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DESTINATION KVARKEN

A cooperation project between the Kvarken
Council, Visit Umea, Umea Municipality, Hoga
Kusten Destinationsutveckling, Vaasa Region

Development Company VASEK and Hanken
School of Economics.
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DESTINATION KVARKEN

ABOUT THE
DESTINATION KVARKEN PROJECT NGNS

* Three-year project

e Cooperation between Kvarken Council, Visit Ume3,
Umea Municipality, Hoga Kusten
Destinationsutveckling, VASEK and HANKEN

* The purpose is to increase the amount of visitors to
the region by increasing our visibility and to make
the Kvarken region an obvious destination for

- dieirey
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domestic and foreign tour operators



DESTINATION KVARKEN

WORK PACKAGE 3
Digitalization
WP 3: The goal is to,

generate research data on tourism business
development with the aim to increase the skills of
tourism companies and to make them more

competitive internationally.

- dieirey
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You 1)

Analysis of the social
media content




DESTINATION KVARKEN

audience

message

> me.'dia

.

- ileirey
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Dahlén et al 2010: 5

The cornerstones in
marketing
communication

— This is a good starting point!
Understand your audience
What media are they using?

Design a message that is compelling and
interesting for your audience




DESTINATION KVARKEN

Communications mix in

¥ change

= The field of communication is changing

Personal
selling

= Mass media = Active, co-creative

consumers
Q = How to engage audience?
= Rethinking

= New ways of advertising (Facebook,
Instagram etc.)

- Hiterrey
Botnia-Atlantica
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DESTINATION KVARKEN

Analysis of social media
content

= A group of Hanken students (including
international students) analysed the social
media of 15 different tourism companies in
Destination Kvarken project

= May 2020

- = The goal is to provide a student's view of
social media content

Image: pixabay.com

- ileirey
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DESTINATION KVARKEN

Analysis of social media
content

= Based on its social media posts, how would
you characterise this firm?

=  What kind of a target audience does the
content seem to address?

= Do you think the company uses the right mix
of different social media channels?

=  What kind of message tactics and appeals

Copyright: LOLA AKINMADE AKERSTROM /
Kvarken Destinations Contentbank can you identify? Cognitive (information),

affective (feelings), conative (calls to

- Wierrey action)?
Botnia-Atlantica
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DESTINATION KVARKEN
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Image: pixabay.com

1. Social media
plan/strategy

—> Make a social media plan/strategy
— Common thread in social media marketing

- What is the style of your images you’d like to
share? Theme?

— Brand identity
- Tone of voice

- Texts



DESTINATION KVARKEN
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Image: pixabay.com

2. Quality photos

=  Poor quality pictures don't do justice to a
fancy travel destination

- Invest in quality camera or mobile phone
with a quality camera

—> Buy professional photoshooting

- Less text more quality photos



DESTINATION KVARKEN

3. Ildeas for contents

- Informative posts (history of the
destination/company)

- Affective posts (capturing the feeling of
doing something)

- Educative posts
- Images for inspiration
- Power of videos, generating more views

Photo: Elina Flink —> For the tourist companies having animals
- Witerrey (zoos and farms) - Make videos of anlmals
Botnia-Atlantica e.g. You could follow what your favourite

EUROPEAN UNION  European Regional Development Func

animal is doing

—> Visuality of Instagram fits well for museums



DESTINATION KVARKEN
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Photo: LOLA AKINMADE AKERSTROM / Kvarken
Destinations Contentbank

ldeas for contents

- HR (personnel) stories behind the scene

- MARKET THE LOCATION ! I'|

- Show your location and surroundings
(often a tourist spot is located in an
amazing location but it is not shown on
the digital platforms (website, social
media)

- Maintain balance with images (images of
different products, for example not only
restaurant images © )



4. Recruit social media
marketer

- Hire someone to do digital media

—> Hire professional marketer



DESTINATION KVARKEN

5. Test paid marketing
campaigns

- In paid social media marketing you can
target your markets

Image: pixabay.com
Hiterrey
Botnia-Atlantica

EUROPEAN UNION  European Regional Development Func




DESTINATION KVARKEN

HnitCIrcy
Botnia-Atlantica
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Image: pixabay.com

6. Engagement

— Do more to engage your customers in social
media

— Interaction with old and potential customers

—> Maybe you can provide an opportunity to
influence your future services and products?



DESTINATION KVARKEN

7. Functionality

—> This is easy to put in order

- Check the links between social media
channels and website

Image: pixabay.com
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DESTINATION KVARKEN

8. New customer

J Lil‘lkedm segments via new social

TikTok media channels

—> If you now have Facebook, think about
@ adding Instagram
N 4 —> TIKTOK - trending media

- Linkedin

- ileirey
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DESTINATION KVARKEN

9. Language in social
media

= This is a slightly more difficult decision
- Who is your audience?

- Swedish and Finnish is not understood by
foreigners

- Benchmarking!

Photo: Forsknackarna /

T I te ' I eu Kvarken Destinations Contentbank
Botnia-Atlantica
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Best practice

DESTINATION KVARKEN

kyrodistillery
@Instagram

- Common thread

— Black and white photos

- They talk to me!

- Advertising Finnish identity
—> Authentic

— Humoristic

- ileirey
Botnia-Atlantica
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DESTINATION KVARKEN

10. First steps
—> Take a deep breath!

Make a simple plan
Who is responsible for social media?

Be active!

5 s Y =

Remember good image quality and image
copyright

c

Try to maintain consistency and balance

Image: pixabay

6. Take advantage of social media to market

- ileirey your business!
Botnia-Atlantica
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DESTINATION KVARKEN PROJECT PARTNERS

PROJEKTPARTNERS

www KVARKENRADET o]
= Uheal  VASEK

HANKEN

HOGA KUSTEN

DESTINATIONSUTVECKLING AB

UMEA
IKOMMUN D"é
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DESTINATION KVARKEN FINANCIERS

MEDFINANSIARER

The European Regional Development Fund via the Botnia-Atlantica INTERREG
programme, Regional Council of Ostrobothnia, Vasterbotten County Council,
Vasternorrland County Council, Umea municipality, Kvarken Council, Vaasa Region
Development Company (VASEK), Hanken School of Economics, County Administrative
Board of Vasternorrland, Hoga Kusten Destinationsutveckling AB, City of Vaasa/Vaasa
Region Tourism Ltd. Visit Vaasa, NLC Ferry Ab Oy, South Ostrobothnia Tourist Service
Ltd., Kokkola Tourism Ltd., Jakobstad Region Development Company Concordia Ltd.,
Kristinestads Naringslivscentral Ab

HnitCIrcy
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