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EXPERIENCES



MULTI-COUNTRY THEMATIC JOURNEYS







In partnership with

What is 
#MekongMoments?

Cooperative campaign by and 

for ALL stake holders

Turn-key solution for ALL 

budgets to run a social media 

campaign

Digital marketing capacity-

building

A social media campaign that 

leverages the phenomenon of 

social media sharing

Public-private partnership –

owned and operated by 

UNWTO Affiliate Member 

Chameleon Strategies.







Results (preliminary)
Through the use of collaborative social commerce,
the campaign achieved the following results after 3
month or run-time (from 12 months total).

300 participants
(travelers, bloggers, filmmakers)

700,000 video views

220,000 followers 
(through network of participants)

7 million people reached



✓ Demand-oriented
✓ Systemic approach
✓ Sustainability through partnerships

Swisscontact
Sustainable tourism development



We take a demand-led approach starting 
with the VISITORS…

Understand tourism markets using 
visitor flow analysis tool

Adapted the St Gallen model for 
destination development for 
Swisscontact 

WHO is coming?

WHY did they decide to come?

WHAT do they do there?

HOW do they travel through the 
destination?

We work with a destination to find out:



How can we best serve them?

How can we best influence them?

We identify what is needed to improve 
the EXPERIENCE for the target visitors…

We work with a destination to ask:



We collaborate with our PARTNERS to bring 
the benefits to local tourism SMEs…

Support partners 
through coordination 

and technical 
assistance

Partners 
& service 
providers SMEs

Partners reach 
beneficiaries in a 

sustainable manner

Make ‘deals’ to support public and private service 
providers to reach beneficiaries in a sustainable way



Develop support services to 
improve standards in local 

tourism businesses

Improve collaboration 
between destination 

stakeholders

Engage in more targeted 
marketing efforts to reach 

potential visitors

Improve or create products 
that the visitors want









• How do you measure success in transborder 
marketing? 

• What if one destination benefits more than the 
other? 

• What are some of the biggest opportunities with 
transborder marketing? 

• What are some of the biggest challenges? 

• What are some of the specific tools the GMS 
uses for collaboration between nations? 


