
TRAINING ACTIVITY
FOR CÔTES D’ARMOR DESTINATION

AND TOURIST INFORMATION CENTRES

MARKETING TOURIST EXPERIENCES
FOR AUTUMN/WINTER

Wednesday 16 November 2022, from 9:00am to 12:00pm



Combining the power of digital 
and experience on the ground

MY SPECIALITIES

• Outdoor activities
• Business tourism

WHO I am

Gilles Bourgeois 
Consultant & trainer 06 
10 32 12 63

Network member
Alliances Consultants Tourisme

29 years 
of experience in 

receptive agencies, 
leisure providers, 

transportation

Business 
development

Customer relationship 
management 
Action plan

Sales techniques

Events. 
Creation, 

organization, 
coordination



MY SPECIALITIES
Slow tourism
Agritourism
Wine tourism

“Passionate about promoting the region – its 

terroir and local expertise"

Network member
Alliances Consultants Tourisme

www.divinement-bon.fr

15 years
Director of 

MARKETING AND 
COMMUNICATION 

in the wine industry

FACILITY 
MANAGEMENT

shop and 
museum

ASSISTANT 
DIRECTOR

Tourist 
Information 

Centre

MA in 
TOURISM

WHO I am

Consultant. Instructor

http://www.divinement-bon.fr/


▪ Identify the experience marketing options and the advantages and 
disadvantages of each to draw up a marketing plan

▪ Use a methodology and toolbox to support businesses that want to develop 
experiential offerings for autumn/winter.

▪ The basics: videoconference on Wednesday 16 November, 9:00am - 12:00pm

→ AIMS

→ WHEN AND HOW

UPSKILLING FOR
EXPERIENCE MARKETINGCONTEXT AND OBJECTIVES

▪ Training activity: on-site on Wednesday 30 November 2022, 9:00am - 4:00pm

The project team at Côtes d’Armor Destination and regional tourism 
organisations

→ WHO



1.

MARKETING AND 

COMMUNICATION BASICS



THE BASICS THE CHALLENGE OF DEVELOPING COMMERCIAL 
OFFERINGS

Maximum capacity / 
Product

A number of dates and 
offerings planned

Development potential 
for new offerings

Turnover and 
commissions

Volume 

Availabilities 
& Periods

Economic 
attractiveness

Groups

8-15%

Individuals

20-40%



THE BASICS OF MARKETING

• Search engine 
optimisation

• Site promotion and 
offers

• Compiling a streamlined customer 
and prospect database

• Selecting customer relation 
management software

• Regular targeted communication

• Prospecting and 
negotiating with partners, 
particularly marketing 
networks

• Drawing up an action plan

• Assessing costs and 
resources to be 
implemented

STRUCTURING 
PROCESSES

DEVELOPING 
PARTNERSHIPS

INSTITUTIONAL 
TOURISM 

ORGANISATIONS

ENCOURAGING 
DIRECT 

CUSTOMER 
RELATIONS



THE BASICS INFORMATION CHANNELS

• Website or dedicated page on 
a booking centre

• SEO SEA referencing
• Social networks: create a 

community, animate and unite
• Newsletter: create a link
• Customer reviews: listening to 

customers and building loyalty

• Printed communication, flyers, 
brochures, catalogues

• Targeted advertising 
(according to budgets)

• Presence at trade fairs, 
targeted or local events

• Press releases



THE BASICS CONVERSION 
FUNNEL

PLANNING

COMPARISON

SUCTION

AMBASSADOR 
/ DETRACTOR

IN STAY



THE BASICS ASPIRATIONAL PHASE
(The entire population of France)

Family and friends (word of mouth)

Online query via search engines 

(Google, Bing...)

Tourist office

Online review site (Tripadvisor...)

Travel company websites (airlines, 

hotels...)

TV programmes on travel

Online travel agencies

Facebook

Printed magazines on lifestyle and 

travel

Travel agency recommendations / 

shop windows

Top 10 of the main sources of inspiration



THE BASICS ASPIRATIONAL PHASE
(Millennials aged 25-34)

Family and friends (word

of mouth)

Online query via search engines 

(Google, Bing...)

Instagram

Facebook

Online review site (Tripadvisor...)

TV programmes on travel

Travel company websites (airlines, 

hotels...)

TV advertising

Cinema/films

Touriste Office



THE BASICS ASPIRATIONAL PHASE
(Seniors)

Family and friends (word

of mouth)

Touriste Office

Online query via search engines 

(Google, Bing...)

Online travel agencies

Printed magazines on lifestyle and 

travel

Online review site (Tripadvisor...)

TV programmes on travel

Travel agency recommendations / shop 

windows

Travel company websites (airlines, 

hotels...)

Newspapers



THE BASICS PLANNING PHASE
(French customers)

Online transport booking sites

Online accommodation booking sites

Package deals (flight + accommodation) 

with tour operators

Book flight and hotel separately online 

via different booking sites or travel agencies

Package (flight + accommodation) 

with a physical VMA or by phone/email

Package (flight + accommodation) 

online with a VMA

Comparison website

All



THE BASICS PLANNING PHASE

Package (flight + accommodation)

with a tour operator

Package (flight + accommodation) 

with a physical VMA or by phone/email

Online transport booking sites

Package (flight + accommodation) 

online with a VMA

Book flight and hotel separately online 

via different booking sites or travel agencies

Book accommodation directly 

on the accommodation's website

Comparison website



THE BASICS PLANNING PHASE
(European customers)

Online transport booking sites

Online accommodation booking sites

Package deals (flight + accommodation) 

with tour operators

Book flight and hotel separately online 

via different booking sites or travel agencies

Package (flight + accommodation) 

with a physical VMA or by phone/email

Package (flight + accommodation) 

online with a VMA

Comparison website



THE BASICS COMPARISON PHASE

The most important criteria : 

The price

Information on refund
or cancellation

Receive relevant 
information about the 
destination

Simplified exchanges 
with brands



2.

MARKETING 

OPTIONS



DIRECT MARKETING GENERAL

Streamlining your database

Ideal for ultra-personalised offerings

The DNA of a tourism professional

Requires a streamlined database

Time-consuming

Digital overwhelm

Improving 
your 

negotiating 
techniques

Sales 
targets

USPs (trade 
fairs)

BEST 

PRACTICE



DIRECT MARKETING BY SOCIO-PROFESSIONALS

Compiling a database based on 
streamlined contacts and leads

Customers on 
site

Direct email 
queries

Digital tools 
with site and 

blog with SEO 
& SEA

Posts on social 
media with 
subscribers

Scheduling posts and email shots by target or product type

Monitoring responses and sending additional information (marketing 
automation?)



DIRECT MARKETING BY SOCIO-PROFESSIONALS AND 
PLATFORM-LED



INDIRECT MARKETING GENERAL

Expanding your potential and catchment area

Accessing communication and marketing 

networks

Saving time by leveraging communications 

material

Paid commission (10-20%)

Minimal customer relations pre-arrival

Risks associated with sales pitch

BEST 

PRACTICE

Selecting 
partners 

according to 
their potential

Providing for 
a sales 
margin

Remain 
focused on 

the customer 
pathway



INDIRECT MARKETING FOCUS ON TOUR OPERATORS

Net prices

Approaching other agencies to sell your destination and (if possible) 
noteworthy or special products

1 or more providers sourced via tourist information centres and 
local agencies

Purchasing services:

Accommodation + tour guides + admissions + meals

Commission for 
incoming tour 

operators
10%



INDIRECT MARKETING EXAMPLE OF TOUR OPERATOR



INDIRECT MARKETING FOCUS ON TOUR OPERATOR or TOUR 
ORGANISER

Via specialist 
agencies

Via tourist 
information 

centres 
(contract-based)

Margins of 20-40% depending on product type 
Risk: achieving capacity

Simple, niche produce:
Entertainment and activities

Activity and catering
Activity and transport

Resale of finished products for marketing 

purposes

Via service 
providers

Via local 
agencies



INDIRECT MARKETING EXAMPLE OF TOUR 
ORGANISER



DIGITAL MARKETING
Direct & Indirect

GENERAL

Another role, a different approach to 
customer relations 

Technical skills required

Strong trend: 47-70% of bookings 
are via OTAs

Customer expectation: last-minute 
service and booking service

Growth potential

BEST 

PRACTICE

Selecting 
the right 
tools

Posting 
relevant 
content

Remain 
focused on 

the customer 
pathway



INDIRECT MARKETING PLATFORM / FOCUS ON 
DESTINATION



INDIRECT MARKETING PLATFORM / FOCUS ON 
DESTINATION



INDIRECT MARKETING PLATFORM / FOCUS ON 
EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
ACCOMMODATION – EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
ACCOMMODATION – EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
ACCOMMODATION – EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
ORGANISATIONS – EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
ORGANISATIONS – EXPERIENCE



INDIRECT MARKETING PLATFORM / FOCUS ON 
ORGANISATIONS – EXPERIENCE



INDIRECT MARKETING SPECIALIST 
NETWORKS

103 accommodations found
in 28 areas

29 accommodations found
in 8 areas



Gilles BOURGEOIS

BeeTIC

06 10 32 12 63 - gilles.bourgeois@beetic.org
www.beetic.org

Françoise SCHMITT

DIVINEMENT BON

06 32 63 52 55 - fschmittpro@orange.fr
www.divinement-bon.fr

mailto:gilles.bourgeois@beetic.org
http://www.beetic.org/
mailto:fschmittpro@orange.fr
http://www.divinement-bon.fr/
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