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PREFACE

Welcome to the Branding Studies for tAdriatic and
R -___?OUNC'W”UROPE lonian Region, a study carried out by Routes4U, a joint
of the Council of g o) programmeof the Enlarged Partial Agreement on Cultural
Itinéraires cultur § s Routes of the Council of Europe (EPA) tedEuropean
o s [ 2 Y'Y A aBireovae@eneral for Regional and Urban
Policy (DG REGIO).

du Conseil de!”" .

This report explores the comparative advantages that
the Cultural Routes of the Council of Europe in the Adriatitan Region have that can help
them support and promote cultural tourism, h&ge protection and transnational €o
operation. The routes themselves offer themes such as art and architecture, religious heritage,
music and literature, landscape and gastronomy, that can all work harmoniously for
successful and lonlgsting promotion.

The Region can trace its enviable history by millennia for visitors seeking authentic
experiences in the areas of culture, nature, and Mediterranean tradition. The region now
looks to build on its strong track record in promoting new sustainable and dipecskicts

an itineraries for visitors seeking authenticity, originality and unudeatinations alongside
culture and the seaside.

Anyone interested in the process of branding in fdriaticlonian Regioris sure to find this
study useful. The recommentians of this study are published in the Tourism Catalogue of
the Cultural Routes of the Council of Europe in theni&ldroregiors.

Stefano Dominioni

Executive Secretary, Enlarged Partial Agreement on Cultural Routes, Council of Europe
Director, Europeainstitute of Cultural Routes
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F W ¢KS w2dziSan! LINEP2SOGQa SaaSyoS trea Ay
the EU Strategy for the Adriatic and lonian Region and its cultural identity
throughout the Cultural routes. Therefore, the following branding strategy will

give some hints on theultural identity of the Adriatic and lonian Region,
promoting its unique natural beauty but also its diversity of landscape along

the sea basin.

| am confident that this study would provide important insight and contribution
£ to enhance the cultural cagity of the EU Strategy for the Adriatic and lonian
{4 / Region by encouraging all of the stakeholders to define the perception of this

" unique cultural area. Theatia and informatiorcollectedon cultural tourismin

the macreregion countries and the brandingrategy will contribute to make the region even more
attractive for investments and tourism activitieshél European Territorial Cooperation plays a
significant role in enhancing synergies amongst territorial actors in the Adriatic and lonian Region and
it will continue to encourage the promotion towards European citizens.

B L

Marc Lemaitre
DirectorGeneral for Regional and Urban iegl
DG REGIO, European Commission
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INTRODUCTION

The present study on the development of a branding strategy forAtgatic and lonian

Region was developed within the Routes4U framework. Routes4U is a Joint Programme of

the Council of Europe (Directorate General of Democ@ePA on Cultural Routes)cthe

European Union (European CommissignDG REGIO) that aims to foster regional
development in the four EU macregions through the Cultural Routes. This mission is in line

with the objectives of the EU macregional strategies in the Adriatic anchian, the Alpine,

the Baltic Sea and the Danube regions (EUSAIR, EUSALP, EUSBSR and EUSDR, respectively).
The macreregional strategies can contribute to the work of the Cultural Routes, and vice

versa, as both tackle common issues, make use of sharedtojices and develop activities

at a transnational level.

Cultural Routes act as a driver of economic development, social cohesion and transnational
co-operation in line with the objectives of the four EU macegional strategies (EUSAIR,
EUSALP, EUSE®IE EUSDRR This is why three objectives of Routes4U have been identified:

Fostering cultural coperation;
strengthening social cohesion;

contributing to regional development.

One of the main fields of action is the development of new Culturatédoand the extension

of certified Cultural Routes in the Adriatic and lonian, the Alpine, the Baltic Sea and the
Danube regions. Several priority themes were identified, such as the development of a
Cultural Route on the theme of the Iron Age in the Damuhe theme of Alvar Aalto in the
Baltic Sea, the theme of Via Claudia Augusta in the AlRggéon and the extension of the
Routes of the Olive Tree in the Adriatic and lorfRagion. Routes4U also provides support to
certified Cultural Routes to stretigen their presence in the Adriatic and lonian, the Alpine,
the Baltic Sea and the Danube regions.

It is in this context that the present set of studies on creating a branding and marketing
strategy in the four macroegions through Council of Europe Cu#tuRoutes have been
developed. Their purpose is to analyse the current image of Cultural Routes, while identifying
needs, gaps and challenges, as well as formulating recommendations for the creation of a
Cultural Routes brand in the maeregions. This wd can be seen in line with other actions
that complement these studies, such as the awarding of-grants to ensure the production

of tourism products and services, the development of a tourism catalogue, the launch of a

1EUSAIR EU Strategy for the Adriatic and lonian Region, EUSELPStrategy for the Alpine Region, EUSBSR
Strategy for the Baltic Sea Region, EUGBR Strategy for the Danube Region
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Cultural Routes Card, the creatiof a tripplanner and the finalisation of anlearning course
including five modules with an extensive pool of data and information on Cultural Routes and
macroregional strategies.

Cultural Routes

COUNCIL OF EUROPE

Cultural route
of the Council of Europe

The first Cultural Route of the Council of Europaswihe

Santiago de Compostela Route. Cultural Routes embody the
comsaLprriurore core values of the Council of Europe, democracy and human

NAIKGA & LINENBljdzAaAadSa F2N) Odzf GdzNF £ RADSNEA.

travel along these routes in order taultd a society founded on tolerance, respect for others,

FNESR2Y I yHRy definitidn RaICNIfurél Raut® is

Itinéraire culturel
du Conseil de I'Europe

¢a cultural, educational heritage and tourism-gperation project aiming at the
development and promotion of an itinerary osaries of itineraries based on a historic
route, a cultural concept, figure or phenomenon with a transnational importance and
significance for the understanding and respect of common European Values.

For Cultural Routes, the following main fields ofians are implemented at local, national
and international level:

1. Cooperation in research and development: projects must play a unifying role around
major European themes, showing how these themes are representative of European shared
values

2. Enhancement of memory, history and European heritage: projects must enhance
tangible and intangible heritage, especially in remote areas, and explain their historical
significance throughout Europe.

3. Cultural and educational exahges for young Europeangrojects must organise
activities with young people in order to promote the concept of European citizenship.

4, Contemporary cultural and artistic practice: projects must encourage activities and
artistic practice whika explore the links between their European theme and contemporary
culture.

5. Cultural tourism and sustainable cultural development: project must promote
dialogue between urban and rural cultures, developed and disadvantaged regions, and
between majority and minority. They must seek partnerships with tourism organisations to

2 Council of Europe (1987), Santiago de Compostela Declaration.

3 Council of Europe, Resolution CM/Res(2013)66 confirming the establishment of the Enlarged Partial Agreement o
Cultural Routes (EPA).
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draw attention on their European heritage and be part of the sustainable territorial
development.

In the context of growing competition betweeatestinations, it is crucial now for destination
managers to understand how to distinguish a place among others and increase benefits for
communities and territories. In this sense, the creation and dissemination of an attractive
image of destination, brandg, among different interested groups, from investors to qualified
specialists and tourists, is becoming a powerful tool for regional development.

Although place branding seems closely related to product branding, place branding is not only
commercialoriented. Back in 1969, researchers Philip Kotler and Sidney J. Levy emphasized

the need of an application of marketing mechanisms to-basiness sectorsin this sense

place branding should be aimed at implementing kbegn development strategies and

cortribute not only to the economic, but also socialwelS Ay 3 2F O02YYdzyAlGASa
goal is not only to give an impetus to the economic development of the city, but also to

I RRNBaa SEAalGAYy3d a20ALft LINRO6f SY& olsgoRehowdzA f R |
involved in land use and managemeént.

Place branding is a complex and multifaceted phenomenon that involves many actors with a
variety of interests. Place branding should not be associated only with a visual embodiment

2T LINPRdAzZOARQTSNI G8NNBEIOBt 0 K2dzZAK @AadzZ f ARSY (A
+Aadztf StSYSyida 2F I O0ONrYR gAGK GKSAN aLISOAS
and convey a message to an audience, thereby increasing the visibility and recoghitien

territory. However, it is only part of the process of branding.

Gwl GKSNJ GKFY | ROSNIAAAY T LISNI &S 3-condrkctQre LINE Y 2
image of the city, allied to which has been a strategy of targeting specific types afyactiv
GKAOK 020K NBFTESOd FyR 62faliSNI G4KS AYlI3ISohe
Although there is no generally accepted definition of brand and branding, many researchers

have attempted to contribute to the discussion about concepts. In particular, one of the
pioneers in brandingrese@K { AY2y | yK2fd OfFAYa GKFG &o NI
Faa20AFdA2ya NBfFGAYy3 G2 GKFG yEYS 2N aArdy
being within the domain of the product and consequently under the control of the

LINE R dzBehikisd distinction between these two concepts, trying to emphasise the dual

4Kotler P. and Levy S. J. (1969), Broadening the concept of markietimgal of Marketingyol. 33, No. 1, pp. 105.
5Paddison P. (1993), City marketing, image reconstruction and urban regenetédi@m Studiesyol. 30, No. 2, p. 340.

6 Anholt S. (2010), Definitions of place brandgyorking towards a resolutiorRlace Branding and Public Diplomadgy.
6, pp. 210, available at https://link.springer.com/article/10.1057/pb.2010.3, accessed 21 April 2020.

7Paddison P. (1993), City marketing, image reconstruction and urban regenetéti@m Studiesyol. 30, No. 2, p. 340.

8 Anholt S. (2010), Definitions of placeabdingg Working towards a resolutioriPlace Branding and Public Diplomady.
6, pp. 210, available at https://link.springer.com/article/10.1057/pb.2010.3, accessed 21 April 2020.
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nature of branding. On the one hand, the branding process starts withdsgifification and

the articulation of the identity of the place. Branding should thus reflect a setlagséhat

are relevant to local stakeholders and respond to their needs, expectations and concerns. On
the other hand, brand image reflects the perception of a destination by target audiences.
However, unlike the articulation of a brand, this takes placa different external dimension.

The aim of place branding is thus to achieve a desired brand image thought defining brand
identity. And if there is a gap between identity of the place and its image, branding will not
achieve expected goals. In orderdet up a link between brand image and identity, brand
positioning is necessary. Brand positioning covers 4P aspects (price, product, promotion and
place), which are also called marketing mix and which relate to activities and initiatives that
companies (Bl RSalGAylFGA2yao AYLIESYSyd Ay 2NRSNJ i
O2y adzYSNNa& YAYREéEOD

It is important that advertising does not prevail in brand positioning. Real changes and
improvements in products and services are needed. Regarding place branding, it can be
infrastructural projects, for example, the creation of green spaces and bieyws In areas

that promote themselves as edatestinations, or events organisation in those places that
want to be recognised as festival destinations. Without positioning activities that support a
brand message a brand will be not convincing. Moreover,ghp between the promoted
image of the territory and reality may cause a negative experience for both visitors and
residents themselves. The undermining of trust between stakeholders is one of the main
reasons for the failure of brand strategies.

It is al® important to understand that place brand is dynamic and cannot be created once
and for all. Numerous place identities expressed in the brand go through constant rethinking
and reinterpretation. Place is a product of -emistence and coperation of many
communities. Each group has its practices related to@a@S | YR | @A aAA2Yy 27F
present and future and these interactions cannot be neglected. Since branding is a process of
the narrative creation, all ideas about the place should be reftbin a brand; otherwise a

brand will not represent all the characteristics of the place and due to that will likely to fail.
Consistency between the reality and a brand message is crucial for the whole branding
process.

Involvement of stakeholders in thbranding process plays a significant role. To build a
successful branding strategy, stakeholders should work together to provide mechanisms for
inclusive discussion about the sense of the space. Maheshwari V., Lodorfos G. and Vandewalle

l. (2014) agreethi RAFFSNByYy (G aidl {SK2f RSNAR YIeé KI @S O:
erode unity of purpose and decisiéfil { Ay 33X GKAOK O2dz R AYLISRS

9 Chaves E. (2017), Identity, positioning, brand image and brand exmuiitparison: a vision about quality in brand
management)ndependent Journal of Management & Productidal. 8, No. 4, p. 1249,
www.researchgate.net/publication/321441454 Identity Positioning_Brand_Image_and_Brand_Equity Comparison
accessed 21 April 2020.
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strong brand'® If a promoted image does not reflect the full range of existing place identities,
it will not be relevant for some actors and will not reach the maximum audience.

wSIIFNRAY3I GKS /[ dzf GdzNF f w2dziSa 2F (GKS [/ 2dzy OAf
awareness of the shared European heritage as a cornerstone of European citizenship, a means

2F AYLNRGAY3I GKS ljdzahtAadGe 2F tAFS FyR | a2 dzNJ
(CM/Res(2013)66%.Branding, as noted above, is recognized as a powetl for regional
development, and in the context of the EU macegional strategies, the rich tangible and

intangible cultural heritage represented in particular by the Cultural Routes can serve as a
strong basis for the formation of unifying maeregional brands and increase visibility of
macroregions as a single space.

On the example of thédriatic and loniarRegion, what ideas can the region put at the core
of its branding strategy to become relevant to wider audiences all over the world and
contribute tothe macreNBE 3A 2y I £ AGNI 1S3 Qa 202SO00ABSa | YK

¥ ¥
Routes4U

fr—

10 Maheshwari V., Lodorfos G. and Vandewalle I. (2014), Exploring the role of stakeholders in place branding: a case
analysis® (G KS &/ A &nterdationdl Jo@rNl Baignésé ahd Globalisatitol, 13, No. 1, p. 105,
www.researchgate.net/publication/264812860 Exploring_the role_of stakeholders in_place branding_

A case_analysis of the %27City of Liverpool%27

11 Resolution CM/Res(2013)66 confirming the establishment of the Enlarged Partial Agreen@iitwal Routes (EPA).
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Tourism is more important than ever fenany countriesand regions.Indeed tourism can
enhancel O 2 dzyhaghl,Byénarateeconomic benefits and create connectionsbetween
cultures. Europgn particular,continues to be the mostisited regiornn the world, with half of

GKS ¢2NIRQaA AYUGSNYyFdGA2ylt (2dz2NARAY | NNRAJIf a
Parliament 2011)For this reason, tourism is considerxlbe one of the most essential tools

of the EWQ strategy for jobs and inclusiygrowth.

Tourists worldwideflockto Europe more than anywhemgsein the world because of its unique
YR RAGSNAS daedEafopednNBitérabshaulll SeNidtEcRdIespected sinared
with different regions aroundhe world. Many strategic EU initiatives promote and protect
European culture.

Among thesethe study reported heréocuseson the Cultural Routes of the Adriatiad lonian
Region (AIR)The aimhere isto achieve a deeper understanding of thetential offered by
existing AIR Cultural Routes for the maoegion at large ands eight constituentcountries,
with a focus on transnational product3he next stage ishe creation of and AIR brand
handbook lased on the results of this study guide interested parties in theubsequensteps

to be taken Furthermore this study revieve the challengeso overcome in creatingand
implementingan AlRbrand identity alongside existing brands and identities that are present
across potential particgting countries Finally, it exposes potentiablutions.

As a unique network of destinations linked by a common heritage, thebf&lRd presents
significant oppoatunities for collaborative marketing and promotional initiativés.additionto

the potential of individual countries patrticipating in the project and the marketing and branding
work already being carriedut by the Council of Europehe AlRorandis inastrongposition to
benefitfrom a change in the way people think about and approaabel.

Note: Throughouthis report,the termoAIR isused as shorthand t@fereitherto the countries
making up the Adriatitonian Regioms defined by the EU strategy for the maoegion or the
set ofCultural Routewithin them.¢ KS G SNXY a/ wé Aa aK2NI F2N a/ c

The AIR Cultural Routemitiative coversthe considerablegeographic area surroundindne
Adriatic and lonian Seas, which connect the countimeguestion The region has the unique
property of including coastal, marine and terrestrial arekg(re J.
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EU Strategy for the Adriatic and lonian Region

s — European
- _| = Commission

|

f

I

. NotioAlgaio ~ *'

TR
- 0 200 Km
e
2 © EurnGeographics Association for the admiistrative boundaries (NUTS regions)

Figure 1Map of the Adriatidonian ©untries

Moreover,the eight countries making up the AIR are inhabiteabgr 70 million people. A key
feature of the region ists considerabldinguistic and cultural diversity. As shownHFigure 2
there are four EU membestates (Croatia, Greece, Italand Slovenia) rad four non-EU
countries (Albania, Bosnia and Herzegovina, Montenggmd Serbia) ithe AIR.

Note: North Macedonia became the ninth country to join the EUSAIR in April 2020. The study
presented here was carried out in 2019 and thus doescatde North Macedonia.

¢
~

Another importantk & LJISOG 2F (GKS NBIA2Yy Aa GKS Ota)Ni Sie
YR {t2@8SyAl I NE O2y aARSNSEBRCrodtia R IGIEE&VRIIE @ G |
Albania, Bosnia and Herzegovina, Montenegral @erbia areO2 Y & A RSNBE Rowii 2 0 S
developmené. This differentiatioramongAlRcountriesin terms of developmenpresents a
challenge tahe implementation ofmacroregionalstrategies.

The EU Strategy in the Adriatic and lonian RegiflnSAIRJoncerns the eight countriesf the
macroregion The aim of the strategy is to enhance and improve transnational and
interregional ceoperation in the AIR which mayin turn lead to increased cohesion and
competitiveness. The four pillars the EUSAIR ar8lue Growth,Connectingthe Region,
Environmental Quality and Sustainable Tourtisvhich will address thdllS 3 AcBajfefges and
opportunities.
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1.2 CulturalRoutes in the AIR

The Cultural Routeare a Council of Europmitiative launchedin 1987. The main aim of the
NRBdziSa Aa (2 LINEJARS,ghingpréhinénceldtie dikeyse RelitigOd® | Y R
countries and cultures in Europe. The outcome is to communigateit peopleQ shared and

living cultural heritage, whickhould be accepted, respected and protected (Council of Europe
2019). The message that Cultural Rowgesk to sharés that the European continent is united

through a common heritage and culture.

The Cultural Routes have always offepebplethe opportunity to travel and explor® dzNR LJS Q &
diverse heritageThe routes consolidate and implement the values of the Council of Europe
includinghuman rights, cultural diversitynd intercultural communication and exchange. The
routes offer a variety of themesotchoose from, such as religion, gastronomy, architecture,
landscape, intangible heritage, art, music ditdrature. The first routeto obtain Council of
EuropeCulturalRoute statusvas the Santiago de Compostela Pilgrim Roufeday there are

33 transnational Cultural Routes of the Council of Eurdpeese are composed aftotal of

more than 1600 membersyhich come in a variety of types, such r@gional authorities
universities museumsand so son. Theparticipate in the Cultural Routesitiative to foster

mutual understanding between different countries and cultures.

In particular, the Cultural Routes of the Adrialiimian Region aim to support heritage
protection, culturakourism and transnational coperation. According tthe Council of Europe
(2018), the distribution of Cultural Routes in tAéRcountriescorresponds taheir different
levek of economic development. According Eigure2, Italy has the most CulturabRtes (5),
Croatia had.2 and Greecd, followed by Sloveni&) and Serbia6). Albania, Montenegro and
Bosnia and Herzegovina haweo, one andone Cultural Rout€s), respectively.

Cultural Routes in the Adriatic and lonian Region

Slovenia NN 6
Serbia NN ©
Montenegro 1l 1
ltaly I 25
Greece IS 7
Croatia [N 12
Bosnia and Herzegovindill 1
Albania 1 2

0 5 10 15 20 25 30
Number of Cultural Routes

Figure2: Number of Cultural Routes represented in #hariaticlonian Region by countryjanuary 2020
Source: Routes4U
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There is also an important difference in the tourism infrastructpresent inEUmemberstates
as opposed tononEU countries Except for Montenegro,non-EU countries lack
accommodation infrastructurelt is alsoworth mentioning that tourist destinations in these
countries are noadequatelypromoted, leadngto a lowlevel oftourism.

As shown irFigure3, Italy is unique among AIR countries in contaimmgmbers of25 Cultural
Routes. Thiturther highlights the importance adevelopmentaldiscrepanciescross theAlR.

Cultural Routes' members per country

m Albania mBosnia and Herzegovinam Croatia = Greece mltaly mMontenegro mSerbia ® Slovenia

European Routes of Reformation (2019l
European Route of Industrial Heritage (2019)
Iron Curtain trail (2019)
Liberation Route Europe (2019
Via Charlemagne (20181
Impressionisms Routes (2018}
Roman Emperors and Danube Wine Route (2015)

European Routes of Emperor Charles V (20 il
Destination Napoleon (2015)

Réseau Art Nouveau Network (2014 IAEE
ATRIUM (2014) N
Huguenot and Waldensian trail (2013l
European Route of Ceramics (20151
Prehistoric Rock Art Trails (201CJIEH
European Route of Historic Thermal Towns (2010)
European Route of Cistercian abbeys (201N
European Cemeteries Route (2010 3 12
Iter Vitis Route (2009) 23 2
TRANSROMANICA (2007
Saint Martin of Tours Route (2005)
Routes of the Olive Tree (2005}

Cluniac Sites in Europe (200 7N
European Routes of Jewish Heritage (200020

European Mozart Ways (2004)EH

Phoenicians' Route (2003}
Routes of El legado andalusi (199

Via Francigena (1994 - .
Santiago de Compostela Pilgrim Routes (194W)

0 5 10 15 20 25 30 35 40 45 50
Number of members

Figure3: Cultural Route members per country of the Adridtnian RegionJanuary 2020
Source: Routes4U

In general, CulturaRoutes havesubstantial network of members. In total376 are official
members of Cultural Routes88 of which belong specifically to AIR Cultural Routes. The
members can be stakeholders from cities or municipalitedtural and/or scientific
organisatbns, sites, tourism stakeholders and associatidrigure 4). It is clear that most
stakeholders are political (municipalities, associations) and cultural (sites, -cultural
organisations, and so on). There is also a lack of members that operate in thentouri
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destination management sector, such as tourism operators, businesses, or agencies. For this
reason, there should be an increase in participation of such members in order to provide
ddzaldl Ayl oftS az2fdziAz2ya ol aSR 2y visik§ ofthe aredda y S S
to tourists.

Types of Cultural Routes' members in AIR countries

Other | 26
NGO | 1
Person 0
Natural parks 0
Tourism stakeholder IS 23
Site I 28
Scientific organization NN 16
Region Ml 7
Network [N 7
Institution N 16
Cultural organization [N 23
City/Municipality I 99
Chamber of commerce il 5
Association NG 37

0 10 20 30 40 50 60 70 80 90 100

Figure4: Member types ofAIRCulturalRoutes January 2020
Source: Routes4U

The AlRbrand objectives

As statedabove the main aim of the€ultural Routed & (12 LINE GA RS ahdtinie@2 & | 3 S
giving prominenceto the diverseheritageof Europearcountries and culturesThe outcome is

G2 O02YYdzyAOIFI UGS 062dzi LIS2L) SQ&a &aKIFINBR YR fA(
respected and protecteCouncil of Europe/ Cultural Routes, 20I%)e messge that Cultural

Routes seek to share is that the European continent is united through a common heritage and
culture.

In particular, the Cultural Routes of the Adriaiimian Region aim to support heritage
protection, cultural tourism and transnationalco-operation. The routes offer a variety of
different themes to choose from, such as religion, gastronomy, architecture, landscape,
intangible heritage, art, musiand literature.

This report and the supportinrgppendicegprovide an initial analysis and guidartoebe further
developed into an AlBrand with perspectives ooulture and tourism.
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The new AIR Cultural Routes bragdh f f A y ONXB I gotential tiuSism Nednew vy Q a
opportunities to reach new audiences angen up previouslyesserknown destinations. This
provides an exciting incentive for development of the Bi&das a brandinto itself

Overall, the aim of the new AlRRand strategyis to:
5SSt 2L I ySé dadzYoNBtftl ¢ o
cultural tourism, merging the identity of the two stakeholde
(the Adriatic and lonian Region and the Cultural Routes of
Council of Europe) in order to increase the visibility of the t

The specific objectives of the brand strategy aréodlews:

1 Establish a coperation betweerthe AIR and the Cultural Routes promote tourism.
1 Coordinate marketing of boththe AIR and Cultural Routes, to make it more effective and
increase itgeach

1 Improvethe competitiveness athe AIR along the Cultal Routes in the European and global
tourismmarketplace

©Pixabay
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PART - BRANDAUDIT OF THE ADRIATNIAN
REGIONBRAND
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1.THE AIR BRAND AUMETHODOLOGY

The main aim of the/ dzf G dzNJ f w2dziSa Aa (2 andNBegddvké | a
prominenceto the diverse heritage of European countries and cultures. The outcome is to
O2YYdzy AOFGS Fo2dzi LIS2LIX SQ&a &aAKFENBR YR fAQGAY
respected and protected (Council of Eurap@19). The message that Cultural Routes seek to

share is that the E@pean continent is united through a common heritage and cultume.
particular, the Cultural Routes of the Adriatanian Region aim to support heritage protection,

cultural tourism and transnational eaperation.

This report focusson the Cultural Ro@ts of the Adriatic and lonian Region (AlRg aimhere

isto achieve a deeper understanding of the potential for the creation of arbfdRd, with a

focus on cultural tourism and transnational-operation The new AIR Cultural Routes brand
willincrea8 GKS NBIA2Yy Q& LRGSYdAlIf G2dz2NRaY 2FFSNJI y
open up previously lessd&nown attractions and destinationsThis provides an exciting
incentive for development of the AlRtandas a brandinto itself

The specific olgictives of the brand strategy are as follows:

Establish a coperation between the AIR and the Cultural Routes to promote tourism.
Coordinate marketing of both the AIR and Cultural Routes, to make it more effective and
increase itgeach.

Improve thecompetitiveness of the AIR along the Cultural Routes in the European and global
tourismmarketplace.

The first part othis report present@an auditof the AIR brand. Any destination branding process
startswith an assessment of thR Sa (0 A y I { A 2 yn@ focusesd égn Hawzbest tdNpresent
these to each customer group or market segment. This is done by undertaking a destination
audit. Thigoart presents the main points of the methodologgedfor the brand audit studies.

The next stage will be thdevelgpmentof an AlRbrand strategy based on the outcomes of this
audit report

The goal of thérand audit phasevasto identify current awarenessf the AIR Cultural Routes,
their tourism potential, and attitudes towards the creation of a new AIR brdigtresearch
objectiveswere thus

assess the current AIR Cultural Routegdneraj

for each CR membeassess the Cultural Roui@ which they belong;
assess the current AIR brand andeiisments

make proposals for a new AbiRand;
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(@)

investigate the demesocioeconomic profile of theesearch participants

I RS & ke ktakédhdlgeQ are peopte organisationsvho have an interest in the way in
which the destination presents itself. In our cadeere are three main groups of stakeholders
for the AIRCR:

Cultural Routes member3 heseare criticalto the development othe AIR brandMembersof

each of the24 Cultural Routesn the AIRwere invited to participatein the first study for
example CR presidents, managers, members, and other type of employees). The members
were then asked to cascade the online questionnaire to relevant stakeholders and visitors of
eachCultural RouteAs a resultevery AlIRCultural Routevasrepresented in the stdy.

CR Stakeholders: Those with a direct interest in the performance of the destination, whether in
relation to their business, professional or political role in &iR(for example, local and regional
businessesprganisations and authoritiesin areas suchas conservation, arts, culterand
heritage).

Visitors: tourist€attitudes and opinions have the most important role in branding research
(Konecnik 20063. Thus visitorsto the AIR countrieg four EU membestates(Croatia, Greece,

Italy, and Slovenia) and fouron-EUcountries(Albania, Bosnia and Herzegovina, Montenegro
and Serbiay, congituted the sample of the visitosurvey.

The nextsection presents the main points of methodologged inthe brand audit¢ a
structuredprocess for evaluating the potential for a new AIR bramd participative manner

Because each set of key AIR stakehol@l@&R member<CR stakeholders, AIR visidassunique
a multkmethod approach was considered appropriate. The data collectiotnoukst were both
guantitative and qualitative in nature, including both online surveys and s¢mctured
interviews. The contacted participants were carefully seleaei@drms oftheir relevance to AIR
Cultural Routegourism.

The nextsectiorspresent the methodologysedfor the online surveys antthe semistructured
interviews.

SOl dza S 2 Funiqu& haractéristiRs2afidithe lack of secondary data, it was decided
that primary research would consist of three surveys and should be carriei evaluae the
potential for an AlRrand in a participative manner

one survey for CRiembers(presidents, managers, members, and other typemployees)

2 raSR 2y !'IF1SNRaA omdppm0 0 NI yR Sl dzhasedl brangd équity,St t SNR &
Konecnik (2006) identified the major influencing factors of brand awareness, image, perceived quality, and
brand loyalty in her evahtion model of customebased brand equity for a tourism destination.
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(b) one survey for CRtakeholdergbusinesses of the macmegion, orgarsations local
authoritiesand so om;

(c) one survey for AlRisitors

Consequently, three separate survey guestionnawese developed:

(a) one questionnaire for CRembers(presidents, managers, members, and other type of
employees)

(b) one questionnaire for CRakeholdergbusinesses of the macroegion, orgarsations local
authoritiesand so om;

(c) one questionnaire for AlRsitors

¢CKS [[dzSadA2yylANB RSaAdy aSai 2dzi oiARCURGY (A Fe
Routesand their tourism potential, and_J- NJi A Quitudes/tawards the creation of an AIR

brand. Aiming to maximize effectiveness, the questionnaire diasled into five sections
accordingo the research objectives.

A research methodology was developed following the guidelialesn from academic branding
research(for instance,Aaker 1997; Anholt 2016), the ETC/UNW2T&andbook on Tourism
Destination Bandingo H n n 0 I Yy R Harkiioklomarketm@ Eansnational Tourism
Themes and Routé2017).

In order to examine the AIRE O d&NINBEYE (KA & alddRRe FT2086RS&a 2V
members,CRstakeholders, and\IRvisitors) perceived destination image. Destination image

was measured by four items drawn from three different prior studies esstomisedfor this

research (Baloglu & McCleary 1999; Sahin & Baloglu 2011; Zhang et al. 2014). All items were
evaluated usin@five-point Likert scalgranging from very strongly disagree (1) to very strongly

agree(b).

In order to investigate personality traits relevantttee! Lwx ! I { SNRa &aortS 27
in tourism contexts was employed. (Aaker 199Xthough marketingscholars have accepted

' 1{SNRa FTALGS RAYSYaAzya 2F oNIyR LISNaE2ylFfAGS
the dimensions in service contexts are not always identical to those found in the marketing field

(see Kim et al. 201for detailed analysis). The measurement itensedin this research were
FRFLWIGSR FTNRY GKS SEA&GAY3T fAGSNI GdzNB 6AGK (K
Destination personality was measured with 16 items adapted from Ha (2016), Hosargy, Ekin

and Uysal (2006), and Usakli and Bal¢g011).
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Finally, as the purpose of this survey is to discover howCAlRral Routesan use experiential

branding to differentiate their brand frortheir competitor®) 6 Niveyh®nsturn totheories

on experiatial branding. Théestknown researchers the field of experiential branding, Pine

Il & Gilmore (1998) found that there are four types of experiential branding that differ according

to their degree of customer participation (active or passive) and bomnected the customer

is to the environment (absorption or immersion), i.e. where the experience is taking place.
These include Escapist, Entertainment, Esthetic and Educational (ibid.). They can be understood
Fa GKSYSaz 2N Ay (K Shedwdarat cNdakiSideR diver? wrafid ¢ 2 NR
experience. Brand experiences could, for instance, be educational, requiring active participation
from customersor they could beaesthetic, i.e. mainly consisting of observable elements that

do not requireactive participation. Similarly, Schmiind colleagues2009) developed an
experiential branding scaldat includes the four elements Behavioural, Sensory, Affective and
Intellectual. These element®oughly correspond to those of Pine Il & Gilmore (199%his

suggests that there are different types of brand experiences that create experiences) &m
Sy3r3sS LINIAOALIyYyGa Ay |OGADS | OGAQGAGASAIT
intellect, or raise an emotional response in participants. Thest memorable experiences

include elements of all four experience realms (Pine Il & Gilrh98®).

The survey also included questions related to se@mographics and aspects of the
NBalLR2yRSy(aarsiNI St 0SKI JA2

In addition,the three questionnaireaimed to collect mainly quantitative data, but some open
ended questions weralsointroduced to collecpersonalisedesponses fronparticipants

The survey lasted four months (15 February to 15 June 2019). The questionwaires
distributed online to selected participants and visitors (actual and potential) ofChkural

Routesunder study.A professional accounbn the SurveyMonkey platform wassed to

distribute the surveys and collect the responses

Although the survey wasnline, the research team decided select participants and not to
distribute the questionnairgublicly. This resulted in 78 valid and complete responseisg
submitted bycurrent AIR Cultural Routes members, stakeholders visitbrs.

While thequestionnairesnvere a very good method to obtain quantitative data, limited input
was expected in terms of creative approaches, case studies, and insights regardpegation
between stakeholders irAIR Cuural Route tourism. Therefore, in addition to the online
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surveys, an option was introducddr participantsto request asemistructured interview (by
telephone orSkype)with theresearcher.

Semi-structured interviews were selected as a methbécause ey allow for aguided
discussioraiming toextract informationrelevant toresearch questiomvhile remaininglexible
enough to leave space for new themes adse (Galletta2013). The AIR Cultural Routes
researcher contacted the stakeholders asking for a short interview. However, the response was
limited and resulted in dependence on lasinute availability. Participants were given the
option to remain anonymous should theysh to.Interviewslasted 15 minutesn averageand

the topics discussed, apart from the ones described above, included issues regarding each
individual case.

1.1.1. Cultural Routemembersurvey

The goals of the primary research on the AIR Cultural Routes miemlege to identify their
gl NBySaa NBIFNRAYy3I GKS ! Lw /dzf GdzNF £ w2dziSa.
towards the creation of a new AIR branithe research objectives were thus:

i assess the current AIR Cultural Routeganeral

9 for each CR member, assess the Cultural Route to which they belong

1 assess the current AIR brand andeiisments

1 make proposals for a new AbtiRand

f AYy@SaadA3arisS GKS NBaLRyRSyilaQ RSY23INIFLKAO

The survey results are presented in sectidoBpwing the order of the research objectives.

Air ThematicRoutesQuestions

Q1 Opinion about AIR cultural tourism

Firg, participants were asked to indicate tnelegree of agreement or disagreementgbint
Likert scale) witla seriesof statements about AIR cultural tourism. The findings show that AIR
is seen as an area that has rich cultural heritage (4.27) and is perceived as béarul

However, itis mportant to note that all statements received above the moderate mean,
reaching more thamhree points out offive. This indicates that AIR is considered as an exciting,
rich cultural heritage macroegion with beautiful nature and many attractions and test

VH ! Lw /dzf GdzNI f w2dziSaQ RSAINBS 2F | OKASOSYSyl 27

Participants were asked to rate the AIR Cultural Routes in gerse@irding to the degre®
which they achievedheme interpretation goalsThe following threeinterpretation aspects
stood out: (a)development ofskills and competenes (3.2),(b) new cultural values, and (c)
developing cultural sensibility and exchange.
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Nonethelessit isworth noting that survey respondents did not agree very strongly i
Cultural Routes achievtheir theme interpretation goalswith values only slighthabove
averagethat is between 2.7and 3 points out of 5.

Overall, thigndicates that the AIR Cultural Roumsrently achieve theitheme interpretation

goals only maderately, with the exception of some aspects (skills and competences
development, new cultural values, and developing cultural sensibility and exchange) that
outperform ¢ but not by much¢ the moderateassessment.

vo !Lw [/ dzf (dzNI f w2ndzi & thane uSliH Misrbret@tidn | OKA S@S
Using the gpoint rating scale, respondents were askeduioat extent they agreed thahe AIR
Cultural Routes, in general, have achieved several quality interpretatiomasshown that the
AIR Cultural Routdsave mostly achieved their historic and cultural funct(8tb).

vn !Lw /dzZf GdzNI £ w2dziSaQ adz00Saa Ay 3ISYySNIf

AIR Cultural Routesaccording to CR membecsare successful in terms of relations between
the partners: transboundary eoperation and collabortave destination marketing scored.

Q5 The top Lultural Routes 8 32 OAF SR gAGK (GKS Biw

15t PhoeniciandRoute; The Routes of th®live Tree

2nd: Roman Emperors Route
3d: ATRIUM

It was foundthat for CRmembers the Phoenicians' Route and The Routes of(liee Treeare
the top Cultural Routes in the AIRheRoman Emperors Route folledin second placewhile
ATRIUMcamethird.

ve a2lA@FdAz2zya F2NJ GKS Biw GNF @Sttt SN

The survey resultshow that for the CRiembers, the main motivation for travellers to the AIR

isculture (museums, music, artefacts, dances, festiaald, so on (4.50).

Q7 CRmembers perceptions of visitors to the AIR as opposed to other ma@gions

According to CRhembers visitors toi K S sdgkawthentic experienes in the domains of
culture, nature and Mediterranean tradition.

In detail, the phrasesited first to characterisé y 5 1 wwei@ theifdllanghiNd

nice
highly experiential in theiapproach
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focuson specificsubjects

like nature

looking for originality and unusudkestinations
Europearculture

seaside

Thephrases cited second tharactersS | Y swere tig@ Xollokviag? NJ
tradition
curious about traditions and Mediterraneamniltures
combhnation of culture andtourism
leisuretime
desiresauthenticity
people's dailyife
archaeology

Finally the third phrasesused tocharactersS | Y 5 iwere i@ XoHolviig2 NJ
attractive
cultural tolerance and intereligious dialogue (type afestination)
lookingfor paradigmatic heritagsites
individualtravellers
lovessimplicity
value ofsharing
sport

value © ’ ;(1 al l”(.: Sttractve

individual fra\mll

cultural tolerance and inter—religious dialogue (fype of destmahon)

~attractive

attractive

'\1(3 "‘\.} ;'\ r '.‘ .;(‘( I( ""1 IC ”\ i'x\U(. ‘(7 S xlél
— JractVe Sttractive
sport [oves Slmplacﬂg
attractive
DO r'ﬂ'attractwc

FEEDBACK ABOMY { t h b 59 b ¢ {COLTYRARB RQUTH(S)

Q8Q12 What are local products produced by and/or promoted through tGeltural Route,
related to the specific theme of the Cultural Roue
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For thefirst question in this section, CR Members were asked to describe the local products
produced by and/or promoted through the Cultural Route, related to the specific theme of the
Qultural Route. These productsiight be made for example by SMEs, local producers,
craftspeople or artists.Respondents were asked to lighese products specifying the producer
(name, address), the place where thewre distributed/sold and the entity ircharge of this
(name, address) so that they can be catalogued. In five questielid) (& Rnembersprovided

the local products produced by and/or promoted through the Cultural Rotheir answers
were adollows.

Product name Product Producer Distribution
description

Olive Oill Made for St. Slovenia,; very local products
Martin Feast in | Croatia
November

Olives quality wine Production Italy; Slovenia;

linked with St, Croatia
Martin Feast

artworks that have the then; autumn fruits symbol of St Italy; Slovenia;

of the olivetree Martin feast Croatia
other traditional product Highquality Italy; Slovenia;
from the olive tree area products Croatia

geese foie gras

cheese local cheese Italy; Slovenia;
Croatia

Q13Furtherlocal products produced by and/or promoted through the CulaliRoute

CRmembersmentioned medals, plates, and glasses as additional local products produced by
and/or promoted through their Cultural Route.

Q14 Cultural Route@nain assets in terma of visitor appeal

The main assets@scribed toCultural Routesvere culture, traditions, festivals, gastronomy
(3.86) and their ecology, landscape and natural assets (3.86).

3 page27



Q15Importance of main assets

Findings show that the main assets of tleltural Routes of culture, traditions, festivals,
gastronomy (3.86) and their ecology, landscape and natural assets (3.86) are found to be
equally important in percentages: SLIGHTLY (28.57), VERY (28.57), and EXTREMELY IMPORTAN
ASSE(28.57).

Q16-:Q32 Ewaluation of Cultural Routequality standards

In the next series of questions in this section n@fnberswere asked to evaluate their Cultural
Route in terms of quality standard3he ratings available were= Poor quality, 2= Below
average, 3= Averages4500d, 5= Excellent.
The results are presented in thalile below. The bestrated aspects of Cultural Routes were
cultural values angafetyof the surroundings

Cultural Route quality aspect

4.17
Number of heritage resources in relation to the route theme (focusing on key 3.71
resources
Importance/uniqueness of resource / significance levatompetitiveness 3.57
Spatial distribution, ambienceand setting 3.57
Capacity to group cultural or heritage resources 3.29
Physical condition of the resources: preservation, restoration 3.57
Preservation of resource integrity 3.57
Cultural values being evoked 4.29
Attractivenessg familiarity of the thematic route outside theregion 3.57
Robustness 3.43
Resource size, capacity 3.29
Capacity tocontrol visitor flow 2.86
Appeal and aesthetics of the surroundings 4.00
Safety of the surroundings 4.29
Market position of the destination (importance of cultural content isuch a position| 3.86
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Cooperation with international projects

4.00

Thematic tourism products

3.86

Q33Q49 Evaluabn of Cultural Routé& $rvicecontent

In the next series of questions in this section,Md#nberswere asked to evaluatthe service

content oftheir Cultural Routs using the same fivpoint ratingscaleas above

The table below presents their ain answers.Experience value ranked top dfe aspects
investigated followed bytype of accommodation facilities (hotels, hostels, camps, rural
traditional accommodations), antburist surroundings (active tourism destinations in the

vicinity).
Cultural Route servicaspect

Rating

Number of hospitality facilities included in the route 3.57
Type of included hospitality facilities (traditional, authentic restaurants, and such) 4.00
Thematically related hospitality facilities 3.71
Number ofaccommodation facilities included in the route 3.86
Type of accommodation facilities (hotels, hostels, camps, rural traditional 4.00
accommodations)

Number of traditional crafts/workshops included in the Cultural Route 3.20
Other tourismservices in the vicinity (thermal baths, swimming pools, wellness | 3.43
centres, tennis courts, golf courts and such)

Souvenir shops, shops with traditional and thematic products 3.17
Accessibility (types and frequency of public transport) 3.29
Number and type of tourist events along the route during the year 3.29
Tourist surroundings (active tourism destinations in the vicinity) 4.00
Suitability for bus groups 3.71
{dzZAGFroAftAGE FT2NJ ALISOAFAO (2dzNRA&d 27F 7T 3.86
Experience value 4.14
Organisation 3.57
Events and activities that support the theme 3.14
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Traditional crafts 3.67

Q50 Main motivations for Cultural Route travellsr

According to this survey, CR members believe that Cultural Route travellers are mainly
FGOGNF OGSR o6& !'Lw RSalAylrGA2yaqQ 3AFLaAGNRYy2Ye®

Q51 Howdo CRmemberssee a visitorto their Cultural Route as different from the travellsron
other Cultural Routes?

Compaed to visitors to CRs in other areas, S&IRmembersseetheir own visitorsas being
more curious about conflicting past and historgipre eclectic,placinghigh valueon sharing,
and highly educated.

Specifically, they used the following phrases fireew characterising their visitors
curious about conflicting past aridstory

eclectic
value ofsharing
curious
highlyeducated
= 7R %
b dﬁé, 49
é("(‘l('.(‘ll(‘ D t’s"/,J/@ O/;
E( urious o r/// % 6@ Hng,hl\ educated

=value of sharmg %, % Curious
curlous about conﬂlctmg past and history

\
\\ \

'.':‘ 1:9/ %, sg - Highly educated ¢
” '//J./' 7/, Y w p \Q. \\‘"\
s 5, O, % | &,_—: ieclectic ;::: S
D s % %éy o £ R0 S &
%,Cr. S % O Z 2 S
W0 RS 2 o FF
/0 =8 —f :'-_,J \\‘\\“ Sl
& o0 - ; 1 -=;\\‘ &
= curious

The secongbhrasesuse tocharacterse CR visita in the AlRverethe following:

looking for untoucheadhature
adventurous

walking

gourmet

modernhistory amateur
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N looking for untouched nature

<" Modern History amateur

& Modern History amateur

looking for untouched nature

,pModern History amateur

o . al i3 &
ourmet ¢ -2 oo %, 5 x &
GL % % OV O 4% AV SR
Q) %, £Z, Q{F%o &O ; Q D
// ,() " ;E o7 0} // \ g \ o\ \ &
/, 1 @ e = : ) \_, . \ \ N\
& %% DY % Eieds & XN QS
T s IR SO A0V
%, “%.%,23 OF QY (A&
“0 2 2 AN S
’ /// )"(/, 3 g\ <
%, %, tb > L

When asked for a thirghraseto charactersetheir CR visitarAIR CR members mentioned
experientialtourism

ecologist
meetingpeople
collector
: meeting people @
Collector g =& Collecto ls&,'w
O S - Architecture amateur o
O}cu)l()glst & = G =2 ecologist g c:,‘&':'{b’o/
Q. .C = o O g K= O A&,
1 e L S O bpa S E S o,
oy i, o DS POF E S
%, v, L, — = (v} N 8 D
v ST CBE ST ¢
s, %, Q% o O E O S g
@, ?O/ L & - & "\Q’ & =
e, C e > < 5
(,Qr'., ér"/' G ES & Q)&experienlial tourism .E
o, S = ﬂ;Q ecologist

experiential tourism

Q52Additional comments about theirCultural Route.

To end the section of the surveZRmemberswere given the opportunity to leave any
additional comments they may have about their route. The answers received were
conscience of culturabots
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sinceit concerns dissonant heritage of totalitarian regimes, it is clearly not possible to have
souvenirs or crafts on the theme. It is very poorly known even in the areas where the heritage

islocated

1.2. MARKETING ACTIONS ASSESSMENT OF YOUR CULTURAL
ROUTE

Q53Rate activities in terms of their importance tgour CR in terms of marketing

For thefirst item in the secondsection, CRnembers were asked to rate several activities in
terms of their importance taheir CR in terms of marketing.

The marketing activities ranked top in terms of their importance for then@ke:
Apps, geolocation magd.29)
Public Relations (4.29)

Whengiven the opportunity to specify, respondents mentioned:
Public relations in particular witkchools

Q54-Q60 Rate activities in terms of their performance to yowvChiarketing

In contrastto the first question in this section, where @Rmberswere asked to rate several
activities in terms of their importance to CR in terms of marketing stifessequent itemssked
the CRmembersto rate these activities in terms of their performanfa their CRmarketing.
CRmembersN} 6§ SR G KSANI YI NJ S AusiHg tHe @liowvighiscaktS Boar LIS NJF
quality, 2= Below average, 3 Average, 4 Good, 5 Excellent.
According to their answers, thmarketing activities ranked top in terms of their performance
for NB & LJ2 yaRSwra a Q

1 Events3.43

1 PublicRelations3.43

Other (please specify)

1 Absence of geolocation maps apps

Q61-Q67 Evaluation ofelative importance in terms of requirements fo€CRvisibility.

The next series of questions in this section asked CR members to evaluate their the importance
of various items with respect to the visibility of their CR.
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According to their answers (see table), be visible, a Cultural Route should use new
technologies that increase opportunities for innovation:

To be visible, a Cultural Route should:

¢ @Be present and visible at travel trade industry events, to meet and talk to tour opere 3.83
cruiseoperators, and other professionals

Ce&2N] 6AGK GKS YSRALFZ dAaAy3 GKS SEAAGAY! 343

¢ QWork in terms of communities of interest: successfully identify the organisations, m 4.00
blogs, and all those who will baaturally drawn to the theme

¢ (ake advantage of highpeed networks and digital tools e.g. Google Translate to streng 3.29
communication with customers, and build trade and media relations

¢ dJse new technologies that increasmportunities for innovation 4.14

¢ dJse augmented reality and virtual reality to help the visitor understand the links betv 3.86
attractions and assets, across frontiers

¢ dVake full useof social networks and digital marketing 3.86

Q68Q749 @I t dzl G AvEsifiliy2 T/ wa Q

In contrastto the previoustemsin this section, where GRemberswere asked to evaluatihe
importance various of requirements for successful visibility, this question asked the CR
membersti 2 S@I f dzZ G S G KSANJI / oftiiodeNtgnts w2 dzi SQa LIS NJF 2

According to their answers (seabled = F2NJ G KSANJ / dzf G dzNIF £ w2dzi S
requirements for succesul visibility, theywork in terms of communities of interest:
successfully identify therganisationsmedia, blogs and all those who will be naturally drawn

to the theme.

a® /[ dzf GdzNF £ w2dziSQa LISNF2NXYIyOS 2y i kRatng

¢ @Be present andisible at travel trade industry events, to meet and talk to tour 2.80
operators, cruise operators, and other professionals

Ce2N] 6AGK GKS YSRALFS dzaAy3d GKS SEA&(3.00

¢ dVork in terms of communities ointerest: successfully identify the organisations, | 3.29
media, blogs, and all those who will be naturally drawn to the theme

¢ (Take advantage of highpeed networks and digital tools e.g. Google Translate to 3.14
strengthen communication withcustomers, and build trade and media relations
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¢ dJse new technologies that increase opportunities for innovation 3.14

¢ dJse augmented reality and virtual reality help the visitor understand the links 3.00
between attractions and assets, across frontger

¢ dviake full use of social networks and digital marketing 3.00

Q75 Percentage of digitah overall CRmarketing activity

In this question, CRiemberswere asked to statevhat percentage of the overall marketing
activity for their business is digital. According st CRmembers,51-70% of the overall
marketing activity for their business is digital.

Q76 Ratind w én{ine presence

CRmembersrated content reach (3.57) as the tqgerformer when rating their/ w anfine
presence, among several criteria (e.g., sales, audience growth, leads, etc.).

Q77 Overall satisfaction with communications in their CR

When CRmemberswere asked to state the overall satisfaction with the communications in
their CRmost ofthem indicatedthat they aremoderatelysatisfied (57.4%).

Q78 Additional comments fomarketing& communications

The last question of the section gave space ton@Rnbersto freely make any additional
commentsregarding marketing& communications Their answersvere all about funding
needs, agollows:

1 Communication support and funding sources to improve the necessary actions
1 Facilitatingthe use of on lingsic]tools
1 We don't have funds and specifiersonnel

Q79 Current AIR brand associations

For thefirst question in this section, GRemberswere asked to think about theerm

OAIRE and write down the first three wordghat came to their ming, in order. Thus according

to CRmembers the AIR is associated with the sea, the sky (the blue element), and other
common elements and intangible ideas such as dialogue, intercultural exchange, heritage and
islands.
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In detail, the phrasementioned first tocharactersethe 5 1 w  avété thye Rollowing:
sea

dialogue

sky

The seconghraseaused tocharacterse the 5 1 brand werethe following:

intercultural exchange
commonelements
coast

blue

In third position, thephrases that charactesed the AIR brand were
heritage

extension

island

wind
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Q80 Describeghe AlRas a person

The second question in this secticasked CRmembers to thinkof the AIR is a person and
describethem, bylisting fivedifferent characteristics.

So, according to CRembers the AIR would be arattractive, authentic, curiousand tall
person, smiling, happy, familiarand heartful. They arealso described asvell-educated
different andopen-minded, with aninteresting personality.

Q81TheAlIRQ gersonality traits

Following the previous question, Q&dquiredthe CR members to keep thinkingtbe AIR as
a person ando describe its personality traits. According to their respon#estop personality
traits of AIR as a persarere:

1 Natural (66.67%xtremely descriptive
1 Lively (66.67%xtremely descriptive

So,according to itSCRmembers, the Al a natural and lively person!

Q82TheAlRQ éharacter

Following the previous series of questions, @8Redthe CR members to keep thinkingtbe
AIR as a person artd select amonghe four aspects oexperiencess proposed by Brakus et
al. (2009) thatthe AIRmight provide: sensory, intellectual, affecyandbehavioural.

Thus according to the CRembers the AIR igrimarily an affective (aesthetic)area(3.83)!

Q83TheAlIRQ @niqueness

The nextguestionwasabout what makeshe AIR unique and almost all respondents
highlightedits contribution to world heritage (4.29).

Q84 AIR in the eye dhe average AIR tourist

According to CRembers, the average AIR touristlieves that
1 The culture here is interesting.50)
1 Thepeople here are hospitabl@.50)
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Q85Current strengthofi KS Bi1w 06 NJ yR

CRmembersOdzZNNBy (if @8 O2yaARSNJ (1 KS B iBustoiddwg Reardl 2 06 S
a brand that iseasily recognisabland K ¢ ISy SN} 6S&a FSStAy3aa 27F
tourism products.

Q86-104 Themageof the AIR brand

CRmembersbelieve that beautiful landscapes and local customs along thiglpleasanhess
of the destinationare what mainly characterisé¢he image ofthe AIR.

Q105 Thehree main competitorsto the AIR brand

In this question, CRiemberswere asked taame thethree main competitors of AIRThese
couldincludeother macraregions or destinations.

According to CRhembers the main competitors to the AIR a&pain, Maltathe Tyrrhenian
Seaand Corsicahe Danube, and the Western partf Italy.

LYy
st

= =4 =4 4

2nd:

= =4 =4 4

3rd:

O« O¢ O«

RSGFIATZ GKS YIAY Baiw O2YLISGAG2NE | OO0O2NRAY

Spain

Malta

Tyrrhenian Sea and Corsica
Danube

Western part of Italy

France (Cote d'Azur)
Turkey

Catalonia

Baltic

Mediterranean countries

Aegean Islands Rhodes
Portugal
UK

Q106Comparisorof the AIRbrandwith its three main competitors

The nextquestionsaw respondentsankingthe AIRbrand comparedits three main competitors

in terms ofeachd NJ y R Q &. TRe(raiing stalekwent froome for the strongest brando
four for the weakestbrand The questionwas answered byour CRmembers.Only one
respandent (na 3) placedthe AIR as the strongest brand in relation to their competitors. In
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detail, each respondent had a different view about the strength of AIR brand in relation to the
competitors.

Respondent 1 Respondent 2 Respondent 3 Respondent 4

Spain AIR Turkey
France

Aegean Islands & AR Malta Portugal

Rhodes

AIR Tyrrhenian and Corsi¢c Catalunya AIR
Mediterranean
countries

Western part of Italy UK

Q107The personality traits of theAIR brand and its main competitor@gs people.

Respondents were asked to indicate which among the AIR atupiteree competitors (hamed
by the CR members themselves, see above) most strongly corresponded to a series of
personality traits, using chedioxes.

The AIR outperforned its competitorson being honest sincere, dowsfto-earth, humane,
natural,anddynamic

The AIR shard first place with one of its competitors the following casestrendy, family
oriented, authentic, and comfortable.

The AR lagged behind its competitorsvhen it came to being described :asp-to-date,
successful, cool, refreshing, inquiring, and lively.

COMPETITOR COMPETITOR COMPETITOR Total

Up-to-date 0.00% 0 80.00% |4 60.00% 3 20.00% 1 5

Successful | 0.00% 0 80.00% |4 40.00% 2 40.00% 2 5

Trendy 40.00% 2140.00% |2 40.00% 2 40.00% 2 5
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Cool 20.00%
Honest 40.00%
Unique 40.00%
Family oriente

50.00%
Sincere 60.00%
Down+to- earth

60.00%
Refreshing 0.00%
Cultural 60.00%
Humane 80.00%
Authentic 60.00%
Natural 60.00%
Comfortable | 60.00%
Dynamic 60.00%
Experiential | 40.00%
Inquiring 0.00%
Lively 40.00%

Q108The! L wQa

0Nl YR

60.00% | 3

20.00% 1

60.00% | 3

50.00% | 2

20.00% 1

40.00% | 2

50.00% | 2

80.00% |4

40.00% | 2

60.00% | 3

40.00% | 2

60.00% | 3

40.00% | 2

60.00% | 3

66.67% | 2

60.00% | 3

aidz2Ne

40.00%

20.00%

20.00%

25.00%

0.00%

20.00%

50.00%

20.00%

0.00%

20.00%

40.00%

40.00%

40.00%

20.00%

0.00%

40.00%

The finalquestion ofthis sectionaskedCRmembersl 2
connect with storiesBy weaving information into a story, people have an easier time recalling
that information in the future. Crafting a unique and powerful narrative to tie to a brand is a
great way to not onlyconnect and resonate with the audience, but it also enallesandto
burrow into the I dzR A Sy Gté&rf &nerrforg. ¥ A story is impactful enough, consumers will
empathiseand keepthe brandat the top of their mind.

2 20.00%
1 20.00%
1 20.00%
1 25.00%
0 20.00%
1 0.00%

2 0.00%

1 20.00%
0 0.00%

1 40.00%
2 40.00%
2 20.00%
2 20.00%
1 20.00%
0 33.33%
2 40.00%

RSaONXOGS

1 5
1 5

1 5

1 4

1 5

0 5

0 |4

1 |5

0 5

2 |5

2 |5

1 |5

1 |5

1 5

1 3

2 |5
GKS 1 LwQa

According the CiRiembers the AIR is a land dfivilisationsthat connects people and cultures

throughthe centuries.
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Q109 Usefulness of the potential creation ah 3 4 brand

CRmembers ratecthe potential creation obnls 1 w  @s\Wery Refulor strengthening the
macroNB 3 Acampe€litiveness (57.14%).

Q110 The L wheka key strengths with respect to its development asurism brand and identity

In this question, CRiemberswere asked to give the tofnree strengths of the macroegion
theyseeaskeo RS @St 2LIAYy3 GKS Biw Fa | G2dzZNAAY 0 NIyl

According to the CRiembers the toprankedstrengthsthat arekeyto RS @St 2 LAy 3 G KS
a tourism brand and identitgre: coherent actions, authenticity, culture, and heritage

In deail, the topthree strengthswere the following:

1ststrength:

A coherent actions
Authenticity
culture

Heritage

> > > >

2nd strength:

A Sustainability
Crossborder
linksestablishing
Nature

> > > >

3 strength:

A tourismdevelopment
360R

guality ofservices
kindness
gastronomy

> > > > >

Q111 Thehree main weaknessefacingthe developmentoftheg y w I & | (G2 dzZNAAY 0 NIy
identity

In this question, CRiemberswere asked to give ththree keyweaknesses of the AIR in terms
of its development as a tourism brand and identity.
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According to thé&r survey submissionsthe ! L wn@ai weaknesseswith respect to its
developmentas a tourism brand and identitsre: different stages of development of the
countries, mass tourism, difficult accebad connections, and geographical difficulty

In detail, thethree keyweaknessesentioned were as follows:
1stweakness:

v >y > >

different stages of development of theountries
masstourism

difficult access

geographicatlifficulty

Bad connections

2"d\weakness:

B D D

possiblemiscommunication
poor information

strong sociatliversity

Low quality of services

3dweakness:

D B D

Q112 Thehree key opportunitiesfor RS @St 2 LAYy 3 (G KS K andidentdy | (2 dzZNR &Y
In this question, CRiemberswere asked to give ththree key opportunities they see as key
forRS@St2LIAY 3T GKS Baw & F (G2dz2NAayY oNI} YR | yR
According to CRnembers the toprankedopportunities forRS @St 2 LIJA y 3
brand andidentity are: protect heritage, young people, untapped cultural resources, and

slowprocess

weaknetworking

opposition between well known anaghknown
Low accessibility ofites

maritime communications

In detail, thethree opportunities theylistedas keyfor RS @St 2 LIA y 3

and identitywere:

15t opportunity:

1

T
1
T

protect heritage
youngpeople

untapped cultural resources
maritime communications
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2nd opportunity:

develop slowtourism
competitiveness
unexplorednature

ancient and medieval culture

= =4 4 =2

3" opportunity:

1 connecting people and promoting Europeaalues
1 jobs
9 creating Cultural Routes

Q113 Thahree mainthreatsi 2 { K 8evelopmeras a tourism brand and identity

Finally, in this question, QRemberswere asked to give ththreemaini K NB I G a Q&2 (K.
developmentas a tourism brand and identity.

According to CiRiembers the threats mentioned first werecountries' already exisig tourism
strategies/identity, deficient information, maritime distances, and fragmentation tlod
tourism offer.

In detail,the three principathreatsto i K S Q §
according to the CM membevsgere the following:

~ A

S O Sab @ thdWsthyprand and identity

1stthreat:

countries' already existing tourism strategies/identity
deficientinformation

maritime distances

fragmentation of the tourisnoffer

= =4 4 =2

2d threat:

same amount of efforts by ghlarticipants
deficient of new suggestions feisitors
geographicatlistances

great differences in the tourism offer

= =4 4 2

39 threat:

1 lack of stakeholdenetworking
i too wideterritory
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Strengths weaknessesppportunities, threats SWOY) analysis

ASWOTanalysi2 ¥ (RS RS W Sas @tbdsyprand and identitgccording to the
CRmember®) NI & Is)prgsanted ill the following table

Strengths Weaknesses

coherent actions different stages of
development of the countries
Authenticity mass tourism
Heritage difficult access
Culture geographical difficulty
Bad connections

Opportunities LIGELS]

protect heritage countries' already existing
tourism strategies/identity
young people deficient information

untapped cultural resources maritime distances

maritime communications | fragmentation of the tourism
offer

Q114 Visibility activities that should be performed in common

In the last question of this section, @Remberswere asked to rate visibility activities that
should havein their opinion been performed in common (e.gnformation, interpretation
signboard, Uniform information centres or stands,.gtc

Thetop-ranked visibility activitieghat ought tobe performed in commomere the following:

1 Partnership with tour opeators and tourist agent&t.33)
1 Unique visual design: logo, graphic design of publications(483)
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DEMOGRAPHIC PROFILE ORESBONDENTS

Q116Respondent profile

CKS FAYLFE ljdzSaidAz2y 27F adkidSbout thar rélé&witiain3heiBQDItutpldzS a G A
Route.The majority of the respondents wemanagerf their Cultural Route (50%), followed
by president director and secretary(equally at 12.5%).

1.1.2.Cultural Routsstakeholder survey

The goals of the primary researchthe AIRCultural Routes stakeholdengere to identifytheir
awareness regarding the AIR Cultural Rouie& S touvisin @otential, andheir attitudes
towardsthe creation of an AlRrand Theresearch objectivewere thus tao

9 assess the current AIR brand and its elements

1 make proposals for a new AIR brand

1 assess the current AlRematic routes

9 investigate theNB & LJ2 ydRrSoytaphicprofiles

The survey resultare presented in sectiongllowing the order othe research objectives.

CURRENF 1 BRAND QUESTIONS

Q1 Current AIR brand associations

For thefirst question in this sectiorthe AlRstakeholdersvere asked to think about the word
OAIRE and write down in order,the first three wordsthat came to their mind.They thus
associated thAIR with the sea, the sky (the blue element), and other common elements and
intangible ideas such as dialogue, intercultural exchange, heritage and islands.

The findings show that the first words theameto the mind of stakeholdernaerethe following:

1stwords:

I Greece
 Sea
T Sky
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K‘L d

S roocew

Balcans ¢\.1Greece

Greece

The words conmgto & { | 1 S Krgirid feSoNdEw@rehe following:

29 words:
1 ltaly
1 boats
1 culture
U \\ 11'1( l:»m»!.‘ ‘
! lunmn t S History
1 Identll\ wTrdvel
y INHHI ?l

I* oodIncredible

Iml\
\” B&B '.;. lta @11'{1:1): Hl
! l ] l ] I\\HH
|1 |\t ] Ll(? \NI 1 1] 65}[ h|(
ll 11\
\11 u\ I

1;;! : l]x HIH

The words conimgto & ( | 1 S KrairiddirStNeE gsition werehe following:

3rd words:

1 beauty
1 beaches
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Q2Descriling the AIRasa person

Thesecond question in this secti@sked theAlR stakeholders tonagine theAIR as a person
andto describethem usingdfive characteristics.

According to the AIR stakeholdetbe AIR woulds an attractive, authentic, curious and tall
person, smiling, happy, familiar and heartfdlhey arealso described as wedducated,
different, open-minded, with aninteresting personality.

The characteristics used to describe the AIR by the CR stakehuolder the following:

1%t characteristics:
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2" characteristics:

utiful

,m,ll\'ii'{}”l C ey Qtlgl ]
Tranquil \m(
ILlnctf\_l,lL{ e aUt lf I 11l I 2
IIOtA Mysterious’ t L hln”UHI)lld) e
ttrac 1V el

1ln T Hot® authentic| ¢ F o] Smart
O n thl 4 lnlll,l) ant

39 characteristics:

st [\ dull al et

Polite aventurous ¥ 'Charming
‘Relaxed
G()()d ,
Shitiy Entertainingum«e ... Polite
] armmgw

(Good

ll“““ W elcomine n)()d 2 ‘
Lo()lxmg OI I . Interesting

Entertaining _l]'\])((lt(l
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4th characteristics:

Emotl()na

Rel: Laldb X k(xoud

Good Y,

Obstinate

%e\v

P ()\] Ve Dressed

5% characteristics:

e ek Cob‘%‘:f‘:ﬂ?.a
PleaSant'\wns(n1()11(1

_oVvIing:
1

F un s 1T ULT] o (" s e —

o unz 1

Emerald

Calm
Viaturi
Shifting

Cult) H d

Llll]\' t e

Q3 AIR personality traits

Followingon fromthe previous question, Qieptthe AIR stakeholders thinking thfe AIR as a
person andasked them to rate the descriptiveness of varigessonality traits. According to
their responsesthe top personality traits of AIR as a person are:

Unique (56.25%xtremelydescriptive

Cultural (56.25%xtremelydescriptive

Natural (56.25%xtremelydescriptive

Passionate (50%xtremelydescriptivg
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So,the AlRas seen byIR stakeholders is a unique, cultural, natural and passionate person!

Q4TheAlIRQ éharacter

Following the previous series of questions, Q4 asked the CR stakeholders to keep thinking of
the AIR as a person and to select among the four aspects of experiences as proposed by Brakus
et al. (2009) that the AIR might provide: sensory, intellectualctiffe, and behavioural.

Thus, according to the CR members, the AIR is primarily an affective (aesthetic) area (4.31).

Q5TheAIRY @dnigueness
The nextguestionwas about what makethe AIRunique Amost all respondents recognide
its Cultural Route$4.56) and its cuisin@t.63)as unique

The Council of Europe should take nttat the stakeholders of the macnegion believe that
the AIR is unique because of @sllturalRoutes

Q6TheAIR in the eysof the average AlRourist

According to CRtakeholders surveyed, the average AIR tolraieves that
[They]would recommend my friends/ relatives to visit A{R63)
This region has a rich histof#.56)

The people here are hospitabl@.44)
[They]enjoyvisiting AlIR(4.44)

So, according to the stakeholders, the averédgRtourist would recommendh visit to the AIR
to their friends/relatives (4.63).
Q7Currentstrengthofi KS Bisw 06 NI YR

l'Lw aidl(1SK2ft RSNA O2y aARSNI (138%)tolstiong (383.8BR0BR G2 ¢
ostrongg Wwe mean easily recognisabéad generatingeelings of confidence fdg J4-bsanded
tourismproducts.

Q8Q27 Thamage of theAlR brand

AIR stakeholders believe that beautiful landscapes, sea and sun along with gastramomy
what mainly characteriséhe image othe AIR.

AIR stakeholders had to choose a number from 1 to 7, where 1=low/ poor, 7=high/ good)
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Cultural Routes
4.47

Quality
accommodation
5.06

Good value for money Selectionof

5.81

Safe place
6.13

Relaxing place
6.13

Sports facilities
5.06

gastronomy
6.31

Quiality of service
5.00

Peaceful place
6.06

Pleasant destination
6.13

Q28 Thehree main competitorsto the AIR brand

Beautiful landscapes
6.73

Variety of fauna and
flora
6.07

Sea andsun
6.56

Place to rest
6.06

Arousing destination
5.81

Culturally
Interesting
6.19
Interesting
local customs
6.13

Entertainment
5.69

Easeof getting
around
5.19

Exciting
destination
5.63

In this question, CR stakeholders were askedame the! L wh€e& main competitors. These
could include other macroegions or destinations.

According to the AIR stakeholddise main competitors to the AIR af&pain, Maltathe

TyrrhenianSeaand Corsicahe Danube, and the Western part of Italy.

Ly RSGIFAT X

15 competitors:

I Mediterranean

I Greece
1 Spain

2"d competitors:

I France
1 Turkey
1 ltaly

3" competitors:

1 Portugal
I Caribbean
1 Malta

e

idKS

YI AY B ICR stahehdideldré thefooWifig: | OO02 NRA Y
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Q29Comparison of the AIR brand with its three main competitors

The next question saw respondents ranking the AIR brand comp@rats three main
O2YLISGAG2NER Ay (GSN¥Ya 2F SI OK 0 NI yoReGa thed (i NB y :
strongest brand tdour for the weakest brand. Wwas answered by 15 AIR stakeholders and only
onerespondent (nol14)ranked theAIR as the strongest brand in relationitocompetitors. In

detail, one respondentonsidered theAIR aghe secondstrongest brandthree stakeholders
consideed the AIRto be either the thirdor fourth strongest brand in relation to the
competitors.

Finally, half of the respondents did not place AfRongthe four strongest brands!

Response 1 (the strongest 2 (the 2nd stronges 3 (the 3rd 4 (the least stron
brand) brand) strongest brandl brand)

1 Paris Mediterranean Air Spain
2 Spain Turkey AIR Portugal
3 Greece Spain Turkey Air
4 Croatia Slovenia Greece Italy
5 culture history beaches
6 LATIN AMERIC/ IBERIAN AIR MIDDLE EAST
7 Spain France Italy Greece
8 USA AIR China Russia
9 Paris Alpine Region Azur Coast AIR
10 South Spain

South Turkey Black Sea basin
11 Cyclades South of France | Eastern Spain | AIR
12
13 Crete Chios
14 AIR Spanish

Mediterranean Cog Turkey/Asia Athens

Minor
15 Maghreb/North
Africa
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Q30! aST¥dzZA ySaa 2F (GKS LRISYGAlIt ONBFGA2Y 2F |y Biw

Qreation ofan 34 w  otd\Ndtrghhen the nacro-regionQ &ompetitivenesswas deemed
extremely useful byt0% of the CRtakeholders.

Q3¢ KS !''LwQa GKNBS (| Seé& aidNBy 3 drismpbkaddandNdgriityJS OG0 § 2
In this question, CR stakeholders were asked to give the top three strengths of the-macro
NBEIAZ2Y (KSe& &aSS a 1Se (2 RS@OSt2LIAYy3I GKS Bi1w

According to the CR stakeholders, tog-NJ y1 SR aAGNBy3IdiKa GKIFG FNB
as a tourism brand and identity are: culture and heritage, coherent actiorsrtination) and
new model of economy empowerment and promaotion.

In detail, the top three strengths were tliellowing:

1t strength:

localeconomyempowerment
culturalheritage

nature

approachegpeople

culture

communication

cultural heritage

uniformity

creative

awareness of the natural history 8iR
better cohesion between Alédbuntries
diversity oflandscapes

new model

co-ordinationfor tourist packages

= =A-0_8_9_9_9_95_42_-2°_-2_-2._-2-._-2-

2" strength:

brandawareness as destination
authentic locakuisine
somethingnew todiscover
improves themage

climate

services

sea

= =2 4 4 8 A2 -2
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competitiveness

cultural

increasedourism (economic growth of theegion)
more job opportunities

seatourism, cruise, sailingtc.

new tourist

loweringof harmful competition of theeountries

=4 =4 4 4 -8 -8 -2

3" strength:

new businesopportunities
not justbeaches
authentic
increasesncome
cleanseas
seltmotivation
climate
food destination
awarenes®f cultural uniqueness of AIR even in relation to the rest of the
respective countriecs A ®S® dzy AljdzSySadaa 2F L2yAlYy
of Greece, or Adriatic Italy vs o the parts of twintry
1 stingeridentity
1 Balkanidentity/culture between east &vest
1 newopportunities
1 interregionalculturalprograms

=4 =4 4 -4 4 4 -5 -5 -9

Q32¢ KS GKNBS YIAYy ¢SlIilySaasSa FIOAy3a GKS RSGS
identity

f 2 LIY S

In this question, CR stakeholders were asked to give the threevkaiknesses of the AIR in
terms of its development as a tourism brand and identity.

I OO2NRAY3I (G2 GKSAN adz2NwSe adzomyYAiaarazyas GKS
development as a tourism brand and identity are: different cultures between the cesntr

mass tourism, difficult access bad connections (borders and transportation connectivity), low
marketing activities (e.g., information, communication, collaboration), and pollution.

In detail, the three key weaknesses mentioned weréodsws:

1stweakness

1 maybelocal culture will bedecreased
1 peopleonly come for thaveather
1 poortransportconnectivity
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24 weakness

39 weakness

=4 =4 4 4 4 8 5 5 2

= =

= =4 4 4 4 8 2 -2 -9

= =4 4 4 5 2 -2 -9

= =4

understanding between thprovinces

BORDERS

accommodation

environmentalhazards

different cultures andistory

transportconnections

heightenedtourism can spoil the precious natural resourbese
mightlead to confusion from outsidstakeholders

national differencesthat would lead to dead endsconcerningthe
strategies

pollution

loweringof income for smakkntrepreneurs

peopleonly know aboubeaches

too much differences between the countri@svolved

people who get angrgoon

ROADNETWORK

tourisminformation

masstourism

different landscapes and climatonditions

low visibility

lack of infrastructure to properly deal with more tourism (build better
roads before bringing in more guests). But again, this will destroy the
nature that exists here

languagesare different (Benelux works as they speak similar if not the
same language)

disturb

generalsation of cultural differences in the eyestolurists

touristsdo not stay for veryong

lackof acommonidentity

patriotism

COLABORATION

language

infrastructurallacks

low co-operation

somevillages in this region have been traditionally small, perhaps not
equipped with more tourism

the word AIR doesn't immediately make you think of thasentries
traffic
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1 lessopportunities for locablifferentiation

Q33 Thehree key opportunitiesforded St 2 LAYy 3 GKS Baiw +Fa | G2dzZNRAY ol

In this question, CR members were asked to give the three key opportunities they see as key
F2NJ RS@PSt2LIAYy3 GKS Biw Fa | G2dzZNAaAaY ONIYyR |y

According to CR members, the tognked2 LJLJ2 NJidzy A GAS& F2NJ RSOSt 2 LA
brand andidentity are: diversified tourism and cultural products can enrich the AIR brand
although the national differences, nature and gastronomy, and common marketing and
branding strategies.

Indetail,i KS GKNBS 2LILR2NIdzyAiASa (GKSe& ftAaGSR Fa |
and identity were:

15t opportunity:

culture

to grow theeconomy

nature

goingAlRound

culture andhistory

SAILING

logo orwordmark
employmentincrease
diversifiedtourismproducts
creativefeatures

unity

nationaldifferences that might lead to dead ends, but also enriching the
strategies

activities

useof name"Mediterranean”

= =4 4 4 5 -4 -5 -5 -5 -9 -9 -2

= =

2"d opportunity:

nature

to diversify the local economy away from justirism
sea

lovingAIRound

attractiveplaces

GASTRONOMY

= =4 4 8 A8 -1
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a consistent style for images andntent

benefitsfor relatedsectors

culturalplaces

52y Qi

Social cohesion

photos

useof pop culture references to the region i.e. "Gamerafones”

=4 =4 4 4 -8 -8 -2

3" opportunity:

amazingoeaches

to increase communication within the region so different countries can
learn fromothers

food

best spots in AIR

low prices

HISTORY

style guide

increasesn the overalincome
environmentandfood

know

more visitors to lesseknowncountries
colours

uniqueappeal to noREuropeammarkets

= =4

= =4 4 4 4 -5 5 5 9 -9 -9

Q3¢ KS G(KNBS YIAy GKNBIGa G2 GKS !'LwQa RSOSt2LYSy

CAylLtftes Ay GKAA jdSaGA2ys /w adGlF1SK2ft RSNE &
development as a tourism brarahd identity.

According to CR stakeholders, the threats mentioned first were: countries' policies,-no co
operation, and lack of funding.

Ly RSGFATZ GKS GKNBS LINAYOALI f GKNBIFGa G2 Gk
according to the CM embers were the following:

1stthreat:

Localauthorities

peoplecurrently do not see it as@egion
the countries involved are divided by tlsea
politics

countries relationship

competitiveness

= =4 4 8 A8 -1
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2" threat:

34 threat:

= =4

=4 =2 4 4 -4 5 8 -5 -5 5 -5 -5 -1 = =4 -4 A4 -8 -4

=4 =4 4 4 4 5 -8 19

= =4

instabilityin theregion

Italian North Adriatic Regiosea cannot be an option for summer
tourism

no co-operationbetween countries

asabovea spoiling what is now negpristinenature

lackof funding

mobility (Visas between EU & ndelUcountries)

pollution

oppositionof localities angoliticians

tourism professionals must be prepareatcordingly
corruption

different languages of the countries

borders

different culture

authenticity

terrorism

economicddifficulties

further K N FyR RS@Fadldazige G2 GKS
lackof teamwork

politicaldifferences

dangerous

distrustof "others" andneighbaurs

QX
(s}

effectiveinternational communication can kafficult

presenceof Greece as maicompetitor

considered

education

creativity

overexploitationof the resources

low participation of privatesector

musttake care to develop protection for nature before we sell tickets to
O02YS aSS AdGo [SiQa UGKAYy]l 2F NBalLRy:
greate exposure

elitism

equipment

underdevelopectulture ofco-operation
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SWOTanalysis

ASWOTanalysi2 ¥ (RS RS W Sas @tbdsyrand and identitgccording to the
CR stakeholdefs N3X & Is}prgsaned il the following table

Strengths \WEELGQESES

Local Economy empowermen Maybe local culture will be decreased

cultural heritage People only come for the weather
Nature Poor transport connectivity
approaches people understanding between the provinces
CULTURE BORDERS

Communication Accommodation

Cultural heritage Environmental hazards

Uniformity different cultures and history
Creative Transport connections

Awareness of the natural Heightened tourism can spoil the precious natural
history of AIR resourceshere

Better cohesion between AIR Might lead to confusion from outside stakeholders
countries

Diversity of landscapes National differences that would lead to dead ends
concerning the strategies

new model pollution

Coordination  for  tourist Lowering of income for small entrepreneurs
packages

Culture Local authorities

To grow the economy People currently do not see it as a region
Nature The countries involved are divided by the sea
going AlRound politics

culture and history countries relationship

SAILING competitiveness

logo or wordmark Instability in the region
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Employment increase Italian North Adriatic Region sea cannot be an option fc
summer tourism

Diversified tourism products No cooperation between countries
Creative features As above spoiling what is now neapristine nature
Unity Lack of funding

National differences that mig Mobility (Visas between EU & ne&EUcountries)
lead to dead ends, but al
enriching the strategies

activities pollution

Use of name "Mediterranean” Opposition of localities and politicians

Q35 Visibility activities that should be performed in common

In the last question of this section, CR members were asked to rate visibility activities that
should have, in their opinion, been performed in common (arggrmation, interpretation
signboard, Uniform information centres or stands, etc.).

The topranked visibility activities thastakeholders thoughvught to be performed in common
were the following:

Partnership with tour operators and tourist agerfts53)

Information, interpretation signboard, i.e. route summary at all key sites (4.47)

Q36 Rate activities in terms of their importance jy@ur CR in terms of marketing
CRstakeholders were asked to rate several activities in terms of their importance to CR in
terms of marketing.

According to thesurvey answerghe most important marketing activities are Social Media
(4.73) and Apps, geolocation maps (4.73).

Q37 Evaludbn of the visibility requirements of thenew AIRG NJ ymarReding activities.
In this questionthe CRstakeholders were asked to evaludte requirements for ensuring the
visibility of thenew AIRD NJ- ynRrketing activities.

According to stakeholders, for successful visibility the newrdRdshould use Social netwak
and Digital Marketing (4.73), followed by being present and visible at travel trade industry
events, to meet and talk to tour operators, cruise operators 3.@and work in terms of
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communities of interest: successfully identify thiyanisationsmedia, blogs and all those who
will be naturally drawn to the theme (4.67).

¢ @Be present and visible at travel trade industry events, to meet and talk to tour | 4.67
operators, cruise operators, and other professionals.

Ce2N)] 6AGK GKS YSRALFSE dzaAy3 GKS SEAZ 453

¢ dVork in terms of communities of interest: successfully identify the organisatior 4.67
media, blogs and all those who will be naturally drawn to the theme.

¢ Jake advantage of highpeed networks and digital tools, e.g. Google Translate 4.27
strengthen communication with customers, and build trade and media relations.

¢ dJse New technologies that increase opportunities for innovation. 4.33

¢ dJse Augmented reality and virtual reality to help the visitor understand the link 4.00
between attractions and assets, across frontiers.

¢ ¢ully use Social networks and Digital Marketing. 4.73

Q38¢KS !'Lw O0NI¥YRQA &02NE

The final question of this section asked §tRkeholdersi 2 RS&ONAR OGS GKS ! Lw
People connect with storie®yweaving information into a story, people have an easier time
recalling that information in the future. Crafting a unique and powerful narrative to tie to a
brand is a great way to not ongpnnect and resonate with the audience, but it also enables a

ONI YR (2 0dzZNNRB G A ytéreh menforg. If ladetiark £ yintp&ctius endughy 3
consumers will empathise and keep the brand at the top of their mind.

For the stakeholderghe AIR brandneant the following

Where alluring beaches meet rich history

A historical story about a shared heritage that goes back for thousangisacincluding a

history of seafaring and a common ancient Roman and Grestage

AIR is a mixture of legendary lands fulfil of historical and cultural tradibangshere you can

feel at home anywhere iAIR

History has to refer to the relationship of cigdtionsthat have developed ithe area since

ancient times. Thachievements of Greek and Romanticism must be the central point

. O1ad2NBY daLYy FlLOGx o0& O2y @S yideaVWhy wolldwaita R2 Y X
to rent spare rooms to strangers from strange cities in their homes? And would you rent a room
iNa2YS2ySQa K2dzaS> AyadSIR 2F | K2U0StKé t NROf
out during high demand periods. The idea came to me after Airbnb platform and my college
buddy who had a couple of air mattresses to rent out when conventions punioch demand

on hotels in Chalkida City. That grew to the idea of booking a room anywhere for as short as
2yS YyAIKGD {2fdziA2yY G[AGBS tA1S I t20FLftz¢ Aa
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online service that matches people seeking vawatirentals and other shoitierm
accommodation needs with hosts who have rooms, apartments, houses or other unique spaces
to rent

Separated by ground borders but connected throughdsbka

The place where history unfolded, from the earliest European settigat®thenewest cultural
innovations. The place where stone, sea and human strength have shaped for millennia.

Q39 Opinion about AIR cultural tourism

In this question, participants were asked to indicate the dedgoeehich they agreed5-point
Likert scale) witla series oftatements about AIR cultural tourism.

Respondentsindicated that nature in the AIRis beautiful (4.71)the AIR has a unique
atmosphere (4.5), anthe AIR is an exciting region for cultural tourists (4.5).

It is important though tonote that all statements reaatd more thanfour points out offive.
This indicates thathe AIR is also considered as an exciting, rich cultural heritage egian
with beautiful nature and many attractions amdutes.

Q40Cultural Routes visited by CR stakeholders

According to thesurvey moststakeholders (85.71%) Haot visited any Cultal Routes in the
AIR. Only three out of 14 stakeholdérad visitedevenone Cultural Routén the AIR, which is
a very small ratio.

For those whdiad not visited &R, the questionnaire asked them to continueséation 4 So,
the answerdo Q41-44 apgy only to the stakeholderaho had visitechn AIRCR.

Q41 Name the Cultural Route(s) you havisited.

Two stakeholders had visitethe Routes of the Olive Tree (66.67%) and bad visitedthe
European Route of Historical Thermal towW88.33%).

vinH !'Lw /dzf GdzNIF f w2dziSaQ RSINBS 2F | OKASOSYSyi

Participants were asked to rate tlextent to which theAlR Cultural Routexchieve theitheme
interpretation goals. According to the stakeholders, AIR Cultural Rtwates achievedheir
goalsas regards creating positive attitudes (4.00), inspirational (4.00), experiential (4.00) and
developing cultural sensibility and exchar(ge00).

However,it is noteworthy that, with the exception of certain aspects (skills and competences
development, new cultural values, and developing cultural sensibility and exchange),
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participants considexd the AIR Cultural Route® have achieved their remainintheme

interpretation goalsat leastslightly.
Q43DSYSNIf RSIAINBS 2F !Lw /dzf GdzNIF £ w2dziSaQ &adz00Saa

According to stakeholders, AIR Cultural Routes are successful in terms of Customer Orientation
(aspirational, shared story, experiences that people can relate to) (3.80) and in tdrms
relations between the partners (transboundary-operation and collaborative destination
marketing) (3.80).

Q44 The topthree Cultural Route$ 8 82 OAF SR 6AGK GKS Biwd

According to thesurvey the topthree Cultural Routethat stakeholders associate with the AIR
are ATRIUMthe European route of Jewish heritagaed thePhoenician&oute.

The final questions1i KS &G 1 SK2 f RS NelaboutjtitzS8B & K2 ypoflagh ild Q | a |

Q45 Country of origi

o 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Most of the stakeholdersere from Greece (66.67%), followed kigly, Croatia and Albania.

Q46 Sex of the respondents

Half of the stakeholders that participated in this research were male (50.00%) and the other
half female (50.00%).

Q47 Age othe respondents
The stakeholdersvere mainly(42.86%) between 48nd49 years old.
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Q48 Education level

¢CKS YF22NAGe 2F GKS adl | Gkreeft RSNB oOcndHd

Q49 Type obrganisation/ company

Themain industries where the stakeholders work déine accommodation sector (42.86% of
stakeholdersps well aghe tourism retail/tradesector(42.86%).

Attraction

Catering

Transport

Tourism
retail/trade

Public Sector

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% B80Y% 90% 100%
Q50/ w aidl | SK2f RS MEEr ongihidationsh 2y a ¢ A (K

Most of the stakeholders work asmployees (42.86%).

Q51 Country obperation

The majority of the stakeholders (61.54%)o participated in this researcperformed their
activities inGreece.

Q53 Participation in theannual EUSAIRrum in Budva, Montenegro

The last questio® 2 Y OS NI/ S R N&tigipakoy & BearindalDEUSAIRrum that took
place in Budva, Montenegro-& May 2019. The majority of stakeholders (90.91f4) not
taken part.
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1.3.3. Cultural Routesisitor survey

The goals of therimary research on AIR visitors were to identify their awareness regarding the
' Lw /dzf GdzNF £ w2dziSaz GKS /waQ G2dz2NRAayY LRGSy
brand. The research objectives were thus to:

assess the current AIR brand angletements
make proposals for a new AIR brand

assess the current AIR thematic routes

= =2 =4 =4

investigate the demographic profile of the respondents

The survey results are presented in sections, following the order of the research objectives.

SECTION- CURRENZ 1 BRAND QUESTIONS

Q1 Current AIR brand associations

C2NJ GKS FTANRBO ljdzSadAzy Ay GUKA&A aSOGAzys GKS
and write down, in order, the first three words that came to their mind.

So, according to thAlRvisitors the AIR is associated with the sea, the sky (the blue element),
tourism, the air elementthe sun and theislands.

Thesewerethe top 10 responses:

=

Seablue-sky

Air (airplanef/airlines)

Tourism (vacations, holidaysavel)
Sun

Islands

Fresh

Nature

Clear

Oxygen

History

= =4 4 4 4 8 5 2 2

The lissoftop-rankedg 2 NRa O2 YAy 3 (G2 OAaAiidz2NBQwerehs Ra 6K
follows:
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1stword

1T Sea
Air
lonian
Blue
history

=A =4 =4 =4
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34 word

1 Fresh

Culture
Dalmatian Coast
Travel

Sailing

= =4 4 4

Culture i N ar Prioponnese

Dl"t'"";'l'minv f

.\_: ".;(

Nature

Fi lonian

v Freedom u

Is nl\djl §36) ‘{ bﬁ /’

F P ee%if:,.
Sallmg

\

Calm

k 08 F g o I i
el ltllre
War
Plane

Pollution *

Q2Describing the AIR as a person

The visitors were nexdasked to thinkof the AIR as a person and give five terms to describe
them.

According to theresults the AIR would be a beautifujjood-looking and attractive persowho
is nice, calmclassicandelegant.They arealso described asfriendly, sexy and unique person!

In detail, the top 10 human traits thatharacterise thds 1 w | O O 2 NURitoss\derethe (1 K S
following:

fibeautiful
flgood looking
flattractive
finice

flcalm
ficlassic
flelegant
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fifriendly

fIsexy
flunique

Thetop-rankedcharacteristicsvere:

15t characteristics:

wbeautiful
wfresh
wamazing
wattractive
wcalm

uclassic elegant

(](1S 1( M(-dnun._.

ll;:i(\)dAttraCtI\[e [ fié‘{{' |

. ti(d'll”(-l!\(|
(Ill\H ll
l’<‘|5ll l l KH:(

Cclll]‘l Bﬁd“l\ — \ ”] \7 ]]]U
FI‘ \(ll\ e

talble

Aesthe ll(

2" characteristics:

wGood looking
wAdventurous
wNatural
wNice
wRelaxed
wWarm

owrall
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3'd characteristics:

wpassionate
wdiversedifferent
wearing

wpositive
wstrong

4th characteristics:

unique
calm
happy
clever
clean
nice

egeegeeee

5% characteristics:

Friendly
Funny
Old-fashioned
Sexy

Smiley

geegeee

Q3TheAIRQ gersonality traits

Followingon fromthe previous question, Q&sked theAlRuvisitorsto keep thinking of AIR as a
person ando rate the extent to which certaipersonality traitswould be descriptive of this
person According to their responses the top personality traits of AIR as a person are:
Natural (51.06%xtremely descriptive

Authentic (45.83%xtremely descriptive

Unique (42.86%xtremely descriptive

Passionate (42.55%xtremely descriptivie

O¢ O¢ O« O¢

So,visitors to the AIR see it asnatural, authentic, unique, and passionate person!
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Q4TheAlIRQ éharacter

Following the previous series of questions, Q4 asked the visitors to keep thinking of the AIR as
a person and to select among the four aspects of experiences as proposed by Brakus et al.
(2009) that the AIR might provide: sensory, intellectual, affectine, behavioural.

Thus, according to the visitors, the AIR is primarily an affective (aesthetic) area (3.85).

Q5TheAIRQ d@niqueness

According to thesurvey the AIR is unique because of its traditions (4.30), followed by its cuisine
(4.09) and itzontribution to world heritage (4.07).

Q6TheAIR in the eye oAIR tourists

According to the visitorghe AlRas a regiorhas a personality (4.27}, has rich history (4.25)
and they enjoy visiting AIR (41.5).

Q7 Current strength of the AIR brand

AIRGAAAG2NER O2Y

a 1KS Biw ONIYyR G2 o6S (2
NEO23ayAalotsS |y

u
Sy S NI (-brghded BBiSPradycBa 2F 02y T

Q8027 Thamageof the AIR brand

AlRvisitorsbelieve thatthe sea andSun(6.47) and beautiful landscapes are what mostly
characterisgahe image othe AIR Forthese items, AIR visitors were presented with-point
Likert scale.

Cultural Routes Quality Beautiful Culturally interesting
4.7 accomodation landscapes 5.6
4.9 6.2

Good valuefor Selection of Variety of fauna Interesting local

money gastronomy and flora customs

5.3 5.6 5.2 5.5

Safe place Quiality of servict Sea and Sun Entertainment
5.1 5.1 6.4 5.7

Relaxing Place Peaceful place Place to rest Ease of getting arount

5.9 5.9 5.8 5.1
Sports 4.6 Pleasants.8 Arousing Exciting destinatio®.3
facilities destination destination5.1
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Q28 Thehree main competitorsto the AIR brand

In this question, AIR visitors were asked/tb YS G KS ! LwQad G§KNBS YIFAYy
could include other macroegions or destinations.

So, according to the ANRsitors the! L wn@id competitors are:

Spain
AegeanslandsCyclades
France

Turkey

Crete

=4 =4 =4 4

LY RSGIFIAETZ GKS YIAY BIAIR vikararedBefolavddgiBh | OO02 NRA Y

15t competitors:

Spain

Aegean Islands
Turkey

Greece
Cyclades

gegegee

2" competitors:

w Crete
w France
w Balearic Islands
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w lItaly

3 competitors:

Malta
Morocco
Croatia
Africa

e eege

Q29Comparison of theAlRbrand with its three main competitors

The next question saw respondents ranking the AIR brand compared to its three main
O2YLISGAG2NER Ay (GSN¥Ya 2F SI OK 0 NI yoReGa thed it NSy :
strongest brand tdour for the weakest brandlt was answered by 37 Aiksitors,only two of
whomrated theAIR as the strongest brand in relationit®competitors.

In detail, 13 respondentsated the AIR as thesecondstrongest brand, 10 stakeholderated it
third, andeight as thefourth strongest brand in relation tds competitors.
Finally four of the respondents did not pladae AIRamongthe four strongest brands.

According to the visitorghe AIR is mostlyhe second strongest brand in comparison to itse
competitors.

Q30! 4SFdzA ySaa 2F (GKS LRGISYGAlIt ONBlIGAZ2Y 2F Iy KBiw

I NBFGA2Yy 2F 'y Biw 0NIBRAAYQ S IO0NSWLEIKASYA AXKYSS &)
useful by AlRisitors (39.02%).

Q31Thd LwQa& YI Ay &l NB yiddéwelapmentas guridtibhiiahdSaaulideriitg

According to AIR visitors, the tapnked strengths of the maceldSE A A 2y F2NJ RSOSt 2
as a tourism brand anidlentity are: culture and heritage, the economic factor (rise of local
economies, growth of the area), the sea and shun

The top D
1 Culture and heritage
1 Economic factor
1 Sea and sun
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Gastronomy Food

Increase of tourism level synergies
AttractionsFacilities

Awareness

The countries share many cultural similarities
Nature

Local culture and traditions

=4 =4 =4 4 4 -4 2

[N
(0p))
¢

Ly RSOFAfTTZ GKS GKNBS ai
identity were:

tAad

[@ntN
Z
&
<,
L
[«
A
QX
[@ntN
A
(0p))
(04

1ststrength

culture
economicgrowth
attraction

increaseof tourismlevel
seasun

eeegee

2nd strengtht

gastronomy

awareness

local culture and traditions

not so known place for tourists taisit

the countries share many cultural similarities

gegegee

3 strength

uniquecollaboration

Mediterranean landscape

possibilityto organsetrips through several countriesasier
weatherand geographicatohesion

naturalbeauty

egegegege

Q32Thethreemaing S 1 ySaasSa FIFOAy3a (GKS RSGS
identity

f2LIYSYyd 2F GK

In this questionAIR visitorsvere asked to give the three key weaknesses of the AIR in terms of
its development as a tourism brand and identity.
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According to theird dzZNJ3S& adzwYAdaAzyas GKS 1 LwQa YIAyY
development as a tourism brand and identity are: different countries (e.g. Hard to distinguish
each country separately, each country has different tourism policy), lack of local focus and
identity (e.g. danger of losing the authenticity and the local traditions, should keep their
diversities and identities), difficult access, bad connections and lack of infrastructure (borders

and transportation connectivity), pollution, and over tourism.

In detall, the three key weaknesses mentioned were as follows:

No. Negative element
1 different countries and cultures

2 loss of the local focus
3 Lack of infrastructure
4  political issues
Tourism can destroy the local
5 environment
6 RISK OF OVERTOURISM
7  Lack of synergiesmarketing
8 Prices Cost
9 Competition

10 Lack of tourism culture

1stweakness

9 different countries and cultures
1 loss of the local focus
9 lackof infrastructure
1 politicalissues
2d weakness

1 Tourism can destroy the local environment

1 RISK OF OVERTOURISM
1 Lack of synergiesharketing
1 Prices Cost

3dweakness
1 Competition
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1 Lack of tourism culture
1 Organsationof the brand, management

Q33 Thethree key opportunitiesfor RS @St 2 LAYy 3 (GKS Bauw F& | (G2dz2NRAY ¢

In this question, AIR visitors were asked to give the three key opportunities they see as key for
RSOSt2LIAYy3I GKS Baw & I G2dzZNAayY oN}FYyR YR AR

According to AIR visitors, thep-NJ Y1 SR 2 LI Nl dzyAGASa F2NJ RS@S
brand andidentity are: common branding and marketing efforts can enrich the AIR brand,
culture, nature and geography, and growth opportunities (e.g., new developing destinations,
more jobs, betér economic conditions).

Ly RSOGFAfEZ GKS GKNBS 2LIRNIdzyAGASa GKSe € Aal
and identity were:

brandingand marketingopportunities

culture

growth

nature and geographical attributes (mountain, sea, rivers, etc.)
alternative tourism (new experiences for touristsiche markets,
new products, routesgtc.)

seaandsun

gastronomy

new destinations

Europe

creatingsynergies

=4 =4 -4 2

=4 =4 -4 4 4 -4

15t opportunity:

Branding and Marketing opportunities

Culture

Growth

Nature and Geographical attributes (mountain, sea, rivers, etc.)
Alternative tourism (e.g., wellness, extreme sports, niche, etc.)

= =4 4 4 2
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2nd opportunity:

1 seaand sun

1 gastronomy

1 new destinations (upcoming regions) Europe (is strong brand)

1 creating synergies (collaboration)

1 stablesocial and political environment in most AIR countries
3'd opportunity:

1 fun

1 attractiveprices lower competition

1 tourists stay within the air region

Q34¢ KS GKNBS YIAYy GKNBIFGa G2 GKS !'LwQa RS@St 2LIYSy

CAylLftftes Ay (KAA ljdzSadAazys !'Lw @AaAiriz2NAR oSN
development as a tourism brand and identity.

According to the visitors, thenain threats mentioned first are: competition from other
destinations, countries' policies and instability in the region (reputation of some areas, safety
issues, etc.), bad management and marketing, and different cultures and customs.

In detail, the thr& LINA Y OA LI f GKNBIFGa G2 GKS BiwQa RSO
according to the CM members were the following:

competition from otherdestinations
instability and politics of theegion

the bad management ancharketing
different culture

ECOMMICCRISIS

difficulty in synergy

competitiveness among participatimgtions
Localstakeholders

Lack of variety in places fentertainment
POILUTION

©o N TO~WNE

H
o

1stthreats:
1 competition from other destinations
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instability and politics of the region
the bad management and marketing

different culture
ECONOMIC CRISIS

= =4 4 -

2"dthreats:
1 difficulty in synergy
1 competitiveness among participating nations
1 local stakeholders

3threats:
1 lackof variety in places for entertainment
POLUTION
transport
the lack of respect from the locals towards their place
weatherin winter

= =4 4 =

SWOTanalysis

I {2h¢ Ftylrfeara 2F (KS BiwQa RS@OSt2LIVSyd I a
ARZAAAG2NEQ NBalLRyaSas Aa LINBaSyiuSR Ay GKS 7

Strengths Weaknesses \
Culture different countries and cultures

Seaand sun loss of the local focus

Nature Lack of infrastructure

Gastronomy Food the bad management and marketing
localculture and traditions Lack of synergiesco-operation

many cultural similarities Lack of tourism culture from stakeholders
Awareness of some countries as establish( Prices- Cost

travel destinations

Opportunities Threats

Branding andVarketing opportunities competition from other destinations
Growth opportunities (economic, social instability and politics of the region
etc.)
New tourism products and experiences (ne competitiveness among participating nation
experiences for tourists, niche markets,
alternative tourismnew routes, etc.)
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New destinations (lesser known, evolving,| Economic Crisis
unknown, etc.)

Europe is strong brand (and Mediterranear Pollution
creating synergies opportunities Overtourism

Q35Visibility activities that should be performed in common

In the last question of this section, CR members were asked to rate visibility activities that
should have, in their opinion, been performed in common (arggrmation, interpretation
signboard, Uiform information centres or stands, etc.).

The topranked visibility activities that stakeholders thought ought to be performed in common
were the following:

the partnership with tour operators and tourist agents (4.28)

the common websit¢4.21).

Q36¢KS !'Lw O0NIFyYyRQa &i02NE

¢CKS FTAYLFf ljdzSadAazy 2F GKAa aSOGAz2y FaiSR !
connect with storiesByweaving information into a story, people have an easier time recalling
that information in the future. Craftig a unique and powerful narrative to tie to a brand is a
great way to not only connect and resonate with the audience, but it also enables a brand to
O0dzZNNRB ¢ Ay (2 { Kedm rhedziyi 1§ a/stbE @& dampdctuleAough, consumers will
empathise andkeep the brand at the top of their mind.

Here are some of the responses of AIR visitors:

The story, in my view, would need to be about the long history of the peintiie region, their
similarities, their similar customs, the scenery that lotths same, their connection through
the sea routes that have been there since ancient times

An interesting mixture of different cultures and cig#itions combinedtogether to give the
tourist an unforgivermemory

Tastes, hospitality and sea

Qulture and history of many nations inhabiting the soil of the regieasonedvith great food,
nature andhospitality

Game ofThrones

AlRmeans happiness, relaxation and wellness. What you need dywurgacation is AIR. Live

the unique experience and fetrle AIR

The story should be connected with thestory.

I @6ty important and makes me want visit a place. It can changehwigeof visiting a place

2NJ YF1S F LXFOS Yeé gtz SN 2yS Ay Yeé aiN} @St
The sailors who travel from Greece to Italy, passing fromirttexveningcountries and finally
reaching the beautiful Venice or the Mediterraneaicily

page77

Lo



= =4

Tracesof beauty
It doesn't have a story brand. It's a large, hugely diverse region Witegeoplewho live

there, not a commodity to be packaged aswld

Abeautiful and warm place with hospitable people and graature

Afolkloric destination with Greece as the fountain of History andldm&anSea as the 'Pacific
Ocean' alike waters durope

Traditionalfamily-oriented destination with relax anculture

AlIRwas always there. Created thousands of years agonandtill has his glory and freshness
and is ready to share it witlms.

Holidays

Q37 Opinion about AlRultural tourism

In this question, participants were asked to indicate the dedcewhich they agreedon a5-
point Likert scale) witla series oktatements about AIR cultural tourism.

They agreed thatnaturein the AIR ideautiful (4.63 andthe macreregionhas a rich cultural
heritage (4.46).

It isworth notingthat allthe statements receivedatings indicated strong agreemermneaching
more thanfour points out of 5,withthe SEOSLJG 2 F GKS ad (caibdly i
Routeg, which only reache®.89. This indicates th#éite AIR is also considerdy visitors to be
exciting,with a rich cultural heritagebeautiful nature and manyattractions.

Q38 Lw PAaAl2NBEQ das 27F / wa

According to the results, the majority wisitors (77.78%) have not visited any CultiRaltes
within the AIR.

For those whohad not visited aCR, the questionnairbad them skip to section4. So, the
answergo Q41-44 apply only tadhose AIR visitors who hadsited aCR.

Q39 Cultural Routeisited by AIR visitors

al

Only 11 of the AIR visitors responding to this survey had visited a Cultural Route in the AIR,
which is a very small ratio. Six of them had visited the Routes of the Olive Tree (54.55%) and

one each hd visited: European Mozart \Wa, Destination Napoleon, Via Francigena, Cluniac
Sites in Europe, Impressionism Route.
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Participants were asked to rate the extent to which the AIR Cultural Routes atingévineme
interpretation goals. According to the visitors, AIR Cultural Routes have achieved their goals as
regards developing cultural sensibility and exchange (3.87) and the experiential element (3.73).

The AIR visitors generally rated the CRs positively in this question, with items achieving mean
ratings abouthree out of 4.

Q41DSYSNI f RSAIANBS 2F ! Lw /dzf GdzNIF £ w2dziSaQ &adz00S3aa

According to visitors, AIR Cultural Routes are successful in terms of shsigirfprotect and
promote the natural and cultural heritage) (3.67), followed by the economy (lengthen visit stay,
attract a highetyield visitor; etc.) and relations between the partners (transboundary co
operationand collaborative destination markei, both at3.47mean.

Q42 The topthree Cultural Routes 8 82 OA G SR A GK GKS Biwd

According to thesurvey the top 3Cultural Routeshat visitorsassociate with the AIR atbe
Olive Tree Routehe European route of Jewish heritagendthe Phoenicians route.

The final quesons in the@ A & Aj(d2SNEIG 2 VY F ANB a1 SR Fo2dzi GKS

Q43 Country of origin

Most of the visitors werefrom Greece (94.29%), one resp@amd was from Bosnia and
Herzegovina, one from Serbia, afdur respondents selected the other option without
specifying theinationality.15 respondents skipped this question.

Q44 Sex of the respondents

Most of the visitors that participated in thiesearch were female (58.97%).

Q45 Age of the respondents

Thebiggest group of visitors by age was the3Byear-olds @2.11%)

Q46 Education level

CKS YIFI22NAGe 2F GKS OAdegrée2 NE oyndc >0 KIS |
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1. ANALYSISFTHECURRENAIRBRAND

1.1 CREATION AND IMPLEMENTATION OF AN AIR BRAND

One of the primary objectives dhis branding strategy is to create a brand identity that
promotes the AIR and links a diverse range of appropriate and engaged Cultural fRontes
the macraregion.

Part | of this strategypresentedan auditof the AIR brand. Any destination branding process

starts by assessingwhatthemaddd&S 3A 2y Qa | daSda NS FyR F20dzaS
to each customer group or market segment. This was done by undertaking a destination audit

and presenting thenain points of methodologysedfor the brand audit

Part Il of this strategy document presenthie developmentof the AIRbrand, based on the
results of the audit phase. The analysis here aims to capture the essence of thiaadfhat
shouldwork in harmony with the brandslready in uséy the Cultural Routes and the maero
region.

This report is divided into the following sections:

. Current perception of the AllRRand Interpretation of datagatheredin the brand auditsurveys
of the AIR Cultural Routes

. Brand strategy developmentising the scientific methodologies from marketing and branding
academia and following the guidelines ahe Council of Europeand the World Tourism
Organization (UNWTO) European Travel Commission (ETMZndbook onmarketing
transnational tourism themeand routes (2017) and the ETC/UNWTandbook on tourism
destination branding2009) to capture the personality of the brand and defandraft identity.

. Brand implementation recommendation3he final recommendationsegardingthe brand
strategy development and movingwardsthe implementation phase of this project.

1.2 BRANDING OBJECTIVES

For theAlRbrand to be strong andustainableit is important to bar in mindthe objectives of
defininga brandin the first place This is a critical first step in the process of brand creation.
This awareness should Bbared byall those involved in creating and implementing the brand
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The UNWTO/ETElandbook ortourism destination branding2009) defines the objectives of
branding as:

To differentiate from its
competitors

To increase awareness anii e
recognition, and therefore,
memorability of  the
destination over time
amongstpotential visitors

To create a positive image

©Unsplash

To give the destination a
strong and compelling
brandidentity

a2NB2I3SNE | 002 NR KHandbool @maykeétirgitransr@tibrialQdurism themes
androutes(2017), the brand should b#eveloped by following certaiprinciples

Clear formulation of the brand essence: what it represents, for whom and how
Agreement by all key stakeholders on the values andiegsages

Development of a brandtrategy, including how the brand will be expressed within the
partnership and to the outside world, including through words and imagery

Progressive rollout of the brand, through documents, meetings and other events

Given theseonsiderationsthe aim of the new AlRrand strategys to:

5SSt 2L I ySé adzYoNBffl & o
cultural tourism, merging the identity of the two stakeholde
(the Adriatic and lonian Region and the Cultural Routes of
Council of Europe) iarder to increase the visibility of the twe

In particular, it is importantor the AIRo meet the following branding objectives:

1 improving the competitiveness of AIR along with the Cultural Routes in the
European and global tourismarketplace

2. establishing a coperation between AIR and the Cultural Routes on tourism
promotion
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3. co-ordinating the marketing of both AIR and Cultural Routes, to ntiaée more
effective and increastheir reach

1.3 CURRENT PERCEPTION OF THE AIR BRAND

Comparingbetween the threesets ofkey playersin the macreregion (CRmanagers CR
stakeholdersand AIR vsitors) revealssome common elements regarding their percepsai
the AIR brand.

First, all the participants the researctpresented in Partwere asked to think about the word
OAIRE and write down the first three word came to mind. According to all partighe AIR is
associated primarily with the sea, the sky and secondarily with nature, history and tourism

hlstory

nature”“*

Second, the parties weresked to thinkof the AIR as a person and descritbem with five
characteristics. The managers, stakeholders and visitors agreed on the following characteristics:

A Beautiful

A Elegant

A Interesting

A diverse/different
A cultural

A friendly

A sexy

A unique/authentic
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Moreover, all participants agreed on the top personality traits of AIR as a person, which are:

A Natural
A Authentic

Natural Passionate

|\x1unm \mhonlu 0 \ tural
lax\mn m 1‘,: o
N 11 F \l('l'll 1|

P.lssl()nal(

’ \ ml

apsianate Aulhumc Natural
JC\IUH(NC (ltllral
(mn 1 Natural

a tUI a o

dllllle Authentice® Passion “”"" s \ullhe‘nllt
iatura aSSlona e\u 1entic
Passionate Natural I\ldll.“dl

Passionatéhe! L wHamacterwas describedby all parties asffective (Esthetic).

w S 3 I NR Auyfiguenkeds, itraisine and contribution to the world heritage are what make it
unique and different.
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Moreover, according to all participants, the average toundhe AIR believes thahe macro
region hasarich history andhey enjoy visiting AIR.

The AIR brandvas seen as relativektrong by all participants the researchBy éstrongg &e
mean easilyrecognisable and generating SSf Ay 3a 27F Oafided RBishOS
products.

All parties agreed thathe AIR offers beautiful landscapes.

{ dzZNIBSe LI NIAOALI yia ¢ SNB { Kanygcomdn Sl&mehtsonerdzi
found. According tehe survey resultsthe AIR is a mixture of legendary lands full of historical
and cultural traditions but where you can feel at home anywherth@AIR Importancewas

also given to the similaritiesamong AIR countriegheir similar customsnd scenery, their
connectiorsthrough sea routes that have been there since ancient times, separated by ground
borders but connected through the sdadeed the AIR encompasses an interesting mixture of
different cultures anctivilisationscombined.Finally, AlRvas seen by survey responts asa

land ofcivilisationghat connects people and cultures through the centuries.

In conclusionthe research has shown clearly that the current perception of the AIR Cultural
Routes is focused on two main elements:

A mixture of lands with bottcommon and diverse cultusecustoms angbeople.

Connected by the sea, agky (elements of nature), arallture.

The above results present
clear indication of the
perceived characteristics o
the AIR Cultural Routes
among the participants off
the online survey. They
provide a baseline forf
considering how to develop
the identity of the AIR
brand

©Pexels
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The nextpart of the surveylooked intothe current attitudes towards the marketing of AIR
Cultural RoutesAccording to both the qualitative and quantitative data collected from the
participantsamongthe! L wtf@@gest assetare its beautiful nature and rich cultural heritage

Surveyparticipants werealsoasked to rate theextent to which theAIR Cultural Routes achieve
their theme interpretation goalsThe outcome was that they have been successfiésavith
respect todeveloping cultural sensibility and exchange.

Participants agred that AIR Cultural Routdgave establisheduccessful relatiorgpsbetween
partners (transboundary coperation and collaborative destination marketing).

Finally, thetop three Cultural Routesghat all participants associate with the AIR are:

A Olive TreeRoute
A European route of Jewidieritage
A Phoeniciansoute

The results above indicate thathile currentawarenes®f the AIR Cultural Routes is Igivere
is high interest and willingness to make greater use of the AIR Cultural Rositesild
appropriate support and guidandee forthcoming It could be argued that the low level of
product developmentn alignment with the routess not negativeper se asit provides alank
slatefor anew brand and product developmeras opposed to rebranding existing prodsict

Moreover, the assessment of the Cultural Roubgsthe CR managered to the following
outcomes:

AIR travellersare thought primarily toseek to enjoy the AR&ulture (museums, music,
artefacts, dances, festivals, etc

The first phrasesused to characterisdg 1 w @ Weieh nicg Nighly experiential in their
approach focus on specific subjectdike nature looking for originality and unusual
destinations European cultureseaside

Typical products from AIR inclu@ive Oil, Olives, artworks that have the theme of the olive
tree, other traditional products from the olive tree area, geese foie grlasese
CRmembersmentioned medals, plates, and glasses as additional local products produced by
and/or promoted through their Cultur&oute.

Themain assets of the Cultural Routes are culture, traditions, festivals, gastroooiting one
handandecology, landscape and natural assetsthe other

These main assets are seen as equally important.
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1 Cultural values andafetyof the surroundingsalsorankedamong thetop CRaspects as did
experience valugthe type of accommodation facilities (hotels, hostels, camps, rural traditional
accommodations), antburist surroundings (active tourism destinations in the vicinity)

 The! LwQa&a 3 lis&hrddtyhBu¥ndial motivation for Cultural Routeavellers.

1.5 BRAND POSITIONING AMONGST COMPETITORS

Surveyparticipantsshowed broad agreement in terms of the regions that compete with the
AIR
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In general, respondents ranked ti#¢R as the ® or 3" strongest brancamong its
competitors

The personality traitsnore strongly associated with th&lRthan with its competibrs were
the following:

A honest

A sincere

A down-to-earth
A humane

A natural

A dynamic

page87



Dynamic

Since

Natural

Dyn: imi(

SIncere Down-to-earth" Natural 4 Natural
Humane Humarne
l)\ndn“( I lncere
3 \llll('t
Lo Honest

Hmnﬁplhundne ipcere
Honest Honest
Na ity IS
Natural l{()nesl
SlIlLeIG Down-to-earth l'“\'x'\lll‘(.ull H“\
S Humane

S Honest
.\lm'vaown O eart q]n(jel‘e,
I"IOI]QS[ Dynamic
Natural #~"e Dynatic™ Natural ?1”“‘,‘,‘,3?
lumane Down-to-earth

1.6 THE AIR BRAN{EBWOT ANALYSIS

In order tobetter understand the AIR brand, a SWaalysisvascarried out with each of the
three sets of researcparticipants:CR membersCRstakeholders and\IRvisitors.The SWOT
analyses fromeach groupare presentedseparately below. Subsequently, we turn to the
commonemergent themes

SWOT ANALYSISRMEMBERS

According to the CRSY 06 SNA Q (55 ddnig ¥).te d wst€eagths are the coherent
actions, authenticity, culture and heritagdts weaknesses are the different stages of
development of the countries, mass tourism, difficult access, geographical difficulty and bad
comections.Opportunitiesincludethe protection of heritage, the existence of young people,
untapped cultural resources and maritime communicatiofise threatspresent inAlRare
countries' already existing tourism strategies/identity, deficient informatiomaritime
distances and the fragmentation of the tourism offer.
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Strengths WWEELGQIERES

coherent actions different stages of development of the countries
Authenticity mass tourism

Authenticity difficult access

Culture geographical difficulty

Heritage Bad connections

protect heritage countries' already existing tourism strategies/identi
young people deficient information

untapped cultural resource: maritime distances

maritime communications fragmentation of the tourism offer
Table 1SWOT analysis: CR members

SWOTANALYSIS: GYAKEHOLDERS

According toCRstakeholders(see Table 2), the strengths of AIR include local economy
empowerment, cultural heritageyature, approaching people, culture, communication, cultural
heritage, uniformity, creativity, awareness of the natural history of AIR, better cohesion
between AIR countries, diversity of landscapes, a hew model aratdioation for tourist
packagesThe! L wQ3&a Likakie&as@r® that maybe local culture will be decreased, that
people only come for the weather, the poor transport connectivity, understanding between the
provinces, borders, accommodation, environmental hazards, different cultures atoiyhi
transport connections, that heightened tourism can spoil the precious natural resources there,
that might lead to confusion from outside stakeholders, national differences that would lead to
dead ends concerning the strategies, pollution and longgohincome for smaéintrepreneurs.
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As foropportunities CRstakeholdersbrought up the followingAIR can offer culture, growth of

the economy, nature, going AIRoundulture and history, sailing, logo or wordmark,
employment increase, diversified tourism products, creative features, unity, national
differences that might lead to dead ends, but also enriching the strategies, activities and the
use of name "Mediterranan”. Threatsmentioned werdocalauthorities, that people currently

R2 y234 asSS Ad Fa |

NEIA2Y X
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relationship, competitiveness, instability in the region, that Italian North Adriagigidd sea
cannot be an option for summer tourism, no-operationbetween countries, spoiling what is
now nearpristine nature, Lack of funding, mobility (Visas between EU &Eldrcountries),
pollution and opposition of localities and politicians.

Strergths Weaknesses

Local Economy empowerment

Culturalheritage

Nature

Approachegeople

CULTURE

Communication

Cultural heritage

Uniformity

Creative

Awareness of the natural history of AIR

Better cohesion between AIR countries

Diversity of landscapes

Maybe local culture will be decreased

People only come for the weather

Poor transport connectivity

Understandingbetween the provinces

BORDERS

Accommodation

Environmental hazards

Differentcultures and history

Transport connections

Heightened tourism can spoil the preciol
natural resources here

Might lead to confusion from outside
stakeholders

National differences that would lead to
dead ends concerning the strategies
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Newmodel

Coordinationfor tourist packages

Pollution

Lowering of income for small
entrepreneurs

Culture

To grow the economy

Nature

Going airound

Cultureand history

SAILING

Logoor wordmark

Employment increase

Diversified tourism products

Creative features

Unity

National differences that might lead to deac
Ends, but also enriching the strategies

Activities

Use of name "Mediterranean”
Table 2. SWOT analysis: CR stakeholders

Local authorities
People currently do not see it as a regio

The countries involved are divided by th
sea

Politics

Countriesrelationship

Competitiveness

Instability in the region

Italian North Adriatic Region sea cannot
an option for summetourism

No cooperationbetween countries

As above spoiling what is now near
pristine nature

Lack of funding

Mobility (Visas between EU & ndflJ
Countries)

Pollution

Opposition of localities and politicians
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SWOTANALYSIS: ANRSITORS

Accordingto the AlRvisitors surveyed(see Table 3), thé L vgtteagths are culture, sea and
sun, nature, gastronomg food, local culture and traditions, many cultural similarities and the
awareness of some countries as established travel destinafibiesweaknessethey listedare

the different countries and cultures, the loss of the local focus, the lack of infrastructure, the
bad management and marketing, the lack of synergjes-operation, the lack of tourism
culture from stakeholders and pricescost.

In terms of oportunities, the visitors mentioned:AIR offers many such as branding and
marketing opportunities, growth opportunities (economic, social, etc.), new tourism products
and experiences (new experiences for tourists, niche markets, alternative tourism, neg,ro
etc.), new destinations (lesser known, evolving, unknown, etc.), Europe is a strong brand (and
Mediterranean) and creating synergy opportunitidheyidentified the followingthreats. the
competition from other destinations, the instability and pws of the region, the
competitiveness among participating nations, the economic crisis, pollution andawem.

Strengths WWEELGQESES

Culture Different countries and cultures

sea and sun loss of the local focus

Nature Lack ofinfrastructure

Gastronomy Food the bad management and marketing
local culture and traditions Lack of synergies - co-operation
many cultural similarities Lack of tourism culture from stakeholders

Awarenes®f some countries as Prices- Cost
established travel destinations

page92



Branding and Marketing competition from other destinations
opportunities

Growth opportunities (economic, instability and politics of theegion
social, etc.)

New tourism products and competitiveness among participating
experiences (new experiences f¢ nations

tourists, niche markets,

alternative tourism, new routes,

etc.)

New destinations (lesser known, EconomidCrisis
evolving, unknown, etc.)

Europe is strong brand (and Pollution
Mediterranean)

creating synergies opportunities Overtourism

Table 3. SWOT OF VISITORS

1.7 COMMON ELEMENTS FROM SWOT ANALYSIS

The SWOHBnalysis for the Alhdicatesthat there are distinct advantages but also certain
difficulties and limitationgor the AIRbrand. The latter are primarily due tmncerrsregarding
the capacityfor effectiveco-ordination ofbrand implementation.

In particular, the mairstrengths of AIR are culture, sea and sun, nature, gastronomy
C food, local culture and traditions, many cultural similarities and the awareness
of some countries as established tradelstinations.

Moreover, the topthree positive attributes all participas see as key aspects of developing the

Baw Fa F G2dzZNAAY ONIYYR YR ARSyYydGAGe | NS Odz i
ordination), and a new model of economy empowerment and promotion. Further positive
attributes mentioned werecommon brandig and marketing efforts and culture and growth
opportunities (e.g., new developing destinations, marine connections, better economic
conditions).
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In terms of the visibility activities thatughtto be performedtogether, all participants agree
on starting a partnership with tour operators and tourist agents and creasingique visual
designidentity.

The creatiorand successful implementatiaf the AlRorand requires &lear understanding of
the challenges and opportunities that the creation of a l@d@ces andipon which it can build

. CREATINGNAIRBRAND BRANCSTRATEGY
DEVELOPMENT

2.1 THEAIRBRAND; UNDERSTANDINGIEDIFFERENCES,
STRENGTHS, WEAKNESSES, OPPORTUNITIHRBNLDS

Overall,the surveyresults show very positiveupportfor the development of an AlBrand
According to albets ofparticipants, the creation ainls 1 w  avblild YeRvery useful to make
the macreregion more competitiveThe mean valuef responses to the relevant itenreached
7.48 out of 10suggestinghat all threetypes of surveyparticipantswere favourable to the
creation ofan AIRbrand. TR

The survey considered thgoint

of view of the main CR
stakeholders (e.g. CR member
tourists and tourism
professionals fromvarious AIR
countries) with a potential link to
the AIR brand, having first

focused on a review of

02 vy & daeképhons.

The feedback obtained throug
the survey paves the wayor
brand development.
Nevertheless, a successful brand© Pexels

creation process will require

further interaction with CR members, tourism specialists and marketing professionals, as well
as withcurrentand potential visitors. This type of further research will be critical in developing
a longterm and sustainable brand identityror thisreason,it is important that the brand
creation proces$e thorough and detailed.
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There are some factors that afeey to the successfukreation of a brand Theseshould
thereforebe considered in the context of an AdRnd. They were highlighted in the Council of
Europe& @ultural Routesnanagement handbogko be used aguidance fotthe creation of a
brand for Cultural RoutegCouncil of Europ&ultural Routesnanagement from theory to
practice 2015, pp84-85).

First, we turn to brand valueShese arehe strengths and qualities that underpin aif a

0 NJ Y RQac its anig$eGélldag points. Brand values are closely tied to the concept of
authenticity. This ifinked to the type and the quality @nexperience. A close examination of
the existing tourism offegand their corresponding qualities will be required to ensure that the

I Lw 0 Wwilugs Rr€@cdmpatible with the destinations and attractions wigho engage with

said brand

Next areuniqueness and differentiatiadin developing an AlBrand identity,it is very important

to maintain an awareness of the need for clear positioning and differenti&teon the globally
known Cultural Routes. This meahsit in developing a successful AlRndit will be critical

to create an identity that builds on the overall concept of the AIR Cultural Routes as the original
place that brought and still brings life to the world/hile at the same time preseirig the
concept of a new and uniquexperience.

To providerecommendations for the creation of an AIR tourism brand, the data collected by
the studycombinedwith advice fromtourism marketing academia artde UNWTO guidelines
contained in theHandbook ortourism destination brandingrhed 6 NI Y R lads NdedoA R é
develop an initial brand concept in a structured manner.

To integrate brand equity among different target groups (visitors, Cultural Routes, media,
tourism stakeholdes), we apply the sigtage brand pyramichodel (UNWTO & ETC, 2009). The
brand pyramid is atandardisednodel definingthe key elementdo assess prior tothe brand
development phase.

As outlined bythe UNWTO, the key elements define are:

Attributes:What are theR S & U A ytangible 2vgrifiadble, objective, measurable
characteristics?
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Emotionalbenefits What psychological rewards or emotional beitetlo tourists receive by
visiting the destination? How does the tourist feel?

Brandpersonality Which of theR S & i A ychatastétisfi€shouldbecommunicated by the
brand?

Brandvalues What values does the destinationstil?
BrandessenceWhat is the essential nature and character of the destination?

Based on the outputef the brand auditthe following AIR brand pyramid was developed:

Attributes: the tangible, verifiable, objective, measurable characteristitseoAIR. The
following key points can be considered the main attributethefAlIR:

1 Sea, skynature

1 (Fromthe SWOTanalysis)Culture, heritage, coherent marketing actions, new model of
economy, empowerment and promotion, gromtipportunities

Rationalbenefits These are the main tourism assets of the Bd&hd that is, what visitors
want to see and do. The following key points be considered rational attributes:

1 Cuisinepeauty, contribution to world heritage, cultural heritage, nature, history,
tourism, tradition

Emotional benefits: After assessing the rational attributes, the next stepazplorethe
cemotional takel ¢ I; &hat is, what emotional reactions a visitor feels:

Affective
Enjoyvisiting
Refreshing
Warm

= =4 4 4

Brand personality The brand personality focuseon what is unique about the Alitand
compared to other competing brands. Major components of the brand personality would be:

1 natural, passionate/sexy, beautiful, elegant, interesting, cultural, friendly,
diverse/different but alsaunique/authentic

Brand values: The destination brand valaeswhat the brand stands for. The AIR destination

must count upon theséhree brand values that will guide and appear in all marketing and other
activities within thedestination:
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Criginal this brand valueapturesthe significance othe AIR regiorfor the world, by analogy

of what thefour classicaklementsof earth, water, air, andfire mean forthe universe The
latter constituted the cornerstone of philosophy, science, humanity and medicine for more than
two-thousand years.The AIR is¢ according to the answergommon to all the survey
respondentsthe place where all thesur elements naturally meet: theea(water), sky (air),
landscape and heritage (land), warm and friendly (fire). Otbensthat could be usedor this
valueare: EssentiaExistential Cosmi¢cUnique UniversalPrime Pure Grandeur.

Synthesis: this brand value represents the cultural mixture of AIR Manbssimultaneously
common and diverse culture, traditions, customs and people, that are magically conrgcted
according to the majority asurveyresponseg bythe elements of nature, culture (intercultural
experiences and dialoguand Cultural Routels and affection (love, people). Other words that
could be used are: Sharefimalganation, Mosaic Unity.

Aesthetic: this brand valuencompassethe emotional delighf N2 Y Ay 0 S3INI Ay 3
the AIR as a visitor, as a resident and as a stakeholder. Accordmggstresponsesthe AIR is

a warm and friendly place that awak® an amalgam of positive emotions through unique
experiences.Such positive emotionsarisng from the appreciation of various esthetic
experiences throughout nature and culture are defined as aestlegtiotions'=,

Accordingly, an aesthetic experience can be defined as a special state of mind that is
gualitatively different from everyday experiere@hese are the sentiments and emotions that

the majority of visitors and stakeholders mentiaten it comes taheir integration withthe
AIRas a placesOther words that could be used are: Arousifgvakening Refreshing
BreathlessEmotional.

Thesehree brand values best characterise the AIR: nature (the original), cultu
(synthesis), and people (emotions)!

BrandessenceThe brand essenc@getherwith the brand valuesmake up thed 5 b of ¢he
AlRbrand | 0 NJlesséhtranswersi K S |j dzS a G dre?the essential nature and
characte2 ¥ (G KS RSa0GAYyIlIUGA2YKE D

Giventhe three main brand valuesstablishedaboveX
. Original:the place the AlRisthe origin of the universe ariide)

13 Aesthetic emotions (Menninghaus, et al., 20483 emotions that include an aesthetic
evaluation/appreciation of an object, and are linked to specific aesthetic appeals.
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Synthesisthe relationship with the placé&hrough both diverse ancbmmon culture,
experiences andoutes)
Aesthetic the visitor benefit the AIR brand induces positive feelings and emotions)

X the following can be considered the brand essencthefAlR:

There is no life withouAIR

YouOl y Qi tA@S AlGK2dzi ! Lwo

Explore AIR, explore the breathlbé.

The different elements of nature, culture and experiential emotions that uniquely connect the
world.

Separation otivilisationghat get connected through unique and authentic nature, culture
andemotions.

Figure5 is the graphic description of the brand pyramid tivi&ualiseshe components above.

~N

There is no life without AIR; you need to
explore AIR which is the breath of life

J
~

original, synthesis, aesthetic

. . )
natural, passionate/sexy, beautiful, elegant
interesting, cultural, friendly, diverse/different,

unigue/authentic )

N

affective, enjoyable, refreshing, and warm

sea, sky, nature, culture, heritage, coheren
marketing actions, a new model of economy,
growth opportunities

Figure5: AIR Brand Pyramid
Adapted from UNWTO/ETBandbook on Tourisfestination Brandin@009 p.45

Note: The content of thérand pyramidshould ideally be reviewed and revised in the context
of aCouncil of Europeorkshop. The brandudit covered arangeof participants, providing a
huge amount of data. This resulted in ardi@pth insightinto potential components of the AIR
brand,but also an overload that restrice y* Sabildy to distil the essence dhe AIRbrand A
facilitated, faceto-face workslop focusedon the whole rather than the parts will enable
refinement, consensus, and the firagfion of the brandidentity development process
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2.4 DISCUSSION ON THE PROPOSED BRAND DEVELOPMENT

The surveyresults lead to the notion of the fouelements of nature, cultureand positive
emotions (aesthetic or affective), asanyresponses about the AflRinage were about:

the four classicatlements of Naturetfie originalelements ofthe Universeand life): beautiful
landscape and attractions/ @ritage (earth),the sea (water), the sky (air), and warih,
friendlinesg(fire)

0 all combined gynthesisellby
culture,and

0 positive gesthetig experiences
andemotions!

This lead us back to thecosmogonic
theory of thefour classical elementghe
original brand value othe AIR) The
e ancient Greeks believed that there were
nslh o four elements composing everything:
earth, water, air, and fire. This theory

was suggestd around 450 BEby Empedocles

It is strikinghat Empedoclesvas a Greek philosopharho lived inAkragas in Sicily (Italy). What
a great combination! So, Empedocles, thther of the notion of the four elementsomes from
the AIR!

Empedocles also proposed forces he cdltee andstrife (the aesthetic brand value die AIR)
which would mix and separate the elements, respectively. This theory was later supported and
added to byAristotle.

Aristotle also suggested that there wadifth element, aether &dncient Greekh © " | taithere

or & | A theEmaterial that fills the region of theniverseabove the terrestrial sphere. The word

he " @thery AY | 2YSNAO DNBS] YSIya adzLJLISNI | ANE 2
was thought to be the pure essence that the gods breathed, filling the space where they lived,
analogous to the air breathed by mortals. It is also personified as a deity, Aether, the son of
Erebus and Nyx in traditional Greek mythology. In the Greek cosmogdw@tser (or Air) was
consideredto be one of the elementary substanc&®m which theuniversewas formed and
connected(corresponding tahe synthesis brand value tie AIR).

This theory of luminiferous aether would influence the wave theory of light proposed by
Christiaan Huygens, and subsequent theories proposed by Maxwell, Einstein and de Broglie.
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Aether has also been used in various gravitational theories as a medium goeRplain
gravitation and what causes it. It was used in one of Sir Isaac Newton's first published theories
of gravitation, and by modern scientists like René Descartes and Nikola Tesla.

In conclusionthe AIR brand could not be anythirmgher than the original element that led to
the existenceof the worldand lifethroughits nature, culture and emotions. i$ the origin of
the universeandlife ¢ the air that brings life to all existence.

The fifth Orplic hymn to Aether describes the aether (air) substance as "the regining, ever
indestructible power of Zeus," "the best element,” and "the-Bfgark of all creature". So i$
the AIR!

Ultimately
As Aether is the unique essence that flalwsough all of existence, so
the AIR is to the world!

The AIR is the unique essence that flows through our existence and life!

3. RECOMMENDATIONS HRREGRATINTHE
BRAND INTO MARKETINGTIVITIES

The aim of the new AlRrand strategyis to developr Yy Sg adzYo NSt | ¢ 0 NI yF
and especially cultural tourism, merging the identity of the two stakeholders (the Adriatic and
lonian Region and the Cultural Routes of the Council of Europe) in order to increase the visibility

of the two.

Following theextensive literature review and survegbove we see thatthe AIR stands for
thesethree fundamental brandralues:

Original this brand value represents the significancetloé AIR region to thevorld. (Other
words that could be used ard&ssentigl Existential Cosmi¢ Unique Universal Primg Pure
Grandeur).

Synthesisthis brand value represents the cultural mixture of AIR lands with simultaneously
common and diverse culture, traditions, customs and people, that are magically connected.

(Other words that could be used ar8hared Amalgam Mosaig Unity).
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Aesthetic this brand value represents the emotional delightNA & Ay 3 FNR Y sélfy i S 3 N.
with the AIR, as a visitor, as a resident and as a stakeholder. (Other words that could be used
are: ArousingAwakeningRefreshingBreathlessEmotional).

Thus thefollowing can be considered the brand essence of AIR:

There is no life withouAIR

,2dz OFyQil tA@GS gAlGK2dzi ! Lwo

Explore AIR, explore the breathlbé.

The different elements of nature, culture and experiential emotions that uniquely connect the
world.

Separation otivilisationghat get connected through unique and authentic nature, culture
andemotions.

¢tKSaS OoONlYyR @I fdzSa IyR SaaSyoOS LRAyGa FNB (K
marketing communications (Jaffe & Nebenzahl, 2006; Morgan et al., 2008&an0oi, 2004;

UNWTO & EUTC, 2009). They must be reflected in the all imagery aséesdribe the
destination (for example, in websites, brochures, etc.) and be followed by all AIR stakeholders
and institutions.

Finally,akeytoensute ¢ A RS NI y3IS 27F | wiaiedfitiNdrandiv@lued and | S K 2
essence to increase awarerseand visibility is thérand assetsemplate (Table 4) Thebrand
assetstemplate is a tool to help Cultural Routes members and other stakeholders apply the
brand values to their destinations, products and experiences. It is a reference checklist to match
products and experiences against each of the brand values. The tool can also be used to check
that they haveusedthe relevant brand values in the text and imagery of promotional materials.

AlRproducts and  AIR brand values

experiences

Original Synthesis  Aesthetic

Experiences

Table 4: The AIR Brand assets template
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4. CONCLUSION

An extensive literature review and primary surveys undertaken in the m@gion have
provided thefoundation for drafting the brandHowever, to ensure the success of an AIR brand
a further participative approach and involvement of stakeholders is neetreglbrand values
and essencshouldbe further reviewed andinalisedby theworking groupn canjunction with
the designer developing the visual identity. It is important lfmrgterm success that the AIR
brand develops with stakeholder ownership and the support of@eincil of Europand the
Europearnion.

©OPixabay
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PART IH IMPLEMENTATION OF THE
AIR BRAND

3 pagel03



1.AIR BRANBIANDBOOK

The need for a common and consistent communication strategy was highlighted in the different
focus groups and surveys. When askeuhst macroregion participantsacross all type¢CR
members,CR stakeholders, ANgsitors) would find the creation ofreAlRbrand extremely
useful. Brands are gpromise of : e 7 =a
g t dzSwhich determines M . e
customer satisfaction (Almeyda
Ibafez, 2017). Destinatiorggs

branding is about how to projec o

the essence ofa destination ¢
consistently  through v
language and audigisuals, and to &
protect it through management of
GKS Odzad2YSNRa

This strengthens the argumeng
that development of the AIR
brand handbook will be a critical
step. It is important to create a usable toolkit to guide destinatiomsisingthe AlRbrand
identity.

©Pixabay

The brand handbook should be an organic resource that can evolve as theadRgrows
stronger and applies best practices. The final structure and management approach should be
developed to create a strong brand and tourist product.

The brand handbookhsuld be a clear toolkit and set of guidelines that explains to all
stakeholders how to use the AlRand in their marketing communications. The brand
handbook should contain cleadviceon two mainsubjects:

Brandpersonality guidelinegspecificationson how to integrate the AlRrandvalues into the
destination or product marketing communications. This will ensure a consistency of approach
by allstakeholders who make use of theand.

. Technicabesign guidelinegspecifications on how to use the logasual imageryand colour
palette in all materialsTheyshould give clear design instructions on consistent logo positioning,
its application in different formats, the specific font and an approved colour palette. It should
assist both in aligning the brand identity alongside existing identities without ctnéic
interest and inusingit in its entirety whereappropriate.

The following paragraphs elaborate these two main subjecte®AIR brand handbook.

pagelO4



2. BRAND PERSONALGQUIDELINES

2.1 AIR BRAND STORY

The aim of the new AlBrand strategyis toRS @St 21LJ | ySé dadzyoNBf | ¢
and especially cultural tourism, merging the identity of the two stakeholders (the Adriatic and
lonian Region and the Cultural Routes of the Council of Europe) in order to increasdiliyvis

of the two.

Thenew AlRbrand will supporthe Council of Europia achieving the macedllS 3 A 2y Q& LINA ?
which are centred on: developing the Adriatic and lonian Region and the Cultural Routes of the
Council of Europeaultural tourism visibiity of the Adriatic and lonian Region and the Cultural

Routes of the Council of Europe.

The brand audit surveys led to the foalassicalelements of nature, cultureand positive
emotions (aesthetic or affective), since most responses about th@ iiRgeconcerned
1 the four elements ofnature (the originalelements ofthe universeand life): beautiful
landscape and attractions/ heritage (earth), sea (water), sky (air), and
warmth/friendliness(fire)
1 all combined gynthesigd) by Cultureand
1 positive(aesthetic) experiences amnotions!

This leads us back to the cosmogonic theory of the &assical element@he original brand

value ofthe AIR). The ancient Greekelieved that there were four elements composing
everything: earth, water, air, and fire. This theory was suggested around 450 BCE by
Empedocles. It is striking that Empedoakes a Greek philosopher who lived in Akragas in Sicily
(Italy). What a great cubination! So, Empedocles, the father of the notion of the four
elements, comes from the AIR!

In conclusion, the AIR brand could not be anything other than the original element that led to
the existence of the world and life through its nature, culturel@motions.

It is the origin of the Universe and li€ghe air that brings life to all existence!
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2.2 AIR BRAND VALUES AND IDENTITY

e

Asseenin the analysis abovéhe! L wQ&a o0 NJ YR A RSy (A (that isN&ukdNBS & Sy
beautiful, elegant, interesting, cultural, friendly, diverse/different but alswith
unique/authentic characteristics.

TheAIR brand has three core elements whichiteobnnect withits custoners and stand out as
a destination. The introduction @he unique AIR personality to the brand has helpieevolve
its brand foundationand setitself apart.

So,the AIR stands for thesiree fundamental brand values (Figuég

Original this brand value represents the significancetloé AIR region to thevorld. (Other
words that could be used aré&ssentigl Existential Cosmi¢ Unique Universal Prime Pure
Grandeur).

Synthesisthis brand value represents the cultural mixture of AdRds with simultaneously
common and diverse culture, traditions, customs and people, that are magically connected
(Other words that could be used are: Sharadthalgam Mosaig Unity).

Aesthetic this brand value represents themotional delight and enlightenment of the
integration of self with the AIR place, as a visitor, as a resident and as a stakeholder (Other
words that could be used are: Arousjngwakening Refreshing Breathless Emotiona).

JI—

ol

©OPixabay
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AIR Brand Values

Original

Four elements of nature: seg
(water), sky (air), landscape a
heritage (land), warmth and
friendliness (fire). Other word

that could be used are:
Essential/Existential/Cosmic/!
ique/Universal/Prime/Pure/Gry{
ndeur

SYUESS

AIR lands with simultaneousl|
common and diverse culture
traditions, customs and peopls
that are magically connectedl
according to the majority of
survey responseshy the

elements of nature, culture
(intercultural experiences ang
dialogue and Cultural Routes|

and affection (love, people).
Other words that could be use

e are the sentiments and emotio

Aesthetic

AIR is a warm and friendly pl
that awakes an amalgam of
positive emotions through

unique experiences. And thes

that most of the visitors and
stakeholders mention as thei
feelings toward their integratio
with the AIR and its experiencq

are: Shared/Amalgam/Mosai

Figure6: AIR brandialues

These brand values are thle L wsfadiegic message andshould appear in all marketing
communications (Jaffe & Nebenzahl, 2006; Morgan et al., 2004S€ag Ooi, 2004; UNWTO

& EUTC, 2009). They mis reflectedin the all imagerysed todescribethe destination (for
example, in websites, brochures, etc.) and be followed by all AIR stakeholders and institutions.

2.2 AIR BRAND PROMISE AND VALUE PRPOSITION

AbrandismorethanjustalogpA i A& Fo62dzi Iy 2NBI yABWilAZ2Yy Qa

wishes to be thought of and perceived.
TheAlIR brand reflectthe macreNJB 3 AcBr¢ Rlées angrovidesa common base for clear,

consistent, unified, credible and effective communicatitins focused onits nature, culture
and emotions througlpeople.

TheAlRbrandpromises that when people travel the AIR there will be a synthesis of unique
original, refreshing and moving experiendeat will make them thrive.
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The AIR value proposition (Figui® is the statement othe functional, emotional and self
expressive benefits delivered by the brand which provides value to the target market: (a) a
benefit based on a product attribute that provides functional utility to the customer, (b) a
benefit that adds emotional richnssand depth to the experience of owning and using the
brand, and (c) a benefit through which the brand helps fulfil the needdthexpression.

AIR Value proposition

Functional benefits Emotional benefits Selfexpression benefits

The AIR is a warm and friendly pla

Contact with unique elements off

nature, Culture, heritage, Cuisine
Beauty, nature, history, tourism,
tradition

Variety of diverse tourism activitie
and culture

Richness of contribution to world|

heritage

Figure?. AIR value proposition

that awakes an amalgam of positi
emotions through unique
experiences (intercultural

experiences, dialogue and Cultu

Routes), and affection (love, peop

Feeling of emotional richness an
depth

Affective Enjoy visiting Refreshin
Warm

e cultures or by having experience

The AIR visitor launches him/hers
into a journey of selfliscovery; s/hg
RS@St 2L FyR (N

learning about other people and

that help him/her become more:
natural, passionate, cultural,
friendly, different but also
unique/authentic
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3. TECHNICAL DESIGN GUIDELINES

The AlRbrand shouldoin the Council of Europ® @int branding initiative to raise its visibility
within the EU community and beyond.

The visual identity consists tifree key components:

3.1 LOGO

A logo is a visual expression of a brand. Choosing logo is extremely importatathiisbsg a
brand inamarket, especially when mampmpetingbrands exist.

The! L w Q &hoidld2bahzymbol thawill be recognised widely as representing the Bi&nd,
and itshouldbe an appropriate vehicle for differentiation, braagvareness and loyalty.

Thel! Lw f 232 &dK2dzZ R 06S Iy | o0aidNy Ol GeéLifree2 ¥ f 2

values and provide an association of the products and experiences that can be consumed in the
macroregion.Thusit is proposed that théAlRlogo be created according to the following value
NBELINBaASYGl A2y Qa 3JdzA RSt AYySay

based on thdour elements ofature (the original elements ahe universeand life): beautiful
landscape and attractions/heritage (earth), sea (water), sky (air), and th&inendlinesfire)

all combined gynthesigd) by Cultureand

positive (aesthetic) experiences aadhotions!

According to history and physics, thembination of thefour elements isaether, soa visual
representation ofaethercould be thel L wogod

Guidelines forthe AIR logo

The four elements could be abstractly combinedr replacedby a visual representatiorof
aether. The AIR logo should be abstraawith no obvious relation to the brandout easily
associated with the name and slogan. Such logos re#edtN} Yy RQ&a @I f dzSa @
visualisation of thdour elements or the most relevant one could be a base for the creation of
the AIRbran@a .t 2 32
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A Maybe itcan be a circular logbecause, as Empedocles said, when all four elements
coexist in harmony, all things tend towards unitye named this harmonysphira (
G O & QMoSténari 2008,p312)

A Filled with colour (see section 3.3)

A In dynamic but clean lines
A With a sense of frestess (awakening) and emotion (warmth, love)

1 Moreover, there are some essential qualities @adlogo that must be taken into
consideration in its design:

o Simple/Clean/Lightto ensure it is distinctive, memorable and has a strong
impact. Best practice shows that ideally no more thamr components should
be incorporated. A lean geometrical or a very abstract and light visual design
might serve thepurpose.

0 Attractive ¢ while attraction is subjective, the testing of possible designs should
be carried outand a consensus decided.

o0 Adaptivity- The AlRbrandlogomustbe adaptableto CRproducts For instance,
alternative versions of the logo can be used if one of the elemehtsature is
prominent in one product. For example, if a sea sport experience is the product
of a CR to be brandedhen the water element could be highlighted in the
original logo (See section 4.3.2 for detailed analysiSRoroducts).

In all the mateial produced the logo must have a prominent position.

The logo should adapt to different situatioméereit could beseen:
o On websites

6 On printedstationery

o On promotional items and marketingaterials
o In emailsignatures

o Across socigllatforms

6 On exterior shop signage

6 Etc.

On websites, online and smartphone applications, social media and other digital platforms, the
logo shouldplaced such that its visible without scrolling or clicking. A responsive logo should
be createdio adapt tovarious screen sizes
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If other logos are displayed in addition to thé¢Rlogo, theAlRIogo shouldbe placed on the
same page (or surface) as the other logos. In this casgo displayed on a same page (or
surface) can be bigger than the Europeanddrflag emblem.

TheAlRlogo should be used by all AIR bodies in all materials and events cr@abegianised
by CRs.

A primary slogan and an alternative slogan for AIR brand are proposed:

0 Suggested tagline or second suggested slogan: Explore AIR, explore the biigath of
O a! LwySaa e2dzNJ f ATSé tomaagR 06S |y FRRAGAZY I
O 't OSNYIGABS dzaSa 0O&HA RE qibtifréldanipdRdoral § KS & 2 |

sentences and tags,@ "fAIRy Talesbe the narrator of your owstory"

The use of a descriptive and evocative slogan alongside the logo can help to reinforce the AIR
brand It should be short and succinct and capture the essence of the brand. As opposed to the
logo, theslogan can change over time or might be customised to suictimeext.

TheAIR wordmark is the embodiment thfe AIR brand and unites all that we say and do. It can

be a reminder to take a break and return to the origin of théverse or even to refreB2 y S Q &
selfasthe visitormovesT N2 Y 2y S 3INBI G SELISNASYOS G2 | y2il
for the traveller to be active, to experience the region and form a connectidhe@dIR.

GD2 ! EwAdzy R LISNBR2Y I Ay@AGlGaAzy G2 OAaAG2NA
experienceq to discoverthemselves other peopleand the placadtself through lifechanging
authentic experiences the place that brought life to theniverse

TheAlIR aims to position itself as a place where visitors can create and live original, integrated
and lifechanging experiences through the slogans:

0 There is no life withouAlIR.

6 ,2dz OFlyQil tAQS gAGK2dzO ! Lwad

0 Explore AIR, explore the breathlié.

0 Thedifferent elements of nature, culture and experiential emotions that uniquely
connect theworld.

0 Separation otivilisationghat get connected through unique and authentic nature,

culture andemotions.
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Continually reinforcing and keeping brand communimasi consistent with these values will
helpAIR partie® dzA f R | LJ2 6 SNF dzf  o6sMda seWardihg/goaDidryédeyonié NA Q
who brings AIR experiences to life.

Alternative sloganThe EtheReaou

The meaning of the wordethereak fits perfectlywith the AIR brand personality and values, as
it means*

(@]

almost as light as air; very light; aidelicate
not earthly; heavenly; celestial gpiritual
extremely delicate or refinedxquisite

O¢ O«

Theword éethereak comes fronthe
AlRitself as it derives fronthe Latin
word aethereus and from the Greek
word aitherios(from|- A {, s&amnb
a éthere).

Its derived forms arethe nouns
Cetherealityé | Y Rthedealness
St | & bhelalf RO Shme s

s

(which includes thefour elements)
within visitors and motivates them _1
to externaliseand express it by going
to the AIR It prompts them to feel
part of the places to visds a wholavithout lodging in thei minds a single elemengxperience
or route.

¥ 3

©Shutterstock

Through this brand slogathe AIR aims to position itself as a place where visitors can create
and live original, integrated and lHghanging experiences.

The main slogan can be adjusted to adapt to speéfR tourism products or communication
objectives through thevariantslogans:

O(Be/ Explore/ Createf St S0 NI} Sk Xyou 6 KS SGKSNBI f
0(Be/ Explore/ CreateCelebrat& ) your ethereakelf

14 Source: Houghton Mifflin Harcourt Publishing Company: Webstevg World College
Dictionary, Fifth Editiorhttps://www.dictionary.com/browse/ethereal
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For example, if the objective of a CR is to promote a spirgxgarience oproduct (e.g. a yoga
retreat in an ancient templg then the slogan could be adapted a&sg.: @Connect to your
etherealselfi€

Continually reinforcing and keeping brand commutiaas consistent with these values will
helpthe AIRtod dzA f R | LJ2 6 SNF dzf  09\¢Ja yeRarding godD @ryededané NA Q
who brings AIR experiences to life.

A comparison of the two proposed slogaashievedthrough personal interviewsith
graduates of anMSc Cultural Managemengburse follows:

1. Go AlIRound 2. The EtheReal you

It refers to the movement of ether It's rare,special

Motivates the potential traveller to « It is nice to hear as it spoken
something new that haaction Refers to all the features

It iseasy for the visitoto remember mentioned in sectior?.2

The words are clear and the custor It is not easy to forget bmuse it
will not be distracted by the conceg is different inlistening

of the slogan Does not refer to any prexisting
tourist product
It may be somethingcommonto A G Q& | y20 (y2

hear so itis not clear the imageof tA G Qa [ GAY 62 NXR
"product” that the visitor should word)

have ether concept must be made
It may refer to an airline osimilal clear to the genergbublic
enterprises

An extensive literature review and primary surveys undertaken in the ma@agion have
provided the foundation for drafting the brand slogan. However, to ensure the success of an
AIR brand, a further participative approach and involvement of stakeholdemgaded. The
brand values and essence should be further reviewed and finalised bwdheng groupin
conjunction with the designer developing the visual identity.

3.3FONTS AND COLOURS

The strongest brands are recognisable without the inclusion df tbgo. An appropriate font
should be selected that visually compliments the logo and is consistently used in materials
underthe AlRbrand
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Sansserif typography is mostly used in heritage and tourism logos targeting the most
intellectual yet modern intviduals. Another example is Trebuchet MS that was chosen as the
primary fontfor the ADRION programnixecause of its wide availability. The typeface has been
released for free with Microsoft Office sintiee year2000. It is also available in other oparag
system® 2 F T A Q Suclkifants that tayéd the most intellectual yet modern individuals are
consistent withthe AIRG NJ- yaRy&t inarkets.

Fonts for use in the AIR brand projeshould be clear, naturand elegant. They should say,

A 2 4 ooA

G2 SONBE NBaLISOGSRY ylFddzNIf yR FNASYyRteod 28§

The use of colour should be carefully consideredhgydesigner to create a defined palette.
Research has shown that colagrapowerful tool: different colours instil different emotional
reactions. For example, primary colours appear confident anebssliredwhile pastel shades
convey trustworthiness. Green is associated with harmony, freshness, fertility and nature but
black s associated with power, eleganesdformality but also death, evil and myste@duncil

of EuropeCultural Routesnanagement handbooR015 p.86)Other colourassociations within
different cultures should also be reviewed as part of the consultgtimcess.

Colourg perceived meanings

Red: exciting, hot, passionate, strong
Green: secure, calm, natural

Blue: authority, commands respect

Black: sophisticated, mystery, power

The most relevant coloufer the AIRbrandare as follows

Blueand orange to make the audience feel excited abitwt AIR brand while instilling trust.
This complementary colour duo is a classic yet powerful pairing. Blue represent the andea,
sky elemens found in the responses survagsults, as well ashe sense of freshnessr
awakening while orange representthe cultural element and the emotion (warmth, love) of
the three brandvalues.

An alternative can be a mix of lonian blintis://www.rughdesign.com/colomheel/ionian/)

and Adriatic blughttps://www.rughdesign.com/colomwheel/AdriaticSea) that may form an
aerial cyan or turquoise (eq. a cyan colour palette
https://gr.pinterest.com/pin/791085490778176678/that can be used to give a sense of
intelligence, lightness and freshss orpurity. The combination of these two coloursalso
expresgsthe geographialinteraction.

Finally, the visual elements of the AIR brand should follow the coloure®&USAIR (as in the
case ofwww.adriaticionian.eu/) and the Commission Implementing Regulation (EU) No
821/2014 of 28 July 2014 laying down rulesthe application of Regulation (EU) No 1303/2013
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of the European Parliament and of the Council as regards detailed technical characteristics of
information and communication measures.

3.4IMAGES

©Pixabay

Images of thefour spectacularelements of natureuniquely combinedshould be the most
powerful tool incommunicatinghe AIR brand. The images must convey thatAIR has nature,
culture and people (emotions), that i¢ a place forsimultaneouslyachieving selfulfiiment,
social ntegrations and lifechanging experiensghrough active participation.

The general guidelines for the imagegtod AIR are the following:

1 Images must reflect thérand values usingoriginal, fresh, emotional, integrateand
diverse elements.

9 Thecolours should be clean and fresh, showing the contradtsath L oQr&lements
of nature.

1 Standalone images should createdag 2effectt, evoke emotions and convey that this
could only behe AIR.There should be a focus originalimages.

1 Focusingon moving, refreshingexperiencescan turn the expectedinto the

1 irresistible
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1 There should be a focus spectacular cultural and sea landscapes and selected
naturaltreasures.
1 Images should combineature and culture with active situationand feature
emotions and social interaction betweepeople.
1 Where thereismore than one imagghere should be variation in the topic that
reflects the unique aspects of AIR i.e. in a brochsiew natureand culture, food and
activities.
Use images dbcal people or tourists as appropriate for tbentext.
Show interactiongnd emotion developed between tourists and lopabple.
Ly GeLAOFEkUNIFRAGAZ2YIFE &S00Apgapla.S NBAY T2 NI
Show all seasons to highlight great variateind unique experiences all yeaund.
Show a variety ofustoms (e.g. food, local events) and other traditions in natural and
socialsettings.

= =4 4 4 2

In developing the visual identity package, variations should be created that encourage a
differentiation between product categories such as destination, gastronomy, cultural attraction
and experiences. Building in this subtle differentiation will strengttiee brand by promoting

the diversity of experiences offered by the AIR.

The resulting visual identity package should be properly communicated to stakeholders and
integrated both into destination and product marketing materials.

3.5 TONE OF VOICE

The AIR brand should have a consistent and a distinctivedbweicethat should come across
in all communicationThe tone of voice should

1 Be fresh, emotional, and informalwith
an edge or depth thagéngages.

1 Structure communication from th@urist
perspective, not according to internal
organisation ogeography.

©Shutterstock
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3.6 BRAND GUIDELINES SUMMARY

1 Typeqclear, attractivetypefaces

Typefaces have personalitbnts used for the AIR branshould be clear, naturand elegant.

¢tKSe aK2dZ R aléx 42SQNB NBaLSOGISRT FTNBakx f
dzy AljdzS GKAy3a F2N &2dzpé

2 Photographycmoments of unique, original and higimotions

When producing materials for the AIR brand, aimuld choose siple, spontaneoudooking
picturesof people in action, showing real emotion and delightages must reflect thérand
values original, fresh, emotional, integrate@nddiverse elements. Staralone images should
create adwow effecté, evoke emotions andonvey that this could only ke AIR.

3 Colourca diversepalette

Thecolour palette should reflect the spectrum tfe! L wQ&a RAOSNBS SELISNRAS
aK2dzf R 0S Of Sy I yR T NB afsureletnén’s of nafilie. Th&BostO2 y i
relevant colourdor the AIRbrandare: blue, green, and red.

4 Logo

The! LwQa f 232 A a the K brédddan@uritesrad yiat wesdy and do. It can be
a reminder to take a break and return to the origin of tii@verse or eventorefres y SQa a
asvisitorsmove from one great experience to anoth@he slogat D2 ! Lw2 dzy R¢ A
invitation to visitors to explore the diversity and quality of the AIR experient® discover
themselves other people and the placadtself through lifechanging authentic experiencés

the place that brought life to thaniverse

4. AIR BRAND PRODUQHVELOPMENT

St
a |

The assessment of the Cultural Roubyghe CR managersde Part) highlighted the following
products associated with their CR®live oil, olives olive tree themedartworks, other
traditional products from the olive tree aregoosefoie gras,cheese medals, plates, and
glasses.

The CR member indicatetthat the main assets of the Cultural Routes afeeir culture,
traditions, festivals, gastronomylégree of agreemnt: 3.86) and their ecology, landscape and
natural assets (3.86Lultural values (4.29%afetyof the surrounding$4.29), perience value
(4.14) type of accommodation facilities (hotels, hostels, camps, rural traditional
accommodations) (4.00), artdurist surroundings (active tourism destinations in the vicinity)
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(4.00)also ranked highlyHowever, g@stronomywasfound to bethe most influential motivation
for Cultural Routéravellers.

The CR managesaurveyedhighlighted the followingboutof AIR vistors

The firstphrasesused tothat characterisel Y Bi1w @A &A 02N |;Nghly 6§ KS
experiential in their approagHocus on specific subjectgke nature; lookingfor originalityand
unusualdestinations; Europeanculture; ssaside eclectic; value of sharingaurious highly
educated conscience of culturabots.

AIR travellersaccording to CR memberseek to enjoy the AIR culture (museums, music,
artefacts, dances, festivals, etc) (4.50) as their maotivation.

4.1PREREQUISITES FOR PRODUCT DEVELOPMENT

A tourism productis defined asa tourism sectorproduct which is a necessity for the tourist
during their travel. It can beeenasan amalgamation oflifferent types ofservices. Examples

of tourism productsinclude package tous, a visit to a heritage site, an accommodation
transportation service, guiding and shopping.@€ultural tourism productsn particular include

a variety of cultural formssuch asnuseums, glleries, festivals, architecture, historic site visits
and guided tours, artistic performances, as well as any product or experience that brings one
culture in contact with another for the specific purpose of that contact, in a towsitugtion.

Nowadays, experiences are increasingly at the
heart of the tourism and cultural offer.
Organisations and destinations arereasingly
focused on the needs of their visitors, on
understanding who their audiences are, aonl
building experiences aund their needs and
interests. Those experiences may exist within
—— physical buildingsinteracting with physical
S objects, or within the digital realnmteracting

" with virtual objects and experiences.

I E
©Pixabay
TheAIR tourism brand identity gives us the opporturttydo much moreto focus on tourism

and cultural products and experiences that have a unigleenent integrated by culture and
anemotional pull. AIR places exist in thend, AIRexperiences in the heart.

AIR experiences should be built around heritaGeltural Routesontent, nature, customs,
traditions, peopleand knowledge. San order to be memorable, engaging and inspirational,
AlRbranded products and experiences should be aligned with¢basiderationsbove.

Most of all, CRs should do thalowing:
Understand the entire customer journey: The customer journey is the complete sum of
experiences that customers go through when interacting veitbtompanyor brand, before,
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during and after the consumption of a service or the purchase of a ptodiaes is incredibly
useful forCRs.

Googlé® breaks it down into four stages:

Dreaming

During the initial phaseyrospective visitors are open to all possibilities. They htenade a
firm decision about where to gor what to do, and theyare looking for ideas, mostly online
and via digital sources.

Planning
At this stage, travétrs have pinned down destination, but theyare still flexible about dates,
hotels, and activities. Again, they use mostly online and digital sources.

Booking
51 0Sa>x FftAIAKG GAYSaAazZ YR [OO2YY2RIGA2Y LINBTS
make reservations! gain, they use mostly online and digital and mobile sources.

Experiencing

Travdlers are on their trip and sharing their adventures online. At this stage, they may still be
searching foad hocactivities and experiences while-idestination or onsite (in the case of a
cultural attraction).

CRs must create products, services and experietigstarget potential customers at each
stage.Every part of the process holds the potential to guide visitorstimsales funnel. Again,
onemust always targethe right people on the right step and platforms at the riginte.

7 A

Following on from point ICRs must creat@nicroY 2 YSYy 1 4é¢ RdzNAy 3 K Sy i
journey. Microomomentsk NB5 aVY2YSy (Ga ¢ KSycoiesadmdddibneia® | RS
takel OGA2Yy 2y KIFIGSOSNI 6S ySSR 2N gyl NARIKIG vy

To take advantage of micimoments in2020 one needsto be where consumers are searching
for information in the moment or, as Goog®LJdzii & A G X YI NJ SGSNBE KI @S
0S ljdza O] ®¢

15 https:/iwww.thinkwithgoogle.com/marketingresources/micremoments/micremomentsunderstandnew-
consumerbehavior/

16 https://www.thinkwithgoogle.com/marketingresources/micremoments/howmicro-momentsinfluence
consumers/
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So,one must rethink the linear buyer funnel that follows a set path: awareness, consideration
and decision. Nowadays, the customer journey is becoming more of a whirling dervish type of
funnel wherein people think of, see or talk about something anelsto! they need to learn
about it, watch it, buy it, etc. righhow. This makes thquality, relevance and usefulnes$
marketing more important than ever. To get the most out of miotoments, CRshould:

w Be there in these moments oked
w Deliver relevant prducts, experiences antbntent
w Make it easy focustomersto make gpurchase

©OPixabay
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CRs need to engage with and serve their visitors whether they are online or on the premises
(digital visitorsor physical visitos andwhether they are actual or potential visitors.

To do this effectivelyit isimportant to understand the interests and desires of target visitors
and the communications channels that thenefer.

According to the 2018udience Reporbased on a sample of 38 visitors from 105 varied
museums, museum visitors falkinthe followingfour categories:

1 -Young Creatived 6-24 year-old, independent young adults and thinkers who want to
learn, createand curate their experiences. Other artforms are dominated by highly
culturallyengaged Experience Seekers, but museums appeal as much to Facebook
Families and Trips and Treats millennials.

1 -Families visitors attending museums with children, wanting be entertained and
educated together. Dormitory Dependables and Trips and Treats dominate family
attendance to museums, making up 38% of all family audiences.

91 -Older Learners Museum visitors agedd&t abovewho want to be active, sociaind
connected. For most artforms, older audiences tend to BE€ommuterland
/ dzf ( dzNJhandesedmaagdiencdsowever, the older ngaged groups of Home and
Heritage and Dormitory Dependables are equally significant.

9 -Cultural Tourists Predominantly afflent adults; these cultural enthusiasts will
frequently invest time and money to travel more than 60 minutes for new experiences
and knowledge. 47% daiCommuterland/ dzf (i dzN#agetztiiEtantial distances to
visit museums either with specifaollections or in areas of interest.

The dgital audience must be added to the above categqrédsng withother special groups
(e.g.universitystudents and researchers, schools, and R S & { logal résitlehtg) Q &

TheAlRbrandmust reach and engageith all these diverse audiences. The basis of all audience
development initiatives should benarket research Knowing 2 Y Sdudience is key to
identifying different needs but alsoto developng niche markets and conviimg more visitors

to becomerepeatvisitorsto the CRs and the macregion.
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3.

4.3PRODUCT DEVELOPMENT GUIDELINES

Following on from the considerations abo@R productsnustbe understood as ideas or offers
capable of providing CRs with a competitive edge via the developmemiagie and authentic
themes stories and products brinopg the identified characteristicgo life. Again, the main
driverfor successsfor all products and experiencés embodythe AIR brand values:
Original:ithe place the AlRisthe origin of theuniverseand life through its resources and
assets)

. Synthesisthe relationship with the place (through both diverse and common culture,

experiences andoutes)
Aesthetic the visitor benefit the AIR brand induces positive feelings)

So, all CR products should integrate thar classicaklements ofnhature: beautiful landscape
and heritage attractions (earth), the
sea(water), the sky (air), and warih
and friendliness (fire), combined
(synthesisedl by integrated culture,
experiencesand routes, in a way t
awake positive (aesthetic) emotions!

Given the considerationsabove AIR §
CRs should use experiential and acti
rather than passive, approaches
developing cultural products and?®
experiences To do so, they should
make use of both traditional and
modern means of communication to

generate unique experiences and connectivity. AIR produsit®uld integrate knowledge
creationprocedures and involve visitors scethhave a more participative attitude. It is hugely
important to focus narratives not only on heritage asstttemselvesbut also on hovthey are
part ofthe livesof the people and communities that eristwith them.

©Shutterstock

In detail, the main considerationsifthe creation of new AIR products and experienaes’:

1 Creating original/authentic experiencenot just productst current literature on
experience branding is focused on why retailers and destinations should develop
experiences (Foster &IcLelland 2015). However, several researchers identified the
following as key elements of brand experiences: service branding, differentiation
through memorable experiences, physical evidence anetreation. For a brand

17 Adapted from the Skift Travel Trends Rep(2014), p.30 and the Council of Europe Call: Routes4U Grant for
tourism products and services EUSAIR (solnttes://www.euro-
access.eu/calls/routes4u_grant_%®all for_eusair_}
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experience to be differentiated and memodab it must be emotional, as consumers

engage with brands that they feel are part of the#ifimage.

Add value by building connectivity Travel brands that connect consumers with

people, especially netourism industry people, in a destination are opegiup the
experience to be more spontaneous and surprising. When travellers engage with locals,
GKS28QNB ONBFiAY3I GKSANI 26y LISNE2Yy It SELISI
cherished travel memories often revolve around the people we meet and masnant
serendipitoudortune.

Social media is a conversation platform, so engagement is kéyhile it might seem

like old news by now, many travel brands are still not dedicating the people and
resources required to
effectively curate two-way
discussion with their clients__
Social media is much mors
than a marketing tool. It is S
wholly integrated part of the ===
travel  experience,  with

consumers and locals, angE
create unexpected momen
along thejourney.

Vaiety equals value With
one-sizefits-all package travel dying a lowgserved death, tour operators providing
scheduled itineraries should build in time or a variety of activity options so travellers
cancustomisetheir experiencelncreasedptions to explore a destination and its local

culture impact the overall sense of discovery, which for many is the most important
aspect oftravel.

W2AYy(dftée LINRY2(GS Odz GdzNF £ ' yR ONBLELAIR&SBS (20
an orange destinatin should have a portfolio of products based on local community
creativity or its interaction with tourists. tonsistsof a destination with imagery, one

or more icons, a brand, price and position in the market, and a hangdsvelcoming
community with astrongidentity.

The AlRproducts and services that should display heritage along the Cultural Routes of

the Council of Europer priority Cultural Routegrojects and promote the macro

regional identitymust be in line with the EUSAtRjectives to divesify tourism products

and services in thenacroregion to tackle seasonality, and to improve the quality and
innovation of tourism offers for strengthening tourigsrapacities.

Projects may include tourism products that are representatofemacroregional

heritage and thus contribute to mact@gional cultural identity in the form of cultural

or handmade resources, and any other tourism product that contributes to the
promotion of the heritage of the Adriatic and loniRegion.

©Pixabay

pagel23



1 The tourism products mustebproduced by local SMEs based in the Adriatic and lonian
Region, they must be priced and sold through distribution channels in at least three
countries of the Adriatic and lonidRegion.

1 The tourism products and the SMEs producing them must agpecifichigh-quality
standards.

1 The tourism produ@must be in line with the recommendations on the implementation
of the branding strategy for EUSAIR that is curreiniypngdeveloped in therimework
of Routes4U. The tourism products must comply with the visibility clauses and the
NBIjdzANBYSyia 2y GKS dzaS 2F GKS 232 &/ dzZf
logo of EUSAIR.

The right wayto fulfil the AIR product development objectivedoveis to train CR members
and stakeholders to work agproduct and route interpreters They are the true ambassadors
of a route. Theymust bethe main contributos, or else visitors will not receive the full
knowledge or experience the routes tooffer. For this reasonall ongoing training strategies
for CR members and local stakeholdemnsst be viewedas highly profitable investmesfor the
AlRbrand.

ﬂ ©Piabay
Beforeturningto aproduct development case studthe Routes of the Olive Trgavefirst turn
to the most fundamental product for the AIR brand: the development of a Cultural Route card.

4.3.1Development of a Cultural Card for the AIR brand

The structure of the city tourism products heterogeneouswith a variety ofelements
influencingtourdt G & Q F A yplblic trangport, liziRI4, Pads and restaurants, tourist offices,
local attractions and events. Each of these elements is usually managed and produced by
individual players that are most oftein compettion with each other(Buhalis 200). On the

other hand, tourists perceive the destination as a brand, or as an integrated pr@@8ulcalis
2000. The more services and products that tourists experience, the more likely they are to
return to the destination(Pechlaner & Abfalter 2006Consensus and emperation among the
stakeholdersnvolved are therefore required in order to develop joint strategies. One possibility
for destinations to market and manage their products as an integrated package is to set up a
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odestination card (or ceity card or dtourist pass) with the use of modern ICT. THestiantion
card is defined as a destination marketing tool which integrates a variety of tourism services
provided by several operators at a discounted inclusive price (Ispas2&ti4l).

Thar main objective of the AIR Cultural Card will be to bundle the products and services
available without the need for booking and buying in advance and to foster higher participation

in cultural activities and public transport usage. In this way, lestedi§iultural Routesor
attractions can increase in value and tourist flows can be spread through the freagiom. The

AIR card will give the holders a series of benefits and advantages in terms of time and cost
savings, and it is also a very efficienbmfhation medium addressing tourist flows to minor sites

and attractions. The combined effect is therefore a better tourist experience, valorising the
RSAGAYIFGA2Y YR AYLNRGAY3I GKS !'LwQa AYIF3ST
instead, a controbver tourist flows, data collection, and the integration of scattered actors
(Ispas et al. 2015).

The potentiabenefitsof an AIR cultural card for touristeuld include:

free admission or discounts &ltural Routesind attractions, monuments, locattractions

free use of publitransportation

a guidebook with anap

discounts in restaurants, shops, leisure parks, guided tours, events, car rental, bike rental, urban
parking,etc.

agyYz2zySe ol O1 3 dzrahiayid#& Srdine puchalNsdvithizy ¢ertain time

' ad1AL) GKS 1jdzSdzS¢ TSI, padadliarly i 2hdl3uiniSer rhonthsiaki NI O G A
weekends

additionaldiscounts for special groupstch aseniors, students ovisitors with disabilities

A fundamental strategy for conBdating aCultural Routeand ensuring social enjoyment is to
generate synergies aimed at increasing the number of visligrsnhanaeng several heritage
points alongthe route. For exampld;  NJ InlisRsgeludtractions can be used promote

the entireCultural Routeln this wayother pointsonthe CR wilbenefit fromincreasel visibility

and performance. The Cultural Routes card will a0 made available through mobile
applications and services that could apply many marketing tacticdyepgovidinginformation
Fo2dzi + @A aAd2 NEadparRsetNGESHE 2 AR GKSQ/ WIGSY A2y
through gift packags, prizes and interetive marketing campaignsnotivating themto visit
more destinations andCultural Routes Finally, other promotional toolénclude targeted
advertising in magazines, guidebooks, leafledsd cultural events and tourism fairs. As
suggested by Ekinci, SieyaTurk and Preciado (2013)e AIR should also create travel forums
and communities of travellers whbave visited the destination (irthis case, following the
Cultural Routeksin order to provide pride for the members, encouraging outside observers to
develop and enhance positive imagdasout the AIR
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Ultimately, potential visitors are likely to identify themselves with the groups of travellers who
visit the AIR and create additional positive wardmouth associations

In conclusionan AlRcultural ard designed aabovewill be an incentive to travealong the
Cultural Routes of the AIR, and will successfully address the priorities of the-regaoal
brandstrategy.

4.4 AIR PRODUCT DEVELOPMENT CASECSHIROUTES
OF THE OLIVE TREE

Due totime constraints this reportdoes not go into detail on all theroducts and experiences
on offer fromthe 24 CRsan the AIR Instead, it provides a theoretically and methodologically
robust case study of one CR, the Raudgthe Olive TreeNonetheless, thepecific guidelines,
methodologies and concrete steps for implementation given could be applied to all CRs.

ROUTES OF THE OLIVE TBREHINFORMATION

Summary of the route:

| {[Countriegarticipating in the of the Routes of the
Olive Tree network: 12

fMembers/partners of the Routes of the Olive Tree
network: 103

f'Universities and research institutions: 17

fLength of «intercultural dialogue»: 1680 km

1 The Routes of the Olive Tree have &izd

through: 39 countries

9 Points of interest concerning the culture and the
sceneries of the olive tree: 200

9112 proposed Cultural Routes «Routes of the Olive
Tree» in 10 countries

The Routes of the Olive Tree (2005) are itineraries
of intercultural dialogue framed with cultural events
and other activities around the themes of tbhéve treeand the Mediterranean. They comprise
many olive oHproducing regions and landscapas wellasvarious cultural events depicting
everyday lives of Mediterranean peoples, myths abihé olive tree as a sacred treeand an
ancientcivilisation the "olive tree civiliation".

©Shutterstock

These activities are implemented by thetwork and thecultural foundationa w2 dzi Sa 2 F
ht AJS ¢ NIt NGO whichy'shge 1998, had been putting forward innovative concepts
of civilisation and alternative proposals of sustainable developmerdsacthe olive growing
regions.Participants in the Routes of the Olive Tregve so fatravelled 160000 kilometres of
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intercultural dialogue across more than 25 countriegording discovering anénhancinghe
olive tree civilisation, a timeold cultural asset and an integral part of the Mediterranean
civilisation.

Several routes for the discovery ofive treeculture have beemstablishedn the oilproducing
regions of the Mediterranegnand for the promotionof traditional products in noroil-
producing countries. Moreover, more than 200 points of interest have been located and
proposed in 10 countriegs well as digital routes gixcountries.

All the actions ar@rganisedand ceordinated by the homonymousultural organisatiorand
network ofthe Routes of the Olive Tree.

The Cultural RoutesRoutes of the Olive Tréeare land routesonnectingpoints of interest
around the Mediterraneanhat all share a linkvith the cultural heritage of the olive tree and
its products. These points of interest armmuseums, traditionalor modern oil presses
traditional farms remarkablesites soapmaking units, es andcrafts, placeof gastronomy,
local artists festivasand customsetc.

The Routes of Olive Tree are, thu§dtural Routavith a variety of offerseeking teencourage

sustainable development in giroducing regionsThis is to be achievetirough intercultural

dialogue and innovative promotion ofteoadlyunknownyet invaluable cultural inventory: the
culture of the olive tree.

The Routes of the Olive Treeas officially recognised &ultural Routef the Councibf Europe

in 2005. Subsequently, the first aim mentioned aboxas enriched with other aims:
Encouragement of cultural egperationamongparticipatingcountries (researcho showcase
and proted 2 A iht&hgible and tangible cultural heritage, creation of IoCdtural Routesgtc.)
Development of a sustainable thematic tourignodel

Developmentof the primary and tertiary sectors and of the mediusizedenterprises.
Promotionof traditional products and their nutritional value, within the context of the adoption
of the Mediterranean Diet aan item of intangible cultural heritagey UNESCO.
Awarenesghough targetedactionsof the importance of theaudience and especially obyng
people for the culture of the oil tree.

Thus development through cultural tourism at a local and regional level is one of Routes of the
Olive Tre®@ @&ain axes.

An important recent project is theGAGORA of the Routes of the Olive Tregvhich aims to
promote the Mediterranean, its products and culture in Europe arandthe world.

The Routs of the Olive Treealso offersthe organisationof routes in noroil-producing
countries,underthe name AGORA of the Routes of the Olive Tree, which refers to the ancient
Greek agora Thislocation encourages communication, dialogue and the transmission of
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knowledge information and products from differentregionsg in the case of the Routesof
the Olive Tree from oil-producing regions. It is a route with stopsdartain European cities
where a Celebration of the Routes of Olive Tree takes p3men to the publi¢cthe celebration
promotesof the culture andocationsof the olive tree.

AGORA is ngust another food exhibition. It in innovative celebration of Mediterranean
culture and tastes in selected European cities, where the products are presented as cultural
goods along with thie traditions, history and culture. ThrougdGORAevents, European
citizens, consumers and entreprenewandiscover unexplored aspects of Greece and other
Mediterraneancountries, new tasteshigh-quality, authentic natural productsand works of

art from the Routes of the OlivEree.

Thecultural organisationRoutes of the Olive Tramaintains the following aims foakGORA:

To promote and encourage small producers, companies that remake producnisal
Mediterranean artisans and artists to gain autonomy and to withstand the power of big
distribution networks.

To protectthe historic continuity of tangibleand intangible traditiors and of a valuable
Europearcultural inventorythat is in danger oéxtinction.

To promote unknown or less favoured areas of tharcMediterranean regionthrough
opportunities that enable them to respond positively and stand out &n increasingly
competitiveenvironment.

The AGORA of the Routes of the Olive Tree is an action of solidarity and extroversion, a
beneficial action for commerce and culture, an innovative initiative at the other end of the
economic scalérom the supermarkets, m escapefor the Ganonymous producers of quality
products andf 2 $wdalEifamily companies in thglobalmarkets.

Briefly,thew2 dzi S&4 2F (GKS htA@S ¢NBSQa Yz2ad AYLEZNII

Development of thematic (tourist) routelat allow visitors toget closer to biodiversity,
culture, scenery, products and cuisine.

Emphasize regions which are underdeveloped in terms of tourism

In their researchon experiential marketing and the Routes of the Olive Tree, Conti and
Pechlivanidou (2016jound evidence hat the Routes of the Olive Treeonstitute an
extraordinary yetauthentic experience, related with being healthy, valuable, beneficial,
meaningful and connected witlocal culturakoots. Thisstands in clear opposition to imagefb

mass tourism and magsroduction, such as big hotels, classic souvenir shops, and- mass
produced products enriched with chemical is also opposed tolocal competitorswho
present similar offers under aesthetic and escapist aspdmit not under the educational
aspect.Thesetting of the attraction is considered particularly powerful in triggering sensorial
engagement and educational outcomes, which is in line with Fiore et al. (2007). The Routes of
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the Olive Tree counts on the local community to introduce visitors to diffeated
combinations of experiential realms of education, aesthetics, and escapism (Williams, 2006),
andto confer validity to the route experience (Hayes and MaclL2@@b).

¢CKS w2dziSa 2F GKS hftA@S ¢NBSQA LINRrRuayssofRSOS {
the existing portfolio, i.e. on products and other tourism resources, infrastructures, facilities

and services (accessibility, tourism amenities, available packages, activities and events, auxiliary
services), but it should also take into acnbthe AIR brand values identified (original, synthesis

and aesthetic). So, the analysis should focus on existing CR products, services and visitor
experiences (see 4.3.1 ), along with the overall brand strategy of the AIR @t getParts |

and ).

The methodology for the developmemif Routes of the Olive Tree products, services and
experiences should followvo steps:

Step 1.The CR must divide their products, services and experiences in two categories:
1. Previsit products
2. Onsite ormid- visit products, further dividedhto: (a) physical
products and (b) digitaines.

Step 2.Each of the products identified in Step 1 must positioelfte relation to thethree
brand values

In detail, products should positidhemselvedn relation to thethree brand values as follows:

i each product or experience should ideally combinefalir classicaklements of
nature, but the most prominent onghouldbe highlighted anaharacterisehe whole product
positioning For instancelandscape andheritageattractions (earth)the sea(water), the sky
(air), and peopleand emotions (fire). In the case of the produekampk, a gastronomic
experience related talive oil, the earth element is prominenfo, earthcharactersesthe
product! Other types of businesses coulde included, such asother tourism businesss
(accommodation, attractions, tours, eventsother services(transport, parking, food and
beverage outletseducationalorganisationsg¢lubsand groupgsports hobbies) etc.

sthis means that several other products, services and experiences should be combined
in order to create an integrated producthe tourism productcould be combined with other
experiences, g. cooking, walking and cycling, making natural olive oil soap, visiting local artisan
producers participation in arolive harvestin order to offervisitorsan integrated product!
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: Products shoulccreate positive emotiongrelated to sensations.abteis prominent
and contact with local peopléelpscreate positiveemotions!

O«

This procedureshould be carried outor all Routes of the Olive Tree products, services and
experiences.

All products, seriees and experiences shou#ll historical, mythological or iconic storibased
on the basic element that is prominent in their nature and composititire local history and
traditions of the AlRocationsinvolved should also feature so as tapture the mind, soul and
heart of the target markets.

In all cases, the themes should provide the framework for developing and recounting stories
that allow travellers to connect with tradition, local culture, history and tatural world othe
AlR.

All products, services and experiences should provide the following to theNidts:

The functional utilityfor the customer should be:
Contact with unique elements of natureylture, heritage cuising beauty, nature,
history, tourismandtraditions
Diverse tourism activities anculture
A richcontribution to worldheritage

The functional utility to the customer should be a benefit that adds emotional richness and
depth to the experience of owning anging the brand:

TheAlR is a warm and friendly place that awag@n amalgam of positive emotions
through unique experiences (intercultural experiences, dialogueCultlral Routes
and affection (love, people)

Feeling of emotional richness addpth

Affective

Enjoyvisiting

Refreshing

Warm

The seHexpression utilityto the customer should be a benefit through which the brand helps
fulfil the need for selexpression:

A TheAlR visitor launcheemselvesdnto a journey of seltliscovery, seffulfiiment, self
enlightenment and seléctualisationthey developandtransform thed & Sof/ [€agning about
other people and cultureor by having challenging experiences that hikm become more:

w natural, pasionate, cultural, friendly, different but alsmique/authentic
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TheAIR can provide the visitor with unique, appealargl lifechanging experiences, products

and services. The aim of all products, services and experiences (e.g. travel packages, cultural
city tours, experiential activities, concerts, street fairs, art festivals) et¢o bring out the AIR

brand essencandthe importance of historical and cultural heritage in modern and interactive
ways. The goal is to create cutthiedge products and experiences to connect all kinds of people
withaOA DA t Akraditions) BofsQaaderitage.

As seen in Table 4xamples of physical products, services and experiencethéRoutes of
the Olive Tree coulbe:

1. Labellingocaly-themed physical products undarRoutes of the Olive Trdabelandthe AIR
brand:
o Agricultural productssuch as olivell
o Naturalproducts such asamber
o Qreative productssuch agpottery

2. Organisinghemed tourism package$y integrating services or activities, experiences and
products):

o Create new integrated packages including transfers, accommodation, meals,
museum fees, winéastingetc.

o hNBI yAasS a pasiages: adgr&itidnal Ibcal Adtivitiés for visitors
who stay in domestic households (e.g. making domestic olive oil products, telling

interesting storiesetc.).

o Engae visitors in constructing the experience of a destination through active
exploration participationand experientialearning

o Provide smmer schools and other educatiortaurism-relatedpackages

o Offer pogranmes for specific target groups e.g. seniors, children, youth,
families, academic researchers and educational groups.

o0 Network with tour operators in order to include the tours in thpackages
3. Setting up nevexperiences:

0 Integrate outdooractivities, such as hiking, boat trigsc.

o Organise wellness activities, such as yoga and meditation classes on specific
days new moon, full moonetc.
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o Combine culture with cruigeon theAdriatic and lonialseas
0 Maintain abalance betweemature, culture, andexperiences.

o Cooperatewith local organisations (LT8gparks chambersof commerce etc.)
and private accommodation ownete organise varioushort thematic routes
or activities (eg. cultural night walks with open attractions alogtal businesses).

o Create rw guidedtours and other serviceas additional asset for cultural
tourism product development in the region. Services can be offered directly to
visitors or included in touoperator®)d A G A.Y SNI NR S &

o Create conditions for seljuided tours ¢ provide tourists with cultural
GAY T2 Nbcksi AYW2RSt AGAYSNINBI AyadzaNI yoS:
maps, guidebooks, information on accommaodation, transjeoct)

Introduanglocal and cros®order events:
1 Musical, artistic, wine, gastronomic, traditional dance, streetetd,
1 Running eventsuch asnarathonsor halfmarathons

Setting up physical and digit@khibition centresabout The Routes of the Olive Tfetemes
andattractions

Creatingmformative products such as infmation centres, infemation boxes, books, guides,
etc.

Creating a pecialquality labelfor olive cuisine withassessmentriteria for local businesses
(e.g. offer a satisfactory level of olive cuisine followamdased on AIR gastronomic tradition,
with emphasis on local cuisine where appropriaieuse AIR products, with emphasis on local
products and PDB®products,or promote AIR gastronomic and wine traditeand producsas

a wholegetc.)

Offering additional cultural services (equipment, guidebooks, maps, information on trails and
sights, guided tourstc.)

Creating pecialsed progranmes for children and familie§ncluding educational components
related to natural and culturdieritage)

18 Lacal Tourism Organisations

19 Protected designation of origin
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10. Creatngnew crossborder productsdrom existing routesn countriesneighbouring the AIR

11. Creatngnew crossborder routes certified by Routes of the Olileee.

In the case of the Routes of the Olive Tré®e abovecould be achieved, for example, by
organising

A. experiential tours specially designed for inquisitive tréarsl and lifelong learners from all over
theworld EELISNA SY OSR | O RSYAO&as IINIGA&AGAZT FyR G2dzN
they explae preeminent archaeological sites, museums, historic monuments, and cultural
venuesalongthe Routes of the Olive Tree and the destinations involved. These tours may
arrange transfes, providea licensed guide, prepare the context of the tour, and design an
interactive, fun and memorable experience for visitors

B. gastronomicevents & olive tree inspired event¢ KS 32 £ A & antigng O 2 WYRS GK Si
GY2RSNYyé¢ o6& ONARy3IAy3ad 2fR KIFIoAdGA YR GNIRAGA
memorable experiences. Food is known to bring people togethdriends, families, and
foreigners, to connect with each other and to find unexpected comafities, regardless of
cultural differences and beliefs. The network of participating regions may connect with each
other under a gastronomic theme. People will intertwine with their local roots and heritage,
while being educated and gaining knowledgem their nutrition. This issimilar tothe Routes
oftheh f A @S AGORA fr@eit: a fealhsed orthe Mediterranean dietinspired by olive
oil and the oliveree.

¢tKS FSIFald O2dZ R O2YLX SYSy (G suddbhsw! Q& | OGAQBAGAS

1 DIY olive oil using a stone press kit, resembling the ancient press: a way to present an ancient
method in a modern environment as a hanals practicalsession

/ KAt RdoEng Seden on Mediterraneardiet

Talkson the history, benefits, andultivationof the Mediterranean diet

DIY Mediterranean inspired hongarden

Selection of folklore music and local dancing with influences from the Adaatidonian
regions, to be performetive

= =4 A

C. musicfestivals where thepast meesthe present Another experience that the Routes of the
Olive Tree can offer is live concertsdamusic sessions where folkl musicians play along with
electronic music DJs and producers in or near cultural points of interest.
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D. summer school#& other educational poducts:the AIR is a cultural destination, so it should
provide intriguing thematic edrational routes throughout the macreegion These should be
combined with thoughfprovoking workshops and seminars led by experts in their fields,
established academics, scientists and artisteo will afford participants lifechanging
experiencs as theystudy andbecome familiawith the AIR and especialljpe Rautes of the
ht A@S ¢NBSQa GF y3aArot STocydehdsy dkpeyercks) theRoutedzbf (i dzNJI
the Olive Tree should eoperate with licensed tour operators, arrange transfers to/from
locations as well as meals and accommodation, and praweeespective premisesnd any
relevantlocal information and resource€ommon regional themes for which an educational
programme could be implemented for the Routes of the Olive Tree include:

1The Mediterranearliet

fVisualarts

fFine arts focused othe influences of the Olivéree
fPoetry on the influences of the Olileee
fHospitality &ourism managemenin the AIR

Digital products being ofpivotal importance for dzf (i dzNJ implem2ndatios aftte AIR
brand (in this caseéhe Routes of thé®live TreeCR), deserve special attention. Thus, we turn to
them in the next suksection.

Today museums live a very interesting phase, charagéiy the transformation of their
visitors from physical to virtual. To understand the extent of this change, one need only to think
that the number of our website visitors is double the number of people that visit our rooms: 6
million in the first case, thge in the second. And every year the number of visitors continues to
grow.

(Javier Pantoja Chief Digital Officer, Head of technology, Prado Musépiwww.project-
musa.eu/wp content/uploads/2017/03/MuSAViuseumof-the-future.pdf, p.39)

Digital products are of equal importance to physical onesatihg digital AIR products and
experiencesanmake visis more interestingby givingvisitorsimmediate and intuitiveaccess

to information that brings them closer to cultural and heritage attractions and crafts. The
challengefor cultural organisations in the 21st century is to redefine their existence within the
tangled web of tangible and intaiide objects, digital technologies and social media (Falk &
Dierking 2013). The online experience fitlhn an increasinglgentral part ofanyvisit,whether
before, during or after.
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The CR experiencghould thereforebe delivered inboth a physical spae and onlineusing
several channels and format$his makesnapping the cultural ecosystem an important first
step.

In detail, the Routes of the Olive Tree digital ecosystemsistof the following

Online collection®r exhibitions:The CR camnovateby being the firstin the macro
region to uploadcollectionsor exhibitions online without any restraints, for frethat
anybodycan accesdVerethe Routes of the Olive Tree do this it would gain relevance
and reach a large audience, inclaginonvisitors, digitalnd scientifiudiences.

Audiovisual contentproduction: The real challenge is to transféine information
contained withinw2 dzi S& 2F GKS hf A @S ¢ Np&@s. TRy G2 A
development of digital technologidgas made thipossible.

Augmented realitf{AR) TheRoutes of the Olive Tree can UsR technologyo improve

both the educational and practical asge of visiting itsCultural Routesand
destinations. By pointinga device at certain attractions, sculptures, paintings and
artefacts,a visitorcan learn more about them. Peyp snippets of information, detailed
descriptions and additional photographstbe item (and related items) are just a few

of the AR features available to aid further learning. An immersive experience using AR
on a grand scale will be a great way to engage visitors and give them a memory tied to
the AIR brand and theacroregion.

Interactive creative space3hiscould be a room containg a variety of screeibased
activitiesoperated byphysical movement of the body. Throughout the room, visitors
could participate in several activitiesuch as

0 Vvirtualpainting

o virtual collaging with items found in the gallery collections (to create new
artwork)

o0 researching and learning about varioustigred artists and disciplines using
both static and portablelevices

o front-facingcamera selportraiture with the with artisticeffect editing

virtual pottery

o0 drawing shapes and matching thems{ngArtificial Intelligencgto items in the
gallerydatabase

o

By involving the movement of the body as a means of control, this technology is far
removedfrom the use ofoutdated, static touchscreen displayNot only is this method
more immersive for the user, but it is also a more social aoliaborative way of
learning more about collections.
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Virtual exhibitions andirtual reality tours:Immersive exhibitions can certainly make
the whole experience more surprising upon enteriigeRoutes of the Olive Tree could
benefit from the Google As and Culture app, available on iOS and Andvdith is
similar toGoogle StreetView for places of cultural interest, in order to provide a wide
audiencewith a virtual reality tour. It can be implemented on mobile devices dalihe
user to explore higlights or entire AIR attractions or heritage sites in virtual reality.

Userbased navigation application with local narrativ@snavigation application based
on user input ¢omparable toWaze for example), where locals will input their own

stories, narrd Ay3d GKSANI f AFTS SELISNASyOSa NBfI

importance. On the other end, visitors will be able to navigate through the
town/city/region and click on user stories to listen to. By using a digital -ilkap
product, touristswill be able to experience several locations like a true local, and the
applicationwill resemble a collective cultural biography. The main advantages of such a
product are:

Interactive crossultural connectios among all kinds gbeople

Gaining firsthand, local and experientisthowledge

No age restrictioafor target groups

Qubjectbased story filtergarchitecture, religion, art, musiejc.)

Remote areas may trigger interest and attract visitivanksto local input
Stories may be denloadable apodcasts

Gaming Game design can have a revolutionary roléhmRoutes of the Olive Tréka
product portfolio. By giving life to works of art in a totally new and unique wajffers
many opportunities that are still to be explored. In designing immersive environments
and applied gamesne shouldrememberthat the museum is a place wheeevisitor

looks for both evasion and cognitive development. Gaming also promotes active
participation, interaction among users and loyalty, before and aiteisit.

Audio guides an@GPS selfavigationt KS Y20Af S a2t dziAzy KI &
amenitytor ySOSaaArde 2F GKS GNF @St LINROSaasé
useful throughout the entire travel lifecycle (Langelund, 2007, p. 284; Wang, Park, &
Fesenmaier, 2012). In the ptep phase, travelles usethe web, smartphones and

tablets toplan and book their travel, at the airport they us®bile technologyto check

in and purchase ancillary services. On baan@irplane theycanuse WiFi technology

to further plan their journey or for entertainment purpose3nce they have arrived at
their destination they use theirsmartphone or tablet to connect with friends and

family, share their experience or further explore their destination. Post trip, traeller
use thar devices to sharéheir experiencsor to give feedback to supplierén aulio
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guide isthusseen as arucialpart of the museum experience and one that combines
both the digital andohysicalkpaces within the Routes of the OlivEree.

1 Rentals of abletsor wearablesModern smart tabletcouldbe made available for rent
for seltguided tours in the Routes of the Olive Tree. These taldeuld offer (see
www.actiontourguide.confor analysis):

w Multimedia- photos, audio, videos, madtext

w Multiple types of content

w Route fexibility - visitors follow a path or jump to speciticea
w Multiple languagesmultiple tours usagestatistics

w Generate new revenuemobile ticketing, gift storg donationsand
sponsors

w Parentalcontrol ¢ to ensure onlythe relevantapplicationswork and all
other apgications andsettings are disabled

f Digital Mapping of the Routeg\ccurate representations of the areasossed bythe
Routes of the Olive Tragould detail major points of interest. This technology also allows
the calculation of distances froone place to another.

1 Downloadable material e.g. podcasWisitorsto the Routes of the Olive Treeould
downloadpodcass onto their personatievicesand bring thenon-site.

5. AIR BRAND COMMUNICATION ACTIVITIES &
TOOLS

Once the AlRrandidentity and product portfolichave beercreated, the next step will be to
promote them so that they becomerecognisable This processvolveslaunching the brand
onto the consumer market as well asnongall key destinations and stakeholders to ensure
their understanding and support. Thikapterwill discuss the brand communication activities
and tools necessary to implement the AIR brand strategy by @&Rgy theexampleof the
Routes of Olive Tree.
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5.1 RESEARGBASED PROMOTION OF THE AIR BRAND

Based on theAIR and research
presented abovean assessment of
Cultural Route marketing was

carried out First, CRstakeholders g
were asked to rate marketing
activities in terms of their
importance to theirspecificCR. The
findings show tha the most
important marketing activities are
social mediaand apps geolocation =
maps, andpublic relations(degree
of agreement: 4.29), with public
relations withschoolsstanding out

as well ©Shutterstock

Second, the stakeholders were asked to evaluateitingortance of various modes of visibility
for their Cultural Routes. Based on their responses, for successful visibility the ndwaAtR
should usesocial networks and digital marketing(4.73), new technologies that increase
opportunities for innovatior(4.14) followed by being present and visible at travel trade industry
events, to meet and talk to tour operators, cruise operators (4.67), and work in terms of
communities of interest: successfully identify thiyanisationsmedia, blogs and all those wh

will be naturally drawn to the them@!.67).

CKANRY GKS aidlFr(1SK2ft RSNA 6SNB alSR (2 ofglF f dzF
the same modes ofisibility. The main area identified for improvement was tre@mmunities

of interest the organisations, media, blogs and all those who will be naturally drawn to the
theme (3.29.

Notably, according tonost CRstakeholders 51-70%of the overall marketing activity for their
business is digital.

Moreover, CRtakeholdersrated content reach (3.5he top performer in terms of theif w Q a
online presence, amongariouscriteria (e.g. sales, audience growth, leads, etc.).

When CRnemberswere asked to state the overall satisfaction with communications in their
CRmost confessed to being onipoderately satisfied (57.4%).

Finally, the stakeholders were asked to provide additional commiatsthey would like to
see taken into account faheir nextmarketing& communicationgroject. Their answers were

allabout funding, as follows:

0communicationsupport and funding sources to improve the necessatjons
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Ofacilitating the use of onlineols
Olack of funding and speciffersonnel.

Themainaimofil KS w2dziSa 27F K Sis thefplesgitation NBBusapioduets NJ S i
and cultural events in every countrihereby raising awareness of the Mediterranean diet
among target groupsAside from being a diet combiimg high-quality, rural products, recipes

and cooking technigues fromvariety ofregions, it also represents a healthy lifestyle for people

living in bigmodern cities.

Themarketingobjectives are:

A Differentiation from the thematic tourist supply and adjtment to the
changing expectations of thearket.

A Encouragement of coperation and dialogueThis is to be achieved by
narration around the olive tree, olive odnd pharmaceutical aromatic
plants as common European heritageapable of encouraging
compditi venessand sustainabilityf the tourist supply.

A Catching the attention of new visitors throughout the year, with the aim
to make them aware of the cultural heritage connected with local
products, sustainability and unexplorémtations.

A New entrepreneurial opportunitie increase locasalarylevels

The benefits of a&ultural Route fothe regionst crossesare the following:
A Marketing of a different tourisnexperience
A Strengthening ofegions
A Encouragement aémployment
A Decrease of tourism seasonality and encouragement of its constant
existence in everyegion
A Useof smaler units ofproduction
The basic tools for the promotion of the Routes of the Olive Tree are:

A Roadsignsat points of interestalongthe route
A Thewebsitewww.olivetreeroute.gr

A Facebook|nstagram
A Newsletters
A Presence and active participation in global negis,
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Results from the AlBrandresearch, show thato be visiblethe AIRbrand should usesocial
networks and digital marketing new technologies that increase opportunities for innovation,
followed by being present and visible at travel trade industry events, to meet and talk to tour
operators, cruise oprators, and work in terms of communities of interesigiemediagtc.).

Table Spresentsthe main communication means for the implementation of the Bi&nhd.

Advertising Events/Experiences

Print and broadcast ads Sports

Packaging inserts Entertainment

Motion pictures, Videos Festivals

Brochures and booklets Art

Posters Causes

Billboards Guided tours

POP displays Company museums

Logos Street activities

Digital Marketing

Sales Promaotion Public Relations

Contests, gamesweepstakes Press kits

Premiums Influencers/ Bloggers Famtrips

Sampling Seminars

Trade shows, exhibits Annual reports

Coupons Charitable donations

Continuity programmes Publications
Community relations
Lobbying

Table 5. The pillars of AlRand communications

The message to be transmitted in all brand communication activities shoult$ed onthe
results ofthe brand audit surveys.

Therefore, all communication activities should focus on transmitting the following elements, as
foundinthe research:

A The four classicalelements of nature (the original elements of the
Universeand life): beautiful landscape and attractions/ heritage (earth),

the sea (water)the sky (air), and warth, friendliness(fire)

A all combined §ynthesigd) byculture and
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A positive (aesthetic) experiences aahotions!

Overall, CRsuch us the Routes of the Olive Tree should focus onpaggiarethe ground for
further 8 dzOK 2 LILI2 NIidzy A A Sa F2NJ aNBlIf SELBMASYOS
generated content platforms.

Of course, the elements and values can be communicated through the visual technical design
guidelines, which were mentionad section 3Therefore, the logo, slogan, fontsolours and
images should follow the guidelines and thus communicate the elements and brand values in
all brand communication activities.

Toensurethe success of common marketing activities for the whafléhe AIR the NTOZ in
each AIR countrghouldsupportthe marketing strategy and the AIR brand.

According tahe AIR brandesearch, the most important marketing activities a@cial media
andapps geolocation map<enerally AIR stakeholders recognise that forteassful visibility
the new AlRbrandshould usesocialnetworks anddigital marketingandnewtechnologies that
increase opportunities fannovation.

The main guidelines for the digital marketiofithe AIR brand and CRs are (adaphexsn World
Tourism Organization and the European Travel Commission, 2008):

5SgSt2L) Iy 2yftAyYyS OSNERAZ2Y 2F GKS RSaildAyl
partners to use it awell.

Ensure that offline and onlin@arketing strategies areonsistent

Use rich media to achieve a higivolvement experience faxustomers.

Make twoway use of usegeneratedcontent.

Control the domain names that affect tieand.

Createonline communitieswheretarget customersand partner organisations get

involved in the composition of the brarsdory.

Create immersive experiences through interactive televisiowas TV. An added

benefit here is that you can valteatch theaudiences.

Enter or create virtual worldsuch as Second Life for the AIR region@Rg.
Test, and go on testing, the online performance of all your brand language and visuals.

20 National Burist Organisations
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Use videos created by visitors; these become the most important element of
destination marketing

Apply sophisticated wi with existing digital data (gemarketing and localisation),
expanding the scale of its collection, analysis ewvaluation

Consider gradual transformation fromo®mmerce to mcommerce (i.e. mobile
commerce) and to~.commerce (i.e. videoommerce).

Produceand use of short films and clips about the AIR @R$

Invite bloggers and organise FANrips to bring potential customers in touch with AIR
brand ambassadors

Use a unified hashtag, such as #GoAIRowiten stakeholders and travelerpost
photos and articles on social media. The use of an additional hashtag per CR could also
be studied (eg. #GoAlRoundOliveTreeRoute)

The following subsections analyse the digital marketing actionsand tools for the
implementation of the AlRrand.

Rich online and offline information can fundamentally change an experience. Websites,
newsletters, blogsandtravel brochures can place the travellerargivencontext and provide
a sense of continuity beforeluring and after the journey.

Content is key. Some can come from route managers, some from associated cultural groups or
tour operators. But the bulk must be usgenerated(UGC)and come from the travellers
themselves. Project leaders should encourage help publish journals and blogs, be active on
social media and encouraghbe posting of photos and commentary. For example, Tourism
Australia encouraged their fans to share their vacation photos with the haghtagampaign

that attracted a lot of social shares. When Tourism Australia noticed the success of that
campaign, they launched a series of UGC campaigns targeting different users, and in one
campaign, they saw a 30% increasesite engagement.

Some forms of content could be:
(@Video
Not only does video drive stronger engagement on social mediadbdink or image postst
also enables brands to better build an emotional connection with their viewer. Most of all, video

is going to account for almost 80% of all internet traffic by 2020 (Cisco, 2019). Travel is a
subjective experience. Not every person is going to experigmeesame vacation in the same

2! Familiarization trips
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way. Whether in search oftinique food, comfort and relaxation, or adventure, we all value
different aspects of a tourist destination. Riwe AIR, video should also play an important part
in communicating those experiences toet wouldbe visitor. The AIR brandseeksto create
emotions, experiences, passicamd seltfulfilment. Video marketing is the best way to show
these emotions angut forwardthe experience that touristsan expectThanks to audiwisual
content, experierces, feelings and emotiocan be communicatedThis environment offers
endless options to attract and differentiate. Video becomes a key element to attract a
demanding customer. Its application is essential when it cotregenerating engagement
with custamers, sharing product information and proposing a scenario in terms pfior
expectations. Ultimately, it is the art of telling a story, creating a magical atmosphere and
emotionally conneahgwith AlRvisitors.

(b) Printed publications and brandedaterial

Printed publications (e.g. flyers, studies, higality maps) and branded material (e.g. flyers,
pens, notepads) can play a complementary role, giving a more permanent record of messages,
and in a form that can be filed for future reference. Readtions can be translated into the
national languages of the AIR countries and the countries of origin of the main AIR target
markets. For example brochuretited & DI L w 2 dh6uidbe produced. This brochunill

give a overview of the AIR regionnd highlight the routes, history, sightsulture, cuisine,
nature, accesdransport, and accommodationit will serve as a teaser for the AIR region and

to raise awarenessof the AIR2 &eing a rich cultural and emotiogeneratingregion. The
brochure shald not only addresscurrent or potential visitors but also NTGS DMOS3, tour
operators, cultural associations, journalists and other potential partners and stakehglders
motivate them to promote tourism in the region. The brochure should be distributed by3te
AlRoundpartners and by ministries and NTOs of édRntries.

In their communications, AIR brand managers shtadsmitthe key messagesexactly what

they want to sayabout AIR CR actiigs eventsandattractions sothat they can present these
messages consistently across all their communication channels. The questions to besgnswer
are mainly: Whais the most importantinteresting distinctive orexciting featue of what each
CR/or tourism product offes? Why would people want to access or experience it? These steps
should beaim to transmit the messagéocusngon the original, emotional and cultural aspsct

of the AIR.

Finally, measure® determine thesuc@ssful implementation afhe content strategy could be:

Open content platformestablished

22 National Tourism organisations

23 Destination managementrganisations
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Priority target market segmentsith personasdentified, and reviewe@nnually
All key product topics identified against CReustomer interests, andovered
Video and picture libraries cover all destination topics, \taitps

Hard and soft datand editorial quality standardset

National, regional and local partneesgaged

Accessible information programnaeployed

Websites are an excellefbrm of supporting material for visitors, particularly as information
providers. They aralso a valuable tool to explo#t the pre-experience stage of experience
consumption. The AIR website will be the primary seuof information on the CRs and the
area. It will be regularly update@roviding information on products, experiences and activities.

TheAlR website should be a tool personalisehe visitor experience and to deliver an engaging
sensorial experiencefgaturing videos, virtual tours and other innovative ways to transmit
information in different forms, including images, stories and augmented redlitg. main
dimensions ofhe AIR brandwhich emerged from the research, should be emphasi€edthe
websdte, it is imperative that the three brand value®riginal synthesis, aestheti¢ shouldbe
present.

From a technical perspective, thdR website will be all about delivering the user experience
better and faster Web design trends priorise speed and mobilese, ensuiing fast loading
times and high search engine ranksing simple, eye-catching designs combined with
asymmetrical layots, immersive video backgrounds, and more. These-tighd, fastloading
designs make page speed aogtimisation much faster This is in turn rewarded by search
engines such aG§oogleand Bing According to a studpy Akamai and Gomez (2009), 50% of
users expect that when they click on a site, it should load in two seconds qale$shat they

will abandon a site if it takes three or more seconds to load. Moreover, the days of gigantic
photos, uncompressed videos, and bloated Javascript are over. \4ftgepictures and videos
arenot gone from web design, in the years to come tel be incorporated in such a way that
they no longer slow download times. Clean, minimalist designs, or flat designs, are
characterisedby quick loading Theyare currentlytrendy and desirable for two important
reasons. First, both mobile users and desktop browsers can experiencdapuikg websites.

24 Customer Relationship Management
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Second, they can hold higlearch engine optimisatiovalue. Flat design helps a site fulfiany

speed requirements thasearch engines are starting to require. This is why flat design has
started to become popular and will continue to be in the next years (edhaiets,S6 RS & A 3y
trends for201%).

Giventhe considerationsabove the AIR websiteshould make use diat, fast asynmetrical
minimalist designThis will best represerihe fresh, striking look and essence of the AIR brand.
The ®cial action marketplace Sweet couddrve asan example of tese principleslt has an
incredibly engaging website that features a numloéorganic,colourfulshapes that highlight
information about the brand (see FiguB). Geometric shapes, such as Euclidean triangles,
hexagons, and circlegould serve to visualise the essence and values of the AIR brand.
Moreover, shapesare like coloursin that they are naturally associated with certain thoughts
and emotions Circles are unitywhile triangles and rhombuses are dynamic. Creative use of
certain shapes or combinations of shapesuldbe used to represent the emotions or feelings
that the website visitorsshouldfeel.

Feom & “fellow” 16 o “femrtin . thurs we
ursdredn of weyy 1o farn tn get Soge

Figure8: Sample website template for AIR and CRs website
Sourcehttps://econsultancy.com/sixisuatweb-designtrends-set-to-be-big-in-2019/

The AlRbrand websiteshouldpromote interconnected ®s and destinationdt will give access
to the powerful storiesdoehindthe AIRbrand, information about thedestinations and links to
national and local sites, updated stories and images of modasn AIR Cultural Route
travellers. Additionallypffering users the option tanteract andcommunicatewith bots or
chatbots could be a plysas this would supportmicro-interactions across digital media.
Moreover, the website should be responsive amdbile-friendly. The same guidelines apply
and should be followed by all CR websifEseRoutes of Olive Treservesas the case study for
thisreport.
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Finally, the webite should includdinksto relevant institutional websites, e.ghe European
Commission (relevant thematic Directions General and Regional and Urban .PGlicy)
operation with a private sector partner such as TripAdvisor and with public sector and
international organisationsoperating in the areaother ETC programmes, and knko the
Routes4U and EUSAIR websgkould also feature

5.7 SOCIAL MEDIA

Social media represent an effective dnele-of-charge way to communicate directly with wider
target audiences in a more interactive and dynamic way. Social media will be used to reinforce
links with current and potential visitors, stakeholderand the wide public, using easyo-
understandanguage.

a2 -

6t K2SYyAOALyaQ w2dzi$
With the goalof making thel L wQa o6 NJ y RuchmbiR apPrdathakleNdthat the
present meets the past in a creative and innovative contéx¢ AIR should design and
implement tailormade communication and marketing strategias a whole and as separate
CRs. These should be seéthin cultural contexs, according to the needs of each,@itation

event, or experience. These social media marketing campaigns should be based on the
specificitiesof each case (target groups, demographics, goal).etc

The AIR andts CRs should also monitor the relevance of the social media platforms (mainly
through Instagram iad Facebook) and consider their potentials in accordance with brand
needs.The nost suitable social medighouldbe selected in accordance with the brand strategy
goals, the type of news to be spread, the services to be offenedthe synergies wit users.

Facebook, with more than two billion users worldwide, can effectively incraasgeness of
the AIR brand and boost CRs with both organic posts and promoted content. Organic content
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on Facebook has a conversion rate of up to 30 percent, whilerdsement clock in close to
20 percent, notes social media marketer Jeff Bullas (sesv.jeffbullas.com/26waysto-
increaseyour-facebooklikesand-engagement When it comes to Facebook, Bullas suggests:

0 Rotating adertisementsdaily

0 Runningcompetitions

o Crossposting content from a blog avebsite
0 Using good photos and great writteontent

o0 Integrating Facebook content with content fraitme website, Instagram, and
Twitter pages

Meanwhile Instagramis one of the most popular social netwarlg sites on the planet, with

over 200 million active monthly members sharing 60 million images and 1.6 billion likes per day.
The average Instagram engagement rate for brands 2014 Forrester study (2014) wa8

times higher than on Facebook

Some guidelines for the AIR and CRs Instagram Marketing follows (adapted from
www.wordstream.com/blog/ws/2016/10/19/getmore-instagramfollowers):

o Promotethe AIRQ dedicated hashtag on oth&lIRsocial profiles, othe AIR
website, andn AIR emaiblasts.

o Get creative with AIR hashtags. Be original, creative, or emotmhat never
boring!

0 Watch topically relevant and trending hashtags. Join these convensaiio get
in front of morepeople.

0 Usethe AIRQBiography sectiono drive traffic tothe newest or most popular
AlRcontent.

o Write descriptive captions. Storytelling will help generate engagement and
sharing.

o0 Interact with top influencers ithe AIR and try to become one of their favourite
brands.

o 52y4d4d gLyl + GF33FISR LK2(2 theMRpreildX) LINE |
Edittags to hide images from AfRofile.
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http://www.wordstream.com/blog/ws/2016/10/19/get-more-instagram-followers

0 Adjust settings so any potentially embarrassing tagged photos won't show
without AlRapproval.

o Developthe AIR2 awn unique,recognisablevisual style. Figure out how you
want to stand out and make #o!

o Visit the Places tab to see what's happening locafly AIR locations
neighbourhoods, ad points of interests that the accounwill target with
advertisemensor events

0 Use a call to action to tell people what you want them to do with AIR posts. Find
clever ways to get people to share Alghtent.

Finally,the AIR could ceperate with specific travel reviews portals, i.e. TripAdvisor, to
promote AIRCR initiative®n adedicated AIR CR traveller page.

w

TheAlIR shoul@rganiseat least one major information activigg dzOK | a Il¢gery@dr,L w 5 |
to promote the strategies pursued and present its achievements, incluekagnples where

possible Suchevents could take the form of infomation days, technical wkshops,or
networking conferencedDependingon the topicscovered they shall be addressed to a wide
audience or to project beneficiaries. Additionallye AIRshould take part irevents orgarsed

by other institutions and programmes to promote its iaittes and outcomesand increase its
visibility.

AIR Cultural Routes should also organise such events on a local, national and international level.
One idea iso createa dQultural Routesdaye which could be connectedtothe! Lw 51 e € X &
would becelebrated every in atountries in theAlR with various activities and festivals. Several
culturaleventsin different locations acrosthe AIR could therefore take place on the same day.
Alltheseactivities could be linked in some way (inéernet etc.).

Information sharedon the occasion of thee eventswould also then beuploaded on the AIR
and CR websites.

According to theAlIRimage analysis, further regional and international press activities are
desirable to engre effective publicityor the AIR brand. A corporate design should be created
as well and used consistently in all publications. A central point of contact for the media would
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be desirable in ordeto deliver consistent press releasesganisepress coferences, press
trips, andrepresent the AIR regioat international fairs (e.g. I'?Bin Berlin) etc.

Other initiatives within the area of public relationsuldbe developed:
Twinningpartnershigs for AIR cities
Transmission dinow-how through ciy partnerships, joint projectstc.

5.10 TRAINING SESSIONS

The AIR could organisetargeted training sessionsaddressed to beneficiaries of approved
operations related to specific project cycle topics (e.g. project tprt validation of
expenditure, project implementatigretc.). Training sessiom®uldalso be spread as webinars
to ensureawider audience andptimisecosts; the relevant outcomes (presentations, summary
notes, etc.)would be published on the programme wsite too.

Other strategieso raise awareness of th&lR brandand buildcapacity building are:
To work towards including the AIR CRs intheersitytourismcoursecurricula

To train new tour guides on practical skills and guiding techniques, as virirathe-trainer
programmes.

5.11 MEDIA COVERAGE AND USE OF EXTERNAL RESOURCE

Broad coverage can be obtained through thpromotion of stories, programme news etc.
through thematic web portals or through the websites of relevant orgaions operating in
the programme area or linked to EU institutions.

TheAlRshould examinghe feasibility of this option through the idefitation of the relevant
actorsandinstitutions towhom tospread the informatiorproduced

Similarly, media coverage catsohave astrongimpact, albeit with shortlived effectsand a

lack of control over contenfThe AIRshouldprovide materialto support interviews or press
conferences taational contact points

DISPLAYING THE UNION EMBLEM AT THE PREMISES OF THEAUAMKWIRNG

The Union emblem will be displayegofentiallyaccompanied by the AIR programme logo) at
the premises of thenanagingauthority and of thenational contact points

25 Internationale TourismuBdrse Berlin
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CONCLUSION

This report has provided araudit, strategy development and implementatiqtan for a new
Adriaticlonian Region brand, based on amtensive literature review and primary surveys
undertaken in the macreoegion However, for the future AIR brando be successful, further
participative approach and involvement of stakeholdarge needed. The brand values and
essenceshouldbe further reviewed andinalisedby theworking groupin conjunction with the
designer developing the visual identity. It is importantlforg-term success that the AIR brand
be developedwith stakeholder ownersipi and the support of theCouncil of Europand the
EuropeariJnion.
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List of ablveviations

CRM Customer Relationship Management

DG REGIO DirectorateGeneral for Regional and Urban Policy, European
Commission

DMO Destination Management Organisation

EUSAIR European Union Strategy for the Adriatamian Region

EUSALP European Union Strategy for the Alpine Region

EUSBSR European Union Strategy for the Baltic Sea Region

EUSDR European Union Strategy for the Danube Region

FAM trip Familiarization trip

ITB Internationale Tourismu8orse Berlin

LTO LocalTourism Organisation

NTO National Tourism Organisation

PDO Protected designation of origin

R4U Routes4U
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Route‘s4U

Cultural Routes of the | Adriatic-lonian, Alpine, Baltic sea
Council of Europe in the | and Danube macro-regions

Funded

by the European Union
and the Council of Europe

Routes4U Project

The Member States of the European Unic
have decided to link together theil
knowhow, resources and destinies
Together, they have built a zone of stabilit
democracy and sustainable developmel
whilst maintaining cultural diversity,
tolerance and individal freedoms. The
European Union is committed to sharing i
achievements and its values with countrie

and peoples beyond its borders.

COUNCIL OF EUROPE

EUROPEAN UNION

Implemented
by the Council of Europe

CONSEIL DE LEUROPE




