
2 Observations Week 15

Use this space to write down your team's observations from

the case studies provided in Week 15.
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Case Study Title

Brief Description

Recognising Marketing's Role Within Sustainability

Case Study Map

Module 4

Observations Week 14

Use this template to gather a general overview of the different case studies covered during the fourth

module of the Sustainability Leadership Programme. 

For each case study, you can find a brief description of what they cover and the key takeaways that can be

extracted from them. 

You'll also find a blank space under each of the case studies that you can use to ideate with your team on

how some of the learnings could be applied to your DMO or ideas you'd like to gather for future planning. 

Use this space to write down your team's observations from

the case studies provided in Week 14.

1

Add sticky notes of a specific colour of those

aspects that can be most useful within your

organisation in the ideation area to later come

back to them. 

You should use this colour throughout the Mural so

everyone can keep track of their ideas.

Gather your team and discuss how the key

ideas could be implemented.

During the reading of a case study After the reading of a case study

Before reading a case study, if your time

availability is limited, make sure to read the

description and key takeaways of the different

case studies to focus on those that can be most

useful for your DMO.

Before reading a case study

Come back to the notes you have taken

throughout the reading. 

Ideation Area

Tourism Flanders

Planet Abled

Visit Norway

The Travel Corporation

Creators & Influencers Feature Pledge Strategies Feature

Sustainability Reporting Feature

How to complete

the template?

This case study will provide you with a different perspective on the role of

marketing within the destination, allowing you to reflect on how you could

use communication differently than we are used to.

Key Takeaways

· Responsible marketers should take responsibility for influencing visitors'

behaviours and actions through communications.

· We must learn to re-align the destination and organisation values to

consider how we can create a sense of purpose through marketing.

· Learnings from marketing should also be implemented in the design of

experiences to bring the destination's values to life.

Case Study Title

Brief Description

Digitalising the National Sustainability Strategy

Ideation Area

Through this case study, you'll be able to understand how the Sustainability

Strategy of the DMO can be digitalised to allow the message to translate into

tangible results.

Key Takeaways

· To efficiently deliver the message to customers, properly identifying the

customer segments and adapting the content to the different distribution

channels is crucial.

· The sustainable strategy needs to take into consideration all aspects of the

strategy: marketing, industry, customers, etc.

Brief Description

Ideation Area

Through this feature, you’ll be able to get an overview of how influencers and

creators can help grow the visibility of your destination while spreading your

message and purpose to achieve greater results.

Key Takeaways

· Authenticity and a transparent relationship with your creators and their

audiences build interest and new perspectives on what can be provided for

your destination.

· Content that is clear and presented engagingly is bound to gain traction

when working with engaged and diverse creators.

· Creating new experiences in light of diversifying requires us to be true to

what is at the root of our authentic values of who we are as people, culture

and society. This requires being inclusive and not designing authentic

experiences but sharing real experiences.

Brief Description

Ideation Area

This feature will allow you to understand how destinations have made a

commitment to local people and the environment through pledges, as well as

to understand when you should use these.

Key Takeaways

· Pledges can help change visitors' behaviours to obtain their support towards

the destination's sustainable transformation.

· You should take advantage of all available channels to promote your

pledges, as this will increase the chances of achieving impactful results.

· Through pledges you can achieve environmental commitments, increase the

support of the local communities, and ensure that visitors commit themselves

to the destination's values.

Case Study Title

Brief Description

Making Destinations Accessible For All

Ideation Area

Through this case study, you'll be able to understand how destinations can

work toward involving disabled individuals in the planning and development

of these to make them accessible for people with visible and non-visible

disabilities.

Key Takeaways

· Tourism strategies should place accessibility at the centre in order to

facilitate travel for all, considering the needs of all kinds of disabilities.

· There is a need for destinations to communicate more boldly that they are

accessible and can accommodate people with disabilities.

· An inclusive mindset is required to work with accessibility. Involving disabled

people in decision-making processes allows organisations to reflect on and

solve first-hand problems in the industry.

Case Study Title

Brief Description

Developing and Communicating Diversity, Equity & Inclusion Strategies

Ideation Area

This case study will allow you to get a better understanding of the meaning

that diversity, equity and inclusion have and their role within the strategy of

businesses, which can be translated to destinations.

Key Takeaways

· Implementing Diversity, Equity and Inclusion strategies can help create

better work environments, but also opens the door to communicate our

values and attract new visitors by representing the underrepresented.

· DEI marketing strategies can serve as an attempt to solve problems in the

industry that concern staff, management, industry offerings and travellers.

· Developing experiences around the pillars of a DEI strategy can help market

our services and attract wider audiences that might feel underrepresented.

Brief Description

Ideation Area

Through this feature, presenting a number of different case studies, we aim

to provide you with a better grasp of how some companies are using

reporting to effectively and transparently communicate their sustainability

actions, which might help guide your future reporting strategies.

Key Takeaways

· A good design of the reports can help to truly engage people around

important information being presented.

· When writing our sustainability reports, we must be honest and also

recognise our downfalls and highlight the areas where we are able to achieve

further improvements.

· It's important to make these reports accessible to consumers, allowing us to

demonstrate our values, goals and actions.
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Representativeness Feature

Brief Description

Ideation Area

Through this feature, you will have the opportunity to be inspired by the

initiatives of different DMOs that have communicated effectively in regards to

diversity and inclusivity.

Key Takeaways

· Collaboration between multiple stakeholders encourages supporting the

community in different sectors and becoming a supportive destination as a

whole.

· Communicate how relevant tourism is and how hospitality and the visitor

economy is a jobs-creation sector. Responding to this, you can think of

creating a job section for anyone working in the hospitality sector.

· Showing support should expand beyond special dates and be expressed

year-round.
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Storytelling Feature

Brief Description

Ideation Area

This feature aims to present a variety of examples from DMOs that excel at

storytelling to inspire you in finding new ways to communicate the story of

your destination. Take a look at the different forms in which storytelling can

be employed.

Key Takeaways

· Building a presence on social media platforms is crucial for DMOs, but this

shouldn't diminish the attempts to create relevant, search-optimised web

content using visual storytelling.

· Tapping into timely, word-of-mouth visual content can be a key driver of

awareness for DMOs as they market their destinations, driving meaningful

results.

Open Case
Study

Open Case
Study

Open Case
Study

Open Case
Study

https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-thecamp
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-visit-norway
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-tourism-flanders
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-creators-influencers-feature
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-pledge-strategies-feature
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-thecamp
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-representativeness-feature
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-thecamp
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-storytelling-feature
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-sustainability-reporting-feature/edit
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-the-travel-corporation
https://community.thinkdigital.travel/posts/sustainability-leadership-programme-📝-planet-abled

