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ABSTRACT

This research is the result of an exploratory and descriptive investigation that focuses on analyzing 21
social media profiles of entities related to the cultural and heritage tourism sectors in Portugal. The
purpose is to gather concrete data and observe the most successful social media marketing strategies
employed by these entities. The research aims to address two main research questions: “How can
social media marketing contribute to the building and strengthening of Portuguese Cultural Heritage
and Tourism?” and “How can marketers incorporate virtual reality into a marketing strategy in the
cultural tourism and heritage sectors and derive value from it?”. Therefore, the intention is to explore
how social media platforms can be leveraged to promote and attract visitors to Portuguese cultural
heritage sites and tourism destinations. By analyzing the social media profiles of relevant entities, the
research seeks to identify effective strategies that contribute to the overall promotion and
enhancement of Portugal's cultural heritage and tourism offerings. The research also aims to
investigate how virtual reality can be integrated into marketing strategies within the cultural tourism
and heritage sectors. Virtual reality has the potential to provide immersive and interactive experiences,
allowing potential visitors to engage with cultural and heritage sites virtually. The study seeks to
explore how marketers can harness virtual reality technologies to create valuable and engaging
content that entices visitors and enhances their overall experience. By examining the social media
profiles and activities of these entities, the research aims to provide insights into successful social
media marketing practices, as well as explore the potential of virtual reality in marketing strategies for
cultural tourism and heritage sectors. The findings of this research can help tourism organizations
understand the impact of consumers' behavior and preferences and guide them in making informed
decisions about their marketing and promotional efforts.

KEYWORDS

Historic Cultural Heritage Tourism; Digital Marketing; Social Media Marketing; Tourism Development;
Cultural Tourism; Cultural Heritage; Tourism; User Experience; Virtual Experience; Social Media;
Portugal.
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1. INTRODUCTION

The development of Information and Computer Technology (ICT) changes fundamentally the
communication and interaction between customers and organizations and creates new opportunities
to the whole tourism industry (Buhalis, 2003). According to Lange-Faria and Elliot (2012), social media
has become the modus operandi of the 21st century, being an integral part of people’s lives and
exerting an enormous influence on people when they have to decide on any touristic activity (Sosyal
et al, 2022). Social media is more than social networking and content sharing platforms, it influences
the customer’s behaviour in terms of awareness, information seeking, attitudes, decision-making, and
especially in the purchasing and post-purchasing moment, as it supports users to give their personal
thoughts and opinions through user-generated content to a global audience (Bosio et al, 2018).

According to Zurub et al (2015), the tourism industry is fundamental to the economic growth of
countries, as it makes the economic wheel turn and grow continuously, since it has a direct impact on
the cities’ infrastructure and local businesses. Regarding the importance of the tourism industry but
focusing attention on the specific location of this research, it is possible to conclude that Portugal offers
a wide range of centres of touristic appeal, starting with its beautiful coastline, historic cities, cultural
attractions, and sunny weather. With centuries and centuries of history, Portugal is a country with a
rich cultural heritage, and cultural tourism is a popular way to experience the country’s history,
traditions, and art. In recent years, Portugal has become an increasingly popular tourist destination,
with a growing number of visitors seeking unique experiences. In addition, Portugal was considered
the “Best Tourist Destination in Europe” in the European edition of the World Travel Awards 2022
(Turismo de Portugal, 2022).

Over the last decade, the tourism industry in Portugal has increasingly embraced social media
platforms to reach out to potential tourists, promote destinations, and engage with tourists. Research
conducted by EGM (Electrical Grid Monitoring) show that the tourism sector is one of the fastest
sectors trying to reach its target audience by using the internet and social networks (Van Der Bank &
Van Der Bank, 2015). On the other hand, the implementation of technology and its consumption is
gradually reshaping the tourism industry and has contributed to a great extent. Thus, progressive
technological excellence has given rise to innovative technologies such as Virtual Reality (VR) and
Augmented Reality (AR), and this growing demand is one of the main reasons for introducing and
adopting technological innovation in the particular area of digital marketing. (Hassan A., Rahimi R.,
2016).

Social media gives many opportunities for cultural tourism development, especially in rural areas,
which have many unique cultural values (Sosyal et al, 2015). However, there are also some potential
negative impacts of social media marketing on cultural heritage tourism. This involves creating a
homogenization of cultural heritage sites, where sites are modified to meet the demands of tourists
rather than preserve their cultural significance. Additionally, social media can create overcrowding at
cultural heritage sites, which can have negative impacts on the environment, infrastructure, and local
communities. In summary, social media marketing has had a significant impact on cultural heritage
tourism. While it has created new opportunities for tourism organizations and visitors, it is important
to carefully consider the potential negative impacts and ensure that cultural heritage sites are
preserved and protected for future generations. This moves discussion to the challenges faced by



touristic-related organizations in using technological innovation as a marketing tool when it comes to
cultural and heritage tourism.

The aim of this research is to analyse how social media marketing has been used in the promotion of
cultural tourism and heritage in Portugal, exploring, on the other hand, the intersections and
relationships between cultural tourism, heritage, and marketing within the framework of information
and communication technologies. It incorporates both traditional and new trends of virtual reality (VR)
on the cultural tourism and heritage sector in Portugal, in order to understand how they complement
each other, and whether this interaction can be improved, and how. The findings in the present
research answers two research questions: “how can social media marketing contribute to the building
and strengthening of the Portuguese Cultural Heritage and Tourism?” and “how can marketeers
involve virtual reality into a marketing strategy in the cultural tourism and heritage sectors and provide
value from it?”.



2. LITERATURE REVIEW

2.1. TOURISM

From the standpoint of gathering information about the broad concept of “tourism”, the World
Tourism Organization (UNWTO) defines tourism as “a social, cultural and economic phenomenon
which entails the movement of people to countries or places outside their usual environment for
personal or business/professional purposes.” This definition includes a wide range of activities, such
as leisure tourism, business travel, cultural tourism, adventure tourism, medical tourism, and more. It
also recognizes the impact of tourism on host communities and emphasizes the importance of
sustainable tourism development that balances economic growth with environmental and social
responsibility.

For Stephen Page (2019), tourism can be defined as a "dynamic phenomenon and a highly driven
activity in a post-modern society where travellers are constantly seeking new and diverse activities".
Furthermore, in his book "Tourism Management", Page emphasises that tourism is closely associated
with quality-of-life issues, as it presents individuals with the chance to have a break from both the
complexities and stresses of daily life and work, providing the context for relaxation, refreshment and
the opportunity for doing something different. This is becoming increasingly related to notions of
wellbeing and the way holidays assist people in relaxing, recuperating and achieving personal goals
outside of work. The framework proposed by Page also states that "it is clear that tourism is also
becoming a powerful process affecting all parts of the globe".

Author Peter Robinson describes in his book “Tourism: The Key Concepts” that tourism is a social and
economic phenomenon that involves the movement of people to other countries or places. Robison
further states that “tourism is often discussed as leisure, or as hospitality, and sometimes as
recreation, although in truth it is none of these things, yet includes all of them, but within a framework
where time and location are key variables.”

An additional and fundamental fact about tourism is that the act of travelling has a pedigree that goes
back thousands of years and yet the idea of travelling for leisure, education or health purposes really
gained prominence during the 18th century 'Age of Enlightenment' with the development of the
'Grand Tour' in Europe (Fletcher et al, 2017).

Bound to all these discussions, the concept of “tourism” is therefore interpreted in various ways.
Nevertheless, it is one of world’s largest and fastest growing industries, contributing significantly to
the global economy, job creation, and cultural exchange.

2.1.1. CULTURAL HERITAGE

On the specific topic of cultural heritage, the Surugiu and Surugiu (2015) research states that it
“includes different sub-sections: archaeology, architecture, art, tours of churches and cathedrals,
historic tours, museums, military history, music festivals, opera and pilgrimages.”

According to UNESCO, cultural heritage refers to the monuments, groups of buildings, and sites that
have outstanding universal value from the historical, aesthetic, archaeological, scientific, or
anthropological point of view. It includes physical structures such as buildings and monuments, as well
as intangible elements such as traditions, music, performing arts, and oral histories that are passed

3



down from generation to generation. Cultural heritage also encompasses natural landscapes and other
cultural spaces that hold significant cultural and historical value. The preservation and protection of
cultural heritage are crucial for maintaining cultural diversity and promoting mutual understanding
and respect among different communities. (UNESCO, 2009).

Heritage, in turn, is the cultural and natural legacy we have inherited from past generations, and
although heritage is concerned with the past, the implications of its present conservation are oriented
towards its future because heritage resources are an increasingly globalized economy, workforce,
legislative, and political milieu (Hall M., 2014), and moreover it can be considered as “the key and many
times the primary reason for visiting certain tourist destinations” (Fernandes C., Silva G., 2007).

2.1.1.1. CULTURAL HERITAGE TOURIM

There is a plethora of definitions describing cultural heritage and tourism. In essence, cultural heritage
tourism refers to the act of travelling to experience the cultural and historical artifacts and sites that
define a particular region or country’s history. Nevertheless, culture, heritage and tourism do have
standard definitions which relate them to each other and may therefore be difficult to define
independently (Naval, Serra, 2019).

Authors Bob Mckercher and Hilary du Cros (2002), define cultural tourism as “first and foremost a
tourism activity in which a destination’s cultural or heritage are presented for the consumption of
tourists.” Moreover, cultural heritage tourism is often associated with sustainable tourism, as it
promotes the conservation of cultural and natural resources and supports local communities by
creating jobs and economic opportunities. Likewise, when planned and managed effectively, these
sectors together can be a driver for positive change. However, when poorly managed, cultural heritage
tourism can have a detrimental impact on communities (Kaminski J., Benson A., Arnold D., 2014).

Further, many European countries have used culture and heritage as “a key offering in its tourism
portfolio” (Kaminski et al, 2014). Greg Richards (1996) states that “cultural consumption has grown,
and tourism is an increasingly important form of cultural consumption”. The cultural heritage tourism
is therefore a global phenomenon that is becoming increasingly competitive; thus, many countries are
investing more and more their tourism strategies on the promotion of cultural heritage.

2.1.1.2. SOCIAL MEDIA PLATFORMS

Social media refers to online platforms and tools that allow individuals, businesses, organizations, and
communities to create, share, and exchange information, ideas, and content in virtual social networks,
through various forms of media, such as text, images, audio, and video that facilitate the “perception
of interactions among users and derive value from user-generated content” (Carr & Hayes, 2015).

Having a website and social media accounts allow tourism businesses to have a strong online presence,
which is crucial in today’s digital age. This means that potential customers can easily find and learn
about the business, leading to increased visibility and exposure. In a marketing point-of-view, web
pages and social media are powerful marketing tools that allow tourism businesses to reach a large
audience at a relatively low cost. Targeted advertising can be easily created in order to reach specific
demographics and promote a business product and/or service. Furthermore, responding to comments
and messages in the social media platforms can create a sense of community and foster brand loyalty,



so it's a great way to engage customers and build relationships. By actively managing the online
presence and responding to reviews, tourism businesses can enhance their reputation and attract
more customers. Therefore, some hotels and some touristic related services “have quickly adapted to
social media in order to receive feedback, monitor trends, carry out promotional and marketing
activities, achieve sales objectives and not fall behind the competition” (Wang et al. 2011).

Considering the fact that social media play an important role in cultural and heritage tourism, which is
one of the alternative tourism types, it was concluded that people widely use social networks to buy
many tourism-related services and to get information about the destination they will go (Sosyal et al,
2022). Therefore, social media has an important role in the development of cultural tourism, and will,
for sure, become more and more important as information and communication technologies develop
(Sosyal et al 2022).

2.1.1.3. SOCIAL MEDIA PLATFORMS IN THE TOURISM SECTOR

The rapid growth of information and communication technologies (ICTs) and the spread of the internet
have changed the structures of the industry worldwide. New technologies have been embraced in the
tourism industry in Europe and America for more than 30 years, and this trend is likely to continue. ICT
is becoming an expanding source of tourism for a country’s historical and cultural attractiveness as a
destination, as the population begins to travel abroad. (Ma J., Buhalis D., Song H., 2003). Consequently,
social media platforms have been changing the behaviour and user experience in the tourism sector,
therefore tourism companies and touristic-related services have been looking to invest more and more
in their online presence, in order to follow and support this type of consumers, who seek information
to possibly buy their products and/or services through the internet. (Benson V., Morgan S., 2014).

Authors Sigala et al (2010) state that ICT and social media platforms have led to significant changes in
tourists' behaviour in terms of travel arrangements, the travel itself, and post-travel behaviour. Such
changes are having an impact on travellers’ decision-making processes as they help the new tourism
consumer to be better informed, to become autonomous with regard to the information generated by
the tourism company, and to be involved to a greater extent in the selection and purchase process.
The authors further state that ICT plays a crucial role in the three phases of the purchase process: pre-
consumption, consumption, and post-consumption. In the pre-consumption phase, the tourist seeks
the necessary information to plan the vacation, forms expectations, weighs alternatives, compares and
selects what most interests him/her the most. After notifying the supplier of the chosen products
and/or services, the tourism experience is consumed and the tourist is then connected to the internet
to find detailed information about a particular activity or resource, add further information to that
already obtained information or hire new services. Finally, in the post-consumption phase, the tourist
shares the experience on social media platforms in the form of photography, video, blogs,
microblogging, maps, geo-referencing, or travel communities, using a variety of devices such as PCs,
smartphones, and tablets.



2.1.1.4. SOCIAL MEDIA PLATFORMS IN THE CULTURAL TOURISM AND HERITAGE SECTORS

Authors Surugiu and Surugiu (2015) emphasize that the internet is a key principle on how business is
conducted and developed in the tourism sector, bringing innovative management processes both
socially and economically also representing a great support to its expansion.

Social media has changed the way people plan and experience cultural tourism and heritage in several
ways, therefore, the importance of including social media as a marketing tool increases (Sosyal et all
2022). Consequently, most marketing strategies incorporate measures related to social media, as it
provides the greatest advantage of reaching customers in different parts of the world and receiving
feedback in real time, employing minimum resources (Surugiu M., Surugiu C., 2015). Furthermore,
Geraldine et al (2019), contribute to this clarification by describing digital platforms as powerful tools
in the relationship, capture, and customer loyalty, and these are increasingly influencing new
consumer behaviours, forcing new practices in tourism communication. In this scenario, by using social
media platforms cultural heritage sites and tourism organizations can promote their attractions and
events to a global audience, increase their visibility, and engage with potential visitors.

“Certain destinations and spots became popular thanks to social media and marketing activities while
others remain less-know.” (Sormaz el al 2021). Social media platforms like Facebook, Instagram, and
Twitter have become an essential tool for tourists to research and plan their trips. Tourists become
more interested in new technologies each day as it helps to find information about cultural heritage
sites, attractions, and events. Besides, tourists can also read reviews and see pictures and videos of
other travellers’ experiences on social platforms, which can influence their decision-making. In
summary, social media marketing has had a significant impact on cultural heritage tourism as in other
sectors, while it has created new opportunities for tourism organizations, it has allowed tourists to
have much more control on the information and instruments to make a travel arrangement in order
to have access to different tourism products and/or services (Sosyal et al, 2015). That said, the
technology is still evolving and “the number of e-tourism companies using information and
communication technologies (ICT) will continue rising in the next decades” (Sosyal et al, 2015).

2.1.1.5. VIRTUAL REALITY IN THE TOURIM SECTOR

Virtual Reality (VR) can be described as “generating a three-dimensional image” and refers to a
computer-generated simulation or artificial environment that allows a user to interact with it in a
seemingly real way (Tiusanen, 2017). Technology is reshaping business strategies and, likewise, is also
reshaping the structure of tourism. Hence, marketeers need to continuously innovate their strategy.
Guttentag D. (2009) states that “VR’s applications for the tourism sector are numerous and its
implications for the sector are significant, so tourism researchers and professionals should gain a
greater understanding of VR to best prepare themselves to face the challenges and take advantage of
opportunities that VR presents.” Notwithstanding tourism's long-standing association with physical
location and authenticity, virtual reality (VR) was being implemented even in pre-pandemic tourism
contexts, alongside other contemporary strategies such as augmented reality (AR), 3D virtual worlds,
immersive media, and gamification (Maksim et al 2022).



Virtual tourism is a fusion concept merging virtual reality (VR) and tourism into one and emerges to
facilitate and provide new touristic experiences and sensations to tourists without travelling. As a
result, VR has been used most frequently for marketing illustrate a place and project a destination
image to potential visitors (Maksim et al 2022). The virtual environment is typically created with the
goal of immersing the user in an experience that feels as if they are physically present in that
environment and can involve a variety of sensory experiences including visual, auditory, and even
haptic (touch) feedback.

Foronda-Robles et al (2021) indicate that there are several technological solutions commonly adopted
in the cultural heritage sector, among the most productive being audio guides, touch screens,
interactive paths, virtual visits on portable devices, direct experiments, and interactives installations.

Guttentag D. (2009) concluded that VR highly benefits the areas of planning, management, marketing,
entertainment, education, accessibility, and heritage preservation within the tourism industry, but
above all it benefits the heritage preservation by creating virtual experiences (VE) that will therefore
replace the actual visit to the threatened sites. The sense of VE is mainly for the protection of culturally
sensitive heritage environments or attractions, avoiding tourist overcrowding. On the other hand, the
research conducted by authors Adachi R., Cramer M., and Song H. leads to potential disagreement as
a result of the different perspectives through which it is indicated that despite the growing interest in
using VR for tourism marketing, the type of media used to view VR promotional videos such as the
360-degree, has a significant impact on the image of a destination, however it has been found not to
affect visit intention, and is also considered as not significant. This is important because it clearly
illustrates the fact that VR can be successfully implemented as a marketing tool and the tourism
businesses can extract value from it.

2.1.1.6. VIRTUAL REALITY IN THE PORTUGUESE CULTURAL TOURISM AND HERITAGE
SECTORS

Authors Guerra J., Pinto M., and Beato C., (2015) state: “observe the heritage, a monument,
architecture, or a sculpture and immediately receive useful additional information to interpret better.
This is one of the promises of VR technology.” Furthermore, with the development of low-cost devices,
the access to these VR tools is easier than ever, in addition to their entertaining and therefore
motivating properties (Morel M. et al, 2015). Having said that, the advantages of VR include the
connection between history and heritage, and between culture and tourism, in a non-invasive and
rapid capture of historical and cultural sites.

Virtual experiences are booming in the Portuguese tourism and can provide a great opportunity for
people all around the world to explore Portugal’s rich culture and history without physically being
there. There are several VR themes: starting with Virtual Tours of Historic Sites, such as the Jerénimos
Monastery in Lisbon or the Convent of Christ in Tomar, both offer virtual tours that allow visitors to
explore the sites from the comfort of their homes; then there’re Online Cooking Classes, Portuguese
cuisine is renowned for its seafood and bold flavours, and many cooking schools in Portugal offer online
cooking classes that allow participants to learn how prepare traditional Portuguese dishes; then comes
the Virtual Wine Tastings, Portugal is home to many world-class wineries, and virtual wine tastings
offer an opportunity to explore the flavours and aromas of Portuguese wine without leaving home;



further there’re Cultural Workshops, Portuguese culture is rich and diverse, and virtual workshops on
topics such as fado music, traditional dance, and art can provide an immersive experience that allows
visitors to learn about the culture of Portugal; and lastly the Virtual Festivals: Portugal is famous for its
lively festivals such as the Carnaval in Madeira or the Festas de Lisboa, in Lisbon. Virtual festivals allow
visitors to experience the excitement and energy of these events from the comfort of their own
homes.

According to an article written by Marco Santos (The Portugal News, 2019), Portugal provides a diverse
list of virtual tours that allow the tourists to learn about Portuguese history and culture while also
providing a pleasant user experience. Starting with the iconic “Tram Ride through Lisbon”, which
consists in a short video experience where it’s possible to get an idea of what’s it’s like to ride on a
Lisbon tram. Then, the National “Azulejos” Museum in Lisbon website displays several collections of
the traditional, blue-tinted ceramic tiles. Further, there’s a tour called “7 Wonders of Lisbon” with a
local guide, that enables tourists to explore the city through virtual maps, photos, videos guides and
3D imagery. The outstanding National Palace of Sintra also offers a virtual tour, where it’'s possible to
admire the array of tilework, murals, and furniture pieces that are centuries old. The well-kwon
Calouste Gulbenkian Museum also displays a 360-degree virtual tour on its website. And as a last
example, the Fado Museum made available digital sound files, providing some of the best examples of
the traditional fado music (Santos, 2021).

2.1.1.7. USER EXPERIENCE IN THE TOURISM SECTOR, INCLUDING IN THE CULTURAL VR
EXPERIENCES

Tiusanen P. (2017), states that attractions are an essential part of the destinations, so as for the user’s
travel experience, thus, attractions can be considered in most cases as the whole reason why a tourist
visits a certain destination. In line with Tiusanen’s approach, the Portuguese tourism operators must
focus on customer service and satisfaction in order to ensure a positive user experience. This can be
accomplished through several means, including providing proof of high-quality accommodation,
reliable transportation, and informative and engaging tours and activities. In addition, it is important
that tourism operators embrace the user experience in information and communication technologies
to improve the user experience and to stay up to date. This can include delivering user-friendly
websites and mobile applications, offering online booking and reservation systems, and using social
media to engage visitors and provide valuable information about the local attractions and events.

According to Merkx et al (2021), VR applications in the tourism industry can positively impact the
tourist experience, regardless of the type of tourist experience, and therefore can have multiple
benefits if included as a marketing tool in the tourism destinations and companies. Nevertheless, it’s
also claimed that VR in tourism experiences can provide a feeling of temporary isolation due to being
closed off from the real world, however, that feeling of isolation disappears soon after experiencing
VR. On the other hand, Zhang et al (2022) pointed out that today’s tourism operators contain multiple
sets of technologies, and thus virtual tourism projects, that help tourists familiarize themselves with
the destinations, reducing user anxiety when choosing a destination. There seems to be a consensus
among the mentioned authors in identifying the benefits of the VR in the tourism industry, as it
demonstrates that VR is increasingly available to people and that many touristic-related services also



already feature this type of VR services, which allows tourists to access this information and make their
own decisions that will certainly benefit their user experience.



3. METHODOLOGY

Methodologically, this research applies a qualitative method of direct observation to some social
media profiles, providing a qualitative interpretation of these profiles, along with the process of
interviewing some professionals from the sectors under study. This method is called “netnography
research”, a characterization by Kozinets (2010), which “uses social science methods to present a new
approach to conducting ethical and through ethnographic research that combines archival and online
communications work, participation and observation, with new forms of digital and network data
collection, analysis and research representation (p. 14).” Kozinets affirms in his book that netnography
is a “specific sets of research positions and accompanying practices embedded in historical trajectories,
webs of theorical constructs, and networks of scholarship and citation; it is a particular performance
of cultural research followed by specific kinds of representation of understanding (p. 14).” Additionally,
the study of social media is widespread, significant and deserves research attention, and is therefore
a world of possibilities for human understanding in technological social interaction. (Kozinets, 2010).

The authors Gondin et al (2020), state that applying netnography as a Research Method in Tourism has
shown some limitations that act as restrictive factors, such as the superficiality in the analysis of the
data collected, and the lack of a reflective analysis on the behaviors and discourses manifested in
virtual communities. Nevertheless, netnography displays facilitating aspects that encouraged its
choice, such as the easy access to data collection in the virtual environment and the records of
travelers and stakeholders of the tourism activity, the less intrusive data collection than face-to-face
methods, among others. Moreover, studies on the themes of cultural and heritage tourism and VR
with regard to Portugal are also increasingly numerous. In terms of common ethnographic procedures
in relation to netnography, Kozinets (2010) recommends the following methodological steps and
procedures for netnographic studies: Input: formulation of research questions and identification of the
most appropriate online community for a study. Data collection: direct copying of computer-mediated
communications of online community members and observations of the community and its members,
interactions, and meanings. Analysis and interpretation: categorization, code analysis and
contextualization of communicative acts. The author also emphasizes that all these steps should be in
line with research ethics (Gondim et al, 2020).

Kozinets further elaborates on the various choices that are important in the particular stage of data
collection, giving some guidelines for searching, finding, selecting and storing data. According to the
principles of qualitative data analysis, the important steps to consider are as follows:

e Proceed in a systematic and rigorous manner (minimize human error).
e Record the process, memos, diaries, etc.

e Focus on answering the research questions.

e Level of interpretation appropriate to the situation.

e Time (the process of enquiry and analysis is often simultaneous).

e Seeking explanation or clarification.

e Evolution/emergence.

Furthermore, Kozinets also provides useful information related to data analysis, such as not focusing
on the objective meaning of the text, but on what that text means to the people in the situation under
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study, and remembering to try to bracket the analysis, i.e. tell your story rather than your own as a
researcher, as well as a number of other useful tips. (Bowler, 2010).

To emphasize the "netnographic research" method, 21 social media profiles of entities linked to the
cultural and heritage tourism sectors in Portugal were chosen to measure and collect some concrete
data and one website / platform - Fever Lisboa, to gather some feedbacks on the VR experience "Flying
over Lisbon" organized by the Lisbon Store Centre as well as the VR exhibition "Frida Khalo" at Mae
D'Agua. Subsequently, the first visits were made to the defined social networks so as to build a research
script and identify the need to search for the above-mentioned information. In this way, table 1
represents the selection of some active and successful profiles on social networks, both on Instagram
and Facebook, of entities related to Culture, Tourism and Heritage in Portugal. An analysis was also
made to the websites of some of these entities, and of another platform that sells online tickets for
cultural activities and that collects several testimonies of the experiences - Fever, Lisbon, in order to
obtain a better data analysis. However, the main focus of this study is in fact the social media profiles.
Thus, the platform is only used to make a first analysis and centralize the data.

Table 1 — Data Sources Analysis

Author/Data Source Dimensions Variables Methodology
Visit Portugal - Turismo | Promotion of tourism [1.N2 of followers; 2.N2 of| 1.Qualitative analysis —
de Portugal activities and likes; 3.N2 of views; 4.N2 [ netnography. 2.0nline
involvement of tourists in| of comments; 5.N2 of interview with tourism
social media. shares. managers — 15 questions.
Visit Porto and North — [ Promotion of tourist [1.N2 of followers; 2.N2 of| Qualitative analysis —
Turismo do Porto e activities in the city of [likes; 3.N2 of views; 4.N2 netnography.
Norte Porto and the North of | of comments; 5.N2 of
Portugal, and shares.

involvement of tourists in
social networks.

Visit Algarve — Turismo Promotion of tourist  [1.N2 of followers; 2.N2 of| Qualitative analysis —

do Algarve activities in the region of | likes; 3.N2 of views; 4.N2 netnography.
Algarve and involvement| of comments; 5.N2 of
of tourists in social shares.
networks.
Lisboa Secreta Promotion, tips, plans [1.N2 of followers; 2.N2 of[ Qualitative analysis —
and inspiration of the |likes; 3.N2 of views; 4.N2 netnography.
best of Lisbon. of comments; 5.N¢ of
shares.
Porto Secreto Promotion, tips, plans [1.N2 of followers; 2.N2 of[ Qualitative analysis —
and inspiration of the [likes; 3.N2 of views; 4.N? netnography.
best of Porto. of comments; 5.N¢ of
shares.
Parques de Sintra Management of the [1.N2 of followers; 2.N2 of| Qualitative analysis —
natural and cultural |likes; 3.N2 of views; 4.N2 netnography.
values located in the area| of comments; 5.N2 of
of the cultural landscape shares.

of Sintra and Queluz;
Promotion of its activities
and information about its
services on social
networks.
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Patrimonio Cultural -
DGPC

DGPC promotes Cultural
Heritage in Portugal by (I
providing information on
social networks about its
activities and
monuments. On its
website it’s possible to
buy tickets for all
activities and
monuments.

1.N¢ of followers; 2.N2 of

ikes; 3.N2 of views; 4.N2
of comments; 5.N¢ of
shares.

Quialitative analysis —
netnography.

Patrimonium

Promotion and
management of heritage
in Portugal, using social
networks to promote its
activities and projects.
On its website it’s
possible to buy tickets
for all activities and
monuments.

1.N¢ of followers; 2.N2 of
likes; 3.N2 of views; 4.N2

of comments; 5.N¢ of
shares.

Quialitative analysis —
netnography.

Fundacgdo Calouste
Gulbenkian

Gulbenkian essentially
promotes its exhibitions
and activities on the
social networks, as well
as informing all those
interested in culture
about its timetables and
other useful information.
The website offers an
extra and innovative
option which is the 3602
virtual tour.

1.N¢ of followers; 2.N2 of

likes; 3.N2 of views; 4.N¢
of comments; 5.N¢ of
shares.

Qualitative analysis —
netnography.

Fundagao Serralves

Serralves promotes its
activities on social
networks, so it conveys a
more informative
message and image.
Serralves has a
interactive posture with
its target audience on
social media by creating
some quizzes. Its
website sells tickets to
the exhibitions.

1.N¢ of followers; 2.N2 of
likes; 3.N2 of views; 4.N¢
of comments; 5.N2 of
shares.

Qualitative analysis —
netnography.

Fundagao Casas
Fronteira e Alorna

It essentially promotes
its activities on social
media, providing
information such as
schedules, etc. It is
possible to buy tickets
through its website.

1.N¢ of followers; 2.N¢2 of
likes; 3.N2 of views; 4.N2
of comments; 5.N¢ of
shares.

Quialitative analysis —
netnography.

Hotel Casa Holstein

Historical Hotel located
in Sintra that promotes
some cultural and

touristic activities. It uses

1.N¢ of followers; 2.N2 of
likes; 3.N2 of views; 4.N2
of comments; 5.N¢ of

shares.

Qualitative analysis —
netnography.
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social networks to
promote its services.

Palacio do Grilo

Promotes the activities
and services (restaurant
& bar).

1.N2 of followers; 2.N2 of
likes; 3.N2 of views; 4.N2
of comments; 5.N¢ of
shares.

Qualitative analysis —
netnography.

Camara Municipal de
Lisboa

Promotes the activities

directly associated with

the “Camara Municipal
de Lisboa”.

1.N2 of followers; 2.N2 of
likes; 3.N2 of views; 4.N2
of comments; 5.N¢ of
shares.

Qualitative analysis —
netnography.

Junta de Freguesia da
Estrela

It promotes all the
cultural activities
associated to “Junta de
Freguesia da Estrela” on
social networks.

1.N¢ of followers; 2.N2 of
likes; 3.N2 of views; 4.N¢
of comments; 5.N2 of
shares.

Qualitative analysis —
netnography.

Black Cat Cinema

Uses social media to
promote its events and
cinema sessions,
providing some useful
information related to its
services.

1.N¢ of followers; 2.N2 of
likes; 3.N2 of views; 4.N¢
of comments; 5.N¢ of
shares.

Quialitative analysis —
netnography.

Jardins Abertos

The festival that opens
the gates of Lisbon’s city
gardens and promotes its

programme on social
media to attract
public/tourists to

Lisbon’s gardens during

the festival dates.

1.N2 of followers; 2.N2 of
likes; 3.N2 of views; 4.N¢
of comments; 5.N¢ of
shares.

1.Qualitative analysis —
netnography; 2.Brief
face-to-face interview
with about 5 questions to
one of the festival
volunteers, who was
coordinating visitors and
informing about the
festival programme.

Lisbon Story Centre —
Museum

Uses social networks to
promote the Museum;
Lisbon Story Centre
Musuem reshares some
pictures taken by the
tourists which creates a
feeling of “community”.

1.N2 of followers; 2.N2 of
likes; 3.N2 of views; 4.N?
of comments; 5.N¢ of
shares.

1.Qualitative analysis —
netnograpgy; 2.Virtual
cultural experience —
Visited the museum and
created a “diary of my
experience”.

Fever Lisboa (website) —
About the VR experience
“Voar sobre Lisboa” at
Lisbon Story Centre and
the Frida Kahlo

1. Type of comments, to
understand what the
"user experiences" were
like.

1.Qualitative analysis —
netnograpgy;

exhibition X
Pavilhdao do Uses social networks to [1.N2 of followers; 2.N2 of| 1.Qualitative analysis —
Conhecimentos — Centro| promote essentially its | likes; 3.N2 of views; 4.N2 netnography.
Ciéncia Viva activities. of comments; 5.N¢ of

shares.

MAAT — Museu de Arte,
Arquitetura e Tecnologia

Uses social networks to
promote its activities and
art work.

1.N¢ of followers; 2.N2 of
likes; 3.N2 of views; 4.N2
of comments; 5.N¢ of
shares.

1.Qualitative analysis —
netnograpgy;

Feira do Livro — Lisboa

Uses social networks to

promote the event itself

1.N¢ of followers; 2.N2 of

1.Qualitative analysis —

likes; 3.N2 of views; 4.N2

netnograpgy;
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and to make some of comments; 5.N¢ of
announcements. shares.

Regarding the interviews, this exploratory study conducted a total of 9 interviews with 12 experts in
these sectors and 1 questionnaire/quiz with 6 questions on Instagram, to a list of "close friends" with
22 people in total. These same interviews were then conducted to measure the success of the entities'
social media marketing strategy and were carried out with tourism managers and some social media
users with a particular interest in culture, tourism, heritage, and VR experiences. All the interviews
lasted between 25 and 30 minutes, and the asked questions focused mainly on marketing strategy and
social media usage, and with 2 open questions about VR experiences in Portugal. For this purpose, it
was necessary to understand the promotion of the sectors with strong content, and finally to look at
the relationship between communication through social media and the development of VR
experiences. Moreover, some of the profiles selected for this study were found using a wide range of
keywords/sentences in search engines. Some examples include "virtual reality experience tourism in
Portugal" and "virtual reality in Portugal". In addition, based on the topics indicated in this research,
several entities with a strong social media presence were also selected. Also, the following analysis
criteria were used: the number of followers, which refers to the number of likes or followers of the
entities' social media profiles, the number of views of the videos hosted on the entities' social media
platforms, the number of likes of the entities' posts shared on social media, the positive comments,
the negative comments and other comments. To conclude, the qualitative approach was chosen based
on the nature of the data expected to be collected to answer the two research questions defined.

Table 2 - Interviewed Managers and Social Media Users

Interviewees Date of the interview Structure affiliation

Interviewee 1 May 2023 Tourism Professionals/Managers.
Interviewee 2

Interviewee 3

Interviewee 4 May 2023 Communication Professional in
the cultural events sector.

Interviewee 5 April 2023 Social media user with a strong
interest in Portuguese culture.
Plus, this user works in the
tourism events sector.

Interviewee 6 April 2023 Professional designer from the
tourism and culture sector. Great
interest in culture and
architecture, often participates in
cultural events, visits various
museums, including
technological/immersive
exhibitions.

Interviewee 7 May 2023 Marketing student with a strong
interest in cultural events, namely
art and music. The student
participates in several events that
she finds through social media.
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Interviewee 8

Interviewee 9

May 2023

Managers from other sectors, but
who have a strong interest in
culture, namely Portuguese
culture. They often participate
with their family in cultural
events, which they know mostly
through social networks.

Interviewee 10

May 2023

Sales & Marketing Professional
from other sector, with a strong
interest in museums and art
exhibitions, especially those of
modern art involving
technological experiences.

Interviewee 11

June 2023

Professional from another sector,
with an interest in culture and
heritage. His professional life
intersects with Portuguese
culture, so there is a great
intereaction with cultural
activities. In addition, he has a
strong interest in technology and
innovation, so he visits some
cultural experiences in this area
whenever possible.

Interviewee 12

May 2023

Professional in the cultural sectors
in Portugal, he is in constant
interaction with all these aspects:
art, music, museums, heritage,
cultural events, etc. On the other
hand, he explores the issue of VR
within these same sectors, with
the main objective of innovating
in his business.

Sources: developed by the authors.
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4. EMPIRICAL STUDY

ONLINE FOCUS SAMPLE CHARACTERISATION AND DESCRIPTION

A significant component of this research relies on the execution of the sample characterization and
description, which is composed by entities related to tourism, culture and Portuguese Cultural
Heritage, and the results of this effort are represented in tables 2, 3 and 4, where the identified
determinants of social media marketing and VR adoption in the inherent concept can be perceived.
Therefore, the present section provides details about the entities chosen for each sector, as well as
explores their social media marketing strategy, while presenting the data collected through the
netnography conducted and the interviews conducted with users with a special interest in culture and
heritage and with some experts in the mentioned industries, and the trend towards digital
transformation in cultural tourism and heritage.

Table 3 — Tourism

Data Source Instagram Facebook
Visit Portugal — Turismo de 776K Followers 1,5K Likes
Portugal

1,5K Followers

Visit Porto and North — Turismo 36,8K Followers 166K Likes
do Porto e Norte

180K Followers
Visit Algarve — Turismo do Algarve 121K Followers 220K Likes

229K Followers

Table 2 presents the research results regarding Visit Portugal and two other regions of the country:
Vist Porto and North and Visit Algarve, whose main objective is to illustrate the social media marketing
strategy adopted so far. The social media marketing of Visit Portugal is in line with the online social
structures and interactions through the publication and sharing of content on social networks such as
Facebook, YouTube, Instagram, and Twitter, which are privileged tools of communication with tourists
visiting Portugal. However, the social media marketing strategy varies from platform to platform and
meets Visit Portugal’s objectives for each one. First by addressing the Instagram of “Visit Portugal”, it
appears that the platform has 776K followers and the strategy used is user-generated content. In the
case of Facebook, it appears that the profile has 1.5K followers and 1.5K likes on the page. As for its
strategy, it differs from the Instagram strategy, that essentially uses news created on the official Visit
Portugal website, including the respective links for the target audience to access directly. However,
both strategies on these platforms have the same goal, to promote the activities and inspire potential
tourists through their posts. In addition, the professional from Turismo de Portugal concluded that,
although both platforms perform very well, Facebook is in fact the best performing social network,
with greater engagement with the public. Notwithstanding the above conclusions, it is important to
note that “Turismo de Portugal” essentially promotes its activities on social networks but does not sell
products or services on social media.

16



Regarding the "Visit Porto and North" account, which is, in fact, a subcategory of the official account
of "Turismo de Portugal" - Visit Portugal, which represents the entire northern region of the country.
The main objective of this account is, precisely, to promote tourism activities in the North region. As
for the account "Visit Algarve" that represents the entire region to the Algarve, southern area of
Portugal, it is verified that like the accounts mentioned above, its main objective is to promote tourism
activities and the Algarve region, also resorting to "user generated content" on Instagram and
complementing with some news related to tourism in the region on Facebook. It is noteworthy the
interaction of the profile with its target audience, which demonstrates a great engagement. Between
both regions, it is verified that the account "Visit Algarve" presents a bigger engagement with its target
audience than the account "Visit Porto and North". However, both have an active presence, use the
strategy of user generated content, and present their activities and packages in the feed of their
profiles.

The social media marketing strategy for all platforms on which “Turismo de Portugal” is present, is
similar for all regional Tourism accounts. The great purpose of these sub-categories is to promote the
remaining regions of the country, and somehow to combat and circumvent the issue that arises about
the places of great natural beauty that are not well known and little publicised.

Table 4 — Culture

Data Source Instagram Facebook

Lisboa Secreta 404K Followers 392K Likes

458 Followers
Porto Secreto 77,7K Followers 86K Likes

115K Followers
Fundagdo Calouste Gulbenkian 112K Followers 337K Likes

357 Followers

Fundagdo Serralves 148K Followers 245K Likes

253K Followers
Black Cat Cinema 20,1K Followers 2,4K Likes

2,6K Followers
Jardins Abertos 18,3K Followers 9,4K Likes

10K Followers

Lisbon Story Centre — Museum 1133 Followers 11K Likes

11K Followers

Pavilhdo do Conhecimento — 14,1K Followers 76K Likes
Centro Ciéncia Viva

78K Followers

MAAT — Museu de Arte, 90,3K Followers 104K Likes
Arquitetura e Tecnologia

110K Followers
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Feira do Livro — Lisboa 33,6K Followers 78K Likes

80K Followers

For this section, several profiles have been selected that showcase the best of Lisbon and Porto, as
both cities boast rich cultural heritage, historical sites, and vibrant industries. Lisbon and Porto attract
a significant number of tourists and have a strong online presence, making them ideal subjects for
studying social media’s impact on cultural heritage and tourism. Furthermore, both cities are known
for their strong presence on various social media platforms. Numerous Instagrammable spots,
hashtags, and influencers have contributed to the online promotion and visibility of these cities. This
way, analysing social media content related to Lisbon and Porto can reveal patterns, trends, and the
effectiveness of digital marketing strategies in the context of cultural heritage and tourism. Therefore,
table 3 includes some profiles linked to Portuguese Culture such as museums, some cultural events
and pages of inspirations and suggestions of cultural activities in the cities of Lisbon and Porto.

For a first approach, the profiles "Lisboa Secreta" and "Porto Secreto" were selected, which are
essentially run by the same teams, but each of these pages targets different cities: Lisbon and Porto.
"Lisboa Secreta" is an online guide that highlights the lesser-known aspects of Lisbon, offering unique
insights into the city’s gems, local culture, and off-the-beaten-path attractions. The profile features
stunning photographs capturing the enchanting streets, colourful neighbourhoods, historic landmarks,
and scenic views of Lisbon. The content includes intriguing captions or stories accompanying the
photos, providing historical context, interesting facts, or insider tips about the featured locations. It
highlights hidden cafes, tucked-away bookstores, charming boutiques, vibrant street art, undiscovered
viewpoints, or any other fascinating spots that most tourists might not stumble upon. Moreover,
“Lisboa Secreta” profile also shares recommendations for local events, festivals, cultural activities, and
lesser-known dining spots. It strives to showcase the authentic side of Lisbon, promoting exploration
and encouraging visitors to experience the city beyond its popular tourist destinations. Concerning the
profile "Porto Secreto", given that it is also managed by the same team, it features an identical social
media marketing approach and an identical visual image. However, the "Lisboa Secreta" profile has a
higher number of followers, which can be justified by the fact that Lisbon is the country's capital.
Nevertheless, both accounts present a high engagement and a large number of followers and likes in
all posts.

In short, and to complete the conceptual trilogies formed by “culture, heritage and tourism”, it is highly
important to delve into other types of entities such as museums, to outline the current post-modern
identity context, clearly mediated by digital and ubiquitous communication. Thus, the following
profiles with the following characteristics were selected: Fundagdo Calouste Gulbenkian in Lisbon with
112k followers on Instagram and 357k followers on Facebook, Fundag¢do Serralves in Porto with 148k
followers on Instagram and 253k followers on Facebook, Lisbon Story Centre with 1133 followers on
Instagram and 11k followers on Facebook, Pavilhdo do Conhecimento in Lisbon with 14,1k followers
on Instagram and 78k followers on Facebook, and lastly, MAAT Museum in Lisbon with 90.3k followers
on Instagram and 110k followers on Facebook.

The Calouste Gulbenkian Foundation (Fundagao Calouste Gulbenkian) aims to improve people's lives
by promoting the arts, culture, education, and science, both in Portugal and internationally. It is
therefore an important focus in this study, as it is the largest centre for modern art and science in
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Portugal, features virtual tours on its website, and has an emphasis on offering exhibitions of modern,
innovative, and technological art. Regarding Gulbenkian’s social media presence, it’s noted that it
maintains a presence on various social media platforms such as Facebook, Twitter, Instagram and
LinkedIn to share information about its activities, news, events, projects and initiatives, and to engage
with the public.

Finally, bringing the media landscape to the forefront, but highlighting another "virtual environment",
a few profiles related to some events organized by entities also linked to Portuguese Culture and
Tourism, such as the Black Cat Cinema, the Jardins Abertos, and the Feira do Livro de Lisboa, have been
selected to examine its performance on social media platforms, along with its adopted social media
marketing strategy. In this way, these creative resources have a great performance on social networks:
the Black Cat Cinema counts with 20,1k followers on Instagram and 2,6k followers on Facebook, the
Jardins Abertos has 18,3k followers on Instagram and 10k followers on Facebook, and the Feira do Livro
de Lisboa has 33.6k followers on Instagram and 80k followers on Facebook.

Table 5 — Portuguese Cultural Heritage

Data Source

Instagram

Facebook

Parques de Sintra

43,2K Followers

91K Likes

93K Followers

Patrimonio Cultural - DGPC

13,3K Followers

1,6K Likes

2,1K Followers

Patrimonium

2041 Followers

1,5K Likes

1,7K Followers

Fundagdo Casas Fronteira e
Alorna

4336 Followers

5,6K Followers

Hotel Casa Holstein

8494 Followers

1,4K Likes

1,4K Followers

Palacio do Grilo

36.7K Followers

998 Likes

1,2K Followers

Municipio de Oeiras

37,2K Followers

91K Likes

104K Followers

Camara Municipal de Lisboa

200K Followers

476K Followers

Freguesia da Estrela

6245 Followers

17K Followers

Last but not least, table 4 presents a list of social media profiles of cultural heritage organisations
located in Lisbon, Cascais, Sintra and Oeiras, as these locations are popular tourist destinations that
contribute valuable knowledge to the fields of cultural heritage, tourism, technology, accessibility and
education, thus providing information on best practices, promoting innovation and improving the
overall cultural experience for visitors and locals. These profiles were selected from a variety of
heritage sites, starting with "Parques de Sintra" which includes Pena Park and Palace, Sintra Palace,
Queluz Palace, Moorish Castle, Monserrate Park and Palace, among others, which are some of Sintra’s
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most iconic monuments, attracting thousands of tourists every eyer. Subsequently, the DGPC entity
was selected because it is in charge of the management of cultural heritage in mainland Portugal,
covering practically all technical and scientific domains and structured functionally in central services,
based in Lisbon, and in Museums, Monuments and Palaces, located in different parts of the country.
Then was chosen a different profile called "Patrimonium" which is essentially a brand dedicated to the
management and promotion of cultural assets, working in the following areas: cultural mediation,
room assistance and surveillance support, cultural marketing, heritage inventory, research and content
production, musealization, and management and consulting. Then three profiles of manor houses and
palaces in Lisbon and Sintra were selected: Fundagdo Casas Fronteiras e Alorna, Hotel Casa Holstein
and Paldcio do Grilo, which are currently open to the public for visits, events and other tourist activities,
as is the case of Hotel Casa Holstein and Palacio do Grilo. Lastly, three profiles linked to the Oeiras and
Lisbon Municipalities were selected: Oeiras City Council, Lisbon City Council and Estrela Parish as these
are, indeed, the most active and involved in projects linked to culture and heritage.

Starting by approaching “Parques de Sintra” in a more detailed way, a company that manages and
conserves various historical and natural sites in the Sintra region of Portugal, it is possible to emphasize
that “Parques de Sintra” has an active presence on social media platforms where they share news,
updates, information about their various sites, and showcase the beauty of their sites thorough visually
appealing photos. The Instagram profile has 43.2K followers and promotes essentially all its tourism
activities, and contrary to other entities, it does not resort to the "user-generated content" strategy
but rather to photographs taken by professional photographers who actively participate in the events
and activities organised by the entity. As for its Facebook profile, it has 91k likes and 93k followers.
The strategy applied on Facebook is similar to Instagram, which implies the promotion of their
activities and monuments through photos taken by professional photographers and complementing
this information with some news and links to e-tickets. There is strong interaction with the target
audience on both platforms, which means that they develop marketing campaigns, produce
promotional materials, and engage in digital marketing efforts to attract tourists and visitors interested
in experiencing the cultural heritage of the region.

Besides, it was possible to attend to an activity organised by “Parques de Sintra”, namely an immersive
and interactive show that brings light and magic to the New Garden of the National Palace of Queluz,
"Aladdin, Princess Jasmine and the Genie of the Lamp" developed by OCUBO studio in partnership with
“Parques de Sintra”, with the support of Sintra City Council. With a combination of luminous
sculptures, video mapping, augmented reality and interactive installations, visitors are invited to
rediscover and experience this space in a whole new way and immerse themselves in the imagery of
Aladdin with all their senses. This kind of immersive shows along with cultural experiences are
memorable experiences people will treasure for a lifetime, first because the setting is unique, the
National Palace of Queluz provides a distinctive and enchanting backdrop for an immersive show, the
multisensory approach can transport participants into Aladdin's world, making the experience even
more memorable and impactful and as a result, it can have positive economic effects, stimulating local
businesses, generating revenue and promoting the destination as a centre for cultural entertainment.

In the case of the DGCP, the entity responsible for the management of cultural heritage in mainland

Portugal, there is evidence that it has developed an integrated communication strategy aimed at
raising public awareness and informing the public about activities, about the importance of cultural
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heritage in contemporary society and about the programming of museums, monuments, and palaces.
The DGPC organises technical and scientific meetings and promotes education and training activities
in universities, municipalities, and schools. It has a publishing programme aimed at different areas of
specialisation and audiences such as: Routes, Catalogues, Monographs, Studies, Standards, Essays,
Meeting Proceedings, in the areas of History of Art, Heritage, Conservation and Restoration,
Archaeology, Ethnology and Inventories, and also, periodically, the RP Heritage Magazine and the
Portuguese Magazine of Archaeology. In addition, the official website of the DGPC, the weekly
newsletter and the presence on social networks, project themselves outwards, informing about the
activity with a daily update. At the same time, the websites, and blogs of the 26 museums, monuments,
and palaces that we manage promote, in detail, the respective initiatives, in a logic of strengthening
the identity and affirmation of each of these facilities. To complete, the official Instagram has 13.3K
followers and Facebook has 2.1K followers and 1.6K likes.

The communication strategy of the Direcdo-Geral do Patrimdnio Cultural (DGPC) about Portuguese
World Heritage sites is, therefore, vital for raising awareness, promoting preservation, attracting
tourism, fostering education, engaging stakeholders, and enhancing Portugal’s international
reputation. By effectively communicating the value and importance of these sites, the DGPC can
contribute to their long-term sustainability and ensure their continued recognition and appreciation.
In order to reinforce such conclusions, authors Remoaldo et al (2014) indicate in their research on
Guimaraes, Portugal, which is based on a survey of 276 tourists, that many tourists were aware of the
city's world heritage status, which incorporates a historic centre, monuments, and architectural
buildings. Moreover, the authors also state that these perceptions shape the image of Guimaraes, as
factor analysis indicates that “historical context and functionality” was the most reliable and valid
factor behind the choice to visit the city (Remoaldo et al, 2014).

INSTAGRAM QUIZ

To deepen the results obtained through this exploratory study, a questionnaire was carried out on
Instagram to 22 "close friends" by personal network, with 6 questions related to the study topic. This
questionnaire allowed to have an overview of how young Portuguese people between 20 and 30 years
old use the time they spend on social networks. There is a relationship between the entities chosen
for analysis in this study, which are presented in tables 1, 3, 4 and 5, and the feedback obtained through
the questionnaire.

Young Portuguese people show a high interest in culture and other tourist activities, and, in addition,
they have revealed that they consult the online information provided by these chosen entities, to
inform themselves, to buy tickets, to visit exhibitions and to get inspiration for future trips. Therefore,
table 6 presents the general details about the questionnaire and table 7 covers all the questions asked
to the sample of 22 "close friends" on personal Instagram.

Table 6 — Instagram quiz to 22 “close friends” by personal network

Interviewees Date of the Quiz Structure affiliation

22 Interviewees May 2023 “Close friends” list on a personal
Instagram profile.
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Table 7 — Results from the Instagram quiz

Question 1 - “Do you follow any Instagram account
(e.g.) Visit Portugal, Visit Porto, Visit Algarve, Town
Halls, Municipalities, Museums (e.g.) Gulbenkian,
Exhibitions, Events, Festivals, Palaces, etc., any
account that is linked to culture?”

10 people out of 22 follow pages related to these
sectors on Instagram: museums, cultural events,
monuments, "Visit Portugal”, "Visit Algarve", "Visit
Porto e Norte", "Secret Lisbon", "Secret Porto", etc.
The rest stated that they do not follow but consult
this type of content with some frequency.

Question 2 — “Do these types of accounts (which |
mentioned earlier) encourage you to visit places in
any way? Do they inspire with the content shared?”

Although 10 people out of 22 (young Portuguese
between 20 and 30 years old), do not follow this type
of pages on Instagram, it is concluded that they
eventually "peek" at the accounts and their content,
whether posts, stories or reels. To conclude, social
networks, and in this case Instagram, have a great
influence on people and can get their message across,
reaching a large number of people. Independent of
the fact that people follow this type of pages or not,
the communication/message reaches them.

Question 3 — “Have you ever bought a culture-
related ticket via social media? E.g. did you click on
a link in a story and buy the tickets on the website?”

17 people out of 22 answered that they haven't
bought anything through Instagram. One person from
my “close friends” list replied that she saw an ad on
Instagram about the "black cat cinema" and bought
the tickets through the link in the official account
story.

Question 4 — “Have you ever had any kind of virtual
experience (VR) linked to culture? In Portugal or in
the world. If yes, can you tell me which one?”

Only 1 person evidenced the VR experience: Frida
Khalo exhibition in Lisbon, Portugal.

Question 5 — “Do you consider technology (VR) a
threat or a positive aspect? Do you feel that it
increases your desire to visit a place/monument, or
do you feel that because you have seen it virtually
that you stop going the
place/monument?”

physically to

20 out of 22 people answered that they consider it a
positive aspect, but they do not stop visiting the
site/monument  because they consulted it
online/virtually. Only 2 people answered as a
"threat", which means that they stop visiting the
because consulted it

site/monument they

online/virtually.

Question 6 — “What is the best culture-related
experience you have had so far? Ex. out of the box
exhibitions, events, festivals, etc. anything you can
think of. Talk a bit about it, explain why it marked

»”

you.

Frida Khalo exhibition in Lisbon and the Black Cat
Cinema in Lisbon.

Sources: developed by the authors.

Further description of the two experiences mentioned above:

e Black Cat Cinema: outdoor movie sessions in iconic and cultural places in Lisbon, Portugal,
such as: Santos-O-Velho, Arroz Estudios, Escala 25, Casa Holstein in Sintra and Creative Hub.
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Black Cat Cinema's official Instagram account has 19.3k followers. It presents a very pretty and
careful image/visual, therefore the vast majority of its posts are high-quality photos of their
events, in this case, movie sessions. They have an active presence online and most of their
online activity is focused on promoting their "services". Sometimes they also put informative
posts about their "services". There is a great interaction of the target audience with the
"event", so the official account of the event has been available to answer all the questions
asked.

= theblackcatcinema « Seguir e
Lisboa

m theblackcatcinema [EN] The 2023 season is here!
We are incredibly excited to bring you our first lineup for Lishon
in 2023. And it's our biggest ever! We are at the stunning
Escala25 on Sunday nights, Monday's are at Santos-O-Velho,
Tuesdays at our original home, Arroz Estudios, and we are
excited to open Wednesday's at Hub Criativo do Beato!

We have three themes, Romance Classics, Guilty Pleasures &
Childhood Treasures, and Antiheroes, in addition to our regular
schedule. And of course, there will be plenty of food, drink. music
and excellent company at every single show.

We can't wait to get started. We'll see all of you lovely people
therel

E Here's to 2023!

[PT] A época de 2023 esta aqui!

£ com grande entusiasmo que vos apresentamos o nosso
primeirg alinhamento para Lisboa em 2023, E € 0 nosso maior
programa de sempre! Estamos no deslumbrante Escala25 aos
domingos 3 noite, 3s segundas-feiras em Santos-O-Velho, 3s
tergas-feiras na nossa casa original, Arroz Estudios, e estamos
muito entusiasmados por abrir s quartas-feiras na Hub Criativo
do Beato!

Qv W

“ Gostos: memirtille & 1607 outras pessoas

X
c>
Zz <

Figure 1 — The Black Cat Cinema profile on Instagram — Lisbon Schedule of the 15t event of the year 2023 (May/June).

a _tircia_ Boa tarde, ainda ndo € possivel comprar os tickets para ¢
o dia 25 de Junho? N3o me aparece o filme no site

Responder

——  Ocultar respostas

/@ theblackcatcinema @_tircia_ Ol3! Bilhetes aqui! o
https://www.tickettailor.com/events/blackcatcinema/9

03023

1s 1gosto Responder
@ crisg_50 Como adquirir bilhetes? ©
1 gosto Responder

——  Ocultar respostas

@ theblackcatcinema @crisg_50 O link esta na bio! o

1= 1gosto Responder

@ crisg_50 @theblackcatcinema obrigada () o

1= Resnonder

Figure 2 — The Black Cat Cinema profile on Instagram — Interaction with the audience.
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Immersive exhibition of the life of Frida Kahlo at “M3e D’Agua”: a 3602 audiovisual show
highlighting key moments in Frida’s life. 3 users highlighted the VR exhibition on the life of
Frida Kahlo, for appreciating the artist in question and for never having experienced an

immersive experience before. They comment that it was a memorable experience to be
repeated.

iy Opiniées dos utilizadores

L8 B & &
4-5 /5 Baseado C'T'f/ICEB opinides

Marta C. '\ 2. 8 8 8§ Ligia C. '\ 2 8 8 8§ Dulce S. '\ 2 8 8 & ¢
out. 2022 out. 2022 out. 2022

Uma experiéncia Muite a expo Adr estou em 'apneia'l Foi
ma hosall Valeu muito a sUperou as “tativas. O m orincipio ao fim!

pena participar dessa
experiéncia. E realm
Qua
palavras para expressar o que
senti hoje. Ameilll

urma imer

espaco de exposicao muito

bom.

O momento de Realidade
Virtual simp
fantastico! B

smente
ol Excelente
trabalhol! Grata Dulce

Santana

Figure 3 — Frida Khalo Exhibitions — Feedbacks extracted from Fever — Lisbon Website
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5. RESULTS AND DISCUSSION

This exploratory research on the relationship between social media communication and the promotion
of cultural tourism and heritage in Portugal, and the inclusion of some virtual reality experiences in the
same sectors, revealed essential and significant results. In fact, the semi-directive interviews
conducted allowed a preliminary confirmation of the research problem. The results of the qualitative
study concern seven main axes of the research, namely:

e Use of social media as a promotional tool for cultural tourism and heritage activities.
e Promotion of the destination.

e Promotion of the package and/or company.

e Promotion of events.

e Inclusion of links.

e Virtual reality as a tourism trigger.

e User experience with VR tourism experiences.

In synthesis, this exploratory qualitative study has enabled to collect significant results and to
contextualize its research questions. The findings obtained from the exploratory analysis showed that
the responses from social media users, users of cultural activities and some tourism professionals
significantly correspond to the theoretical contributions, as they confirmed the existence of a strong
relationship between communication through social media platforms and the promotion of cultural
tourism and heritage.

USE OF SOCIAL MEDIA AS A PROMOTIONAL TOOL FOR CULTURAL TOURISM AND HERITAGE
ACTIVITIES

Cities are becoming increasingly complex, and information and communication technologies (ICTs) are
bringing intelligence to organisations and communities, thus contributing to a more competitive
tourist destination. Improved access to information, coupled with a new type of tourists willing to
share information on social media, allows a better understanding of tourists' behaviour regarding the
distribution of their location in destinations. Thus, smart tourism portrays individuals as information
creators, refining the alternatives available to track their location. Moreover, these new data largely
contribute to the understanding of space consumption in tourist destinations and therefore allow us
to distinguish between overcrowded sites and sites with growth potential. This allows decision-makers
to design new ways of planning and management for a sustainable and smart future. (Encalada et al,
2017).

Information will always remain important in the tourism sector, so the inclusion of social media as a
marketing strategy has shown visible and measurable results in visitor and satisfaction rates, which is
why it should continue to be strong enough to attract tourists to a region (Sosyal et al, 2022).
Furthermore, ICTs enable the enhancement of a territory's cultural heritage and economy in the
context of tourism innovation, so tourism-related entities and cultural and heritage organisations
allocate most of their promotional budget to online channels and less to traditional guides or media
(Foronda-Robles et al, 2021). The authors Foronda-Robles et al (2021) also affirm that these
technologies improve the tourist experience and ensure a return on investment for the destination
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and have become a fundamental tool for the promotion of cultural heritage. Moreover, the cultural
tourist has gone from being an information consumer to an information generator in social networks,
actively collaborating with this type of promotion.

The authors Hammou et al (2020) elaborated a synthesis and a proposed different type of gratification
in social networks clustered into five sections: information search, entertainment, social interaction,
self-expression, and impression management. Then referring to the theories of uses and gratifications
as one of the most efficient approaches to understand the main motivators for the use of social
networks, the authors also refer in their study that the social network user seeks, when connecting, to
satisfy one of these gratifications, or even several at the same time. Within this same theory of uses
and gratifications of social networks, it is possible to highlight the fact that social networks are,
therefore, a communication tool for cultural heritage, allowing its transmission, safeguarding and
promotion (Hammou et al 2020).

In order to present results, which somehow meet the theories mentioned above, but focusing on the
study area of this research, it is possible to conclude that, according to a public study on National
Museums in Portugal conducted by DGPC (Direcdo Geral do Patrimdnio Cultural), it was found that in
every ten respondents, seven confirm that they inform themselves on social networks before visiting
a cultural monument. The same research shows that the great majority of the public resorted to a
single source of information, while three out of ten respondents use up to three sources, such as the
museum or monument's website, Facebook and even Twitter account (Sic Noticias, 2023). DGPC
(Direcdo-Geral do Patrimonio Cultural) statistics indicate that national museums, monuments, and
palaces recovered almost two million visitors after the covid-19 pandemic and show that the most
visited cultural monument was the Jerénimos Monastery, in Lisbon, and the Belém Tower. Among the
monuments, the Convent of Christ, in Tomar, also classified as a World Heritage Site, and considered
one of the most important monumental complexes in Portugal, also stands out. These statistics also
indicate that the Monuments were the DGPC cultural equipment that recovered the most in terms of
number of entries, moving away by 29% compared to the reference year (2017). Meanwhile, Museums
and Palaces registered a drop of approximately 40% in 2022. This fact can be strongly associated with
the role that tourists' online opinions and user-generated content play as mediators of the tourism
experience on social media and highlights an emerging virtual tourism culture (Sosyal et al, 2022).

PROMOTION OF THE DESTINATION

The presence on various social media channels demonstrates the high relevance of social media
marketing (Bosio et al, 2018). Likewise, tourists use all of the sources available to get information about
the destination, and therefore informational content known as user-generated content (UGC) is much
more reliable as it is created without any expectation of profit. Furthermore, user-generated data and
content is a very promising resource both for collecting macro-level travel statistics on visits to tourist
destinations and for understanding and potentially predicting mobility patterns for specific cultural
attractions and events (Sosyal et al, 2022).

In agreement with the theories adopted by the authors Stuedahl (2009), Liew (2014) and Hammou et

al (2020), it is clear that social media is a veritable medium for the communication and promotion of
cultural heritage and therefore tourism operators and organizations should assume responsibility for
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its communication and promotion, which will shorten the distances among organizations and tourists.
In this sense, social media will provide a truly revolutionary approach to cultural heritage practice.

There are three phases that influence the process of shaping the travel experience, according to the
research work of Milano, Baggio and Piattelli (2010): the pre-experience, the experience during the
trip or stay and the post-experience. Based on these theories, it may be concluded that communication
and promotion of cultural heritage on social media has a profound impact on all three phases of the
travel experience. Ranging from inspiring and planning the trip to enhancing the on-site experience
and facilitating post-trip reflection and sharing, social media amplifies the influence of cultural
heritage, promotes community engagement, and contributes to a more enriching and meaningful
travel experience.

Now delving deeper into the three phases that influence the process of shaping the travel experience:

e Pre-Experience: this phase occurs before the actual travel experience takes place. During this
phase, travellers engage in various activities such as gathering information, making travel
arrangements, and setting expectations for the trip. Factors like previous experiences, social
interactions, media exposure, and personal characteristics play a significant role in shaping the
expectations and motivations of travellers. The pre-experience phase greatly influences the
overall perception and satisfaction of the travel experience.

e Experience during travel or stay: this phase refers to the period when the traveller is physically
present at the destination. It involves the direct experience of the destination, including
interactions with the local culture, attractions, activities, and services. The quality of tourism
infrastructure, the behaviour of residents, the authenticity of the experiences, the overall
ambiance of the destination all contributes to shaping the travel experience during this phase.
Positive experiences during this phase can lead to enhanced satisfaction and positive word-of-
mouth recommendations.

e Post-Experience: this phase occurs after the traveller has returned from the trip. During this
phase, travellers reflect on their experiences, memories, and emotions associated with the
journey. This phase includes the process of evaluating the trip, sharing experiences with
others, and integrating the travel experience into one’s personal identity and storytelling. The
post-experience phase also includes the formation of long-term impressions and attitudes
toward the destination, which can influence future travel decisions and behaviours.

These three phases (pre-experience, experience during the trip or stay and post-experience) interact
and influence each other, shaping the overall travel experience and travellers' satisfaction levels.
Understanding these phases can help destination managers and marketers design strategies to
enhance the travel experience and create positive long-term effects for both travellers and the
destination itself. It is worth mentioning that the strategy used by Visit Portugal on Instagram, user-
generated content, is one of the greatest examples when it comes to "source of inspiration" for all
potential tourists who want to visit Portugal. Using user-generated content on Instagram accounts
related to the tourism of Portugal can offer several benefits: authenticity and trust that will
significantly influence the user’s decision-making process when planning a trip; increased engagement
as it helps to build a sense of community and fosters a stronger connection with the audience and
encourage followers to like, comment, and share the content; diverse perspectives, by featuring
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content from various travellers, different aspects of Portugal’s tourism can be highlighted, including
popular destinations, hidden gems, local traditions, and unique activities; user-generated content can
also act as social proof, demonstrating that others have enjoyed their experiences, which can leverage
the “influencer effect”; and lastly, it has the potential to go viral, reaching a much larger audience than
traditional promotional content.

PROMOTION OF THE PACKAGE AND/OR COMPANY

Through this exploratory study and through the interviews carried out both to professionals in the field
of tourism and culture, as well as to individuals with a special interest in culture and heritage in
Portugal, it appears that one of the major points is the promotion of the packages and/or of the
tourism organizations. In this way, the strategy of social media marketing adopted by the chosen
organizations for this research includes, in most cases, the promotion of the packages and/or of the
company itself. Thus, the character of the posts is clearly to promote the services offered by a
particular company related to these sectors, displaying an informative nature, and providing to its
target audience details about its services, opening hours, testimonials, etc.

Regarding museum profiles, it can be noted that museums choose to use a "curated content" strategy,
which basically consists of curating visually appealing content and educational content related to their
collections, exhibitions, or historical facts. They can highlight specific artefacts, share stories behind
them or show behind-the-scenes glimpses of museum operations. This strategy aims to pique the
public's interest and create a sense of exclusivity and knowledge. Moreover, museums often promote
their events on social media platforms, such as lectures, workshops, or temporary exhibitions, in order
to promote their work: sharing details, highlights and inviting followers to participate. This strategy
creates a sense of anticipation and encourages public participation in museum activities.

While social media promotion is an ongoing effort, consistency, creativity and a genuine connection
with the target audience are the key when it comes to building a strong online presence for any cultural
tourism package and/or company in Portugal. As such, including the promotion of the packages and/or
the company in the social media marketing strategy is indeed an effective way to reach a wider
audience and generate interest in the offerings. However, there are some key aspects to consider
when promoting cultural tourism and heritage on social media: setting the objectives, determining the
target audience, developing a content strategy that showcases Portugal's cultural richness, defining
the appropriate social media platforms, developing a content strategy and encouraging user-
generated content, engaging with the audience, in some cases collaborating with some influencers
and travel bloggers can help amplify a company's message, allocating a budget for social media
advertising, measuring performance and, finally, encouraging reviews and testimonials from satisfied
customers.

The images 4, 5 and 6 below illustrate examples of promotional actions of the Calouste Gulbenkian
Foundation on Instagram. Through these pictures, it is possible to verify that Gulbenkian's social media
marketing strategy, and in this case specifically for Instagram, resorts to high-quality images and videos
that showcase its packages and services, capturing the essence of its cultural initiatives and
highlighting its spaces. In addition, Gulbenkian uses engaging captions that provide context, share
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interesting facts about their packages or evoke emotions related to the cultural experiences they offer.
Moreover, the captions always include engaging and personalized hashtags.

6 ...E fcgulbenkian @ -+ Seguir _—
N Fundagio Calouste Gulbenkian

G fcgulbenkian & Concerto da Orquestra Gulbenkian, sob a
diregdo do maestro @nunocoelhoconductor e com a
participagdo do violoncelista @jonathanroozeman. Obrigado a
todos os que estiveram no Grande Auditério e 3os que
acompanharam a transmissdo em direto!

#gulbenkian #musicaclassica #classicalmusic
#orqueastragulbenkian #nunocoelho #jonathanroozeman

8 Jorge Carmona / Antena 2

0 pedrosilvaribeiro1972 Um dos melhores concertos da
temporada! Parabéns 3 orquestra, maestro e ao solista. Todos
brilhantes. O partir de uma corda do violoncelo teve Bach
como recompensa.‘

4sem 1gosto Responder

leh_kkj16 Havia um miudo muito bonito tenho foto e tudo v}

Responder

O danielcaceiro Ouvi na Antena 2 a Fantéstica de Berlioz. muitos o
Parabéns! Excelente interpretacol!

1gosto Responder

Qv W
991 gosms

@

é%é fcgulbenkian & - Seguir -
Fundacio Calouste Gulbenkian

@ fcgulbenkian & f& A maratona de visitas com convidados é uma
das atividades a ndo perder na celebragdo do Dia Internacional
dos Museus, no dia 20 de maio a partir das 19:00!

Q@ Desafidmos um conjunto de profissionais de diferentes areas
a pensar em novas leituras para as pegas que integram a
exposigdo "Histérias de uma Colegdo". Venha ouvir as histérias
de cada um e celebrar os Museus!

© Com Bruno Vieira Amaral, @ellenlimawassu,

@tristany.mundu, Katherine Sirois, Carla Guilhas, @shahdwadi,
Catarina Rosendo e @andre_tecedeiro

,‘ shinypug Epreclsc inscrever? o

Responder

o ellenlimawassu o

1gosto Responder

—  Ocultar respostas

fcgulbenkian & @ellenlimawassu @ o

| o ie‘ oQvYy A
Histérias de uma Colecéo

254 gostos

Figure 5 — Official Profile on Instagram — Promotion of the company/package.
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>\ fcgulbenkian # - Seguir
7 @ Fundagio Calouste Gulbenkian
narrativas por detras da criagdo da Colecao do CAM.

Aproveite o hordrio alargado todos os sdbados entre as 18:00 e
as 21:00, com entrada gratuita para estudantes!

Venha celebrar connosco os 40 anos do CAM {3

#gulbenkian

O Grupo Brisa / @bancobpi / @fundlacaixa sdo os mecenas da
exposi¢do.

& @ppinaphoto

@ joanavasconcelosatelier Q) @ @ @ @ o

em 3gostos Responder

er respostas (1)

0 aleksakush Hi! Is admission free on Sundays? ©

1s Responder

——  Ocultar respostas

/@ fegulbenkian & @aleksakush after 14:00, as usual @ o

Qv W

1939 gostos

Figure 6 — Official Profile on Instagram — Promotion of the company/package.

PROMOTION OF EVENTS

The profiles of the entities presenting events, or the profiles aimed at specific events such as “The
Black Cat Cinema”, “Jardins Abertos” and “Feira do Livro”, provide all the necessary information and
encourage the participation in the events. This social media marketing strategy relies on photographs
and videos created by the entities which are related to past events, in order to make the target

audience aware of the event itself and make them want to get to know and participate in the event.

These types of profiles share "pre-event buzz", such as teasers, behind-the-scenes glimpses and
announcements related to upcoming events. This type of strategy aims to generate excitement and
engage followers by giving them a sneak peek of what they can expect. During the event, profiles
provide real-time updates, photos and videos that showcase key moments, performances, or
attractions. This strategy encourages the public to participate in future editions. Moreover, it is also a
common practice of this type of profiles to provide early access to ticket sales or special discounts
through stories and/or posts on Facebook and Instagram. In addition, profiles can also encourage
attendees to share their experiences and generate user-generated content in their feeds or stories.
And finally, profiles share highlights and recaps after the events, which can include photo galleries,
video compilations or testimonials, a strategy that encourages them to participate in future editions
as well.

Most importantly of all, these profiles must regularly analyse engagement, monitor feedback, and
adapt their strategies based on the preferences and trends of their audience. Combining multiple
strategies and staying active on social media, they can effectively promote their events, interact with
their audience, and build a loyal community.
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To exemplify the "event promotion" strategy, as well as some official profiles of the events in question,
images 7, 8, 9, 10, and 11 illustrate all the essential details for successful communication and
awareness of the events under consideration. Also, images 9 and 10 were used in a "carousel" format,
a strategy that has been quite successful. These posts allow users swipe through multiple images or
videos within a single post. “Carousel” communication enables brands to tell a more comprehensive
and engaging story and tend to generate higher engagement rates compared to single-image posts, as
to view all the content, instead of reading all the

III

users are more likely to swipe through the “carouse
captions/descriptions.

‘ palaciofronteira « Seguir

palaciofronteira Nos dias 21 e 28 de Maio vamos ter uma
programag3o especial incluida no Festival @jardinsabertos !

A entrada para os jardins vai ser gratuita nestes dias e as visitas
guiadas ao interior do Palacio v3o ter um prego reduzido.
Fu.nda,gio das Casas Nestes dias ndo vamos ter bilheteira on-line, todos os bilhetes
de Fronteira e Alorna terdo de ser adquiridos no Paldcio.

On the 21st and 28th of May we have a special programme that's
included in the Jardins Abertos Festival!

The access to the gardens will be free and the price of the
guided tours to the inside of the Palace will be reduced.

On these days we won't be selling tickets online, you can only
buy them directly at the Palace.

#palaciofronteira #visitlisbon #fronteirapalace #visitportugal
#jardim #garden #azulejos #tiles #visitaguiada #jardinsabertos
#ajh #entradalivre #free #lisboasecreta #guidedtours #heritage
#patriménio #turismoportugal #hiddengems
#patrimoniocultural #monumentonacuonal #casasantigas
#fundac lorna

FESTIVAL nmjr't”m

JARDINS ABERTOS @ rowc000 o

4d

4d Responder

21 e 28 de MAIO
oQv R

83 gostos
HA 4 DIAS

@ Adiciona um comentario...

Figure 7 — Paldcio Marques da Fronteira - Official Profile on Instagram — Promotion of the event “Jardins Abertos”.

. palaciofronteira » Seguir

palaciofronteira Este feriado vamos estar abertos das 9h30 as
18h00. Consulte o nosso horério e venha visitar-nos!

This bank holiday we will be open from 9:30am to 6pm. Check
our opening hours and visit us!

#palaciofronteira #visitlisbon #fronteirapalace #visitportugal
#jardim #garden #azulejos #tiles #visitaguiada #ajh
#lisboasecreta #guidedtours #heritage #patriménio
#turismoportugal #hiddengems #patrimoniocultural
#monumentonacional #casasamlgas

#fundacaodasc na

3 sem

Visitas em
Portugues.

31



Figure 8 — Paldcio Marques da Fronteira — Promotion of an event.

feiradolivrodelisboa « Seguir vee

feiradolivrodelisboa Pequeno lembrete: a 93.2 edido da
#FeiradoLivrodelisboa esta de portas abertas até ao dia 13 de

Junho! HO ]

Lisboa esta em festa, vem celebrar no Parque Eduardo ViI!

4 sem

vanessasofiajesus No dia 12 a hora H € as 21h ou as 22h? o

FE/RA
L/VRO

|_ | SBO /\ feiradolivrodelisboa A Hora H & nos expositores aderentes. No
ek dia 12 serd 3s 22h00
P ( ~ ﬁ

4sem Responder

4sem 1gosto Responder

——  Verrespostas (2)

marinafdgomes A hora H é em toda a feira? Obrigada! o

4sem Responder

——  Ver respostas (1)

A Feira do Livro de Lisboa
prolonga-se até ao dia

13 de junho! Qv 2

512 gostos
JUNHO 10

@ Adiciona um comentario...

Figure 9 — Paldcio Marques da Fronteira — Promotion of an event.

feiradolivrodelisboa + Seguir .ee

feiradolivrodelisboa Pequeno lembrete: a 93.2 edi¢do da

’ = - #FeiradoLivrodelisboa esta de portas abertas até ao dia 13 de
@® Horario habitual Junhol SO R
Lisboa estd em festa, vem celebrar no Parque Eduardo VII!
® Programacao cultural 4sem
vanessasofiajesus No dia 12 a hora H € as 21h ou as 22h? o
® Hora H, dia 12 de junho 4zem 1gosto Responder

——  Ver respostas (2)

@® Mais oportunidades

feiradolivrodelisboa A Hora H € nos expositores aderentes. No o
dia 12 sera as 22h00

® Mais encontros literarios (> )] 4sem Responder

marinafdgomes A hora H é em toda a feira? Obrigada! o

4sem Responder

——  Ver respostas (1)

A Feira do Livro de Lisboa
prolonga-se até ao dia

13 de junho! cawv R

512 gostos
JUNHO 10

@ Adiciona um comentario...
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Figure 10 — Paldcio Marques da Fronteira — Promotion of an event.

jardinsabertos » Seguir

ki

Até ja!

BiE jardinsabertos A Edicdo de Primavera do festival Jardins Abertos
aconteceu ao longe de cinco dias refletindo o fruto de 23
parcerias, 68 voluntarios e cerca de 14 000 participagdes.

Ma préxima Edigdo de Qutono abriremaos mais jardins,
mergulharemos no mundo da micologia, exploraremos a
bicdiversidade e fungdes ecolégicas dos fungos e dos
cogumelos na cidade, entraremos nas estufas para realizar
atividades em torno da conservagio e transformacio de
alimentos e aprenderemos a conservar e a transformar vegetais
em deliciosas compotas e produtos fermentados. O outono n3o
€ 56 tempo de recolha, é tempo de renovagdo.

At jal

The Spring Edition of Jardins Abertos festival took place over five
days and involved 23 partners, 68 volunteers and around 14,000
visitors.

In our Autumn Edition we will open more gardens and dive into
the world of mycology, exploring the biodiversity and ecological
function of funguses and mushrooms in the city. We'll go into
greenhouses to taks part in activities about conservation and
transformation of foods. such as the use of vegetables in
delicious jams and fermented products. Autumn isn't just a time
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Figure 11 — Paldcio Marques da Fronteira — Promotion of an event.

LINKS

Several Portuguese event profiles on Instagram use the "link in bio" feature to promote their events.
This feature allows profiles to include a clickable link in their profile description, directing users to a
specific web page or landing page. In addition, these links can also be displayed in the stories of
Instagram profiles. Most profiles automatically post on Facebook and Instagram at the same time.
However, on Facebook there is the possibility to post and mention a link in the description, which is
something widely used by the entities studied in this research.

An excellent example of an institution that is utilizing this strategy is the Serralves Foundation, a
renowned institution located in Porto, Portugal, which is dedicated to contemporary art, architecture,
and landscape, and which encompasses the Serralves Museum of Contemporary Art, the Serralves
Park and the Villa de Serralves. The Serralves Foundation has been actively using Instagram features,
such as InstaStories and bio links, to interact with its audience and provide them with valuable
information and updates. Thus, InstaStories have been used to share dynamic and temporary content,
where the Serralves Foundation presents exhibitions, gives a sneak peek into upcoming events,
provides exclusive experiences and interactive polls and quizzes to encourage audience participation.
The bio section of its Instagram profile includes its official website, online ticketing platform and
current exhibitions. These links provide a convenient way for audiences to access more information or
make bookings directly from your Instagram profile. By effectively using InstaStories and bio links,
Fundacdo de Serralves can leverage Instagram as a powerful tool to engage with their audience,
promote their cultural offerings and drive traffic to their website or other online platforms. This allows
them to maintain an active presence on social media and keep up with the latest trends.
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fundacao_serralves # m Enviar mensagem 42 ses

16 092 publicagdes 145 mil seguidores A seguir 131

Serralves

Um lugar privilegiado de contacto com a cultura contemporanea.

Museu - Parque - Casa de Serralves - Casa do Cinema Mancel de Oliveira
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Figure 13 — Serralves Foundation Profile on Instagram, promoting cultural activities on instastories, including links
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Figure 14 — Serralves Foundation Profile on Instagram, promoting cultural activities on instastories, including links

Parques de Sintra is another prime example of a Portuguese organization that has made effective use
of links in bios and Instagram stories to engage with its audience, showcasing the stunning architecture
and history of the Palaces on Instagram, often sharing links to its website and ticketing platform so
visitors can learn more about how to plan their visit.

parquesdesintra # m Enviar mensagem 48  ses

1659 publicacdes 42,7 mil seguidores A sequir 14

Parques de Sintra

Parques de Sintra Parque e Palécio da Pena, Palacio de Sintra, Paldcio de Queluz, Castelo dos Mouros, Parque e
Palacio de Monserrate e Convento dos Capuchos

linkin.bio/parquesdesintra Q

Seguido/a por cristi les, iiva, ti .eu + 6 outras pessoas

Capuchos Presentes Wallpapers Visita PNS Eventos Visita PNQ Monserrate Visita PNP

B PUBLICACOES ® REELS 2 IDENTIFICAGOES

Figure 15 — “Parques de Sintra” Profile on Instagram, using links in bio

VIRTUAL REALITY AS A TOURISM TRIGGER
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The usage of VR technology brings many benefits to the tourism sector as it can enhance tourists'
experiences and help organisations to add value to their products as well as increase sales. VR can help
tourism organisations and institutions to promote points of interest and add additional information
that can be used to enhance the discovery of monuments, sites, or attractions, as well as hotels.
Consequently, VR may therefore be implemented in museums or cultural heritage sites, especially to
attract more visitors. Thus, the implementation of VR solutions has the potential to reshape the design
of exhibitions and the very environment of museums, influencing the attention of visitors. Besides, this
type of technology also develops and fosters new tourist destinations to provide interactive cultural
and heritage experiences, as it may bring the history of the site to the tourist, contributing to the
preservation and the recognition of cultural heritage sites (Martins et al, 2020).

There are several advantages of digital images of heritage and tourism: immersive visualisation in
virtual reality and non-invasive and fast capture of historical and cultural sites (Guerra et al, 2015). In
addition, it improves the tourist experience, contributes to cultural preservation, and helps to
showcase the beauty and uniqueness of Portuguese tourist destinations. Aligning to this observation,
a Portuguese company offering design and web development services, is a world leader in projects
involving 3602 photography, high quality virtual tours and innovative applications with panoramic
images that allow an immersive experience (Guerra et al, 2015).

However, there are some counterpoints. During the interview, one of the managers of Turismo de
Portugal, makes some not so optimistic approaches regarding the implementation of VR in the tourism
industry. The manager states that virtual reality is something that is stagnant, because there is a
serious difficulty on the part of some entities linked to cultural and heritage tourism to implement and
adapt their strategies. In the counterpoint presented, it appears as an intervening factor that modifies
the relationships between people and the way of making tourism, because it is an industry that lives,
essentially, of the relationships between people, cultures, and communities. Conversely, the authors
Godovykh et al (2022), state in their research that virtual tourism experiences may not be a
replacement for physical travel but can be seen as "another form" of travel, rather than a mere
replacement.

USER EXPERIENCE WITH VR TOURISM EXPERIENCES

Nowadays, a significant part of strategic planning for cultural institutions encompasses understanding
and improving the visitor experience, which is a continuous process, and the matter has proven to be
intricate and as complex as the diversity of human beings. It is well known that previous experiences,
gender, age, and many other factors that contribute to the differences and diversity of human nature
eventually shape the outcome of an individual's visit to a museum. Some identified factors are
personal, which include the visitor's existing expectations and preferences, some are social, which are
related to human connections during the visit, and some are physical, which are related to the space
and content of the exhibits (Marques D., 2018).

Authors Godovykh et al (2022) concluded in their study that virtual tourism experience is related to

users' emotional responses, attitudes, and behavioural intentions. In line with these findings, authors
Zhang et al (2021) alongside authors Lee & Oh (2007) affirmed that virtual tourism has a crucial role in
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increasing familiarity of destinations, reducing tourist's anxiety or risk and affecting decision making
about the mode and experience of travel.

To make this discussion even more assertive, it was possible to add an even more personal touch, since
it became possible to live some virtual tourism experiences in some Portuguese museums. Starting
with the immersive and state-of-the-art virtual reality experience "flying over Lisbon", organised by
the Lisbon Story Centre Museum, which permits one to experience the magical sensation of flying over
the Lisbon area in a unique jetpack, the conclusion is that VR is a trigger for Portuguese cultural
tourism, since it promotes its monuments, telling in a widespread way their stories and also showing
in a widespread way the places to visit. Anyone who is interested in technology and innovation will
easily join this kind of experience and feel motivated, curious, and dazzled by the experience. In
addition, it was also possible to visit the Frida Kahlo exhibition at "M3e D'Agua" in Lisbon, which aims
to recreate the experience of visiting a physical exhibition, but in digital format. The exhibition consists
of a curated collection of Kahlo's paintings, drawings, and other artworks, which showcase her unique
style and powerful expression. Upon entering the virtual experience, the visitor is greeted with
information about Frida Kahlo's life, her artistic influences and her significance in the art world. It
creates a sense of immersion by utilising 360-degree panoramic views. This enables users to navigate
the exhibition space, virtually “walking” from one artwork to another, just as they would in a physical
gallery. Moreover, the VR exhibition includes ambient sounds and music to enhance the overall
atmosphere and create a more engaging experience.

Nonetheless, virtual experiences have been found to be advantageous and therefore there are notable
sensations strongly associated with virtual experiences and social interaction features, such as visual,
auditory, and occasionally tactile VR offerings, which further enhance guest satisfaction and loyalty
(Godovykh et al, 2022). The present study allowed to determine some specific sensations highly related
to virtual tourism experiences. The sensations most evidenced through the netnography method and
the interviews are: enthusiasm and curiosity, loneliness, and low participation in VR experiences.

e Enthusiasm and curiosity: the virtual tourism experience in Portuguese cultural museums is
likely to generate a sentiment of enthusiasm and curiosity, as individuals engage with the rich
cultural heritage, explore interactive features, access rare artifacts, and have the opportunity
to learn and discover in an innovative way. According to Godovykh et al (2022), travellers are
likely to be fully immersed in the virtual experience, disconnected from the real-world
environment, participating in the realism of the virtual scenarios, as well as communicating
revisit intentions similar to the actual experience of the physical destination. The authors have
further pointed out that various virtual experiences may have an emotional involvement,
bringing "enjoyment" to the foreground, which will consequently lead to strong memories for
all individuals who experience it.

e Loneliness: while virtual tourism can provide opportunities to explore new places and cultures
from the comfort of one’s own home, it may also lack the physical presence and social
interactions that are often associated with traditional travel. This way, some individuals may
find virtual tourism to be a solitary experience, especially if they are exploring destinations
without any companions or if the virtual environment fails to provide meaningful interactions.
The absence of real-time connections and the inability to physically immerse oneself in the
surroundings can contribute to feelings of loneliness or a sense of detachment. On the other
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hand, some people might enjoy the tranquillity and independence that virtual tourism offers.
They may appreciate the ability to explore at their own pace without the need to coordinate
with others or deal with the challenges of physical travel. For these individuals, virtual tourism
can be a source of relaxation and introspection rather than loneliness. It's important to note
that virtual tourism experiences can be enhanced through the integration of social elements,
such as virtual tours with live guides or the option to connect with other travellers in virtual
environments. These features can help mitigate feelings of loneliness and create a sense of
community, even in a digital setting. A study found that temporary feelings of loneliness and
isolation were frequently mentioned when wearing wearable devices. While the users had fun,
they also felt isolated in the VR environment and did not connect in the way they wanted to.
"Does wearing bulky glasses that prevent face-to-face contact really bring us closer to friends
and family?”, "Or does it create distance and isolation?" It has been found that tourists
experience a sense of isolation during VR tourism experiences as users are unable to receive
instant feedback and VR apps do not offer opportunities for natural interaction (Nawijn et al
2021).

e Low Participation in VR experiences: visitors encounter a variety of new media technologies,
ranging from high-definition video and animation, which includes music and sound effects,
touch screens, and 3D model manipulation that host most interactive experiences. The
implementation of technologies, however, depends on the theme of a museum, and there
may be different specific objectives for using interactives on site. Nevertheless, there are
inevitable issues that individuals eventually encounter, which are not exactly whether or not
a museum or other tourism organization includes interactive technology, but rather how to
use it (Marques D. 2018). On the basis of the theory presented and the testimonials from the
interviews with individuals with special interest in culture, heritage, tourism, and technology,
it was found that some individuals have more difficulty in accessing this type of technology
due to a lack of information and knowledge about the subject. People have a general
understanding of the subject, but when questioned in a more objective way, they're not quite
sure of what it actually consists of. It was noted that the vast majority of individuals have
already had some experience related to this theme, from interactive exhibitions that joined
the traditional method of visiting a museum, using interactive technology, to online 360
degree visits, through the museums' websites, especially during the pandemic.

However, some of the reasons strongly linked to low participation in VR experiences in culture and
tourism in Portugal may be related to the following topics:

e Limited awareness: people may not be aware of the availability and benefits of virtual
experiences in culture and tourism. The promotion and marketing of such experiences may be
insufficient, resulting in low visibility and limited public knowledge.

o Lack of technological access: virtual experiences typically require access to suitable
technology and a stable internet connection. In some cases, individuals may not have the
necessary equipment or internet connectivity to engage in virtual experiences effectively.

o Preference for traditional experiences: Portugal has a rich cultural and tourism heritage,
attracting visitors who may prefer traditional, physical experiences over virtual ones. The
allure of historical sites, stunning landscapes, and vibrant cities may overshadow the appeal of
virtual alternatives for some people.
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e Language barriers: language can be a significant barrier for individuals who do not speak
Portuguese or have limited proficiency in English and/or Portuguese, as many virtual
experiences may not offer translations or multilingual options.

e Limited interactivity and engagement: virtual experiences may not always replicate the same
level of interactivity and engagement as physical experiences. Some people might prefer the
personal touch and direct sensory engagement that comes with visiting museums, historical
sites, or natural landmarks in person.

e Perception of reduced value: virtual experiences may be seen as less valuable compared to
physical experiences, leading to a reluctance to participate. Some individuals may associate
virtual experiences with lower quality or authenticity, which can deter their interest.

VR INTO A MARKETING STRAGEGY IN THE CULTURAL TOURISM AND HERITAGE SECTORS

The virtual world brings new forms of exchange and communication between its users, according to
Rodrigues (2017). Incorporating communication technologies, and combining them with interactive
design, brings new opportunities to the marketing universe, as organisations can become more
creative and reach new consumer markets. Nevertheless, the authors Zhang et al (2021) claim that
although virtual tourists have been available for more than a decade, it is still relatively unexplored by
the most tourists. Hence, opinions on virtual tourism remain controversial due to the sharp distinction
between virtual tourism and face-to-face tourism, and the effects this comparison has on tourists'
decision-making, evaluation, and behaviour.

The authors Godovykh et al (2022) concluded in their study that the use of virtual tourism experiences
may contribute to tourism research in several ways. First of all, it will assure optimal intangible
experiences, which are difficult to provide in real contexts. Also, it will then facilitate the objective
measurement of the temporal dimensions of the tourist experience at different moments before,
during and after the virtual trip. Then, it will allow the study of subjects in natural virtual environments,
taking into account the levels of immensity and realism of virtual scenarios. Lastly, it will help to avoid
self-report biases by observing tourists' actual behaviour and collecting sensor and mobile device-
based psychophysiological responses. Besides, in the case of virtual destinations, the online
environment will not constitute a limitation to research, because people will behave in real
destinations and immerse themselves in a virtual experience, perceiving the realism and subsequently
disconnecting themselves from the real-world environment. Introducing virtual destinations will also
have promising implications for destination marketing and management, for tourism providers and
tourists, since it would provide new business opportunities for tourism providers in difficult times, such
as crises and peak demand, and create new niche markets for distinctive customer segments.
Additionally, virtual destinations may offer new opportunities to people who cannot visit the real
destination or for vulnerable population categories (Godovykh et al, 2022).

In the past few years, Portugal has witnessed the appearance of VR-focused businesses and startups
specialised in cultural and tourism applications. These organisations intend to provide innovative
solutions and virtual experiences to showcase Portugal's rich cultural heritage and diverse tourism
offerings. In this way, the strategies incorporating the strategic marketing plan most used by
Portuguese entities are as follows:
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Virtual tours: VR enables visitors to virtually explore cultural and heritage sites. Using
immersive 360-degree videos or interactive VR experiences, visitors are able to virtually visit
museumes, historical sites and landmarks in Portugal.

Historical reconstructions: VR can recreate historical moments and environments, giving
visitors the feeling of being transported back in time. By reconstructing significant events or
historical periods, cultural tourism destinations in Portugal can engage visitors in interactive
storytelling experiences.

Museum Exhibitions: VR headsets or interactive displays provide virtual access to artefacts,
artworks or historical reconstructions within the museum that may not be physically present.
This approach greatly contributes to the visitor experience, allowing them to explore exhibits
in a more engaging and interactive way.

Virtual Cultural Events: VR has been used to promote and hold cultural events remotely. For
example, during the COVID-19 pandemic, virtual reality was used to create virtual versions of
festivals, concerts, and exhibitions in Portugal. These virtual events allowed people from all
over the world to participate and experience Portuguese culture, even when physical presence
was not possible.

Marketing Campaigns: VR experiences are increasingly integrated into marketing campaigns
to promote cultural tourism destinations in Portugal. Tourism boards, cultural organizations,
and local businesses utilize VR to create captivating and immersive promotional content. This
content can be shared on social media, websites, and other digital platforms, attracting
potential visitors, and showcasing the unique cultural heritage of Portugal.

Education and Interpretation: VR is used as an educational tool to enhance cultural
interpretation and storytelling. Interactive VR experiences can provide historical context,
explanations, and audiovisual content to educate visitors about the cultural significance of
different sites. This immersive approach fosters a deeper understanding and appreciation of
Portugal's cultural heritage.
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6. CONCLUSIONS AND FUTURE WORKS

This research study aimed to analyze how social media marketing has been used to promote cultural
and heritage tourism in Portugal, as well as the context of this market with regard to Virtual Reality
(VR) technologies, in which there has been significant technological growth in recent years, allowing
Portugal to approach other European countries in terms of technology and innovation. Therefore, this
research intended to answer the following questions: 1) “how can social media marketing contribute
to the building and strengthening of the Portuguese Cultural Heritage and Tourism” and 2) “how can
marketeers involve virtual reality into a marketing strategy in the cultural and heritage sectors and
provide value from it?”.

For this purpose, a qualitative study was carried out using the “netnography” method and, in addition,
some interviews were conducted with users of social networks and cultural activities and with tourism
and culture managers in Portugal. The methodology addressed in this study has allowed to verify that
the Portuguese cultural and heritage tourism sectors are expanding these technologies, and therefore
social media marketing is becoming a powerful tool within the marketing strategy of many entities in
these sectors, for the promotion of tourism activities and services. Hence, this investigation has
identified that the platforms of social media, namely Facebook and Instagram, have been playing a
vital role in the promotion of cultural and heritage tourism, as they are the medium that most impacts
the activity of Portuguese entities and organizations. The online presence of such entities and
organizations on social media is crucial for the transmission of history and cultural identity. Moreover,
the most effective and widely used strategy is "user generated content", as this humanizes experiences
and brings individuals together on social media, creating a kind of online community.

The interviews conducted led to the conclusion that ICTs do indeed characterize today's digital society,
with all generations turning to digital platforms for advance information to find details about services,
activities, places, monuments, among others, being instantly accessible to everyone around the world.
This allows Portuguese entities and organizations to ensure their visibility to a wider audience,
reaching new audiences and captivating existing ones, as well as representing places by providing
varied information on services. Thus, all the information available on the platforms will have an impact
on people's plans.

Regarding the adoption of virtual reality and even augmented reality, it was found that the country is
in a phase of exploration and transformation and is therefore at an early stage as there are few
companies using them, little dissemination, and few users, due to the fact that tourism is a sector that
essentially depends on the relationships between people, cultures, communities and experiences.
Pifieiro-Navel et al (2018), have described tourism as an activity in which goods and services are used
to create a form of experience, and the experiences are important because they form the basis of each
person's life stories. The realization that we are not just concerned with products, but with the stories
they can tell us and that we can tell about them, applies perfectly to tourism. People who visit a place,
a city, a monument, or a museum are visiting it because they have heard stories about it and want to
confirm or deepen those stories by visiting it. At that point, that visit will become the subject of future
stories (Pifieiro-Naval et al 2018). However, virtual reality experiences in these sectors have been an
opportunity for all cultures and destination communities, although not without inherent risks.

41



An important point to highlight in this research is that Covid-19 pandemic has accelerated the process
of implementing technological experiences, leading entities to look for new ways to reach their target
audience, including, for example, 360-degree immersive visits on the official websites, immersive
exhibitions in museums and galleries that allow visitors to examine digital replicas in detail, see
interactive visualizations and access additional information, improving their understanding and
appreciation of the exhibitions. The Lisboa Story Centre Museum and the Calouste Gulbenkian
Foundation are strong examples of entities that have adopted this type of technology with significant
positive success. In addition, social networks have proven to be a strong source of communication with
the target audience, providing all the necessary details about this type of experiences and, in some
way, boosting the knowledge of the most "disconnected" part of the audience.

For the future, it will become increasingly important for tourism operators to work in strategic and
transparent ways, ensuring the quality and veracity of the information content they produce for social
media platforms. It's a fact that we are at the beginning of a shift from the traditional perception of
tourism to mobility in virtual reality, now possible thanks to the spread of media and digital devices, in
a sort of "second life" where individuals are their own avatar. Virtual travel seems to be about to
become the new thing, providing new opportunities and imaginative experiences, so some companies
are already moving in this direction (Monaco S. 2018). Furthermore, according to a research study by
Cranmer et al (2020), it is concluded that augmented reality (AR) is increasingly being used as a
marketing, information and experience channel in the tourism industry, while their study also reveals
several dimensions of value that provide important implications for strategy development,
implementation and design of tourism experiences. The results reveal that AR is an innovative
technology proposed as a tool to enhance tourism experiences, surpassing the current ones.

Within all these scenarios presented, it can be concluded that the new generation is exploiting the
potential offered by new digital and communication technologies, using them to promote, build and
interpret specific meaningful pathways. In this context, the emergence of the information society is a
crucial development affecting the demand for tourism operators (Monaco S. 2018). Therefore, it may
be an interesting strategy to increasingly invest in the balance between “traditional visits” with VR
experiences in the cultural and heritage tourism sectors in Portugal to improve the overall visitor
experience. Traditional visits allow tourists to physically immerse themselves in the cultural and
historical aspects of a destination. They are able to explore historical sites, interact with local
communities and witness authentic traditions first-hand. These experiences provide a sense of place
and authenticity that cannot be replicated through VR. On the other hand, virtual reality experiences
can complement traditional visits by offering additional layers of engagement and understanding.
Virtual reality technology can recreate historical moments, ancient civilizations, and cultural practices
in a highly immersive and interactive way. This allows visitors to gain a deeper insight into Portuguese
heritage and experience elements that are no longer present or accessible in their original form. By
finding a balance between traditional visits and virtual reality experiences, tourists can enjoy the best
of both worlds. They can explore physical sites, engage with local culture, and appreciate the tangible
aspects of Portuguese heritage. At the same time, they can also use virtual reality to delve deeper into
historical contexts, watch virtual reconstructions and take part in interactive educational experiences
that enhance their understanding of the country's heritage.
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APPENDIX

A. Calouste Gulbenkian Foundation Online Presence on Instagram

fcgulbenkian % m Enviar mensagem 42 eee

2603 publicagtes 111 mil seguidores A seguir 435

Fundacédo Calouste Gulbenkian
Arte
Fundagdo portuguesa para toda a humanidade.

linkin.bio/fcgulbenkian 0

Seguido/a por margaridamancellos e inicorterealp

B PUBLICACOES & REELS @ IDENTIFICAGOES

JFICINAS
]

@ fcgulbenkian @ - Seguir
/) Fundaggo Calouste Gulbenkian

@ fcgulbenkian & f& A maratona de visitas com convidados é uma
das atividades a ndo perder na celebragdo do Dia Internacional
dos Museus, no dia 20 de maio a partir das 19:00!

Q@ Desafidmos um conjunto de profissionais de diferentes areas
a pensar em novas leituras para as pecas que integram a
exposigdo "Histérias de uma Coleg3o". Venha ouvir as histérias
de cada um e celebrar os Museus!

© Com Bruno Vieira Amaral, @ellenlimawassu,
@tristany.mundu, Katherine Sirois, Carla Guilhas, @shahdwadi,
Catarina Rosendo e @andre_tecedeiro

6 shinypug E preciso inscrever?

7h Responder

e ellenlimawassu

d lgosto Responder

Ocultar respostas

fegulbenkian & @ellenlimawassu @

1d Responder

Qv W

254 gostos

@ Adiciona um comentario...

Image 2 — Promotion of its activities and services



fcgulbenkian € - Seguir

Fundagdo Calouste Gulbenkian

narrativas por detras da criagdo da Colegdo do CAM.

as 21:00, com entrada gratuita para estudantes!

Venha celebrar connosco os 40 anos do CAM {3

#gulbenkian

O Grupo Brisa / @bancobpi /
exposi¢do.

undlacaixa sdo os mecenas da

pinaphoto

@ joanavasconcelosatelier O @ @ @ @

3

R

postas (1

Q aleksakush Hi! Is admission free on Sundays?

oQv

fcgulbenkian @ - Seguir
Fundagdo Cal

fcgulbenkian & Concerto da Orquestra Gulbenkian, sob a
direcio do maestro @nunocoelhoconductor e com a
participagdo do violoncelista @jonathanroozeman. Obrigado a
todos os que estiveram no Grande Auditério e aos que
acompanharam a transmissdo em direto!

#gulbenkian #musicaclassica #classicalmusic
#orqueastragulbenkian #nunocoelho #jonathanroozeman

83 Jorge Carmona / Antena 2

“ pedrosilvaribeiro1972 Um dos melhores concertos da
temporada! Parabéns & orquestra, maestro e ao solista. Todos
brilhantes. O partir de uma corda do violoncelo teve Bach
como recompensa.‘

Responder

leh_kkj16 Havia um miudo muito bonito tenho foto e tudo

O danielcaceiro Ouvi na Antena 2 a Fantastica de Berlioz, muitos
Parabéns! Excelente interpretagdo!!

901 gostos

Image 4 — Promotion of its activities and services

Aproveite o hordrio alargado todos os sdbados entre as 18:00 e

(V]

v

Qv W
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B. Calouste Gulbenkian Foundation Online Presence on Facebook

facebook < °
® @ Fundacdo Calouste Gulbenkian #' Regista-te 1l Gosto @ Mensagem Q
_ AVEIIUG U DETTIE 40R TUD -
L 001 Lisboa
+~MPO
PEQUENO Fundacéo Calouste Gulbenkian &
s g
o FUNDACAO = y = . ;.
a L 1) e Odete é uma das convidadas do Dia Internacional dos Museus da Gulbenkian!
h - I Entre a palavra inventada, a glossolalia, o portugués e o inglés, esta artista
A () Fundacio portuguesa com a missio filantropica de multidisciplinar vai levar-nos numa viagem através de constelacdes de melodias,
fomentar o conhecimento e melhorar a qualidade beats e samples.
> de vida através das artes, da ciéncia, da educagéo e %% A ndo perder, sabado as 21:00, na entrada do Museu Gulbenkian. A entrada é
da salde. livre!

o Com mais de cinquenta anos de existéncia, a
Fundagéo Calouste Gulbenkian é uma das mais
importantes fundacdes europeias que desenvolve
uma vasta ativi... Ver mais

gy 337 193 pessoas gostam disto, incluindo 48 dos teus
amigos

@D+ 26488

361861 pessoas seguem isto

P 6e

© 96649 pessoas visitaram este local

kS

@ nhttps;//gulbenkian.pt/

o Enviar mensagem

© intervalo de precos - § GULBENKIAN.PT @
Concerto: Odete

s

Image 5 — Total of Followers and Page Likes

C. Calouste Gulbenkian Foundation — 3602 Virtual Tour

GULBENKIAN

SUBSCREVA A NOSSA NEWSLETTER

Image 6 — 3609 Virtual Tour
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D. Serralves Foundation Online Presence on Instagram

fundacao_serralves # m Enviar mensagem 42 eee

16 092 publicagées 145 mil seguidores A seguir 131

Serralves

Museu de Arte

Um lugar privilegiado de contacto com a cultura contemporanea.

Museu - Parque - Casa de Serralves - Casa do Cinema Manoel de Oliveira
#serralves

linkin.bio/fundacao_serralves Q

Seguido/a por jecbroque, cristi , mariaj bral + 8 outras pessoas
Agenda BioBlitz 2023 Q,Quiz BioBl... Exposicdes Imprensa Amigos
B PUBLICAGOES &) REELS @ IDENTIFICAGOES

\_‘ @ fundacao_serralves & + Seguir .ee

@ fundacao_serralves & #EntelechySerralves: Visite, no Museu de
Serralves, a ENTELECHY de ALLORA & CALZADILLA.

Esta mostra é a primeira retrospetiva da dupla Jennifer Allora
(1974, EUA) e Guillermo Calzadilla (1971, Cuba) e uma
oportunidade Unica para experimentar ao vivo algumas das suas
obras mais conhecidas, entre as quais pode ver Entelechy (2021),
Lifespan (2014), Penumbra (2023) e Blackout (2020), que serdo
ativadas durante a exposigdo, em parceria com musicos e
performers da cidade do Porto.

O Banco BPI e a Fundacién "la Caixa" sd0 mecenas da exposicéo.
#FundagaolaCaixa #BancoBPI

A exposigdo recebeu o apoio de Charles Kim e Gwen Weil
Apoio adicional: The Grow/Annenberg Foundation, Lisson Gallery
e Danniel Rangel

B nvstudio

6d

claranubiola @ () @ Q

6d Responder

‘ Gostos: sinceramente. e 1078 outras pessoas

Image 7 — Promotion of its activities and services



@ fundacao_serralves % « Seguir ves

e fundacao_serralves % #BioBlitzSerralves: Hoje, dia 13 de maio,
as 12h00, venha assistir, na Clareia dos Teixos, ao concerto SONS
NO PARQUE com o QUINTETO DE SOPROS DA BANDA
SINFONICA PORTUGUESA.

# ABanda Sinfonica Portuguesa apresenta o seu quinteto de
sopros com flauta, oboé, clarinete, fagote e trompa, que ird
explorar um programa musical diversificado e procura
simultaneamente criar uma narrativa que comega com o periodo
da construg3o da Casa de Serralves em 1930 até & atualidade.

O BioBlitz tem apoio da @Lipor e dos seus Municipios
Associados.

1s

10
LITZ o 00 “

60 gostos

DESCOBRE A NATUREZA DO o @ BN HA 7 DIAS
PARQUE DE SERRALVES COM A lipor

SR-Teg

Y28 (© Adicionaum comentario...
=i

@ fundacao_serralves & « Seguir e

I o ‘ ESCOLAS com el
Y

‘; l .ﬁ O Mercado tem como miss3o incentivar uma alimentagio
(W - e estilo de vida sustentavel, privilegiando o que de melhor se faz
I I l \ PUBLICO GERAL em Portugal e combina uma seleco de produtos ecolégicos e
- biolégicos com design sustentavel de artes3os locais.

\ Para quem gosta de comprar diretamente ao produtor, aqui

encontra desde fruta e legumes, ervas arométicas, cogumelos

frescos, queijo artesanal, granolas, biscoitos diversos, entre

outros.

Uma paragem obrigatéria neste fim de semana, dias 13 e 14 de

maio.

RESCOBRE A NATUREZA DO 5 @
[PARQUE DE SERRALVES COM A lipor 3

Conhega toda a programagdo do BioBlitz no link na bio.
O BioBlitz tem apoio da @Lipor e dos seus Municipios
Associados.

@ mineral_organic.crafts @ @ @ @ v

Responder

englishteashopportugal & o

1s Responder

% sensihemp.pt @@ OO o

1s Responder

Qv A

67 gostos

© Adiciona um comentsrio...

Image 9 — Promotion of its activities and services



e fundacao_serralves € « Seguir

e fundacao_serralves & #PostalDeSerralves: drewhagel captou e
partilhou uma belissima imagem do Parterre Central, zona

emblematica do Parque de Serralves.
Desenhado por Jacques Gréber, o Parterre Central constitui-se
como parte central do patriménio paisagistico do Parque de
Serralves e a sua excecionalidade contribuiu para que o conjunto
patrimonial de Serralves fosse classificado como Monumento
Nacional em 2012.

O espago, que alia harmoniosamente diversos contrastes,
convida a uma visita prolongada. Visite e partilhe as suas
imagens com a #serr

11 (§ drewhagel

BioBlitz 2023
1s

68 gostos

ESCOLAS

OB “METAMORFOSES" COBRE 05
PRINCIPAS CICLOS CRIATIVOS
DE CINDY SHERMAN

@ SAIBAMAIS \ =

MICRO | MACRO [PAVILHAO]

POBLICO GERAL

Image 11 — Promotion of its activities and services via InstaStories

Qv A

54



wms @, Quiz BioBlitz @ 15

SERRAVES

"esm
SEMANA
R

A‘)' % BioBlitz 2023
5 L

1s

y =

OLAS
. 14 MAIO

wms Agenda ® 5d

TEATRO-DANGA
INCANDESCENTE

@ ACESSO GRATUITO

QUA, 17 MAI| 21H30
Auditério

Museu .. : “;

BioBlitz 2023
1s

Responder a fundacao_serralves...

Image 13 — Promotion of its activities and services via InstaStories

©

) OJ8 *METAMORFOSES COBRE 05
PRINCIPAIS CIELOS CAIETIVS
DE CINDY SHERMAN
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E. Serralves Foundation Online Presence on Facebook

Serralves

Publicagées Sobre Mencdes Criticas

Apresentacao

245 mil gostos + 252 mil seguidores

@ ‘ 8.3@3’ il Gosto  Q Pesquisar

Reels Fotos Mais v .

Publicagdes 25 Filtros

No Porto visite Serralves: instituicdo de reconhecido valor

cultural, arquitetdnico e paisagistico. M

© Pégina - Centro cultural

4 RuaD. oo Castro 210, Porto, Portugal
. 226156500

4 serralves@serralves.pt

@ serralves.pt

© Quaseafechar

# Recolhanaloja ~

-~

Serralves e
2h-Q@

#Serralves: Partilhamos imagens da peca de teatro-danca INCANDESCENTE.
Apresentada no Auditério de Serralves, a peca produzida pela Esquiva Companhia
de Danca conta a histéria do fogo, a sua importéncia e relacdo com as florestas e
também sobre os incéndios rurais.

Com um texto construido a partir de vérias entrevistas a investigadores e
profissionais ligados a praticas de fogo, combate a incéndios e estudos florestais,
espera-se uma reflexdo sobre a importéncia do conhecim... Ver mais

Image 14 — Total of Followers and Page Likes

F. DGPC - “Dire¢ao-Geral do Patrimdnio Cultural” Online Presence on Instagram

PATRIMONIO
CULTURAL

patrimoniocultural.pt m Enviar mensagem 42 eee

1260 publicacdes 13,3 mil seguidores A seguir 437

Patrimonio Cultural - DGPC

Produt co

linktr.ee/patrimoniocultural.pt Q
Apvi

Sauldo/’a por isabell eu e offfeee
@.. @
DGPC Museus Palacios Monumentos Arte
® ) ®
puBLICACOES @ reeLs @ IDENTIFICACOES @

Image 15 — Total of Followers
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mae=  patrimoniocultural.pt = Seguir

“Artes no Patriménio” é um projeto da DGPC que teve inicio em
2021 e que leva as Escolas de Artes ao Patriménio, com vista a
reforgar a relagdo ja existente e incentivar e alargar a
colaboragdo entre as escolas de ensino artistico e os Museus,
Monumentos e Palacios (MMP), sob tutela da DGPC, através de
concertos, espetdculos, exposigdes e conferéncias, de entrada
livre,

Nos dltimos dois anos, o projeto ja envolveu dez escolas,
aproximadamente 1980 alunos e professores, 20 Museus,
Monumentos e Palacios da DGPC e chegou a cerca de 5500
pessoas que assistiram aos espetaculos.

O protocolo agora celebrado com vérias instituigdes de ensino
artistico, entre as quais a Academia de Musica de Lisboa, a Casa
Pia de Lisboa, a Escola Artistica do Instituto Gregoriano de
Lisboa, a Escola Artistica de Musica do Conservatério Nacional, a
Escola Superior de Teatro e Cinema do Politécnico de Lisboa e a
Orquestra Geragdo, pretende incrementar a apropriagdo dos
diferentes espagos patrimoniais por parte de alunos e
professores, oferecendo a possibilidade aos jovens artistas de
apresentarem publicamente o seu trabalho em espagos de valor
histérico e patrimonial impar, estabelecendo com estes uma
relagio privilegiada.

(fotografias Arlindo Homem / DGPC)

o just_crisdoalem 0 0

Responder

Qv

81 gostos

© Adc

Image 16 — Promotion of its services and activities

G. DGPC - “Dire¢ao-Geral do Patrimoénio Cultural” Online Presence on Facebook

&v
PATRIMONIO  Djrecdo-Geral do Patriménio
Cultural
1,5 mil gostos + 2,1 mil seguidores 1l Gosto
Publicagdes Sobre Mencdes Criticas Seguidores Fotos Mais *
Apresentacao Publicagdes 23 Filtros
A Direggo-Geral do Patriménio Cultural (DGPC) é
responsavel pela gestdo do Patriménio Cultural em Por ) Direcao-Geral do Patriménio Cultural
e
@ régina - Organizacio governamental No domingo, dia 21 de maio, © Museu Nacional do Traje participa em mais uma
edi¢do de Jardins Abertos, o festival que abre os portdes dos jardins e espagos
& Palécio Nacional da Ajuda, Lisbon, Portugal verdes de Lisboa.
O Parque Botéanico do Monteiro-Mor preparou, especialmente para si, uma Visita
€, 213614200 Guiada e um Workshop.
15h00 - A descoberta da historia do jardim
B4 dgpc@dgpc.pt Percurso pelo jardim histérico, apresentando a historia e evolugéo do jardim e do
parque até aos dias de hoje.
@ patrimoniocultural.gov.pt Dinamizado por Rui Rosério Costa
Publico: prefere... Ver mais [

Image 17 — Total of Followers and Page Likes



“Lisboa Secreta” Online Presence on Instagram

lisboasecreta # m Enviar mensagem 42 see

3826 publicacdes 401 mil seguidores A seguir 816

Lisboa Secreta

Site de noticias

Dicas, planos e inspirag3o: o melhor de Lisboa! il @R QY
8 Usa #minhalisboasecreta para apareceres no nosso feed!
linkin.bio/lisboasecreta (]

Seguido/a por manacaldeira, francisca.zanartu, madalenasalvada + 62 outras pessoas

@ ¥ & 9 @& u o

Planos Néo é segredo! Os melh Escapadi Favoritos Candlelight Natal

8 PUBLICACOES & REELS @ IDENTIFICAGOES

= 3 E g 2 . o ‘A ¥, 3
¥ ¢ muito mais, | 2 - ‘ 0 que fazer em
- == Lisboa em maio

777 lisboasecreta @ - Seguir
W/ Audio original

77 lisboasecreta # |LINK NA BIO| Acrescenta ainda mais emogdo 3
./ tuavida com uma selegdo de experiéncias imersivas em Lisboa!

Vé as nossas sugestdes no LINK NA BIO

#minhalisboasecreta #lisboasecreta #lisbonlovers #ilovelisbon
#ilovelisboa #lisboa #lisbon

bibidinha @cjacchus

em Responder

. cb3a56_ce @ped_ 0

1gosto Responder

clarisse.jar Ja quero!

3sem Responder

', fxasc @@ ®

3sem Responder
@QAQwv

% B Gostos: timelesstours.eu e 2313 outras pessoas

@ Adiciona um comentdrio...

Image 19 — Lisbon’s Online Guides
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B PUBLICACOES ©J REELS & IDENTIFICAGOES

"STO Mercear,
i goslipho \
¥ e ? g de Portugal

de Lishoa
volla a aconlecer

» 76,2 mil » 41,5 mil

Parque dos
Moinhos de Santana

® 351 mil » 195 mil 1T ® 121 mil

Image 20 — Lisbon’s Online Guides

“Porto Secreto” Online Presence on Instagram

por‘(o.secreto m Enviar mensagem 42 ees

1821 publicacées 76,3 mil seguidores A seguir 458

Porto Secreto
Dicas, planos e inspiragdo: o melhor do Porto! @

8 Usa #meuportosecreto e partilha connosco as tuas descobertas também
linkin.bio/porto-secreto (]

6 do/a por

& carmocs

Ih Candleliah E. d

Planos Favoritos Os

::] o] @
pUBLICACOES @ reeLs @ IDENTIFICAGOES @

*
Ja podes visitar

mais bonitos ==

exposicio imersiva

“Living Van Gogh™

Image 21 — Total of Followers



porto.secreto |LINK NA BIO| Em junho, hd um ciclo de concertos
num dos espagos verdes mais bonitos da cidade do Porto! il @

Q porto.secreto + Seguir -
Casa S0 Roque

RIS

i

A entrada é livre, mas a inscrigio é obrigatéria. Sabe como
garantir o teu lugar no LINK NA BIO

=

#meuportosecreto #portosecreto #porto #oporto #oportolovers
#portoportugal #visitporto #visitportoandnorthportugal
#visitportoandnorth #turismodoporto #visitportugal
#sharing_porto #portomoments #portonoinsta #igersporto
=‘gporto =ponoﬂoms(agram ’ngUSHODOrtﬂ

‘ viviane.s.galvao Maravilhaaaaaa @ v}

4h Responder

@a filipasantosousa OO QOO OO (V]

der

no Jardim da Cas 4 4
o . 1 O Q V N
com entrada gratuita ;

625 gostos

© Adiciona um cor

Image 22 — Porto’s Online Guide

@ porto.secreto = Seguir
$/ Audio original

@ porto.secreto |[LINK NA BIO| S30 centenas as salas de cinema em
todo o Pais que vdo aderir com bilhetes a 3,5€, numa iniciativa
que abrange mais de 40 filmes. Por isso, prepara ja as tuas

pipocas! W H

Descobre todos os detalhes desta iniciativa no LINK NA BIO

#meuportosecreto #portosecreto #porto #oporto #oportolovers
#portoportugal #visitporto #visitportoandnorthportugal
#visitportoandnorth #turismodoporto #visitportugal
#sharing_porto #portomoments #portonoinsta #igersporto
#igporto #portonoinstagram

tem bilhetes a 3,5€

@tima_miroshnichenko | Pexels

Q Imatheusmartins (AR o

6d Responder

@A filipasantosousa (f}) V)

1 gosto Responder

Qv A

411 gostos

Image 23 — Porto’s Online Guide



J. Visit Portugal Online Presence on Instagram

visitportugal # m Enviar mensagem 49 e

¥ visit 3604 publicactes 772 mil seguidores A seguir 163
VISI
s pO(CUSC\L Visit Portugal

Centro de informagao turistica
Official resource for travel and tourism in Portugal. Tag your photos with @visitportugal and
#visitportugal to share them with us!
linktr.ee/visitportugal Q

Seguido/a por joanamtsilva e inicorterealp

"

Rout-e Latitudes Alentejo Algarve Center

FOLIO Porto&North

B PUBLICAGOES ® REELS 3) IDENTIFICAGOES

Image 24 — Total of Followers

visitportugal @ - Seguir
Mosteiro da Batalha

«m _,  Visitportugal @ The architecture in the Batalha Monastery, is
magpnificent! It looks like lace made in stone. A real must to any
traveler to Portugal @

[Photo: @gatovadiotravelblog]

#VisitPortugal #Portugal #TimeToBe #Centerofportugal #Batalha
#monastery

4s Ver tradugdo

gatovadiotravelblog Obrigado pela partilha ’@.@ V)

4sem 2gostos Responder

©

——  Ver respostas (1)

livinapril7 Thanks for sharing o

\ 2

sem Responder Ver tradugdo

johnpires21 & & §one my favorit locations. Love the story o
that goes with Batalha.

B

4sem 2gostos Responder Ver tradugio

@ manie_7_nella Wow, it's absolutely awesome, this Portuguese o
lady has been there @

1aosto Responder Ver traducdo

Qv W

3887 gostos

@ Adiciona um comentério...

Image 25 — Promotion of its activities through UGC



v visitportugal @ « Seguir

Forte de S3o Filipe

(oo visitportugal # Around 1 km from Setibal, visit the imposing
Fort of S3o Filipe, that offers a stuning view over the bay, the
Troia Peninsula and the city. On the inside, a small chapel
decorated with traditional Portuguese blue and white-glazed
tiles, is well worth to visit too @

[Photo: @saudalicious]
#VisitPortugal #Portugal #TimeToBe #Lisbon region #Setubal
#tiles

Editada - 4 sem Ver tradugdo

glitterandlazers & @ o

4sem 3gostos Responder

4sem 2gostos Responder

——  Ver respostas (1)

mariajudithpuga @@@ (V]

4sem 2gostos Responder

g saudalicious @ obrigada pela partilha. Amazing place Q@ ¢,

Q tobysurfs There is one almost exactly the same in Ericeira @ o

4sem 3qostos Responder Ver traducdo

Qv W

8104 gostos

@ Adiciona um comentério...

Image 26 — Promotion of its activities through UGC

K. Visit Portugal Online Presence on Facebook

facebook <

*#ug  Visit Portugal

& »

& Lisbon, Portugal

@ linktr.eeyvisitportugal

Fotos Ver todas as fotos

# 09

#travel #traveltips

wwe  Visit Portugal @

T 54.@
8 best beaches in #Portugal to surf, hike and sunbathe according to
The Independent
Best beaches in Portugal, from popular spots in the #Algarve to a sandy stretch off
#Madeira, a secluded beach and bays for watersports.

INDEPENDENT.CO.UK @
8 best beaches in Portugal to surf, hike and sunbathe
Best beaches in Portugal, from popular spots in the Algarve to a sandy stretch of...

Q0 134 17 comentérios 19 partilhas

Image 27 — Promotion of its activities through UGC and News/Articles
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L. Visit Algarve Online Presence on Instagram

visitalgarve Enviar mensagem 42 eee

2127 publicacdes 120 mil seguidores A seguir 2014

b/ 4 \gsit Algarve

of tUSOL Visit Algarve
Viagens e transporte
Welcome to the official profile of Algarve Tourism Bureau. #visitalgarve
www.visitalgarve.pt Q

Seguido/a por tatisarti

P. da Piedade Monchique Ferragudo P. da Marinha Tavira Cabo de S.V. Sagres

B PUBLICAGOES & REELS B GUIAS @ IDENTIFICAGOES

Image 28 — Total of Followers

“z- visitalgarve « Seguir oo

AR visitalgarve Ge In between Praia da Angrinha and Praia Grande,
you can find this beautiful medieval fort in Ferragudo! #4 Have
you ever been here before? @

pT Situado entre a Praia da Angrinha e a Praia Grande, em
Ferragudo, podes encontrar este belo forte de arquitetura militar,
da época moderna. #4 J4 I3 estiveste? @

@kendrickgs
® Castelo de Sdo Jo3o de Arade, Ferragudo

#Portugal #VisitAlgarve #Algarve #Ferragudo #castle

Editada - 2 sem

.. @ casahelena.algarve It's just a 7 minutes walking distance from o
our house! At sunset is amazing! @

2sem 2gostos Responder Ver tradugio

'78‘ mileswithmi Dos nossos sitios favoritos @ o

2sem Responder

‘ kendrickgs Thanks! O V)

2sem 1gosto Responder Ver tradugio

. deloumtd Oui souvent, les plages sont magnifiques et le o

villana nlain Aa via i'sima haainirann

Qv W

1799 gostos

@ Adiciona um comentério...

Image 29 — Promotion of its activities



=z visitalgarve « Seguir e

e visitalgarve e Small charming streets and authentic buildings
like this can also be found in the old town of Faro! @ What is
your favourite town in the Algarve? ©

PT Pequenas ruas encostadas as muralhas, casas de paredes
caiadas e edificios histéricos, &€ o que vais encontrar quando
visitares a Vila Adentro, em Faro! Qual é a tua cidade algarvia
preferida? ¢

B @in_search_of_ambience
® Faro, Algarve

#VisitAlgarve #Algarve #Portugal #Faro

0 connynoortvansaase Ferragudo V)

m 3gostos Responder

° nicolegerlach04 Small Village Burgau@ ©

1gosto Responder Ver tradugdo

o telma.floro @ My favorites towns : Faro e Loulé @ o
But the most beatiful: Lagos e Tavira @ &

2sem 2gostos Responder Ver tradugio

AW 0itncictININ Cactra Marim Hama

QA" W

1191 gostos

@ Adiciona um comentario...

Image 30 — Promotion of its activities

“=  visitalgarve « Seguir

-~ visitalgarve Ge Step into a world of vibrant colours and sweet
fragrances in the Algarve! @ Immerse yourself and let the
beauty of nature and architecture blow you away ﬁ}

pT Descobre um mundo de cores vibrantes e de fragrancias
florais no Algarve! Deixa-te surpreender pela beleza natural e
arquiteténica da regido.

B @evamariacarolinak
? Algarve

#VisitAlgarve #Algarve #Portugal #flower #nature
1d

muvrsjtub Can you tell me a Nice spot to see with a 2 year old?
We have seen a lod but not everything!?

19h Responder Ver tradugio

@ riversmaudsley Which city has that pink tiled house? | haven't
seen it.

4h Responder Ver traducio

“’\\ alvaromachin Silves @

1d Responder

M. Auintadncninnanta Silvacl
1046 gostos
HA 1 DIA

@ Adiciona um comentario...
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M. Visit Porto and North Online Presence on Instagram

visitportoandnorth m Enviar mensagem 48 e+

Sk .. 1849 publicagdes 36,7 mil seguidores
¥ visit Porto&North
Por Visit Porto and North
Feel the Call of Porto and North of Portugal @

A seguir 461

Tag @visitportoandnorth or #VisitPortoandNorth for a chance to be featured.

linktr.ee/visitportoandnorth (]

Sequido/a por jose_diogo_trigo_de_moraes ¢ timelesstours.eu

& a4 S Q€ 5 &4

N2 Roadtrip N103 Roadtrip N222 Roadtrip Flavour Water Nature

B PUBLICAGOES & REELS B GUIAS @ IDENTIFICAGOES

N, *o ©
gl &

Culture Adventure

Q

©®)

59 gostos

visitportoandnorth « Seguir
Casa do Vinho Verde

visitportoandnorth Did you know that Palacete Silva Monteiro is
considered by many “the most beautiful house in Porto™? It's
true!

Currently known as the Casa do Vinho Verde, this building tells
the story of 19th-century Porto, with romantic decorations and
progressive details. g The best part? Every Saturday, there are
guided tours and wine tastings to get to know every corner of
the house.

¢ Find out more at the link in the bio.

Sabias que o Palacete Silva Monteiro é considerado por muitos
“a casa mais bonita do Porto™? E verdade! @

Atualmente conhecido como a Casa do Vinho Verde, este edificio
conta a histéria do Porto oitocentista, com decoragdes
romanticas e pormenores progressistas. O melhor? Todos os
Sabados, ha visitas guiadas e provas de vinho verde para
conheceres todos os cantos 3 casa.

& Sabe mais informagdes no link da bio.

& CVRW

#visitportoandnorth #northofportugal #portoandnorth

#portoenorte #visitportugal #porto #visitporto #pontosturisticos

“truirictirnlarac #uinhavarda £nalarataciliamantairn

Qv A

Adiciona um comentario...
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visitportoandnorth « Seguir
Theatro Circo

visitportoandnorth B On this World Theatre Day, our invitation
is simple: feel the magic of stage life in one of Porto and North
of Portugal’s historic theatres!

One of them is the famous @theatrocirco, in Braga, a building of
overwhelming beauty! @ Have you visited?

) Neste Dia Mundial do Teatro, o convite é simples: descobre a
magia desta arte num dos histéricos teatros do Porto e Norte de
Portugal!

Um deles é o famoso @theatrocirco, em Braga, um lugar de uma
beleza imponente! @ J3 visitaste?

@municipio_de_braga #visitportoandnorth #northofportugal
#portoandnorth #portoenorte #visitportugal #braga
#theatrocirco #minho #visitminho #minhoportugal
#diamundialdoteatro #worldtheatreday

oporto_tips_ Haven't been there yet @ but cantwaitto! ) o

orceto
=
Responder Ver tradugio
——  Verrespostas (3)
a viajapedia @ @ ¢ lindo! ©

98 gostos

© Adiciona um comentsrio...

Image 34 — Promotion of its activities

visitportoandnorth « Seguir
Braga, Portugal

her name to the castle, cursed it when she left Braga: never again
would this building lived in.

Would you dare to visit it? @

Quantos segredos guardam estas paredes centenarias? #4 O
Castelo da Dona Chica, em Braga, € um dos lugares
abandonados que despertam mais curiosidade de quem visita a
nossa regido. Por que razdo estard este palacio abandonado?

©9 O mito mais conhecido diz que Francisca Peixoto Rego, que
deu nome ao castelo, 0 amaldigoou quando abandonou Braga:
nunca mais este edificio iria ser habitado.

Atrevias-te a visité-lo? @
B8: @kSurbex

#visitportoandnorth #northofportugal #portoandnorth
#portoenorte #visitportugal #braga #visitbraga #minho
#visitminho #minhoportugal #abandonedplaces
#castelodadonachica #palaciodonachica #casadadonachica
#castleofdonachica #lugaresabandonados

ﬂ cidchen86 Pois, é pena mesmo. Mas quando os proprietarios v}
n3o querem saber... Tem muito potencial. Daria um hotel
reauintado ou uma auinta de eventos fantastica.

Qv W

% Gostos: timelesstours.eu e 1113 outras pessoas

Image 35 — Promotion of its activities



N. Lisbon Story Centre Museum Online Presence on Instagram

lisboastorycentre Enviar mensagem & eee

LISBO.\ 157 publicagdes 1099 seguidores A seguir 86
STORY
Lisboa Story Centre
C ENT'\? E Centro cultural
@ Bem-vindo & pagina oficial do Lisboa Story Centre.
9 Espaco interativo que conta do passado ao presente, os principais eventos da cidade.
www.lisboastorycentre.pt (]

s LisboaAtual Prod Arco

Teatro LSC RVirtual LisboaCard Natal

B PUBLICACOES @ IDENTIFICAGOES

lowing/

Image 36 — Total of Followers

0. “Feirado Livro” event promotion on Instagram

feiradolivrodelisboa + Seguir e

Pequeno | 3 93.2 edigdo da
#FeiradoLivrodelisboa estd de portas abertas até ao dia 13 de
Junho!

Lisboa estd em festa, vem celebrar no Parque Eduardo VII!

4 sem

vanessasofiajesus No dia 12 a hora H é 3s 21h ou as 22h? o

4sem 1gosto Responder

——  Ver respostas (2)

feiradolivrodelisboa A Hora H & nos expositores aderentes. No
dia 12 sera as 22h00

4sem Responder

marinafdgomes A hora H é em toda a feira? Obrigada! v}

4sem Responder

——  Ver respostas (1)

A Feira do Livro de Lisboa
prolonga-se até ao dia

13 de junho!

Qv W

512 gostos

JUNHO 10

@ Adiciona um comentério...

Image 37 — Feira do Livro de Lisboa Event
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feiradolivrodelisboa « Seguir ves

feiradolivrodelisboa Pequeno lemt : @ 93.2 edigdo da
2 = N #FeiradoLivrodelisboa estd de portas abertas até ao dia 13 de
@® Horario habitual Junho! O 4 5
Lisboa esta em festa, vem celebrar no Parque Eduardo VII!
® Programacao cultural 4sem
vanessasofiajesus No dia 12 a hora H € 3s 21h ou as 22h? )
. HOI‘a H, dla 12 de 'unho 4sem 1gosto Responder
——  Ver respostas (2)

M aiso po rt uni d a d es feiradolivrodelisboa A Hora H é nos expositores aderentes. No ¢
dia 12 sera as 22h00

4sem Responder

® Mais encontros literarios ©
marinafdgomes A hora H é em toda a feira? Obrigada! )
4sem Responder

——  Ver respostas (1)

A Feira do Livro de Lisboa
prolonga-se até ao dia

13 de junho! caw 2

512 gostos
JUNHO 10

@ Adiciona um comentario...

Image 38 — Feira do Livro de Lisboa Event

P. Jardins Abertos Event Profile on Instagram

. jardinsabertos = Seguir -
Lisboa

. jardinsabertos A Edic3o de Primavera do festival Jardins Abertos
aconteceu ao longe de cinco dias refletindo o fruto de 23
parcerias, 68 voluntarios e cerca de 14 000 participagdes.

Ma préxima Edigdo de Qutono abriremos mais jardins,
mergulharemos no mundo da micologia, exploraremos a
bicdiversidade e fungdes ecolégicas dos fungos e dos
cogumelos na cidade, entraremos nas estufas para realizar
atividades em torno da conservacgdo e transformacio de
alimentos e aprenderemos a conservar e a transformar vegetais
em delici p ep fermentados. O outono ndo
& s6 tempo de recolha, é tempo de renovagdo.

Atgjal

The Spring Edition of Jardins Abertos festival took place over five
days and involved 23 partners, 68 volunteers and around 14,000
visitors.

In our Autumn Edition we will open more gardens and dive into
the world of mycology, exploring the biodiversity and ecological
function of funguses and mushrooms in the city. We'll go into
greenhouses to take part in activities about conservation and
transformation of foods. such as the use of vegetables in
delicious jams and fermented products. Autumn isn't just a time

Qv W

65 gostos
JUNHO 5

@ Adiciona um comentério...

Image 39 — Promotion of the event “Jardins Abertos” on Instagram

Q. Frida Kahlo Immersive Exhibition
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Immersivus Gallery

Image 40 — Frida’s Immersive Exhibition. Source: Tigets

Image 41 — Frida’s Immersive Exhibition. Source: Tigets
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Image 42 — Frida’s Immersive Exhibition. Source: Tigets

R. “Flying over Lisbon” Immersive Experience organized by Lisbon Story Centre

Fotos por @vrtourspt

Image 43 — Flying over Lisbon. Source: Lisboa Secreta. Photography by @VRToursPT
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