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1. CPT APAC

I Japs [ Indonesia [ Australia i Nova Zelanda
] Singapur [] Tailandia [ Corea del Sud
(] Malaisia [ india 7] Filipines

Raul Guerra — Director CPT APAC (Toquio)
Kumiko Aso — Marketing Executive (Toquio)
Veronica Tan — Marketing Executive (Singapur)
Eun Byul Cheon — Marketing Executive (Sel)

intel-litur,
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2. Mercats APAC

e

1 Japd ] Indoneésia [ Austrailia i Nova Zelanda
] Singapur [] Tailandia B Corea del Sud
] Malaisia [ india ] Filipines

!niel-litur.

Situacio socio- economica

Mercat Poblacié en PIB (2023) % Inflacio Taxa atur Tipus de
milions (2023) bilions USD (2023) (2023) canvi vs €
Japé 125,1 4,2 3,3 2,6% Feble
Corea del Sud 51,6 1,7 3,6 2,6% Feble
Australia 26,0 1,7 5,6 3,6% Feble
Singapur 5,9 0,5 4,8 1,8% Feble
*Resta SEA 1.912,6 6,3 5,0 6,5% Feble

Font: 2023 World Population Data Sheet, World Economic Outlook, local Govt Financial Reports ,0ECD, Grupo Banco Mundial, Power Bl (Mirai)
*Resta SEA: Les Filipines, Malaisia, Indonésia, la india i Tailandia extret de World Bank 2024: Data for Indonesia, Malaysia, Thailand, Philippines | Data



https://data.worldbank.org/?locations=ID-MY-TH-PH&form=MG0AV3
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Sell-Incheon: Singapur: Mitja orient amb Bcn:

* Asiana Airlines, 5/set * Singapur airlines: 5/set (2 * Etihad (Abu Dhabi): 11/set

*  T'way, 3-4/set (25 nov-29 directes i 3 via Mila) *  Emirates (Dubai): 9/set setmanals
mar 2025) * Temporada d'estiu 2025: 5/set * Qatar (Doha): 21/set

* Air Premia: 2/set sense parada técnica a Mila * Turkish (Istanbul): 23/set

!niel-litur.

3. Connectivitat

o NP
Connectivitat i anticipacio

Avid (%)

e Japo: 97%

* CoreadelS: 99%

e Australia: 75%

* Singapur: 94%

* Resta SEA: 85%

Ciutats connectades - noves rutes i freqiiencies

Font: 2023 World Population Data Sheet, World Economic Outlook, local Govt Financial Reports ,0ECD, Grupo Banco Mundial, Power Bl (Mirai)
*Resta SEA: Les Filipines, Malaisia, Indonésia, la india i Tailandia extret de World Bank 2024: Data for Indonesia, Malaysia, Thailand, Philippines | Data
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Via d'entrada Antelacio de reserva

de I’hotel (dies)
55,6
70,7
83,7
64,9
48,3

Nou vol Narita-Madrid obert el 27
d’octubre 2024 amb DII, Dv, Dg / 3 vols
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4. Balang 2023 1 2024

) [ ]
Balang 2023/2024 Les 4D’s o 5
Mercat Arribades Arribades Despesa 2023 Despesa Grau Estada mitjana*
2023 (v. Interanual € pers/dia (v. Interanual) | estacionalitzacio
22/23)
Japé 181,8 +209,0% 467,3 +88,1% 35,2% 2.8 nits
Corea del Sud 325,6 +206,7% 396,8 +13,3% 18,0% 3.2 nits
Australia 264,0 +127,3% 622,7 +43,4% 63,4% 3.3 nits
Singapur 28,7 +12,6% n.d. n.d. 29,3% 3.2 nits
Resta del SEA 211,1 n.d 244,5 n.d 38,8% 2.7 nits
e o . . V4 . L"E) . . . \
Visitor persona Principals marques turistiques b Principals productes d’interes
e Cultural pur * Girona-Costa Brava * Gastronomia
* Foodie * Costa Daurada * Art, cultura i historia
* Food & wine lover * Paisatges de Barcelona * Gaudi dels espais naturals
* Ecoturista * Barcelona
* Premium

|ni:e|.|itur_ Fonts: Frontur; *Fonts: Power Bl (Mirai)
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Situacio a 2024

Acumulat Arribades a Catalunya 2024 (milers/mes)
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2024 South Korean Arrivals
Estimacié
(Oct-Des 2024)
TN,
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(024 South Korean Arrivals 2024 Australia Arrivals
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5. Tendencies

Grau intermediacio i principals agents intermediaris

« Corea del Sud — Alta intermediacio, grups grans. Destacar les OTA, les
XXSS/SuperApp
Japo — Alta intermediacio, creixen els FIT. Destacar les OTA's, les XXSS/SuperApp

Tendencies

Els mercats es recuperen progressivament + Les SuperApps a cada mercat
La conjuntura macro-economica condiciona < Aplicacions de la IA ja en marxa
Poder de decisio en mans de les dones  Influencers si, pero els adequats

!niel-litur.
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Intermediaris - Japo

AAVYV tradicionals Boutique / concierge

« Jalan - JTB « JTB Global Assistance
« Alirtrip « HIS « American Express

« Rakuten Travel « KNT-CT Travel

* |kkyu * Hankyu « CRIL Management

« Expedia « NTA « ARKADEAR (Novetat)

« Veltra « Google Travel * LINE

« KKday « Skyscanner * Youtube

» Rakuten « Travelko (tour.ne.jp) *  Twitter

« GetYourGuide « Travel.jp * Instagram
* 4 Travel « TikTok

!niel-litur.
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Intermediaris - Corea del Sud

!niel-litur.

Interpark
« Tidesquare
* Yeomi Travel (New)
« Booking.com
« Expedia

Hanatour

Modetour

Yellow Balloon Tour
Very Good Tour
Lotte Tour

Chalet Travel and Life
Zeusworld by Hanatour
Kalpak

The Travel&Leisure

My Real Trip
« Klook
« KKday
* Yeoqi Eottae
« Airbnb

Naver
Yanolja
Skyscanner

Instagram
Youtube
Facebook
Naver Blog
Kakao

10



I Generaitat de Catakenya
A1} Agéncia Catalana de Turisme

Super App - Kakao Corea del Sud

@ n ® pay

Kakao Kakao Kakao Kakao
Pages TV Bank Pay

° d i X @

Kakao Kakao Kakao Kakao Kakao
Maps Work Taxi Hair Driver
Shop
Kakao Kakao Kakao
Navi Bus Subway
KakaoTalk

!niel-litur.
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Super App - Line Japo
4 =lC

o™

Entreteniment

@

LINE
aveEyd

H®0R
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Ecosistema Rakuten

The Rakuten Ecosystem, Centered on Rakuten Points

Rakuten
Rokuten Rakuten & Rokuten

ﬁ].k_ljljteh IR 8937 Card
oDl

R
Rakuten e &y
- W
D E-Co i e
Rakuten

Travel Mobile
= W=

rawten i |ff]
Rgkyten VIKI — g

GORA
Life & Leisura
S

Rakuten
. Advertising

Rakuten

intelditur. - TR

RPay

Rakuten
ES T

Rakuten
FAHES

Number of Rakuten

members in Japan Cross-use ratio

Annual pointsissued

Approx.

530

more than

1 00 74- 7“/0

I'l"ll"iGI"I As of end of

Jan. 2022

billion

FY2021 results

Cumulative number

itive Percentage of
of points issued

points used

more than

2.5

trillion points

as of end of Aug. 2021

13
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Ecosistema Naver

intel-litur,

Naver

Naver Map

Servei de navegacio

Cercador _m

Naver Blog

Comunicatat per
compartir
experiencies

@/ Xarxa social

E\Naver Café
Comunicatat per

Band

Servei de missatgeria

compartir interessos
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How to Use Social Media in Japan &
@D Korea: Lessons for Travel Brands
Prepared for CTB 2024

by DD
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Table of Contents

Objectives & Approach

Executive Summary

Case Studies: Tourism Board Activity

Social Media Market Overview

Influencer Marketing: The 4 P
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Summary & Recommendations
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Social Media Landscape

To understand the social media landscape
in Japan and Korea: channels, user and

content trends

!niel-litur.

Giiik
aooll

Influencer Market

02

What does the influencer opportunity

look like?

CATALUNYA
®e
0. Approach
V'
9,
P

03 Tourism Board Activity

To understand what competitor Tourism
Boards are doing in terms of social media

campaigns and collaborations with

influencers

18
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0. Approach

o1 Social Media Landscape

Desk research: articles in the public domain

and data

!niel-litur.

Y 4
diiik
DUDD
02 Influencer Market

2 interviews x 30 min - one interview in each
market with influencer media agency
- Interview with UUUM Japan

- Interview with Collab.Asia Korea

N
S0

%

Cone
l==‘

3 Competitor Board Activity
Audit of key competitors per market:

analysing campaigns across multiple

channels in both markets

19
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1. Executive Summary

ooxo ,)/\ D ;
O/J\x =2 9@ {}

Overall Strategy Varied but Relevant Content Multi-Channel Not Influencer, but
Collaborator

Consider what value each
collaborator could bring,
but they could be
individual influencers,
commercial brands or
regular travellers (UGC)

You need strategy. Important to use varied A multiple-channel
content, but in line with what  strategy delivers better
people need than single.

The most successful brands
have a consistent approach
(more on this later) YT and IG are emerging
as the most viable
channels across markets
and audiences

intel-litur. 21
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4. Case Studies — Explore France

Regular posts:

. 7IVABHRR
- SBE

B, 77 YA TIRBRER
17UV TI—MDERS:

BRAVELR#EEZ, BEE

!niel-litur.

. 75VABKB
TSVADTIAEVZE, Po>EDF—XBS

R E ICRBIZBEBAKRDF —XERDSRLAHNH D £Th,

BEIADBKICAD OF—XRBATTHN? @

. 7I3VABKR @
| eEEEfe

ZULT2HH
PRS- >— XU ZES2023
5A6H(A) 15:05~

AT I—DEBNSO/N) EFEHCEELHLENG

T NUEEB2023- HRI TS — s

Most popular posts:

« 7IVABAR
¥ ()

HRROEEY O—R - EXDNREOMISBALON, YTzI=—T7,
FMICE > TRABIEDKREFZEXEVVWERBRERBSIREFILEHD L

EHRIBABIBRELE U, BORPHRBAIEL LBML, 3

« 7I3VABKR
DREDERNEAKRE LTS E5TTO 72

YD/ — NIV ARBETORKNSHBATSELNREET,
BERESBB/YE LI/ — MY LARREOKRFTT .
2DDEERYWIFISE12ABAICEN (—ROAEREOBERMTABT

E30F12816E8H5) |« FIEVEDR EBENRKENICTET T 5 DIF2027
FOFETY,

150 years since the birth of
Impressionism: series of

flower photos from a garden Notre-Dame rebuilding images
in Giverny designed by Claude also, other architecture posts
Monet related to Jean Nouvel or Sou

Fujimoto designs

23


https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.shutterstock.com%2Fimage-vector%2Fmajor-asian-country-flag-button-rounded-1812944104%3Futm_source%3Dschema%26utm_medium%3Dgoogleimages%26utm_campaign%3Dimage&psig=AOvVaw0OlEllbGo1FX3QOg1SNRLH&ust=1717899571911000&source=images&cd=vfe&opi=89978449&ved=0CBIQjRxqFwoTCOCJv-P4yoYDFQAAAAAdAAAAABAE

HNE Generaltat de Catakinya

Ul agéncia Catalana de Turisme c A'Ial.lﬁlvl\
®e
4. Case Studies — Explore France
Varied content X-centric Brand Partnerships ‘

* Varied content: scenery, food, art,
design, architecture

* Familiar sites

* Topical, celebration of what is
happening today

!niel-litur.

74 klook  Explore France '

AU}
A=TFIRYTNZFTvE
3E6RIFICTLEY~

15w

v Ty
e G

75V ABARB

D7 5 ABARRERBOAXT ho Uk,

FP—b TR ARV FRE, 75V AOEERIMBCHER PR LULVBNBME
TRNLET #

ERORBRZ7 5V ARTOBVLEE ERFTYz7ULTLEZW
L)

Most active channel is X * No collaborations with individual
Content is often shared between X influencers
and LINE * Partnerships with commercial entities:

* Travel: Klook, HIS
* Media: Transit, Madame Figaro
* Retail: Galleries Lafayette

24
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4, Case Studies — Hawali’i Tourism Board
Multi-faceted Content Multi-Channel Food & Lifestyle Brand Partnerships ‘

anmaneh

Bk, ELUHBESE P> EWNTA (hy TIVER)

weeks ago

........

B iR, EUHBRE W [EWNTA (BEFETHR)

s + 2 weeks ago

Howgy, N s
N /4 e’ /l

Hawaiid, %

w7 L
W oo DA E A

“ﬁ?m? R -

Beautiful Hawai'i (Ea—5 1 7JL/\74) BEEFBAY

“““““ A ;-/ =~E )‘ Sonsr,
P\ i€ ) h‘,g
e ediesivi 23

(SRBAR)
D NI AMERIBE /SR SORKT 4 O
2 REGBROBY EZORBIEI A b

Beautiful Hawc?Z

* Video-heavy; some photos * Videoon YT, IGand X: some shared, <+ No collaborations with individual
* Recurring themes: golf, weddings, some exclusive content influencers
volcanoes, flowers, hula dancing * Japanese-language content on * Partnerships with a variety of local and
e The sea, marine landscapes multiple channels Japanese brands:
* Hawai’l connection with Japan e Campaigns running every several * Food & Alcohol: Honolulu
months Beerworks, Aloha Beer, Calbee

* Beauty: Bathclin
e Travel: Hilton, Hawai'ian Airlines,

HIS
intel-litur. 29
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4. Case Studies — Hawai’i Tourism Board

* Highlighting the credentials of Hawai'i as a source of quality food and drink, and lifestyle items is important to

create an image of a well-rounded and appealing destination
* Also, Hawai'i-inspired Japanese products (e.g. Calbee’s Frugra) help to reinforce the connection between the

two islands

Some of the most popular posts:

ﬁ NTZAHBER [AR) 58, RUHBI5, A
S T i

%

. 7R —Y—XVRED
10%OFFZ—ILTF |

£ HIS Hawail BT8 2L 218 2 A
ALOHA~ &
12 tLeaLea Hawaiian Villagel 1 <> h EMTT |
12/23()CIRNTA AR b HBIfE | §
HEIETREURLEZ Uy s Q

[LeaLea Christmas 2023] ...

:  HIS Hawail #i@T L 288
Ly 12AORDITAY MR

75, €=2F—-. D-7vavI.
RS2y ‘!

X: HIS Hawai'i and
Shinjuku Marui
collaborating for Hawai'i
themed seminars,
workshops and market

NTAHEBER (2] k. GUHSR5, 19
XA R4 YN\TABROBHEDEF T MY BF v IR~V OBYID i
1A308TF |

ke DVISEE
TIHEBHE/FELTVETR

ZAONY—7y NBREPBRBE2 Y-S FNKTA—TVRTT Y

Bl o Mexs (42) 5, guosns. @

Aloha§@

PHEETHMBERY 77y 7AR7 PONI—Ty by ¥+ 7y
71 BBISECKM S ! |

N7 DASHERERCSH, BEREBOBRLHIELEL 9

X: Promotion for Made-in-
Hawai'i Aloha Market at
Narita Airport

NTLHEXB [AR] H&. FLHBIRE, 1S
B8 70\ hbyRF TV TR
SAKE THEZSIC TSR 7

HFL<ike

Oth 044/033 @ &

X: Video promoting the Made-in-
Hawai'i Aloha Market at Narita
Airport

2#0—-&WWLWAT
PONE—=N4BRBENEY PHETES !
(202452848 #))

-§
ALOHA

BEER CQ

2 204% | B2
g4nEVL \,\7&'6&;)_\/\:!— i
" ?,Q\éﬂ\&w) —ytak g

ey

IG: Aloha Beer launch in Japan, accompanied
by chance-to-win campaign

26
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4. Case Studies — German National Tourist Board
Recent popular videos on YouTube feature locations in Germany where the hit Korean drama "Queen of Tears" was Sl
filmed.
e The vlogs not only showcase the exact locations from the drama but also offer general tours of the area, including ST

sightseeing, food, shopping, and more.

* The fact that a popular drama was filmed there is what grabs viewers' attention.

+1. A=Al 28 (Schloss Sanssouci) Berlin

+ 2. O}O|& L CtE| (Eiserner Steg)
+ 3, B
%

+ 4.

% (Bebelplatz)
2

2| C A EF (Berliner Dom)

Frankfurt

Tour of
Sanssouci
Palace
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https://www.youtube.com/watch?v=Tvk796s-vvU
https://www.youtube.com/watch?v=YVXRRGs-EPQ
https://www.youtube.com/watch?v=NjTWHRAOjQ4
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4. Case Studies — German National Tourist Board
* ‘“German Jijinhee” influencer: YouTube is her main channel, 4,
and uploads short clipson IGand TT

The videos, filmed without narration and from angles that

make viewers feel as if they are traveling themselves,
showcase various cities in Germany.

= W

LA\

German JiJinhee S

@germanjijinhee - TS Xt 3.08M% . & A4 35374

Enjoy food, landscape and people in Germany & Europe 5

instagram.com/german jijinhee 2| 213 17}

: Popular contents show seasonal events:
. germanjijinhee m o A% 21 : . A g e -

H A& 2470 229905 z
-

Frankfurt Fastnachtsumzug 2024 Carnival (231
- 5 _ views, 115 comments
% W F-0{B GERMAN JIJINHEE e % % EA' (:):l OOH German C'tles ) 5 )

@ germanjijinhee

* 2023 German Christmas Market Munich (275
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4. Case Studies — Tourism Authority of Thailand

IG and FB share similar content, primarily focusing on Videos on YT are categorized into 6 themes:
places to visit and cultural events.

i HEEREBH PHUKET

™ 48202 .9
Oasis Spa (Tropical Retreat Spa, Laguna)
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-
-

OPAFR] 22134 of 20 Of
ol o) KR oM A2e | —
S LiCh 83| Xigoto| #X| L Oasis Spa
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OlM 32 EiF 322 ok S5 cl M HEY M ot
£ B3| 2 OAR| Stol B2 2E U |XItE 2
o AIZLIA ORAMK] & StubiLct
Crershol 2ix|et Efol M 7
¢ 2t 2| ZEo K|
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Tropical Retreat Spa, Laguna

pical Retreat

lofl Xp2|En A

& HE etof= ope ®
8 Ar/ &1t Efo] QUELCE 3= N9 st Hio|=
2 Zeolglsty 27| e w2st7|0f ol4kE it amazing
FA0ME 2tLE X 0]9|0l = THEret 7t et X0 ME 20RA A THAILAND
ALHE SHLER A = QlaLch

29 Moo 4 Srisoonthorn Road, Choeng Thale, Thalang District, Phuket

' 1. Two Thai women (living in Korea) talking about different
topics about Thailand

2. Places for golfers

Introducing different parts of Thailand

4. Collaborated contents with influencers (E.g., Rozy, global
food blogger, Thai living in Korea, etc.)

UGC: winning videos clips from a contest

Collaborated contents with T'way Air on Bangkok (E.g.,
intel-litur. food, shopping, activities, festivals, etc.) 29

* Introducing places to visit
(E.g., restaurants, cafes, spas,
bars, shopping spots etc.)

* Cultural events (E.g.,
Songkran, Thailand BIENNALE
Chiang rai 2023, etc.)
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4. Case Studies — Tourism Authority of Thailand

Tourism Authority of Thailand’s ambassador - Rozy, a virtual influencer

rozy.gram & X 2Lh7| @rozy.gram

HAIS 444 T2 1718 TEO 4230 What Ambassador of Tourism Authority of Thailand
2x| HFY A BRAN

OH:_ROZY Who Virtual influencer

(# KOREA'S FIRST VIRTUAL INFLUENCER

@ 1AM THE ONLY ONE, I COULD BE EVERYONE - J9

® contact@locus-x.com

@ locus-x.com Where

Accounts in Instagram (170,000
(followers) gram (170,000)

* OnJune 28,2023, the Tourism Authority of
Thailand appointed Rozy as their 2|7} Ap2tst 12| o] S
ambassador. Aligning with the summer Z38|4 218943 - 1174Y W
vacation season, they promoted Krabi,
Thailand, with Rozy for three months from
July to September.

* Content includes: official PR videos,
introducing Krabi and the activities to
enjoy in Krabi

Her Krabi PR video is the most
popular video on the Tourism
Authority of Thailand’s YT channel
(2.18M views)
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2. Japan — Social Media in a Nutshell

> S 55K

YT is the most relevant and In travel, 1G also offers relevant Need to be mindful of
influential channel across the content gender and age
board differences: e.g. IG is

popular among younger
women and X among older
men

intel-litur. 32
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2. Korea — Social Media in a Nutshell

&

€

Q. 555

YT is the most relevant and Naver is also a viable channel Need to be mindful of
influential channels whenit  depending on where in the gender and age

comes to location-based and marketing journey you are: e.g. differences: e.g. IG is more
leisure content great for more discovery and popular among women

IC also offers some relevant  inspiration, rather than for and younger people

content, especially whenit ~ dWareness
comes to Lifestyle & Importantly, Naver is always
Influencer content the starting point of a search,

so it controls the journey

intel-litur. 33
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3. Influencer Marketing — the 4 Ps
O
e, Prior experience: have they worked with a competitor (not make or \\‘0,@
o . break, but important not to be positioned as being exclusively aligned
0..‘0

with the competitor)?

Personal interest: affinity with the product; does the influencer like the
product?

Proof of concept: the influencer wants to work with a brand that has
some history (especially relevant in Japan): the best proof is if another
influencer has worked with that brand; this makes it legitimate and
acceptable

m ©

Product/Service: they need to explain the product/service to their
audience, so need to make sure it’s relevant to the audience

oy

A 5th Pis less important:
Personality: Matching the tone/vibe of the brand with that of the

. person is less important
intel-litur. 35
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3. Influencer Marketing — Top Takeaways
Partnerships can help short-term goals, but also brand building, need to focus ¢.‘%’ ‘
on value creation rather than pure amplification and work across platforms ST
< +o 4+
C\ ndll pun * 4 o
e 11
Short-term activations can Think about reach, butalso YT and IG are very different
be effective, but long-term  about creating additional value in terms of type of
brand building can benefit for the brand as a result of content, but could work
from influencer partnerships  influencer partnerships: what well in tandem

is the influencer personality,
expertise and reputation
adding to the brand?

intel-litur. 36


https://www.google.com/imgres?q=youtube%20logo&imgurl=https%3A%2F%2Fupload.wikimedia.org%2Fwikipedia%2Fcommons%2Fthumb%2F0%2F09%2FYouTube_full-color_icon_%25282017%2529.svg%2F1280px-YouTube_full-color_icon_%25282017%2529.svg.png&imgrefurl=https%3A%2F%2Fja.wikipedia.org%2Fwiki%2F%25E3%2583%2595%25E3%2582%25A1%25E3%2582%25A4%25E3%2583%25AB%3AYouTube_full-color_icon_(2017).svg&docid=zANzXs7xPWxNwM&tbnid=4SdipOmISh0hFM&vet=12ahUKEwixmseQ_eGGAxXnn68BHczhC84QM3oECBMQAA..i&w=1280&h=886&hcb=2&ved=2ahUKEwixmseQ_eGGAxXnn68BHczhC84QM3oECBMQAA
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.shutterstock.com%2Fimage-vector%2Fmajor-asian-country-flag-button-rounded-1812944104%3Futm_source%3Dschema%26utm_medium%3Dgoogleimages%26utm_campaign%3Dimage&psig=AOvVaw0OlEllbGo1FX3QOg1SNRLH&ust=1717899571911000&source=images&cd=vfe&opi=89978449&ved=0CBIQjRxqFwoTCOCJv-P4yoYDFQAAAAAdAAAAABAE
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.shutterstock.com%2Fimage-vector%2Fmajor-asian-country-flag-button-rounded-1812944104%3Futm_source%3Dschema%26utm_medium%3Dgoogleimages%26utm_campaign%3Dimage&psig=AOvVaw0OlEllbGo1FX3QOg1SNRLH&ust=1717899571911000&source=images&cd=vfe&opi=89978449&ved=0CBIQjRxqFwoTCOCJv-P4yoYDFQAAAAAdAAAAABAE
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5. Summary

>

%4

Content

1.

!niel-litur.

Varied content (e.g. video +
photos), multi-sensory
Korea/Japan connection:
bridging the two cultures
Recurring themes, regular
‘columns’ and
‘correspondents’

Seasonal & topical content:
e.g. Kdrama, etc.

Gamify: chance-to-win,
quizzes

o)

Channel

1.

Multiple channels work
better

Consistent and regular
posting pays off

OK to recycle content, but
content can be platform-
specific: also, consider
‘deeper’ content in a blog,
etc.

N
S0

&

Collaborator

Tap into internal resources
Partner with external
individual influencers
Tapping into virtual
influencer

Partnering with brands and
releasing collaboration
content

UGC content: tapping into
traveller power!
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5. Recommendations

ooxo ,)/\ D ;
O/J\x =2 9@ {}

Overall Strategy Varied but Relevant Content Multi-Channel Not Influencer, but
Collaborator

Consider what value each
collaborator could bring,
but they could be
individual influencers,
commercial brands or
regular travellers (UGC)

You need strategy. Important to use varied A multiple-channel
content, but in line with what  strategy delivers better
people need than single.

The most successful brands
have a consistent approach
(more on this later) YT and IG are emerging
as the most viable
channels across markets
and audiences
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Uniqué Insight to Inform & Inspire

AN Generalitat de Catalunya
M)V, Agéncia Catalana de Turisme

Drago DJOURQOV

@ Telephone: +65 9852 2989
@ Email: drago @dd-global.com

@ Website: dd-global.com
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