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Strategy
	
Aims
	
Objectives 

	
Liverpool and surrounding areas, recently saw an economic upsurge, resulting in 7.4% visitor increase (InvestLiverpool).
Continue to raise profile.
	
To increase the annual numbers of tourists, to Liverpool’s heritage and culture sites, football stadiums and museums. In addition, the Cholmondeley castle gardens’ walks and nature trails, (CholmondeleyCastle).


	
Platforms
	
Outcome 

	
According to Zarella, (2009), the use of Instagram, enabling hashtags to maximise attention helping unify topics, limiting words for full impact.
[bookmark: _GoBack]Evans, (2010), noted companies using Facebook, miss opportunities for making links and tend not to use this as often as other platforms. The argument put forward is that the company has no control over any hype once posted. 
However, Maurer, (2011), argues that the use of Facebook, is a perfecting marketing tool, giving marketers unique advantage to interact with customers and gain valuable feedback.
 




	
Careful consideration for the correct platform aimed at families. The use of Facebook and Instagram are more conducive, Linked -in being targeted at companies.
 
Considering the coronavirus this has majorly impacted the tourism figures. Resulting in the change in venue for the trip.  According to UNWTO, the full impact is too early to estimate, US losses are $30billion and counting. The forecast for Britain and the tourist industry is too soon to forecast, (UNTWO.org).
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