Social media strategy
In order to build the brand #TourismOnTour I have planned the European Adventure Tourism Experience 2020 strategy with a manner of traditional and culturally based tourism.
The aim and objectives of the strategy is to attract views, comments and shares of the posts. The target market of this strategy will be for people with the age between 25 and 35 years old.
Furthermore, LinkedIn platform will increase social engagement and traffic from audience. On the other hand, Facebook posts will focus on expressing the trip story with a content that will stand out.  Nevertheless, I have planned the Instagram post to be inspired and insight emotions. The goal of this platform is to grab the user’s attention as they are scrolling through similar images. In order to create a better online traffic, I will use #Tags such as #ResponsibleTourism, #TheWorldsOurLectureTheatre, #BringTheLearningAlive, together with attractive pictures.
As the trip had to be rearrange, due to a world pandemic situation with Coronavirus, university decided to send us to North Wales, Liverpool and Manchester. As a result, I had to adapt my strategy. The mainly change will be the itinerary of the trip by using content related to British traditional and cultural niche tourism.
Tourism industry has been the most affected industry due to this pneumonia disease called Covid-19. The Impacts of this disease resulted in business, leisure and schools’ trips being cancelled. As a result, the brand #TourismOnTour will be built as a responsible tourism. Under the #Tag #ResponsibleTourism I will try to make people aware that being safe it is the most important act they should undertake. 

[bookmark: _GoBack]Due to the same reason, I had to reduce the itinerary as the time it was very short. This effect was seen in my social media posts which did not relate to my niche market.


 


