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https://www.youtube.com/watch?v=KT2TQGFWcko

Collaboration between DMOs

« DMOs often consider other nearby destinations their competitors.

e According to Prideaux and Cooper, destinations in one region being over-
competitive would affect tourism development of the whole region.

e A study to explore how small neighbouring destinations with limited tourism
products and resources can collaborate in marketing their destinations

* Analyzing documents, a focus group interview and in-depth semi-structured

interviews with senior executives from 3 convention and visitors bureaus (CVBs)
in Lorain, Medina, and Wayne Counties in Ohio

(Naipaul, Wang & Okumus, 2009)
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Eacilitating Factors
Independent CV Bs with common operating
phalomsopin
Homogonoity of target market
Comemon bet complementary products

Good personal relationship and constant
S

¥ air share of benefits and responsibilities

Motives for Collaboration
Enhancing tourism product portfolio
Leveraging on cach county s unigue 1ourism
products
Costs reduction and cfficiency
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Quicomes of Collaboration
A formal single markcting program
Wider market reach
Cost efficiency
Economic impact 10 the region

>

-

Ishibiting Factors
From within CVB pantnerships
o Different prioritics of CVBs
o DN Leting dirocts
* Lack of daring actions and focus
o Comstramnts of human financial resources
From stakcholdens
* Porcoved risk
o Conflicting hours of operation
o Addtional kabor and rosource
reguErement

(Naipaul, Wang & Okumus, 2009)

o






UNITED

FOODIES
le lagle the vedd



https://www.youtube.com/watch?v=vxDSOZTzMSc
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The results of #EuroFoodTrip
6 travel influencers from the iambassador network
6-day itinerary (started in Costa Brava & ended in Emilia Romagna
25 blog posts, 50 HD photographs & 7 videos
Official video with over 30,000 views & nomination for an award at
the 2017 Cannes Tourism & Cultural Festival.
10,700 #EuroFoodTrip mentions on social channels
47.9 million OTS (Opportunites-To-See) on the different social

. media platforms
AVE (by BrandsEye) +/- EUR 800,000



More Collaborations... =i g

Barogue. Art Nouveau and Plednik’s imprnt

* City-To-City Partnership
between Toronto and New
York City in 2017

(supported by AirCanada)

Green suburbs of Liubana boas! wealth of natursl

e #EuroCityTrip 2017 ooty erelost ouien e wnlore edvestur

campaign in Graz and ~—
b~ 3

Ljubljana (partnered with .

iambassador)
#coolneighbours
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