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‘Branding is the process of communicating your 
promise to your customers. It is creating a 

strong, positive and engaging perception with 
your rural tourism business or destination 

experiences in your customers mind’.  
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When people search on the internet, or look through dozens of brochures looking for that 
‘perfect rural holiday experience’, they are actually looking to make a connection with 

your brand. Its not your website, name or logo – it’s a lot more than that. They are 
looking for the emotional triggers that jump out and connect with their hearts 
and minds. They take in the look, feel, and promise of an experience that connects 

your product with their holiday dreams and desires. It’s the ‘I want to be there’ 
factor. To brand your business identity is to create impressions and ideas about 

your product, service or experience in the minds of consumers and then transform 
those ideas into authentic experiences. It’s a powerful tool when done well, lets 

begin! 
 

In order to get it right, you must firstly know what you stand for – your 
product vision, values, personality and guarantees.  

When your customers are searching for you, your experience, your brand 
it is an interactive, intuitive and aspirational process.  
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You must also know your customers and which target markets are most likely to seek 
those values and qualities from you. Finally, use every available means to develop the 
relationship between the two through your brand messaging. You have no doubt heard the 
phrases ‘a brand you can trust’ or ‘a name you can depend on’. That trust is built 
on strong brand messaging which consistently meets consumer expectations. The 
fulfilment of the brand will come easily if you understand one crucial principle – everything 
you do counts. Every aspect of your business carries your brand messaging, or to put it more 
accurately, your brand messaging affects every aspect of your business. Focus 
on your product strengths to tell your story. Below is an outlined framework you can 
use to develop a strong and powerful brand for your rural tourism business or destination 
starting with these elements.  

Take the unique qualities that set you apart from other similar products and 
weave them into your branding elements – the look, feel and experience.  
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Step 1 Create Your Brand Blueprint 
 

Branding is a complex topic. Step 1 is to create a 
brand blueprint by mapping out what your rural 
tourism brand represents. There are many brand 
elements. Start by considering the key brand 
elements these are the priority or main elements, 
they will help you flesh out what you are trying to 
achieve with your brand. They are important 
because they will help you get on track and 
understand how you should communicate your 
experiences and how you do things. Brand elements 
can be developed and applied to both the business 
and destination and should ideally be applied to 
both. You need to set your strategic business or 
destination goals and actions then align your brand 
strategy. We have examples in the next slides how to 
address the top elements using the Tourism Ireland 
destination brand and Arigna Mining Experience 
rural tourism SME brand. 

Main Brand Elements are… 

Brand Position Core Benefits 

Brand Values Tone of Voice  

Brand Personality Target Audience 

Attributes Logo & Tag Line 

Typographic & 
Colours 

Imagery/Photography 
Logo & Tagline Placement 

‘The words that underpin the 
Tourism Ireland brand promise 

are “joyful immersion’  
Niall Gibbons, Chief Executive, Tourism Ireland 

http://www.brandanew.co/10-branding-elements-and-what-they-mean/
http://www.brandanew.co/10-branding-elements-and-what-they-mean/
http://www.brandanew.co/10-branding-elements-and-what-they-mean/
http://www.brandanew.co/10-branding-elements-and-what-they-mean/
http://www.brandanew.co/10-branding-elements-and-what-they-mean/
http://www.brandanew.co/10-branding-elements-and-what-they-mean/
https://www.tourismireland.com/
https://www.tourismireland.com/
https://www.tourismireland.com/
https://www.tourismireland.com/
https://www.arignaminingexperience.ie/
https://www.arignaminingexperience.ie/
https://www.arignaminingexperience.ie/
https://www.arignaminingexperience.ie/
https://www.arignaminingexperience.ie/
https://www.arignaminingexperience.ie/
https://www.brandingmag.com/2016/09/14/how-to-manage-a-country-brand-the-ireland-example/
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Source Leyuworks 

https://leyuworks.com/why-branding-is-important-in-marketing/
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Brand 
Elements 

Description Rural Tourism Examples 

Brand Position What is your promise 
to your customers. 
What is your position.  

Land of a Thousand Welcomes! We are 
the home of ‘joyful immersion’ the fact 
that you can come to Ireland, get under 
the skin of us, and we will lift your spirits. 
The feeling of living in the moment, up 
close and personal with a place and its 
people  

Brand Values What the brand 
stands for and cannot 
be compromised on 

An island that restores and enhances your 
lust for life. The friendliness and warmth 
of the people. The stunning and dramatic 
scenery. The distinctive Irish culture.  

Brand 
Personality 

The human 
characteristics of the 
brand, its style 

The island of Ireland is a land full 
authentic, joyful experiences & people 
that enhance the experience by engaging 
with you in an uplifting, genuine way. (See 
graphic for more examples) 

Attributes The characteristics 
which are important 
to consumers, usually 
limited to functional 
and economic, not 
phycological or 
emotional 

Wild Atlantic Way, Irelands Ancient East, 
lively atmosphere, hospitality, snug pubs 
with fireplace, pints of Guinness and 
drinks, food, rugged wild beautiful 
landscapes, beaches, mountains, lakes, 
culture, arts, heritage, the craic, festivals, 
country rural living…  

Brand 
Elements 

Description Rural Tourism Examples 

Core Benefits The emotional rewards 
the user gets from the 
brand. How customers 
feel when buying or 
experiencing the brand 

Our Character: Rich diversity of surprising, 
spontaneous and ‘only in Ireland’ 
experiences, which are authentic, not staged, 
both historical and contemporary. 
Our Characters: Ireland’s engaging people, 
freely giving insights into our culture, 
delivered in a fun, engaging, human and 
conversational way.  

Tone of Voice  The tone brings our 
character to life across 
our communication 
channels 

Ireland is a positive, expressive and vibrant 
brand, so the tone should reflect this: — 
Lively, energetic — Friendly, natural, 
engaging, warm, invitational — 
Conversational, colloquial — Playful, 
informal, with a touch of charm and wit 

Target Audience Who the brand is 
targeted at to ensure 
you are focusing your 
business on the most 
profitable markets 

Social Energisers, Culturally Curious, Great 
Escapers Failte Ireland  
Where do they come from? Britain, Germany, 
US, France  

https://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/eZine/Culturally-Curious.pdf
https://www.tourismireland.com/TourismIreland/media/Tourism-Ireland/Research/TI_FactsandFigures_2019.pdf?ext=.pdf
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Brand Element Considerations 

Imagery/Photography Images should consider your main target market types e.g.,  
culturally curious want to see culture and heritage shots. Should 
capture the beauty of the island of Ireland; but where possible you 
should also leave a generous amount of negative space to create 
room for visual elements such as logo and headline copy. 

Logo Placement  The logo shouldn’t just be restricted to the bottom right hand 
corner. In order to create optimal stand out within the context of 
any execution we should use negative space within the image to 
place our lock-up for maximum legibility. Logo placement should 
not interfere with headline copy. 

Typographic and Font Ensure type is as clear and legible as possible. Try to use sans serif. 
Avoid overlaying type on busy backgrounds. Where it is 
unavoidable, and copy is required over busy backgrounds, please 
ensure to use bold copy. Try to use white type on negative space 
on images 

Colour Consistent use of colour is a critical factor in building the Ireland 
brand worldwide. Colours evoke a response that reaches beyond 
culture and language. The primary colours for the brand consist of 
Purple, Dark Green, Light Green and White. This combination of 
colours should be the principal selection in the creation of 
collateral materials. 

Logo & Tag Line Logos should be developed in 4 colour variants: All white for use 
over full bleed imagery. White with green shamrock, for use on 
purple backgrounds. Purple with green shamrock, for use over 
white spacing. All black for use in mono formats. 
The tag line can be placed above or to the side of your logo. 
Consider translating your tag line for your key international 
markets. 
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Brand Elements Description Rural Tourism Examples 

Brand Position 
What is your promise to 
your customers. What is 
your position.  

Arigna Mining Experience, where we bring 
history to life, tell the story of Ireland’s coal 
mining industry and explore the themes of 
energy – past, present and future. At Arigna, 
we don’t just take you on a journey back in 
time, we also bring you underground! 

Brand Values 
What the brand stands 
for and cannot be 
compromised on 

Raw authentic fascinating underground tour 
experience delivered by actual mining workers. 
Visitors experience what the underground 
mining work was like first hand by walking in 
the coal miners footsteps. Warm and friendly 
with genuine attention from local employees. 
Warm and tasty homemade food. Stunning 
dramatic panoramic scenery. A distinctive 
piece of Irish culture and heritage in a unique 
rural setting that stands out from the rest. 

Brand 
Personality 

The human 
characteristics of the 
brand, its style 

Authentic, warm and engaging from the 
minute you step in the door. An immersive 
realistic historical experience. Full of moments 
of surprise, awe, shock, fascination as you 
engage in realist revelations of past mining life.  

Attributes 

The characteristics 
which are important to 
consumers, usually 
limited to functional 
and economic, not 
phycological or 
emotional 

Mining history, miners, Irelands Hidden 
Heartlands, stunning rugged rural Leitrim 
landscapes, tasty homemade food, affordable, 
north west of Ireland, gifts and souvenirs, 
interactive audio visual experience, café and 
seating areas, conference room, hospitality, 
mountains, lakes, culture, arts, heritage, 
country rural living and community 

Brand 
Elements 

Description Rural Tourism Examples 

Core Benefits 

The emotional rewards 
the user gets from the 
brand. How customers 
feel when buying or 
experiencing the brand 

Our Character: Feel like a miner felt in the 
hard working dangerous conditions of a cold 
and damp underground mine. Unpolished 
authentic unpolished immersive experience. 
Rugged, isolated rural irish countryside.  
Warm and friendly hospitality.  Relax and 
enjoy wonderful panoramic views. Taste and 
relish homemade treats.  

Our Characters: Actual previous miners 
delivering awe inspiring insights and stories 
into how the underground mining was. 
Delivered in an engaging, storytelling and 
conversational way.  Locals supporting  the 
local area. 

Tone of Voice 

The tone brings our 
character to life across 
our communication 
channels 

Positive, expressive, friendly, conversational, 
playful, touch of local charm and wit, 
informal, hospitable, warm, sociable, up 
close and personal with the locals, 
approachable, attentive, sociable and cordial. 

Target 
Audience 

Who the brand is 
targeted at to ensure 
you are focusing your 
business on the most 
profitable markets 

Social Energisers, Culturally Curious, Great 
Escapers Failte Ireland  
Where do they come from? Britain, Germany, 
US, France  

Rural Tourism SME, Branding Elements  
Arigna Mining Experience, Roscommon, Ireland 

https://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/eZine/Culturally-Curious.pdf
https://www.tourismireland.com/TourismIreland/media/Tourism-Ireland/Research/TI_FactsandFigures_2019.pdf?ext=.pdf
https://www.arignaminingexperience.ie/
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Brand 
Elements 

Description Rural Tourism Examples 

Brand Position  
 

Brand Values  
 

Brand 
Personality 

 
 

Attributes  
 

Brand 
Elements 

Description Rural Tourism Examples 

Core Benefits 

Tone of Voice   
 

Target Audience 

Instructions: Take the blank tables to assess and 

determine each of your rural tourism business or 

destination brand elements. From the results now start to 

develop your Brand Guide by following the Sample Brand 

Guide: Tourism Ireland Brand Guide 

Tip: Make sure to include the input of your staff, sample 
of customers and key partners to offer you some valuable 
insights! 

Brand Element Considerations 

Imagery/Photography  
 

Logo Placement  

Typographic and Font 

Colour 

Logo & Tag Line 

Exercise Create Your Tourism Brand 
Blueprint 

https://www.tourismireland.com/TourismIreland/media/Tourism-Ireland/Research/Tourism-Ireland-brand-guidelines-2019.pdf
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A Brand is More Than Just a Logo 

Source Think Thrive 
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https://thinkthrive.com/marketing-tips/branding-a-logo-design-is-not-your-brand/
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Once you have developed your elements and guidelines for your brand it is always worth calling 

in on the expertise of other to help you further develop your brand. Consider local 
recommended brand consultants, graphic designers, local tourism enterprise support.  This is 
money well invested! 

Hire staff who are creative and will build your brand in line with your business objectives.  
Keep referring back to the base of your brand on your product, the markets you target, 

and what they would expect to see, hear and feel about your business.  
Keep in mind the objective is to develop a single-minded and compelling message. 

The key thing you want to get across to all your relevant target markets both main and potential. 
Now explain what you do in 30 words and 300 words so you can consistently communicate your key 
message on different platforms e.g., Google Search Descriptor - Meta Tags(30 words) and Website 
Introduction (300 words) 

Brand is also about reputation! So all the great logos, images, catchy slogans and pretty 
pictures in the world will not amount to much if your customer service is lacking or your product is 
poorly organised and run. In fact, you will just be wasting your money.  

Step 2 The Branding Process Never Ends 

Trust and Follow the Process 
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Hot Tips 
 Start by investing in engaging, stunning local images and videos. Focus on hero experiences and 

attractions, popular panoramic views and don’t forget to include people. Video is the new marketing medium and one 
of the most effective ways to start delivering your brand messages. Drone footage is another level again! 

 Apply your branding and messaging to all parts of your business and design features; logos, social 
media, signage, uniforms, images, websites and brochures 

 Make sure your customer service and standards reflect your brand values and experience 
 Live Your Brand! Make sure staff are well aware and educated about your brand values, personality. Assist 

and encourage them to always live up to the name, talk about you, share your message and strengthen your brand. 
 Develop a one page brand blue print, summarising the key points about your brand e.g., your values, target 

markets, tag lines etc. Put it on the office and staff room wall as a constant reminder, don’t forget to send it to your 
designers. 

 Keep track of where your brand is used. If you are updating your brand make sure to contact who needs to 
be contacted so you can remove all old logos and brand content listed on external platforms. This will avoid confusion 
and ensure your brand isn’t diluted or damaged.  
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Branding is a marketing tactic, branding personifies your tourism business. It gives 
your business a voice, an image, and personality — which makes you more relatable 

to your guests and other travellers. It is the foundation of your marketing.  

 

It forms a perception to your audience, it is the reflection of your company values 
(what your business stands for, believes in, and why you exist). Ultimately, a well-

defined brand helps you appeal to the right audience and turn them into customers 
as well as leave a lasting impression.  

Branding is a Marketing Tactic!  
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Now you have developed your elements, now dig a bit deeper and 

develop your brand toolkit. This will ensure your brand identity is 

showing up holistically visually and verbally across all channels. 

From large billboards to social media posts it instructs how you and 

others should communicate across all your communication assets 

and platforms. Your Brand Guide focuses on the more the higher 

level information such as brand mission, purpose and highline 

explainers but the Brand Toolkit goes into much more detail with 

specific instructions mainly used by designers. A Brand Toolkit should 

be practical, precise, easy to use and follow with plenty of visual 

instructions and examples. 

Don’t forget to instruct how your brand should be used on different 

types of mediums (e.g., posters, print, banners). It also explains how 

to not to use the brand. Your Brand Toolkit should ideally be used in 

tandem with your Brand Guide.  

 

 

Step 3 Develop Your Brand Toolkit & 

Check Brand Identity 

Brand Toolkit  
Examples 

 Vision, mission and values 
 Brand story, themes and motives 
 Narrative and strategy 
 Naming, tag lines and brief messaging 
 Tone of voice / brand messaging 
 Logo variations, sizing and positioning, in 

use examples, graphic elements (don’ts) 
 Photography, images 
 Typography fonts, styles, how to use 
 Colour palette and patterns, pairings 
 Templates: social media, business cards, 

website design, banners, posters, 
brochures etc. 
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Logo Placement on Print Versus Digital 

Tourism Brand Messaging (Page 7)  
3 Key Messages for people who know little or nothing about Limerick 

1. Gateway and source*  
The gateway to The Wild 
Atlantic Way (AE) from a 
city whose identity is forged 
by European history, culture 
and art (EE). Limerick is 
close to nature while acting 
as a stage for street artists, 
live music and a calendar of 
cultural events.  

2. Blue and green  
The start of the Great 
Southern Greenway trail to 
the coast (AE) through 
some of the continent’s 
most enticing countryside 
and villages (EE); The home 
of outdoor, river and water-
based adventures (AE), 
suitable for everyone (EE).  

3. Food and friends 
Limerick’s food scene, 
markets, restaurants and 
pubs combine the 
innovative (AE) with the 
traditional (EE), while 
being welcoming, family 
friendly, full of art, music 
and easy-going people. 
(EE). 

Exercise 

 
 

 
 

Start Developing Your Brand Toolkit by 

following the Limerick, Ireland Brand Toolkit. 

If you need help get your staff onboard and 

engage a recommended graphic designer  
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• Stunning imagery on Instagram and Facebook with engaging descriptions, hash tags 
(#destinazionemarche), Call to Actions etc 

• The website is available in 10 different languages, has 17 themes or clusters to guide its 
visitors preferences, 6 free applications, online tool called Marche Advisor that creates 
tailor made itineraries and packages.  

• Social Media Campaign “Marche Glass” where video-makers created a new video to 
promote Marche Region, #marcheglass. More than 919,000 people reached, producing 
618,000 visualizations and more than 18,000 shares on Facebook.  

• Photowalks half day tours of local rural experiences, food, wine tasting and learn Italian. 
Social communications event after with a selection of photos entered into a competition, 
prize giving and post exhibition. In 2015 Photowalks produced more than 38 million 
impressions, 2016 produced more than 147 million! 

• Brand Promotion Section on website with videos, photos, apps…and more. 

 

Case Study 
 

Marche Region, Italy Strengthens its Brand 

Through Images and Messaging on Social 
Media, Website and Marketing  Campaigns 

https://www.instagram.com/viaggionellemarche/?hl=en
http://www.turismo.marche.it/
http://www.youtube.com/watch?v=2N1aGoukUTo
http://www.youtube.com/watch?v=2N1aGoukUTo
http://www.youtube.com/watch?v=2N1aGoukUTo
https://www.eccolemarche.eu/en/blog/tag/photowalk/
https://www.regione.marche.it/Entra-in-Regione/Marche-Promozione/Promuovi-le-Marche
https://www.regione.marche.it/Entra-in-Regione/Marche-Promozione/Promuovi-le-Marche
https://www.regione.marche.it/Entra-in-Regione/Marche-Promozione/Promuovi-le-Marche
https://www.regione.marche.it/Entra-in-Regione/Marche-Promozione/Promuovi-le-Marche
https://www.regione.marche.it/Entra-in-Regione/Marche-Promozione/Promuovi-le-Marche
https://www.regione.marche.it/Entra-in-Regione/Marche-Promozione/Promuovi-le-Marche
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 Your marketing collateral is any digital or printed material used to 
communicate your rural tourism company or destination brand’s 
message, products or services. It can include a variety of formats from 
printed brochures to, videos, e-books, newsletters, graphics, and 
more. Don’t just do it without thinking and for the sake of ‘having it’. 
You need to consider a number of things before you start investing 
valuable time and money. To get it right first time you should get a 
skilled professionals to create your collateral armed with your Brand 
Guidelines and Toolkit. Start with; 
 
 Putting your audience first; they are central to the process, have the 

right collateral at each stage of the tourism buyers journey 
 Try and be smart and develop copy that can be used for multiple 

mediums or can be easily modified and adjusted 
 Check what you need to address e.g., FAQ’s, customer enquiries  
 Make sure to choose the right type of collateral. You will most likely 

not need everything e.g., with COVID everything is online 
 
 

Step 4 Develop Your 
Marketing Collateral in Line 

with Your Brand 

Practical Examples of Signage and Print 

Resource 
 

 
 

All You Need to Know About Marketing 

Collateral (What it is, Types, Designing, Web 

Based Content (AR, VR, Interactive…) 

https://www.widen.com/blog/marketing-collateral
https://www.widen.com/blog/marketing-collateral
https://www.widen.com/blog/marketing-collateral
https://blog.travelcarma.com/2019/03/30/understanding-the-travel-buyer-journey-and-how-travel-brands-can-engage-customers-at-each-stage/
https://blog.travelcarma.com/2019/03/30/understanding-the-travel-buyer-journey-and-how-travel-brands-can-engage-customers-at-each-stage/
https://blog.travelcarma.com/2019/03/30/understanding-the-travel-buyer-journey-and-how-travel-brands-can-engage-customers-at-each-stage/
https://blog.travelcarma.com/2019/03/30/understanding-the-travel-buyer-journey-and-how-travel-brands-can-engage-customers-at-each-stage/
https://blog.travelcarma.com/2019/03/30/understanding-the-travel-buyer-journey-and-how-travel-brands-can-engage-customers-at-each-stage/
https://www.foleon.com/topics/19-types-of-marketing-collateral-you-need-now
https://www.foleon.com/topics/19-types-of-marketing-collateral-you-need-now
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Your Online/Offline Marketing Collateral Bible 

in Line with the 5 Core Stages of the Tourism Buyers Journey 
 

 

https://www.trekksoft.com/en/blog/marketing-across-customer-journey
https://www.trekksoft.com/en/blog/marketing-across-customer-journey
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Step 5 Live Your Brand! 

Your brand should permeate all aspects of your rural 
tourism destination or business. This strengthens the 
brand and your reputation. In the introduction to this 
section we talked about your brand as being your look, 
feel and the experience you offer. This is achieved by 
having your branding throughout your marketing and 
promotional campaigns, advertising, your front door, 
your reception, service and culture, signage etc. 
Everything should represent your brand values and 
what your brand stands for in order to firmly deliver the 
promise. It is not a one off thing but a constant effort. 
Make sure everybody is clear what your brand is; from 
your customers, staff, potential customers, your 
community and anybody who comes in contact with 
your brand. This is called Living Your Brand!!  

Practical Examples of Pull Up Banners for 
Reception Signage 
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Tip 
When researching your brand identity, think about: 

• What kind of messaging has worked for your brand 

in the past, including successful emails, ads, etc. 

• What’s your brand position? Where are you in 

comparison to other brands in your industry? 

• What questions frequently come up when making 

decisions about imagery and messaging? 

 

The ultimate goal should be to define the look and feel 

of your brand through visual, and verbal solutions. 

Be sure to make notes about things in your existing 

identity that may need to change. For instance, the 

image of your brand might be perfect, but the voice might 
be fragmented. 

Exercise 

 

 

 

 
 

 
 

Assess Your Brand Identity i.e., logo, 

typography, colour palette, brand tone and 

voice by checking across all assets and 

marketing channels to check if they all look 

the same and evoke the same feeling. This 

exercise will ensure you have a consistent 

brand image building trust, familiarity and 

brand value. 

Resource Social Media Guidelines for Tourism in 

Rural Areas 

 

 
 

A practical guide providing social media guidelines, 

Social Media Management in the Context of Destination 

Marketing, Choosing the Right Social Media Channels 

for Your Audiences…and more.  

https://fabrikbrands.com/brand-identity-design-agency-london/
https://www.europetour.tips/wp-content/uploads/2018/07/ENGLISH_SOCIAL_MEDIA_GUIDELINES.pdf
https://www.europetour.tips/wp-content/uploads/2018/07/ENGLISH_SOCIAL_MEDIA_GUIDELINES.pdf
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Your brand elements and attributes should be based on your 
product qualities that are likely to endure. That’s not to say you 
shouldn’t move with the times either. As your product and 
business grows and times change, your brand blueprint will need 
to be reviewed. In many cases, a timely refresh of your brand 
creative can be a vital way of staying in touch with your 
consumers. The idea is to monitor your brand and service delivery 
and always keep on the lookout for what’s working in regards to 
your brand and what’s not. Brand monitoring is essentially the 
process of tracking different channels and sources of information 
to identify how your brand is being perceived and protecting your 
reputation. This involves different tactics e.g., social monitoring 
and social listening. 
 

‘Brand monitoring can make it easier to identify how people 
feel about your brand. This knowledge can inform your 

marketing decisions and help you create campaigns your 
audience will love and stand out from competition’ 

Step 6 Review and Monitor your Brand  

Start Here  
• Turn on your notifications for social media 

platforms and channels such as Facebook, 

Twitter and Instagram. Do the same for Blog 

Comments 

• Search hash tags and tweets on Twitter 

• Check Facebook for comments and shares 

• Set up Google Alerts to elect to receive 

emails when a mention happens, daily or 

weekly 

• Look at third party review sites such as Trip 

Advisor and Yelp 
 

https://sproutsocial.com/insights/brand-monitoring/
https://sproutsocial.com/insights/brand-monitoring/
https://sproutsocial.com/insights/brand-monitoring/
https://sproutsocial.com/insights/listening-vs-monitoring/
https://sproutsocial.com/insights/listening-vs-monitoring/
https://sproutsocial.com/insights/listening-vs-monitoring/
https://sproutsocial.com/insights/listening-vs-monitoring/
https://sproutsocial.com/insights/listening-vs-monitoring/
https://sproutsocial.com/insights/listening-vs-monitoring/
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Germany Strengthens its Rural 

Tourism Brand by Focusing on 
Wellbeing, Sustainability and 
Social Responsibility 

The German Tourist Board launched a digital image campaign on social media called Feel Good to 
promote sustainable tourism holidays, while providing guidelines on how to still visit the natural 
landscapes, urban attractions, and historical sites that Germany is popular for. The campaign 
directed synergies to rural tourism topics like local traditions, outdoor experiences, 
accommodation and regional products (arts, exhibitions, handicraft, regional food, urban 
gardening, organic restaurants) and engagement of the local population. Customers were inspired 
to use public transport and diverse possibilities for slow travel like hiking and cycling. 
Germany Wins Destination of Sustainable Cultural Tourism Awards 2021 

 

 

Case Study 
 

https://www.traveltrendstoday.in/news/international/item/9951-germany-launches-feel-good-campaign
https://www.traveltrendstoday.in/news/international/item/9951-germany-launches-feel-good-campaign
https://etc-corporate.org/news/winners-of-the-destination-of-sustainable-cultural-tourism-awards-2021/
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With tourists considering the COVID-19 risk being particularly in 
low nature-oriented holidays. The marketing 
campaign #WanderlustGermany addressed nature, culture, 
heritage and active travellers with a focus on cycling and hiking to 
major rural tourism highlights, villages and other attractions. The 
campaign created a suite of dedicated branded collateral; over 100 
different themes and experiences, an interactive map, stunning 
themed videos…and more. The campaign focused products with 
well thought-out hygiene and safety concepts and first-class 
service. Focused digital communication measures and events in 
local markets around the country to promote and target both 
domestic and international tourists.  

Click above to watch the official campaign video 
Click below to explore the different experiences 

 

Case Study 
 

Germany Strengthens its Rural 
Tourism Brand by Focusing on 
Wellbeing, Sustainability and 
Social Responsibility 

https://www.germany.travel/en/ms/wanderlust/home.html
https://www.germany.travel/en/ms/wanderlust/home.html
https://www.germany.travel/en/ms/wanderlust/experiences.html
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https://www.germany.travel/en/ms/wanderlust/experiences.html
https://asset-out-cdn.video-cdn.net/public/videos/EizTCTUBnGDTEmGTNmow9s/formats/aaa3656
https://www.germany.travel/en/ms/wanderlust/experiences.html
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Rural Tourism Business Insight 

”Your brand is the most valuable asset your business has. It is essential to protect 
and treat you brand with the upmost respect and integrity. Branding is about what’s 
in your heart, a reflection of what you value, whereas advertising is about what’s 

in your pocket. In many ways you brand without intention. To be a ‘brand champion’ 
you have to live and breathe your brand. Branding is more than a logo. It begins 

with the way you answer the phone through to your final feedback form. We 
communicate our brand using consistent messages. It takes years to build your 

brand. It can be quickly destroyed by thoughtless actions. All our staff are ‘brand 
ambassadors’ and responsible for upholding our brand values. We protect our brand 

by responding to negative feedback and monitoring our reputation in the 
marketplace, especially in this age of social networking. We find it’s good to get 

someone from outside the business to review our brand from time to time because 
we are often too close to see the key attributes and differences.“  

 
Jane O’Reilly, Managing Director, Rural Retreats, Ireland 
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• MARCA (NFPO) strive to assist rural regions particularly during challenging times. During COVID they executed the 
‘Saidas de Mestre’  with the Alentego region by adapting the regions activities to digitally bring art, culture, heritage 
and the environment to their customers.  

• They needed help going digital so they took advantage of building a new volunteer network of partnership and 
support with local entities, stakeholders, cultural and heritage custodians, environmentalists, communication and 
event experts. Together they consolidated, planned, developed and promoted a new series of experiential and 
creative online workshops, promotional materials and videos. Participants attended learned how to craft, therefore 
had direct contact with the artefacts and learned about local tourism and gastronomy.   

• They publicized using stunning videos on social networks such as You Tube  and Facebook and adapted 
communication materials to suit tourists, locals and companies (e.g., for team building).  

• The network remain committed to improving and adapting their experiences as the crisis continues. This approach 
and attitude reinforces their brand that they are dedicated, resilient and focused on continuous commitment to 
delivering their experiences to their customers. The ‘new normal’ will most likely include a hybrid approach but other 
solutions planned include carrying out activities in outdoor spaces.  

 

Case Study 
 

MARCA, Saidas De Mestra. Portugal Strengthens its 

Brand during COVID by Digitally Modifying its Experiences 

https://www.facebook.com/watch/?v=255985882234442
https://marca-adl.pt/en/sobre-nos/
https://marca-adl.pt/en/sobre-nos/
https://marca-adl.pt/en/saidas-de-mestre/
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https://www.youtube.com/watch?v=P2uiRJKo8cI
https://www.facebook.com/P%C3%A3o-do-Mestre-Alentejo-110367590382746/videos/para-o-p%C3%A3o-do-mestre-a-tradi%C3%A7%C3%A3o-ainda-%C3%A9-o-que-era-este-filme-%C3%A9-a-nossa-carapaodo/255985882234442/

