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Case study
Pulborough WildArt Trail is 
a great example of a digital 
experience that successfully 
engages a digitally savvy 
younger audience. It’s also 
proof that digital tech doesn’t 
have to mean sitting around 
indoors.

The 2.5-mile (4km) trail between 
Pulborough Rail Station and RSPB 
Pulborough Brooks blends sculptures 
by Sussex artist Steve Geliot, local 
information and augmented reality 
through a free app. 

The Pulborough WildArt Trail app has 
details of local wildlife and historical 
background, an educational quiz for 
kids and the AR Pulborough Giant who 
encourages kids to engage with wildlife 
and nature and snap a selfie with him – 
then post it on social media straight away.

Launched in summer 2019, the trail has 
proven popular with children and adults 
alike. In its first four weeks, the app was 
downloaded 450 times and the trail 
attracted hundreds of visitors over the 
summer.

Digital Tourism 
We live in an increasingly connective culture. Our devices are by our 
sides 24/7. Laptops, tablets and smartphones have become our travel 
agents and tour guides as well as our cameras and journals. And the 
launch of the 5G network heralds an exciting new wave of travel tech and 
innovations.

Digital tourism is a vast field, encompassing the entire customer journey 
from dreaming, planning, booking and experiencing to sharing with 
family and friends. As an SME, it’s important to keep up with the latest 
digital tourism developments. By judiciously applying digital tourism 
innovations to your business, you can cut costs, save time, improve your 
visitor experience and gain a competitive advantage.

But what does the application of digital tourism actually look like? It 
could mean developing a digital marketing strategy, adding online 
booking and chatbots to your website, or connecting to the Internet of 
Things* (IoT) – noted in Trivago’s top hospitality predictions for 2020 as 
one of the biggest emerging tech trends in the tourism industry. 

Digital technologies and trends such as augmented reality (AR), artificial 
intelligence (AI), virtual reality (VR) and gamification have opened up 
an exciting new world of immersive tourism experiences. For example, 
Atelier des Lumieres, Paris’s first digital art museum, brings art to life by 
allowing visitors to step into enormous moving projections of artworks 
by artists such as Gustav Klimt and Egon Schiele. Such multi-sensory 
encounters can deepen an experience, make it more accessible and 
more appealing to a younger audience. And of course, there’s usually 
an opportunity for a shareable #selfie, which in turn boosts your digital 
marketing…

* IoT definition: “the interconnection via the Internet of computing devices embedded 
in everyday objects, enabling them to send and receive data.” For example, using 
guests’ mobile devices as room keys; installing a smart energy system that adjusts 
room temperature depending on whether there’s someone in there.

A DIGITAL EXPERIENCE

Our devices 
have become our 
travel agents and 

tour guides as well 
as our cameras and 

journals.



Who’s your 
audience?
Digital gives you access to the sort of detailed 
audience data that analysts could only dream of just 
a few years ago. 

With the help of free online tutorials, you can use Google 
Analytics (a web analytics service that tracks and reports website 
traffic) and social media insights to build a solid understanding 
of your audience: the location, gender, age and interests of the 
people using your website and engaging with you online, as well 
as the best way to communicate with them.

Once you’ve got to grips with that information, you can reach 
out to people who share key characteristics with your existing 
customers, whether that’s targeting online ads at Londoners who 
enjoy watersports, or developing partnerships with local cookery 
schools to grow the high proportion of foodies identified in your 
audience.
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Case study

Fluid Adventures, a canoe and kayak 
watersports company based in the 
Chichester area, employs a freelancer 
to manage their social media. 

Director Phil Smith says that outsourcing 
this “lightens our workload [so] we don’t 
neglect social media, but primarily means 
that we can focus on delivering the best 
possible experiences to our customers.”

Instead of making daily decisions about 
what to post, Phil and his team use 
WhatsApp, email and OneDrive to share 
photos and video with their social media 

manager, who then decides what fits 
best with their current social media 
strategy.

Manage your reputation digitally: HuffPost 
reports that over 95% of leisure travellers 
read at least seven reviews before booking 
their holidays. 

Be proactive by providing key review sites with 
high-quality images and videos that display your 
brand/product to best advantage. Create a good 

impression of your business.

53 % of people say they are more likely to shop 
with a business they can contact via a chat 

app or contact via Facebook messages.

Approximately 90 % of people trust peer 
content over what you say about your business. 
Always comment positively on your feedback. 

http://www.huffingtonpost.com/entry/digital-trends-that-are-transforming-the-travel-industry_us_58c6cc3ae4b0c3276fb78790
http://www.huffingtonpost.com/entry/digital-trends-that-are-transforming-the-travel-industry_us_58c6cc3ae4b0c3276fb78790


Have you thought 
about?

Hiring a part-time digital 
marketing person to 
maintain your social 

media and online 
content?

If you’re just beginning your 
foray into digital tourism, start by 
updating your website, becoming 
online bookable, managing your 
digital content and engaging with 
Tripadvisor.

Your website should be up to date and 
easy to navigate with a responsive design 
that works whether it’s viewed on a 
mobile, tablet or desktop computer. 
According to Tripadvisor, around half 
of travellers use their smartphone for 
every aspect of travel planning, and the 
2019/20 Travel Weekly Insight Report 
indicates that smartphone bookings will 
only increase in 2020.

Being online bookable can make all 
the difference between a customer 
continuing to look around or booking 
with you right there and then. You 
could embed booking software 
directly in your website, use an online 
travel agent (OTA) such as Expedia, or 
opt for an internet booking engine.

It pays to consider your online 
content too. Including strong visual 
elements such as photography and 
videos in your website, regularly 
sharing blogs and e-newsletters 
and updating your social media can 
have a positive effect on your site’s 
rankings, raise brand awareness and 
help you reach new customers. 

KEEP THE CONTENT FLOWING

Top tips

Around 80% of consumers 
frequently or always check 
reviews, so it’s good practice to 
claim and actively monitor your 
listing on Tripadvisor, which 
has 490 million monthly active 
users, and on other online 
review sites. 

Bear in mind that 77% of 
travellers are more likely to 
book when business owners 
respond to reviews too. 

How to start

Piggyback 
national tourism 

marketing 
campaigns and 

international and 
national days to 

reach a wider 
audience. 

Save time by 
using a free 

social media 
management 

tool to 
schedule and 
monitor your 

posts.

Establish a 
content calendar 

and set social 
media goals to 
help you post 

consistently and 
effectively.

Create engaging 
content that is 
human, honest 
and authentic. 
Quality is more 
important than 

quantity. 

Approximately 
80% of your 

content should 
inform, educate 
or entertain. The 
rest can directly 

promote your 
business.

Share relevant 
content from 

others to grow 
your reach and 

develop mutually 
supportive online 

relationships. 
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VisitEngland: Digital Marketing Toolkit 

Digital Tourism Scotland

Google Analytics Academy: Google 

Analytics for Beginners

Google Digital Garage: online 

courses to help grow your business  

Tripadvisor: Owners 

Tripadvisor: Insights 

How to use social media for digital marketing

Social media can be a powerful tool for small businesses. It’s a measurable and highly 
targetable means of digital marketing that helps you reach and engage with new and 
existing customers, raise brand awareness and improve your business’s searchability – all 
on a tight budget. 

Social media can also be time consuming. It’s sensible to set aside – and stick to – a 
realistic amount of time for your social media activity, factoring in time to engage with 
your followers and other pages relevant to your business.

The number of social media platforms available can feel overwhelming. Happily, it’s more 
effective (and less stressful) to identify one or two platforms that best support your digital 
marketing goals and focus on them. Do claim your business handles across every platform 
though.

Facebook is a good place to start. Business pages allows customers to book, leave reviews and 
interact with you directly. You can also adjust paid advertising activity using real-time insights. 
Instagram, like Snapchat and Pinterest, is highly visual. Twitter is good for opinion, while 
YouTube and Vimeo are great for broadcasting video content. LinkedIn is more corporate.

Find out more

Marketing Magic

info@experiencewestsussex.com
www. experiencewestsussex.com

https://www.visitbritain.org/business-advice/market-your-business/digital-marketing-toolkit
https://www.visitscotland.org/supporting-your-business/digital-skills
https://hootsuite.com/resources
https://analytics.google.com/analytics/academy/course/6 
https://analytics.google.com/analytics/academy/course/6 
https://learndigital.withgoogle.com/digitalgarage
https://learndigital.withgoogle.com/digitalgarage
https://learndigital.withgoogle.com/digitalgarage 
https://www.tripadvisor.co.uk/Owners
https://contentmarketinginstitute.com
https://www.tripadvisor.com/TripAdvisorInsights

