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Social Media Strategy
The aim of study was to evaluate Leisure, Travel and Tourism services in Paris and Switzerland via social media.  Unfortunately, the field trip destination has been changed due to a COVID-19 pandemic. University of Wales Trinity Saint David’s (UWTSD) staff made the decision for our safety and have organised a free trip to North Wales, Liverpool and Manchester.
Sadly, today coronavirus remains a massive global pandemic.
According to the World Economic Forum Covid-19 impact to the tourism sector is catastrophic.[image: ]https://www.weforum.org/agenda/2020/03/world-travel-coronavirus-covid19-jobs-pandemic-tourism-aviation/© 2020 World Economic Forum.
The Field trip is a good learning opportunity for students. The brand Tourism on Tour European Academic Adventure 2020 offers macro and micro market   niches. The target market of our student group is family tourism, culture and heritage(macro). According to Maslow’s hierarchy of needs (1943,1954) the family is satisfied with the social needs. Tolkki-Nikkonen (1979) stated that “the family is alive...but not well”. The family belongs to all types Plog’s (1972) and Cohen’s (1988) tourist typology. The family need for innovations that illustrated in product life cycle of Butler's (Butler & Waldrook,1991).




Also, students will evaluate impact social media (micro)i.e.  Facebook, Instagram, LinkedIn to understand how new technologies improve the tourist product and experience. 

[image: ]Facebook (FB)allows everybody to share photos, videos, send messages and get updates with organized with tags and location information.


 [image: ]FB has little bit more details comparing to Instagram, which is very short as only permits users to upload photos and videos to the service.

 [image: ]LinkedIn is a professional network that operates via websites and mobile apps.

The tourism industry currently uses social media in its marketing strategies.
 
So, students will be able to highlight and analyse tourism by means of social media, whilst experiencing first hand new tourism developments, strategies and campaigns.












		  S
Specific


	- to evaluate Leisure, Travel and Tourism services for family tourism, culture and heritage across North Wales and England by means of social media;
 -to prepare a focused social media strategy to market and brand Tourism on Tour European Academic Adventure 2020 to a family and culture heritage target market;
- to meet with industry professionals, to network and discuss issues in UK tourism industry; 
-to plan and launch an effective social media campaign;

- to assess on the impact of social media campaign and
 the extent to which it creates target market interaction.



	   M
Measurable


	It is hard to know when goals have been done but we can:
- evaluate effectiveness of strategy, campaign, excursions and posts;
-critically evaluate personal performance;
-highlight possible improvements. 

	   A
Achievable
	The goals are reasonable enough to be accomplished -this will include a minimum of 3 social media posts on each of the 3 chosen social media platforms:  Facebook, Instagram, LinkedIn.
 Each posting should:
-relate to the theme of family tourism, culture and heritage tourism topic
- be individually designed
- to generate interaction from the target audience. 



	R
Relevant


	-we will be assessed on the planned impacts and aims of strategy as well as the impacts of the campaign.



	T 
Timely
	-the social media campaign should be effectively run before, during and after the trip.
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IMPACT 2020

WTTC predicts potential jobs impact of COVID-19
to the global Travel & Tourism Sector

Up to 50 million jobs at risk globally
Representing a reduction in jobs of 12-14%

International travel could be adversely
impacted by up to 25% this year

Equivalent to a loss of three ous?

months of travel it





