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Who we are and what we do o =

We are protessionals for digital marketing from Berlin and develop strategies,
campaigns and more for the tourism industry
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Content Marketing Storytelling Digital Publishing
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Social Media Marketing  Newsletter Marketing Workshops
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Why is Social Media so
iImportant for Tourism?
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Everyone

Is a travel agent

Lee McCabe

former Global Head of Travel at Facebook




The Smartphone as multi-functional Travel Tool ~ 5& ="

Maps e ~ Weather Station

Notebook  Navigation Messages  Photos

INnternet Browser --Book Reader

SV ToDo-Lists
News  c-Malls Photo Camera
Hotel Tips Contacts Communication  Music Player
Streaming Video Camera

Restaurant Tips
Calender

Live Streaming
Tickets

Telephone
Booking Apps

Bookmarks Tour Recommendations
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Travelling starts online nowadays oy

87 Percent of all

journeys are planned
@M and preparedonline. AL LA
([compared to 2006: 41%) of all Travel
Preparations are

made via
Smart-
phone

Basis: THE MOBILE TRAVELLER Online Befragung, durchgefthrt von TNS (2016)



91%

Revenue for Facebook via
mobile ads

4.2 bhil.

Internet users worldwide

Source: internetworldstats.com
Source: Facebook, Q2 2018
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active Social Media users Users on Facebook
worldwide worldwide

95 m.

Photos are uplaodes on
Pins in total on Pinterest Instagram on a daily
basis

Joiin . Source: Pinterest, Sept. 2018
N Source: We are Social, Q32017 Source: Facebook, Q2 2018

Source: Wired

Messages are sent on
Facebook Messenger and
WhatsApp on a daily basis

Source: fortune.com, 2017 8
Source: The Guardian, 2016

New York .

The most photographed
city on Instagram
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Users on Airbnb
worldwide

Source: The Telegraph, 2017
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One Third uses Social Media for Vacation Planning

i
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...ask friends and followers
on Facebook, Twitter & Co.
for insider-tips for
accomodation and search
&a forreviewsand opinions

about sights, destinations
& and activities.

Source: Poll by FeWo-direkt, n=5.476 people. Period: 12. December 2014 until 5. January 2015



Social Media Users in Germany in Millions o =
50

WhatsApp e

32

Facebook
Instagram
Xing

LinkedIn

Snapchat

Pinterest

TikTok 4,1
Twitter ﬂﬁzas
0

B Usersin total

12,5 25 37,5 50
.~ Daily Users

Figures: Beginning of 2019
Source: buggisch.wordpress.com/2019/01/02/social-media-messenger-und-streaming-nutzerzahlen-in-deutschland-2019/
and official data of Social Media networks




Inspiration

Reflection

Preparation

Validation
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Das Social Media

gameinformer Prisma - ‘ I CroWdSOUl'CEd

@::W

[ Office 365 4 Prezi 2017/2018
‘28 slideshare — —| .
=IO A |~ WataEhamp -l |
lee vimeo Screen W prasentiert von Sten Franke

YOUILUS
:‘»“/8DIE ({1 Tube; : »
'g & alrbnb @ EatWith _ ¢ Inspired by Brian Solaris & JESS3
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_ It's a good day to have a SOCIAL day!
0 das Social Media Prisma in deinen Social Networks, Blogs, eMails, Prasentationen, Newsletter und allen anderen Medien zu teilen.
inke die Download-Seite: http://ethority.de/social-meédia-prisma/ Vielen Dank, Sten Franke & ethority
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Impact of Social Media for the Tourism Marketing 53§ =

»~What is most important to you when
you choose your holiday destination?”

40'0"4'("

How ‘Instagrammable’
the holiday will be

SR R8s

Cost/Availability of alcohol

Personal development

Chances to experience
the local cuisine

Opportunities for
sightseeing

Source: Poll by British Holiday Home Insurance Company Schofields, n=1.000 people aged between 18 and 33 years, 2017
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How to act as a Destination
or Business in Social Media



Different Interests and Views

Product!

Travel Industry

Emotion!

Traveller

Intensive
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Destinations as well as local Businesses like Hotels, Cafes and ? Senses

Intensive

..................

little Travel Agencies are successful with authentic content

Ccon

Hacienda Mar y Sol

tent can be found directly in
ront

of your door

-Ind stories that are interesting
for your clients and guests!

Be the best travel guide they
can find in Social Media and
in real life!



Become a unique storyteller! o =

Use your know-how to
deliver attractive stories
instead of dull information
about your destination
and,/oryour business

Use this content on every
channel and involve your
rans and followers for a
vivid conversation
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Don’t think to much about it
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To make it short: SR

Start creating content! ==
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iMuchas gracias!

Joachim Schmidt

jschmidt@intensivesenses.com
Tel. +4930 577077941
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