisco, a city hall administrator from this old fishing port, a few miles away
om Praid do Marte, When it breaks, you can feel the earth shaking under your feet.”

The area has a reputation as a dangerous spot fior its turbulent gales, crushing surf and frequent accidents,
though an a recent day the sea was flat as a reflecting pool. Mormally, though, the waves crash on share with
a special power, and for years residents were not even sure they were safe to surf,

Diespite its charm and a stunning 14th-century church, Mazaré has seen some bad times, with the decline of its
once-prasperads fishing industry and an exodus of local youth. &nd that was before the euro crisis and the
deep slump in thﬁ Portuguese economy, |

Eut thanks to a photo that electrified the warld last month — showing a big-wave surfer named Garrett
Mcharnara setting what is expected to be a world record, streaking down the face of an estimated 100-foot
breaker — the city is now busily trying to cash in on its moment of farne to promote itself and its now farnous
beach, Praia do Morte, as a pre-eminent big wave surfing spot,

The waves here have long been compared to invincible enemies, kiling fishermen, vacationers and frequenthy
inundating streets and shops. There is even a spot called “the reef ofwidows, " awhere by legend the wives of
fisbierrnen would watch their hushands drowning after waves hadldestroved their boats, [
Thie torwer is still filled with widows wearing black dresses or the traditional seven layers of multicolored
petticoats and long socks. & local legend says that wommen wore seven skirts because while waiting for their
hushands to zail home, they would count seven waves until the sea would calrm dowen,

Dino Casimirg, a 35-year-old body-boarder from Mazarg, is an ardent admirer of the waves and one of the major

“For many years, we didn’t know if the waves were surfable or not,” said Mr, Casimiro, a physical education
teacher in severdl local schools, *They were too big.”

In 2010, with the town's big-wave fame spreading, several of the biggest names in surfing — including Mr,
McMarnara, whio lives in Hawai, and Kely Slater, Shane Dorian and Tiago Pires, the Portuguese surf charmpion —
came to Praia do Morte, “Praia do Morte is the best secret in the world,” Mr, Mcharmara said by telephone from
Haweaii. “There iz nowhere in the world where you can be 2o cloze to the giant waves,”

The project, called they"Zon MNorth Caryon shE!N” and developed with Mr, McMamara, was aimed at promaoting
him as well as the town. Tt was sponsored by Zon, Partugal’s main media holding compary, after Mr. Mchamara
broke his first world record here by surfing a 78-foot wave,

Then last rmonth Mr. Mchamara spent about 30 seconds on the face of a giant wave still spoken of with awe by
other surfers. *It was ke riding a mountain, ke stowboarding dowen a giant mountain,™ he said.

There are big wave spots far from land, ke Cortes Barnk 100 miles west of San Diego, Calif, But there are very
fewy in coastal areas, because the gently sloping continental shelf normally flattens out the giants, gradually
sapping their strength before they can reach land. But this small part of the Portuguese coast sits at the end of
a giant furinel called the “canyon of Nazaré,*’I 130 rniles long and 16,000 feet deep (at its deepest), that points
liker anarrowe toward the tower, — — — —

highweay for_the_ swlelli which arrives with a lot of erférdy, fernftldse ™0 e beach. “While the waves here are
miost afways imposing, |beal people say, occasionally — on average, once a year — a few swells of almost
nirmaginameeigh il in,” he zaid.

As a child, Mr. Casimiro says he would look at the waves dmost every day from the 16th-century fortress and itsﬂ
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Clye New Pork Times

NAZMIURNP | L | | L | L L

iy Beach, Ridmga wave That His Likea [ > “Prajg do Norte is the best secret

: in the world”
> Less Travelled

> Despite its charm and a
stunning XIV church

Lisbon Architecture Triennale — review

A series of sceptical exhibitions in Lisbon questions the purpose of
architecturs

Garrett Mchamara prepsring to surf st Praia do Morte beach. "Prais do Morte is the best sec
said by telephone from Hawsil.

By MATA de la BALUME Rowan Moore Ehe New Hork Eimes .
IP“”“S“E'j febnay 2zl B The Ohserer, Sunday 22 September 2013 Travel
22 p = WORLD U.8. MN.¥./REGION BUSINESS TECHMNOLOGY BCIENCE HEALTH SPORTS OPINION
NAZARE, Portugal — The big ones typically come only once a year E Jump to cornments (0)

I in the winter. Whipped up by powerful storms in the North Atlanti On Trails Less Traveled

thes rall far dasrs tesirard Fiirane rising ta ssarmingly imnassible

“It is like an earthquake”

“Whipped up by
powerful storms in the
North Atlantic”

Hotel Manbe Mulini in Rovin, Crostis

“When it breaks, you
can feel the earth
shaking under your

By ELAINE SLUSAC
Published: April 19, 2012
Walldng trips are the ultdmate in slow travel, allowing tourists to taks El racesoox
well-trod paths through Cingue Terre in Italy or arcund the Ring of W TWITTER

Eerry in Ireland at their own pasce. Strollers seeking more sclituds

@ coooLer
whe try Eurcpe’s less celebrated regions often find that the trade-off

——————

is less service. But that dossn’t have to be the case. For explorers o i
f t »” seeking quist pathwrays, a fow cutfitters offer plonesring routes and a B EwmaiL
ee 0 cornfortable place for you to put up your feet at day’s end. Here are a SHARE



Example II

> Focus in Lisbon

> Gorgeous gothic

L —Y > Lisbon is the capital of
e S sy e e the style of Fado music

| | | | |
Gorgeous gothic
e
The modern city of seven hills was shaped in 1755 by an earthquake
that all but destroyed the old one. Only one part of town Ssureivedd =
relatively intact - t?‘:e Altarma, which sli;es doﬁrn the hill fromm the ancient > Superb Vlews Over the
castle to the river Tagus. Most of the area's narrow, winding streets date
back to the 16th century, but follow Rua Santo Anténioe da §& and vou'll

s00n see the Sé Catedral, built in the 12th century on the foundations of Clty from the terrace Of the

from the terrace of the Miradoure de Santa Luzia cafe . A short - -
distance away is the Museu do Teatro Roemano, which houses the eradouro de Santa LuZla
ruined Roman amphithieatre, built by Augustus. Mearty is the Museu do

Fadeo, the spiritual home of the plaintive Portuguese music that resounds f

through the area's restaurants. Those in search of lively bars are Detter Ca e.

adwised to take a historic funicular tram tp Bairre Alto, t"lE 18th-century

Caxuxa, which is in a former bakery, complete with owens. > Windsurfers' ‘haven’
s R R s
Its unusual situation means Lishon is blessed with scores of beaches just Source:

a short trip out of the centre. Across the water from the city is the Costa http‘//WWW theguardian com/expedia—tyi/a—quick—
de Caparica, where the Delmare Cafe serves up great seafood and

rald Adrinks nn the Praia (Gahana dn Pescadar Oin the same side nf the gllide-tO-liSbOIl?CMP=tWt_gu



Making Strategies I

“It is like an earthquake”
(New York Times)

NATIONAL
STRATEGIC
PLAN FOR

Fostering the Development
TOURISM of Tourism in Portugal

.....

TURISMO D ,{
PORTUGAL
i 20




¥ Tweet

Visit #portugal the #windsurfers haven
via @newyorktimes
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: Invite Your Friends to Like This Page See all :
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- Dina Guimaraes | Invite | » s
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Part III: Portugal as a tourism destination

J

2"d Methodological Exercise

&) 7o the online channels

faCEhouk Seeteitor pece Hcks s =

From the strategy

P RTUGAL

b The beauty of simplicit
Ministry of Economy L et

and Innovation faCEbOOk T SR e

e Y e o DGD;L){ =T
' 4 = | ’ 6a9

N elperinl viked | [Message v
NATIONAL
STRATEGIC f»'_ e I ) r / ‘r'._- —— }
PLAN FOR . LWIGGESS
ostering the Deveropine -
TOURISM of Tourism in Portugal il

Google

visitportugal

ugal

| M M 37,445 4329
‘:: { TWEETS FOLLOWING

16,778
TURISMO DE ){ Eol s
PORTUGAL R

)



Strategic products J Contents communicated

P RTUGAL

Thie hesuty ol simpsicity

Taste Portugal

P 'RTUGAL

The beauty of simplicity

Sun & Beach Cultural City Break

y

Meetings Nature J




Part HI: Portugal as a tourism destination

From the online channels €@ To the strategy

Share your experience

and you could

be our guest!

ORTUGAL ! GETTING HERE /

Visiit & I iwea | | P e SEARCH / FIND HIGHLIGHTS / EXPLORE
isitportuga ) 9 » RESOURCES / Coimbra University PORTUGAL /
440,452 llkes * 43,345 talking about this Wihere to eat e G el o Select a destination on
Where to skay the map and see what
: eBrachures
= Ttineraries Portugal Mastershots we suggest.
Travelileisure FOLLOW US / Maior Events a
Be Our Guest Electronic Talls
v Facebook. com/Visitportugaliapp_617285808286096 s & B bt VilEas Taste Portugal
v, visitPortugal com - the official web resource For travel Hewsletters Fortugal promotional il
= = ] = = e Special Promotions.
I o, O i — — —_— . — Twikter Be Our Guest = Find an map
Fag
~ More about... Romance »
PECIAI
@ Post Photo / Video SPECIAL PROMOTIONS IDEAS /

3 Friends
Liks visitportugal

. PR

wirite something. ..

(@

wws | Visitportugal shared alink

Invite Your Friends to Like This Page
g September 27 ¥

Type-a friend's name. ..
Where to paraglide in Portugal | by the ParaglideGuide.com via % Gl i Historic villages ) Romantic destinations
AWEIES s eatriakkus Partugal’s historic vilages are amang Surprise your. soul mate and come to

the counkry’s best kept secrets, Portugal, We have captivating

f s landscapes and secret hidsaways

Portugal iz one of the best countries worldwide for paragliding anpL-Sing!

and this is your guide to the best paragliding destination. ..

helping ¥ou ta ..

k‘ Fulya Coskunol EVENTS
me o INFOCUS...

T oo ]




From the online channels <@ To the strategy
. » HAPPY TO HAVE YOU HERE .
m Not mentioned o

There is no brand
identity stated on

The facebook cover tag line the document
“Ha to have ou here”
p p y Y« R “The beauty of
simplicity”- not
mentioned )

PORTUGAL =

The beauty of simplicity

Adventure/Romance/

Products




Part 1V

StepForward
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Back to the S
basics @estmatzon

Community
development

efforts

g mtegzc

i ﬁm@ng,

Part of the whole
branding effort of
the tourism
destination




Be clear J

Be simple

SIMPLICITY

IS THE

UlTIr’\/‘LATE_J

C [/f?ﬂ{ 5} LCATLoN

]_f_l-' INAR DO
e VINCI

Everything should be made

as simple as possible,
but not simpler.

Albert Einstein

The core objective of

destination branding strategy:

Production of a:
> Positive, focused and
consistent communication

strategy for a destination.
(Hall & Hubbard, 1998)



CONTENT IS

Qualitative & diverse information

Trip planning tools

Attractive visual material

Photo & Video sharing applications



Identify visitors activity & determine
how to move forward.

LISTEN to what your target groups are saying
online . Locate where their conversations are
taking place (e.g. social media).




Make - Create - Design

Strategy

INTEGRATE
SOCIAL MEDIA

Build an on-line community

L

ENGAGE

‘the multiple voices’

J

SELECT THE TOOLS

According with
the audience



_ COMPETITIVENESS POSITIONING

ENHANCE J STRENGTHEN J




1863-2013 “Umnity within the diversity”

Thank you

References upon request
eduardo.hsoliveira@gmail.com




