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Who is the greatest tourism expert in the world?
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Empathy

What does she want to post in her Insta feed?
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Dream content vault

Social media ads
Adwords
Influencers

Public relations
Word of mouth

Influencers
Google reviews, Trip Advisor,...

EARNED
MEDIA

Web
Blog
Social media

OWNED
MEDIA
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Pool Content

- Why you should visit Madrid wineries.
- What you cannot miss.

- Best wine bars in Madrid only insiders know.
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Give her what she needs
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Pool Content

- What to do in Madrid.
- Where to sleep, to eat like a local.

- Best shopping areas.

— . 1N
G | Ry
3 'ﬁ.:"‘;u g .
S

DIGITAL STRATEGIES FOR WINE TOURISM ADELA PEREIRA







BOOKING CYCLE

LOYALTY CYCLE

Dream

l

[DISCOVERY]

[CONSIDERATION]

T

Planning

[LEADS]

T

Experiencing

Booking

l

[[DECISION]]

Extend

l

[LOYALTY]

DIGITAL STRATEGIES FOR WINE TOURISM

ADELA PEREIRA




Sell, sell and sell
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Ou booking system is the best one. Period. *
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telephone, chat, faqs,...
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Insist

Discounts, retargeting,...
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As many leads as possible

BOOKING VISITORS
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Capture leads ‘ - ‘ - ‘ - ‘
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The real money of wine tourism
begins when the visitor leaves
your winery
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Your DTC channel
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Adela Pereira

646 443 102

adela@adelapereira.com

www.adelapereira.com



