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Overall situation:
National tourist boards need new practices to promote their destination abroad. Travelers are looking more to one another for advice on travel destinations and experience products. The credibility of governmental promotion is plummeting due to advertorials and other governmentally funded promotion is being rejected as plain advertisement. 
The challenge inherits the complex and composite nature of tourism promotion. We have very few success stories of national tourism promotions that worked; no best practices to copy and only a scarcity of ample monetary and human resources. But we do have an abundance of extremely travel savvy customers, willing to share their knowledge and recommendations. And we do have a stronger political focus on the tourism industry than ever before. What we need is a new practice for destination promotion that makes full use of traveler recommendations and knowledge and a new definition of the role of the national tourist boards.
In order to understand the challenge it is purposeful to outline the business of a national tourist board. I will do so with examples of Scandinavian Tourist Board Asia/Pacific (STB).
National tourist boards and in particular their offices abroad have continuously strived to supply potential travelers with a so called “reason to go” along with market adapted travel products in the supply chain. The strategies applied include always a mix of media promotion and branding, website encyclopedias, online marketing and training, printed collateral, trade promotion and familiarization trips as well as facilitation of structural barriers such as visa regulations when relevant. Some national tourist boards engage in market analyses and product development, and some rely on the private sector to fund parts of the operation in order to sustain a high promotional presence and/or to legitimate the operation itself.
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)With a +50% private financing of all operational and overhead cost, Scandinavian Tourist Board Asia/Pacific (STB) is a successfully financed branch of a national tourist board. An overview of stakeholders without detailing the 152 partners can be seen to your right.
To be able to handle business relations Scandinavian Tourist Board Asia/Pacific must satisfy stakeholders in different ways: 
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The competition amongst destinations is immense. This does not allow for traditional marketing approaches. STB wants to focus on new and eye-catching marketing and management initiatives. We have therefore chosen to make Scandinavia the preferred travel destination through original, innovative marketing with a close strategic collaboration with STBs headquarters and partners. It is against this vision statement (see further below) we will judge initiatives launched by STB.
STB uses the Balanced Score Card and Strategy Maps model for managing initiatives vis-à-vis 1) service partners, 2) business processes, 3) securing resources and 4) staff development.
The general focus areas for increasing the tourism to Scandinavia from Asia and Pacific are divided by stakeholder group and reads as follows: 
	[bookmark: _Toc228683692][bookmark: _Toc228696985]B2B
	· Place profitable and market adjusted travel products in the distribution channels
· Education of the travel trade 
· Increase airline routes

	[bookmark: _Toc228683693][bookmark: _Toc228696986]B2C
	· Interactive social web marketing
· Media promotion 

	[bookmark: _Toc228683694][bookmark: _Toc228696987]Internal/Stakeholder/
partner
	· Face to face sparring with partners 
· Create market competence 




Tourism marketing system – New Practices and perspectives
The new practices have to assume, that every destination has its market though of different in volume and accessibility. New practices must be based on a sincere intention to provide travelers with the tourism experience, that he or she is expecting and will feel satisfied with. New practices must provide a design for strategies to enable travelers to make right destination and activity choices based on trustworthy information and recommendations. For the providers in the tourism trade, new practices must provide a strategy to genuinely explain their product as it is and in the context of the total travel experience to the destination. Finally, the new practices for the national tourist boards should have a strategy for the trade and the customer to collaborate real-time on ensuring a satisfactory delivery and consumption of the experience and ongoing promotion of the tourism product.
Nowhere else do you find a trade supplying a “product” of which the customer is likely to know more than the supplier. On top of this the traveler is extremely influential in his or her friend`s choice of travel destination. It is said, that an “experience product” is as different from service, as service is from product. This is important, since it perplexes the traditional marketing mix of product, promotion, place, price, people, process, physical evidence. Even the customer perspective defined as customer needs and wants (from the product), cost to the customer (price), convenience (relative to place) and communication (promotion) does not fit naturally into an operational approach to destination marketing. Yet most tourist boards will apply such marketing management systems if any. 
Market research over many years show that about 1/3 of travelers made their destination choice based on recommendations from friends and family (the remaining 2/3 from media and trade brochures). This share is doubling as social media are increasing every individual`s network vastly. The new practice for the national tourist boards must take into account the impact on promotion and brand image of user generated content. The new practice must go beyond producing own social media structures, since these marketing systems constitute nothing but conventional controlled messages through new media – or at the very least will be perceived as such by the audience.
National tourist boards generally spend the bulk of their funds on overhead abroad. This is based on the assumption, that relationship building and on-site market knowledge is prerequisite for local promotion and/or a precondition for the trade to partner up with the national tourist board. At the same time, many industries are repatriating their staff and capitalizing on efficient communication infrastructures. Along with an innovated marketing paradigm, a new practice for the national tourist boards should include an innovative approach to organizing itself, engaging stakeholders to share responsibility (in a way that the benefit by far outweighs transaction cost), and a reformed raison d’être for the national tourist boards. To instigate a innovative change path of the tourism promotion industry and reform the basic operational principles in a game-changing manner, the “Tourism – Next Practice” initiative has been launched, inviting the intelligence of the world to assist us in this change process.


Head challenge

Situation:
Our marketing strategies and marketing mix do not produce measurable results. Part of the reason is, that as a destination we do not have neither ownership of our products nor control of our brand image.
Facts: 1) User generated content is increasingly constituting the decisive factor for choosing both destination for travel and choice of tourism products. 2) Direct flight connections, favorable prices (incl currency exchange rates) and availability of air seats and hotel rooms are impacting far stronger on sales, than official promotion towards the travel trade. 3) Customers do not trust governmental promotion. 4)

Challenge description:

How to think and implement new cost-efficient, intelligent, and problem solving solutions to manage the destination marketing process while making use of (and balancing) the stakeholders need for image and supply control with the opinion making impact of social networks and user generated information?

All contributions will primarily be evaluated and rewarded according to innovativeness and
game-changing character. The focus is on next practice, not best practice.

Primary social impact of solving this challenge is: 1) the customer gets the experience-product he or she is looking for 2) minimizes the cost of promotion 3) an honest presentation of the experience product, 4) a tool for customers and suppliers to collaborate on promotion, experience and development  5) the national tourist board improves  its organizational economy and marketing management.


Reward structure:
1) Cash: A total of 10.000$ will be distributed to the best and most useful contributions received, divided into four prize categories: First prize: 5.000$, second prize: 2500$, third prize: 1500$, and fourth prize 1.000$. 
A representative board jury will pick the winners, and attain primary emphasis to innovativeness and contributions actually finding active use into the reworked business plan of STB.
The name of the receivers will be publicly announced on MillionBrains and the homepage of STB upon selection.

2) Career: Excellent contributions might lead you directly to job opportunities in the tourist business, either in the form of internships or regular employment. In case that you do have a professional interest in the tourist sector, this is the most meaningful place to expose your personal competencies.

3) Gifts:  (to be defined)
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