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Introduction

The TouRura l  Book le t  is  par t  o f  the TouRura l  Campaign and more concrete o f  the
Awareness campaign creat ion.  I t  cons is ts  an example for  your  campaign to  promote
rura l  tour ism.Our  idea is  to  favour  the red iscovery  o f  p laces that  are not  a  mass
tour is t  dest inat ion by tak ing in to  account  a lso the wel l -be ing and heal th  o f  the tour is t
or  the t rave l ler .

For  the creat ion of  the TouRura l  campaign,  we have used the fo l lowing human
resources:  graphic  des igners ,  mul t imedia communicat ion exper ts ,  v ideo makers and
podcast  authors .  Th is  book le t  prov ides an extens ive overv iew of  our  e f for ts  to
rev i ta l ise rura l  tour ism through innovat ive s t ra teg ies and co l laborat ive e f for ts .  

Our  in i t ia t ive a ims to  present  rura l  tour ism prov iders  wi th  d iverse act iv i t ies  to  create a
micro campaign to  promote rura l  tour ism us ing d i f ferent  d ig i ta l  too ls  such as podcasts ,
exper t  in terv iews,  v isua l ly  s tunning v ideos,  in-depth ar t ic les  and soc ia l  post ing.  A l l  the
ment ioned too ls  need to  h igh l ight  the untapped potent ia l  o f  rura l  dest inat ions.

These too ls  wi l l  be used for  promot ing tour ism in  loca l  communi t ies .  The a im is  to
d isseminate the exper ient ia l  tour ism approach as a development  key for  rura l  areas.

Summing up,  th is  book le t  prov ides gu ide l ines,  recommendat ions and pract ices on how
VET prov iders  can rep l icate  TouRura l  de l iverab les and adapt  them to  the i r  needs.  We
are p leased to  present  our  awareness campaign,  "TouRura l , "dedicated to  enhancing
and promot ing rura l  tour ism and the res i l ience of  people l iv ing in  the in terna l  area!
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We invite you to explore our
TouRural campaign, available
on our website  below:

 https://tourural-erasmus.eu 

For full access to the TouRural project, please follow
the link to our website and our FB page:

 https://www.facebook.com/TouRuralProject/

TouRural’s  website
and FB page

https://www.facebook.com/TouRuralProject/


Objectives
and Goals

Before we de lve in to  TouRura l ’s  campaign,  i t  is  wor th  ment ion ing TouRura l ’s  main
object ives.  These are l is ted be low:

to  encourage young people l iv ing in  rura l  areas to  be more res i l ient  and invest
the i r  sk i l ls  and competenc ies loca l ly ,
to  promote the economic development  o f  smal l  towns and v i l lages us ing rura l
tour ism incoming,
to  s t rengthen d ig i ta l  competenc ies for  rura l  tour ism operators
to  f i l l  the d ig i ta l  gap in  rura l  tour ism promot ion and management
to  create new t ra in ing paths and awareness campaigns to  promote Exper ient ia l
tour ism.

TouRura l  pro ject  a ims to  improve the compet i t iveness of  SMEs act ive in  tour ism and
agr icu l ture,  by develop ing a t ra in ing programme to  des ign tour  packages to  implement
tour ism in  rura l  areas in  order  to  a t t ract  new targets  o f  tour is ts .  

Our  v is ion is  to  encourage th is  type of  tour ism by he lp ing tour is ts  to  d iscover  the
loca l  in tangib le  cu l tura l  her i tage (handicraf ts ,  cu is ine,  music ,  s tor ies ,  customs,  e tc . )
creat ing connect ions among loca l  communi t ies  accord ing to  the Exper ient ia l  tour ism
approach.
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Craf t ing an ef fect ive campaign requi res a  c lear  understanding of  i ts  ob ject ives and
goals .  These serve as the foundat ion for  a l l  subsequent  p lanning and execut ion
ef for ts ,  gu id ing the d i rect ion and focus of  the campaign.  

SMART object ives

Object ives should be spec i f ic ,  measurable ,  ach ievable ,  re levant  and t ime-bound
(SMART) to  ensure that  every  act ion taken cont r ibutes towards reaching these
predetermined targets .  Whether  the a im is  to  increase brand awareness,  dr ive sa les,
or  engage a par t icu lar  audience segment ,  set t ing prec ise goals  he lps in  a l locat ing
resources ef f ic ient ly  and eva luat ing the campaign 's  success.  Through carefu l
p lanning,  cons is tent  execut ion and regular  moni tor ing,  ach iev ing these goals
becomes a s t ructured process that  maximizes the campaign 's  impact  and re turns on
investment .

Specif ic:  Object ives should be c lear  and spec i f ic ,  so you know exact ly  what  you ' re
a iming for .

Measurable:  Object ives need to  be measurable ,  so you can t rack progress and know
when they 've been ach ieved.

Achievable:  Object ives should be rea l is t ica l ly  a t ta inable ,  g iven the ava i lab le
resources and t ime.

Relevant:  Object ives need to  be re levant  to  the broader  goals  o f  the organizat ion or
pro ject ,  ensur ing that  ach iev ing them wi l l  a id  in  overa l l  success.

Time-bound:  Object ives should have a def ined t imel ine,  wi th  a  s tar t  and end date,  to
foster  urgency and mot ivate t imely  complet ion.
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Target group

The target  group of  the TouRura l  pro ject  and i ts  Book le t  is  co l lec t ive,  as i t  inc ludes:

VET tour ism profess ionals ,  
farmers and smal l  farmers,  
teachers ,  
tu tors  and 
tour ism SMEs that  need profess ional  upgrad ing to  answer  the new demands that
emerged dur ing the economic cr is is  for  rura l  tour ism as an a l ternat ive form of  tour ism.  

Apar t  f rom the aforement ioned d i rect  target  group,  there is  a lso the ind i rect  target  group as
we want  to  work a lso wi th :

d ig i ta l  t rave l  agenc ies,  
press agenc ies,  
t rave l  magazines and spec ia l ised tour ism journa ls  that  need to  improve green
management  in  th is  sector .  

Every  par tner  chose a spec i f ic  target  group as descr ibed be low:  
Europea Slovakia:  Schools  and Higher  educat ion ins t i tu t ions to  implement  the i r
teaching programmes wi th  a  par t icu lar  focus on the rura l  tour ism depar tment .
Europea Polska:  Educat ion Prov iders  connected to  the Tour ism and Rura l  indust ry .
Lueteb:  Th i rd  age un ivers i ty ,  Munic ipa l i ty  and loca l  farmers and SMEs to  create a
synergy between d iverse sectors  and prov ide suppor t  in  f ight ing unemployment  in  rura l
areas.  
VAEV:  VET schools  and t ra in ing cent res that  need upsk i l l ing to  o f fer  more innovat ive
and up- to-date educat ional  programs.  
Eurospeak Limited:  Youth people in  I re land that  would l ike  to  become rura l  areas
tour ism ent repreneurs as an a l ternat ive to  unemployment  or  s imi lar  cr is is . 8



A wel l -des igned publ ic  awareness campaign conveys a s t rongly  def ined
message or  a  concrete ca l l  to  act ion,  presented through a c lear  s tory l ine to  a
spec i f ic  target  audience,  which has been descr ibed in  deta i l  above.

The message must  be shor t ,  c lear  and non-ambiguous.  Fur thermore,  i t  is
impor tant  that  a  campaign uses d i f ferent  media,  e .g .  rad io  and te lev is ion,
leaf le ts ,  e tc . ,  and that  the message is  repeated severa l  t imes.

Creat ing a v ideo spot  invo lves carefu l  p lanning to  ensure i t  e f fec t ive ly  engages
your  audience.  

Here 's  a  conc ise gu ide:
Define Your Object ive and Audience:  Ident i fy  your  v ideo 's  purpose (brand
awareness,  product  launch,  e tc . )  and understand your  audience 's  preferences to
ta i lor  your  message and s ty le .
Craft  a  Scr ipt  and Storyboard:  Develop a c lear ,  engaging scr ip t  and
storyboard to  out l ine the scenes and ensure a coherent  f low that  captures
at tent ion.
Focus on Qual i ty  Product ion:  Use qual i ty  v ideo and audio  equipment  for  a
profess ional  look and fee l .  Cons ider  h i r ing profess ionals  for  bet ter  product ion
qual i ty  i f  the budget  permi ts .
Use Strong Visuals and a Clear  CTA:  Incorporate compel l ing v isua ls  and a
c lear  ca l l - to-act ion to  mainta in  engagement  and gu ide v iewers on the next
s teps.
Optimise Length and Format:  Keep your  v ideo conc ise,  typ ica l ly  30 seconds to
2 minutes
Share Widely:  For  maximum reach,  share your  v ideo across soc ia l  media
p la t forms and pro ject  webs i tes.

Key message
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Same wise,  produc ing successfu l  podcasts  requi res some impor tant  e lements .
For  example,  when we produced the Green Podcasts ,  we took in to
cons iderat ion these 5 e lements :

How to  produce successfu l  podcasts :

Create a scr ipt  before recording.  Structure is  impor tant  for  ora l  speech
and when re fer r ing to  podcasts  i t  has to  be c lear  so that  the l is tener  can
fo l low i t .

1 .

Be authent ic!  Read again  and again  the scr ip t  you created and add some
“natura l ”  e lements  so that  i t  f lows as a d iscuss ion and not  as a  wr i t ten text .

2 .

Check your recording equipment.  Clear  audio  qual i ty  is  essent ia l  for  a
good podcast .  Invest  in  h igh-qual i ty  record ing equipment  that  can capture
your  vo ice and sound ef fects  wi th  c lar i ty .

3 .

Choose a quiet  place.  I t  is  impor tant  not  to  record annoy ing no ises,  such
as vehic les pass ing f rom the s t reet ,  dogs bark ing etc .  Make sure to  reduce
background no ise and echo by record ing in  a  qu ie t  env i ronment  or  us ing
soundproof ing mater ia ls .  

4 .

Time frame is  important!  Keep in  mind the length o f  the podcast  you would
l ike to  produce and i ts  f requency.  I t  is  usefu l  to  have a t imer  to  measure
how many minutes your  podcast  wi l l  las t .  

5 .
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Useful  tools  for campaign
creation and promotion

In  an era where susta inable  and authent ic  t rave l  exper iences are increas ing ly
sought  a f ter ,  the "TouRura l "  pro ject  s tands out  as a  beacon of  innovat ion and
commitment  to  rev i ta l is ing rura l  tour ism.  Wi th  a  mul t i faceted campaign
des igned to  engage,  in form and insp i re ,  TouRura l  is  po ised to  redef ine the way
we th ink about  and engage wi th  rura l  dest inat ions.  Here a few too ls  we used:  

          The Launchpad:  A Dynamic Flyer

The campaign k ick-s tar ts  wi th  the re lease of  an eye-catch ing f lyer ,  serv ing as
the in i t ia l  touchpoint  to  spark  in terest  among potent ia l  tour is ts  and
stakeholders .  Th is  f lyer  is  met icu lous ly  des igned to  encapsula te  the essence of
TouRura l ,  h igh l ight ing the pro ject 's  ob ject ives,  upcoming events  and how i t
promises to  enr ich the rura l  tour ism landscape.  
              
          Engagement  Through the Ai rwaves:  Podcasts and Expert  Interviews

Div ing deeper  in to  the narra t ive,  the campaign features three profess ional ly
produced podcasts .  These audio  ep isodes,  the so ca l led “Green Podcasts”  are
ta i lored to  immerse l is teners  in  the s tor ies ,  cha l lenges and t r iumphs of  rura l
tour ism.  Each podcast  a ims to  educate,  enter ta in  and evoke a sense of
cur ios i ty  about  rura l  dest inat ions,  featur ing ins ights  f rom indust ry  exper ts ,
loca ls  and t rave lers .
Complement ing the podcasts ,  the campaign showcases three exper t  in terv iew
videos.  These p ieces br ing forward the vo ices of  thought  leaders ,  po l icymakers
and pract i t ioners  in  rura l  tour ism,  o f fer ing deep d ives in to  the s t ra teg ies,
technolog ies and pract ices that  can susta inably  t ransform rura l  areas in to
thr iv ing tour is t  hubs. 11



              V isua l  Story te l l ing:  Video Content

At the hear t  o f  the TouRura l  campaign is  a  t r io  o f  v ideos wi th  vo iceovers .
These v isua l  narra t ives are craf ted to  showcase the breathtak ing landscapes,
cu l tura l  r ichness and un ique exper iences that  rura l  dest inat ions of fer .  Through
compel l ing s tory te l l ing and s tunning v isua ls ,  these v ideos a im to  capt ivate  and
mot ivate v iewers to  exp lore o f f - the-beaten-path locat ions.
Adding a spot l ight  to  the campaign,  a  spec ia l ly  produced v ideo spot  succ inct ly
conveys the TouRura l  message,  des igned for  wide-reaching impact  across
var ious media p la t forms.  Th is  h igh-energy spot  a ims to  capture the imaginat ion
of  v iewers,  summar is ing the pro ject 's  v is ion memorably  and engaging ly .

             Wr i t ten Word:  Art ic les,  Blog Posts,  and Press Releases

To ensure a comprehensive reach,  the campaign extends i ts  roots  in to  the
dig i ta l  rea lm wi th  a  ser ies  o f  ar t ic les  and b log posts .  These p ieces are
st ra teg ica l ly  d is t r ibuted across pr ivate  soc ia l  media,  the pro ject 's  soc ia l  media
channels  and i ts  o f f ic ia l  webs i te ,  c reat ing a r ich tapest ry  o f  content  that
educates and engages readers about  the impor tance and beauty  o f  rura l
tour ism.
A h igh l ight  o f  the wr i t ten content  s t ra tegy inc ludes an ar t ic le  and b log posts  on
EPALE (Elect ron ic  P la t form for  Adul t  Learn ing in  Europe) ,  pos i t ion ing TouRura l
wi th in  educat ional  and profess ional  networks focused on l i fe long learn ing and
cul tura l  exchange.
Fur ther  ampl i fy ing the campaign 's  message,  two press re leases are set  to
announce s ign i f icant  mi les tones and developments  wi th in  the TouRura l  pro ject .
These re leases a im to  garner  media a t tent ion,  dr iv ing fur ther  in terest  and
engagement  f rom the publ ic  and indust ry  s takeholders .
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How to design effective
tools for your campaign

In  the prev ious sect ion we presented some usefu l  too ls  we used for  the
TouRura l ’s  campaign creat ion and i ts  promot ion.  Th is  Book le t  conta ins the
guide l ines for  the creat ion of  a  campaign for  rura l  tour ism accord ing to  the
exper ient ia l  tour ism approach.

A s tep forward shal l  be rura l  hospi ta l i ty  campaigns des igned by VET prov iders
and the author i t ies  they co l laborate wi th .  The a im of  those campaigns is  targeted
to eventua l ly  share them as open on l ine resources for  s tudents  and t ra inees.

In  th is  par t  o f  the TouRura l ’s  Book le t  we wi l l  emphasise on how to  des ign
ef fect ive too ls  for  your  campaign.  We wi l l  ana lyse what  s teps we fo l lowed and
what  t ips  we took in to  account  in  order  to  des ign the too ls  we used for  TouRura l ’s
campaign creat ion and i ts  fur ther  d isseminat ion.  

In  br ie f ,  we wi l l  focus on these spec i f ic  too ls :

            In format ive F lyer

            Exper t  In terv iews

            Promot ional  V ideo

           Podcast ing 

            Moni tor ing
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            Wr i t ing an ar t ic le

            Se lect ion of  p ic tures

               Informative Flyer

Creat ing an ef fect ive f lyer  requi res a  mix  o f  c reat iv i ty  and s t ra tegy.  

Here 's  a  conc ise gu ide:

Define Purpose and Audience:  Ident i fy  the f lyer 's  goal  (event  promot ion,
sa le  adver t isement ,  awareness ra is ing)  and understand your  audience to
ta i lor  the des ign and content .

1 .

Design for  Impact:  Opt  for  a  c lean layout ,  h igh-cont rast  co lours ,  readable
fonts  and re levant  images to  make your  f lyer  s tand out  and communicate
c lear ly .

2 .

Prior i t ise Key Information:  H igh l ight  essent ia l  deta i ls  (what ,  when,  where,
why)  in  a  d igest ib le  format ,  inc lud ing dates,  locat ions for  events  or  features
and benef i ts  for  products /serv ices.

3 .

Craft  a  Catchy Headl ine:  Create an at tent ion-grabbing headl ine that  c lear ly
conveys the f lyer 's  purpose,  us ing language that  resonates wi th  your
audience

4.

Consistency:  in  des ign and co lor  theme across a l l  campaign mater ia ls  to
ensure brand or  campaign recogni t ion.

5 .

                  
14
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               Expert  Interviews

In terv iewing exper ts  is  a  procedure that  requi res carefu l ly  p lanning ahead of
t ime.

Here are some t ips  to  have in  mind:

Preparation: Research the expert's background and field to ask informed questions.

Clear Objectives: Know what information you want to gain from the interview.

Question Quality: Prepare open-ended questions that encourage detailed responses.

Listening :  Be an act ive l is tener  to  catch nuances and fo l low-up oppor tun i t ies .

Respect  for  Time:  St ick  to  the agreed-upon durat ion of  the in terv iew.

Recording and Notes:  Wi th  permiss ion,  record the in terv iew or  take deta i led
notes for  accuracy and for  la ter  re ference.

Share Widely:  For  maximum reach,  share your  v ideo across soc ia l  media
p la t forms and pro ject  webs i te .



                   Promotional  Video

To create a  v ideo wi th  a  vo iceover  f rom a podcast ,  focus on these impor tant
e lements  l is ted be low:

1.Qual i ty  Audio Extract ion:  Use re l iab le  sof tware to  ext ract  c lear  audio  f rom
the podcast .

2 .Script  Al ignment:  Match the vo iceover  scr ip t  w i th  v isua l  content  for
coherence.

3.Engaging Visuals:  Create or  se lect  v isua ls  that  complement  the audio
content .

4 .Sync Audio with Video:  Ensure the vo iceover  a l igns per fect ly  wi th  the
v isua ls  for  smooth p layback.

5.Legal  Permissions:  Secure r ights  to  use the podcast  audio  and any v isua l
mater ia ls .

6 .Edit  for  Clar i ty:  Ed i t  the v ideo and audio  for  c lar i ty ,  removing any
unnecessary  par ts .

7 .Share Widely:  For  maximum reach,  share your  v ideo across soc ia l  media
p la t forms and the pro ject  webs i te .
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                  Podcast ing

As ment ioned prev ious ly ,  to  s tar t  a  successfu l  podcast ,  a l l  you need is  a  good
idea and qual i ty  record ing equipment .  Once you have these too ls  on your  s ide,
you can get  s tar ted s t ra ight  away!  
Remember  that  the t rue key to  creat ing a successfu l  podcast  is  to  never  s top
learn ing.  Whether  you ' re  l is ten ing to  o ther  creators  or  work ing on your  own
podcast ,  you should a lways be t ry ing to  improve your  sk i l ls .

Here are a  few t ips  to  fo l low for  an ef fect ive podcast :

1 .Research:  Look for  podcasts  that  are re levant  to  your  sub ject  mat ter .
Educat ional  p la t forms,  d i rector ies  and recommendat ions f rom other  educators
are good s tar t ing po in ts .

2 .Qual i ty  Assessment:  Ensure the podcast  is  accurate,  wel l - researched and
presented by cred ib le  sources.

3.  Integrat ing Podcasts into the Campaign
 -  Complementary  Mater ia l :  Use podcasts  to  supplement  the other  promot ing
mater ia ls .
  -  D iscuss ion Topics:  Select  ep isodes that  provoke thought  and d iscuss ion.

4 .  L istening Ski l ls
  -  Act ive L is ten ing:  Try  to  catch l is teners ’  a t tent ion.  

5 .  Accessibi l i ty  and Convenience:  Podcasts  o f fer  the advantage of  fac i l i ta t ing
l is ten ing on the go.  They are su i tab le  for  var ious types of  content ,  whether  i t
invo lves desk research or  exper ient ia l  tour ism.
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6 .  Content  Updated:  For  our  TouRura l  Green Podcasts ,  for  example,  we
produced three ep isodes in  to ta l .

7 .  Evolving Topics:  Use podcasts  to  in t roduce ongoing developments  in  the
pro ject .

                Monitor ing

Like in  every  awareness campaign,  moni tor ing is  a  key e lement  to  check and
measure whether  the campaign is  successfu l  or  not .  

For  th is  reason i t  is  o f  h igh impor tance to  set  SMART goals  and take in to
cons iderat ion the fo l lowing:

Clear  Object ives:  Def ine what  success looks l ike wi th  spec i f ic ,1 .
measurable  goals .

2 .  Key Performance Indicators (KPIs):  Ident i fy  re levant  KPIs  to  t rack
progress ef fect ive ly .

3 .  Regular  Updates:  Compi le  repor ts  deta i l ing the current  s ta tus and
developments .

4 .   Data Qual i ty:  Ensure the accuracy and re l iab i l i ty  o f  the data be ing used for
moni tor ing.

5.  Adaptabi l i ty:  Be prepared to  ad just  s t ra teg ies and act ions based on
moni tor ing outcomes and feedback.
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                   Wri t ing an art ic le

We want  the publ ic  to  know about  TouRura l ,  i ts  mi les tones and spread i ts  key
message as much as poss ib le .  In  order  to  br ing out  the top ics  that  mat ter  in  the
l imel ight ,  par tners  se lected a lso ar t ic les  and b logs to  reach larger  audience in
wr i t ten format .

Pr ior  to  wr i t ing an ar t ic le  in  a  way that  grabs the reader’s  at tent ion cons ider :

Target  Audience:  Ident i fy  the concern ing reading group
Purpose:  F ind the ob ject ive or  a im of  wr i t ing the ar t ic le
Collect  & Select:  Gather  as such in format ion as poss ib le .  A lso,  ident i fy  the
deta i ls  that  are most  s ign i f icant
Organise:  Ar range the in format ion and the facts  in  a  log ica l  way

Once you are ready,  s tar t  wr i t ing.

An ar t ic le  must  be organised in  a  proper  way so i t  can catch the eye of
targeted audience.  The bas ic  out l ine for  an ar t ic le  wr i t ing format  is :

Heading /  T i t le  –  must  be shor t ,  catchy,  a t t ract ive and in format ive.  No need
for  complete sentence.

1.

A l ine-  hav ing the wr i ter ’s  name2.
Body-  ( the main par t  o f  the ar t ic le ,  2  –  3  paragraphs)3.

Star t  your  ar t ic le  in  an in terest ing way.  You could  ask the reader  a
quest ion or  make a s t rong s ta tement

a.

The f i rs t  paragraph should invo lve the reader  in  some way.b.
Bui ld  on the in terest  you have ra ised in  the f i rs t  paragraph by te l l ing the
next  par t  o f  the s tory

c.

Conclus ion -  Ending paragraph of  the ar t ic le  wi th  the op in ion or
recommendat ion,  ant ic ipat ion or  an appeal

4 .
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                   Select ion of  pictures

Why p ic ture is  wor th  1000 words? Images communicate thought  and emot ion
whi ls t  communicat ing a narra t ive in  a  way which words on the i r  own can
somet imes lack.  P ic tures are be ing profoundly  used in  market ing s t ra teg ies.
They are an impor tant  par t  o f  anyone’s  bus iness arsenal  and should be
cons idered a cruc ia l  bus iness asset .  For  obv ious reasons,  p ic tures could  not
be le f t  out  f rom TouRura l  Awareness campaign!

To out l ine impor tance of  images nowadays-  in  the d ig i ta l  age,  jus t  th ink about
th is  mind b lowing fact  for  a  second:  „Ten percent  o f  photos ever  taken by
humankind took p lace in  the las t  12 months” .

Captur ing an image has never  been so easy.  The ab i l i ty  to  up load images to
the in ternet  ins tant ly  wherever  you are has g iven r ise to  image-heavy p la t forms
such as Instagram, P in terest ,  F l ickr  and Tumblr  and makes image creat ion
access ib le  to  a l l .

A long wi th  a l l  th is ,  smar tphone users  a lso have access to  a  whole host  o f
f i l te rs  to  improve/ed i t  the i r  images,  meaning that  creat ing ‘per fect ’  images can
be done more qu ick ly  and s imply  than ever .  

The quant i ty  does not  equal  qual i ty  though.  There is  so much to  ta lk  about
regard ing v isua l  market ing!  
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To make the gu ide l ines shor t  and easy to  remember ,  a lways fo l low these t ree
golden ru les to  he lp  you get  s tar ted us ing p ic tures in  an awareness campaign:
 
1 .Pick a photo that ’s  real ist ic  and natural :  You want  a  photo that  is  both
rea l is t ic  AND natura l .  That  means:

       -  A photo that  depic ts  a  scenar io  that  would actua l ly  occur  in  the rea l
wor ld .
           -  A photo that  accurate ly  depic ts  that  rea l  scenar io .

2 .  Pick an image that ’s  re levant ,  not  random .
    -  For  an image to  resonate wi th  your  audience,  i t  needs to  have some
re levance to  the content  i t ’s  assoc ia ted.
 
3 .Choose an image for  your audience,  not  yoursel f .  Accurate representat ion
a l lows your  target  audience to  fee l  seen,  heard and understood.

Does se lected image say what  I  need i t  to  say? I f  the answer  is  pos i t ive,  make
sure you have chosen h ighest  qual i ty  poss ib le ,  re levant  to  your  top ic  and don` t
forget  s ize and format  (make sure they are opt imised for  the p la t form you use) .
Wel l  se lected and targeted image is  a  key to  your  successfu l  campaign.  
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In  th is  sect ion of  the Book le t  we prov ide a
l is t  w i th  qu ick  access to  the too ls  we
developed for  our  TouRura l  campaign.  By
c l ick ing on each too l ,  you wi l l  be ab le  to
check i t .  

Let ’s  s tar t !

 TouRura l  f lyer

Videos wi th  exper t  in terv iews (Scro l l
down in  the midd le  o f  th is  page to  watch
them.)

TouRural’s  tools
in a nutshel l
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TouRura l  spot  can be found a lso  when scro l l ing down here

Green podcasts

Pic ture se lect ion
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Conclusion
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Design ing an ef fect ive awareness
campaign for  rura l  tour ism based on
exper ient ia l  tour ism invo lves a
combinat ion of  s t ra teg ies to  engage and
too ls  to  use in  order  to  reach your  target
group.  

As we have presented in  deta i l  in  th is
Bookle t ,  the profess ionals  that  be long to
the target  group of  TouRura l  can leverage
a var ie ty  o f  too ls  and s t ra teg ies to  boost
the i r  campaign on rura l  tour ism.  

Summing up,  by fo l lowing the t ips  descr ibed in  the prev ious sect ions and by ta i lor ing
them to  the spec i f ic  context  o f  rura l  tour ism and exper ient ia l  t rave l ,  TouRura l ’s  target
group profess ionals  can des ign an ef fect ive awareness campaign that  a t t racts  v is i tors ,
promotes loca l  exper iences and f ina l ly  cont r ibutes to  the overa l l  growth of  rura l
tour ism.  Moreover ,  by  us ing the too ls  presented in  th is  Book le t  e f fec t ive ly ,  VET tour ism
profess ionals  can enhance the i r  campaign on rura l  tour ism,  reach a wider  audience,
engage wi th  potent ia l  v is i tors  and u l t imate ly  dr ive in terest  and book ings for  rura l
exper iences.

Look ing to  the fu ture o f  rura l  tour ism,  i t  is  ev ident  that  there is  a  growing in terest  in
authent ic ,  exper ient ia l  and susta inable  t rave l  exper iences.  Rura l  areas of fer  a  un ique
oppor tun i ty  for  t rave l lers  to  connect  wi th  nature,  cu l ture and loca l  communi t ies  in
meaningfu l  ways.  The impor tance of  respons ib le  tour ism pract ices,  communi ty
invo lvement  and env i ronmenta l  conservat ion wi l l  be key factors  in  ensur ing the long-
term susta inabi l i ty  o f  rura l  tour ism dest inat ions.



Col laborat ion among s takeholders ,  inc lud ing loca l  communi t ies ,  bus inesses,
governments  and tour is ts ,  w i l l  be essent ia l  in  creat ing a ba lance between economic
development  and env i ronmenta l  preservat ion.
Conclud ing,  in  a  wor ld  that  becomes more in terconnected and in  which t rave l lers
seek un ique and of f - the-beaten-path exper iences,  rura l  tour ism has the potent ia l  to
thr ive and of fer  a  d iverse range of  oppor tun i t ies  for  both v is i tors  and loca l  res idents .  

A l l  in  a l l ,  the fu ture o f  rura l  tour ism looks promis ing as a means to  promote cu l tura l
exchange and preserve her i tage.  Prov ided i t  embraces innovat ion,  susta inabi l i ty  and
communi ty  engagement ,  i t  w i l l  in  the end suppor t  rura l  economies.

We hope you en joyed reading the TouRura l  Book le t  and exp lor ing TouRura l ’s  too ls
as much as we d id  dur ing the i r  c reat ion!  May you get  insp i red and des ign your
awareness campaign on roura l  tour ism in  the most  e f fect ive way!
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