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Cotes d’Armor Destination — PP7 / Morlaix Tourisme — PP8
Morlaix Communauté — PP13 / Brittany Ferries — PP14



The aim of this action is to test the new experiential offer, with consumers, in order to refine the
products on offer and identify the interest of experiences in autumn-winter with the public on their
intention to visit.

The work on this deliverable was carried out by Cotes d'Armor Destination and the Office de Tourisme
Baie de Morlaix on behalf of the Région Pilotage Bretagne.

PP7 — Cotes d’Armor Destination

In 2021, 9 consumers and micro-influencers from Brittany and the Paris region tested one or more
preview experiences for a day or a weekend. Each micro-influencer generated content on their
Instagram network.

The campaign exceeded forecasts, rising from an expected 68,000 impressions to over 224,000, and
from an expected 6,300 interactions to over 12,000.

YOO
Micro Influence

R.O.I Résultats Campagne

0,38€ 12472 (o3 )

Cott par engagement Prévision inttisle - 0,65€ Aes: Lotmiens. PO Bovsion oiehe BA%0
10,4%
Tx Engagements

20€ 0% ] 224 731 i22on

Colt par mile impressions  Prévision infiale - 65€ Impressions Prévision intiales : 68393

108 998 improssions posts
115 733 vues stories

In partnership with the Woo agency, we selected 9 micro-influencers living in Brittany and the Paris
region to spend a day or a weekend trying out the experiences selected for 2021-2022. In return for the
free activities, the testers agreed to give their opinions on the products to CAD and through their
networks, in order to test the reactions of their community.

The testers :
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Micro-Influenceurs
9 micro-influenceurs lifestyle, voyage, famille

ZOOM sur les participants @parentspontivy @jaoujaou @elise_par ¢i laura par la @lilytoutsourire
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#COLLECTIONCOTESDARMOR

10 expériences & vivre & travers 9 micro
infiuenceurs ayant entre 3k et 24k de typologie
voyage, famills et ieatyle.

(@parentapontivy s réaliaé 2 expériences)

Un recrutement de profils principalement basés en
Bretagne maia pas seulement : nous avons

diversifié e casting en intégrant des profls do
région parisienne, enthousiastes de découvrir la
région.
15,6K Followers 24,2K Followers 3,4K Followers 108K Followers
S 4% taux d’engagement 3,5% taux d'engagement 6,8% taux d'engagement 6,6% taux d'engagement
A travers cs casting, nous avons réussi & répondre
au critére de diversas qui était une forte volonts de
votre part. @adou_bn @nad. mhr @clahuynh @ hittheroadjane fr

MECANIQUE

Lss profils Gtaient invitsa & vivrs une expérience
unique dana lee Cétee dArmor.

Chaque expérience permettait de valoriser vos
différents partenairea locaux.

En contrepartie, chaque profil devait partager son
Vécu & travers une story et un post.
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18,5K Followers 11,1K Followers 10K Followers 5K Followers 11,1K Followers
9,42 taux d'engagement 7% taux 23 taux 12,6% taux d'engagement 4,8% taux d'engagement




The 10 offers tested:

e Halloween offer - 3 posts and 31 stories / More than 1,600 likes - Posts on their travel blog

e Gourmet excursion to Dinan / Jaoujaou / 1 post / 6 stories / 7% engagement rate
e Wood-fired potée evening / Elise / 1 post / 5 stories / 234 likes / 4800 impressions
e Bréhat aperitif cruise / Lili tout sourire / 1 post / 14 stories / 11,000 impressions

e Romantic weekend on the pink granite coast / 3 posts - adou bn / 18 stories / 6,000 likes / 22

engagement rate / 83,000 impressions

e Festival bel automne / Parents pontivy / 2 posts / 16 stories / 1150 likes / 21,000 impressions

e Bienfaits pléneuf / 1 post / 19 stories / 750 likes / 13900 impressions
e Avec les petits / 2 posts / 25 stories / 298 likes / 24,000 impressions
e Rencontre baie de st brieuc / Pending

e Week-end arduen / 1 post / 10 stories / 352 likes /10900 impressions

Unlike manufactured products, the engagement of experience consumers is stronger, with a high level

of emotional involvement.

Following a survey of micro-influencers, all said that they had received very positive feedback from their
community on this content, and more than half said that without the autumn-winter experience, they

would never have considered visiting or staying in the Cotes d'Armor during this period.

Would you have thought of coming to the Cétes d'Armor out of season without this experience?

What feedback have you had from your community following your posts on autumn in the Cétes
d'Armor?

=> Hosting micro-influencers to test offers has provided customer feedback and demonstrated the value
of the experiential approach through an engagement rate higher than the average of the usual rate, or
even multiplied by 2 or 3. This was the case for micro-influencer Adou_Bn, whose engagement rate on
this content rose to 22.5% compared with the usual 8.5%. 19 pieces of content were published over her

weekend, generating 84,000 impressions.



PP8-MXT :

After the "new offer creation" workshops supported by the agencies We Bloom and Les Chantiers
Insolites, and following the "Et Demain" skills-building workshop, we were able to define a personalised
support programme for the partners involved in the project, which for some of them included testing
their new offers with the public. As a result, in spring 2022, a host of offers were tested under the

guidance of the Office de Tourisme de la Baie de Morlaix.

Each participant was given a
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Test the new "Take the high ground" offer:
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"test offer feedback" sheet to share their opinion on the spot.
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"ith butter, e\(c_arything is better" offer :
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