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T4.2.2 : CONSUMER TESTING 
 

 

 

 

 

 

 

 

 

 

 

 

Côtes 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 Côtes d'Armor Destination and the Office de Tourisme 
Baie de Morlaix on behalf of the Région Pilotage Bretagne. 
 
 

 
PP7 – Côtes 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.  

 

 
  
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 : 

 

 
 

 



The 10 offers tested: 
• Halloween offer - 3 posts and 31 stories / More than 1,600 likes - Posts on their travel blog 
• Gourmet excursion to Dinan / Jaoujaou / 1 post / 6 stories / 7% engagement rate 
• Wood-fired potée evening / Elise / 1 post / 5 stories / 234 likes / 4800 impressions 
• Bréhat aperitif cruise / Lili tout sourire / 1 post / 14 stories / 11,000 impressions 
• Romantic weekend on the pink granite coast / 3 posts - adou bn / 18 stories / 6,000 likes / 22 

engagement rate / 83,000 impressions 
• Festival bel automne / Parents pontivy / 2 posts / 16 stories / 1150 likes / 21,000 impressions 
• Bienfaits pléneuf / 1 post / 19 stories / 750 likes / 13900 impressions 
• Avec les petits / 2 posts / 25 stories / 298 likes / 24,000 impressions 
• Rencontre baie de st brieuc / Pending 
• 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 Côtes d'Armor during this period. 

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

 

 
What feedback have you had from your community following your posts on autumn in the Côtes 
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 "test offer feedback" sheet to share their opinion on the spot. 

 
 

 
Test the new "Take the high ground" offer: 

 

  



 

Test the new "Chant des hommes, chant des Oiseaux" package:  

 
 
Test the new "With butter, everything is better" offer : 

 

 


