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Targeted consumer campaign (T4.3.1) 

a) Work with the destination's tourism ecosystem  

Working with the business managers of the Hauts-de-France Regional Tourism Committee   

The Comité régional du tourisme et des congrès de la région Hauts-de-France (Hauts-de-France 

Regional Tourism and Convention Committee) - Attractiveness Mission - is a valuable resource for 

establishing contacts with B-to-B relays: we activated this network to raise awareness of the newly 

created offers among foreign customers. For example, we hosted a Chinese tour operator specialising 

in business tourism as part of an eductour, thanks to Ruying Wang, Business Manager for Asia. We also 

called on the network of Jasmin Dubos, business manager for Benelux, and Benoît Guilleux, business 

manager for UK customers: https://www.hautsdefrancetourism.com/things-to-do/with-the-kids/the-

fairy-tale-chateau-depierrefonds/  

Press relations and media buying  

The EXPERIENCE project represented an opportunity to innovate in the development of new offers, 

which are an attractive theme for the press. 

We therefore worked with the press relations department of Agence Oise Tourisme: press releases are 

sent out when new offers are launched.  This has resulted in some excellent press coverage:  

01-07-2022: Youtubeur Benjamin Tolt Voyage 

16-07-2022: As we discover 

28-08-2022: Dutch bloggers - KW Weekend Evidence: PDF programme 

14-04-2022: Belgian journalists  

Reports such as Les gens des Hauts - Les Mystères de la forêt de Compiègne or a summer report on 

the Hauts-de-France channel (Wéo).   

Blog articles and vlogs : Tolt en voyage - n'allez pas dans l'Oise Au fil de nos découvertes 

 Radio interview : Impériale Visite Gui(n)dée sur Europe 1, Impériale Visite Gui(n)dée on Graf'Hit (local 

radio) 

Articles in the written press:  

- General public leisure: Télé 7 jours  

- Major newspapers: Le Monde, Le Figaro  

- Women's press: Elle, Femme actuelle, Femme d'aujourd'hui  1  

                                                           
1 See appendices 

https://www.europe1.fr/emissions/le-tour-de-table-art-de-vivre/le-nouveau-musee-de-limperatrice-du-chateau-de-compiegne-et-dans-votre-region-et-dans-votre-assiette-la-raie-4098951


2 
 

The fact that we were able to test our new experiential offers on key influencers in the tourist 

destination meant that we received a large number of press enquiries, some of which resulted in blog 

articles or articles in the print media. 

We also worked with the online media France Today (English-speaking clientele) for an article on green 

tourism and Cheval Magazine for a print article on equestrian tourism in Compiègne in all its forms: 

Henson horse rides, carriage rides, equine relaxation sessions, etc. 2 

Community management et web 
We also continued to use our usual social networks to promote the new experiential offers on 

@destinationcompiegnePierrefonds, @CompiegneTourisme @Compiegneetsonagglomération.  

When we took part in campaigns beyond the borders of the Conurbation (ARC), some offers were also 

relayed on @hdftourisme et sur @OiseTourisme 3 

We also benefited from 2 online articles on the platform: Compiègne et pierrefonds : instants nature 

et détente en amoureux et Compiègne et Pierrefonds : le top 5 des visites en famille.(offre gratuite)4 

OiseTourisme.com also relays our new offers on their diary.   

Following the newsstand publication of our articles in France Today and Cheval Magazine, we were 

given visibility on the websites of these two major media: France Today & Cheval Magazine. 

Brochures  

We also continued to create new brochures, which were distributed via our usual network. 

We choose visuals that suggest action and experience (e.g. the Yoga visual in the garden of the Musée 

du Cloître near a tearoom). We also adapt the vocabulary to match the experience being promoted. 

They appear on their website. This gives us access to a large BtoC audience on social networks and on 

their destination website.  

Visibility of the destination at a number of trade fairs  

Destination nature, Tourissima et Foire Expo de Compiègne 

                                                           
2 See appendices 
3 See appendices 
4 See appendices 

https://www.facebook.com/destinationcompiegnepierrefonds
https://www.facebook.com/otcompiegne
https://www.facebook.com/compiegne.et.son.agglomeration
https://www.facebook.com/hdftourisme
https://www.facebook.com/DestinationOise
https://www.tourisme-en-hautsdefrance.com/mes-envies/week-end-en-villes/compiegne-et-pierrefonds-instants-nature-et-detente-en-amoureux/
https://www.tourisme-en-hautsdefrance.com/mes-envies/week-end-en-villes/compiegne-et-pierrefonds-instants-nature-et-detente-en-amoureux/
https://www.tourisme-en-hautsdefrance.com/mes-envies/avec-les-enfants/compiegne-pierrefonds-visite-famille/
https://oisetourisme.com/
https://www.chevalmag.com/article-sponsorise/destination-compiegne-pierrefonds-le-grand-compiegnois-vous-accueille-pour-faire-le-plein-denergie-positive-en-pleine-nature/
https://www.destinations-nature.com/
https://www.lillegrandpalais.com/agendas/tourissima/
https://www.foireducompiegnois.fr/
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Stand Foire Expo de Compiègne 

 

Stand Tourissima à Lille 
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Annexes 
T4.3.1 : articles de presse écrite 

 

Article du courrier Picard 
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Article de l’Oise Hebdo 
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Article du Courrier Picard 
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Article Courrier Picard 
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Article du Courrier Picard 
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Article du Courrier Picard 
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Article paru dans Cheval magazine 
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Article paru dans le magasine France Today 
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Article du Figaro magazine 
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Article du Monde – Week-end Automnal 
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Article Cheval Magazine  

T4.3.1 : posts sur les Réseaux Sociaux 
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T4.3.1 : Bilan de l’opération avec le Comité Régional du Tourisme des Hauts-de-France 
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CAMPAGNE PÂQUES HAPPY  FAMILY 
Avril 2023 
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