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There’s a widespread opinion that destination marketing organizations 

(DMOs) or tourist boards have become a thing of the past. 

 

People assume that destination marketing organizations are not capable of 

marketing a certain destination in today’s Internet-connected world like 

they used to before.   

However, that couldn’t be further from the truth. 

DMOs are inbound organizations whose main role is to promote a certain 

destination—whether it’s a town, city, region, or country. DMOs focus on 

marketing to raise awareness about their destination to increase the 

number of visitors. 

  

Promoting a destination is still the DMO’s number one job even today, it’s 

just that the means of organizing those promotions and investing in 

marketing efforts and strategies have changed drastically over the last 

decade. 

 

In this eBook, we’re going to discuss tourism destination marketing 

strategies and how to manage destination marketing 

organizations. 
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Tourism continues to be one of the fastest growing sectors in today’s 

economy. So of course, you understand, that it would be an absolute 

nonsense not to acknowledge the enormous promotional and marketing 

efforts invested in this sector in order to promote a destination.  

 

DMOs are also in charge of giving information to tourists before they visit 

and while they are visiting a destination. This means creating and handing 

out brochures, pamphlets and offering various activities visitors can enjoy.  

 

Photo: Willian West (unsplash.com) 
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Over the last few years people have started raising questions about why 

are DMOs still in existence. What’s their purpose when travelers can find 

everything online by themselves? 

 

Today, DMOs are much more than just tourist info points. 

 

Managing a DMO is challenging but not mission impossible. All you need is 

a quality tourism destination marketing strategy!  

 

 

Photo: rawpixel (unsplash.com) 

As I’ve mentioned in the Intro section of this eBook, the popularity and 

success of a destination are proportionate to the amount of effort invested 

by the tourist organizations for promoting and marketing it.  
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What I would like to outline in this eBook revolves around destination 

management marketing—how DMOs can attract more tourists and 

through which channels and strategies is that best achieved. 

 

In order for a DMO to be able to successfully develop and promote a travel 

destination, we need to discuss the destination management 

strategies.  

 

National tourist boards and tourist communities are always active in 

promoting a destination, offers, tours and activities, quality content, and 

experience. 

 

The thing is, however, that modern-day travelers are not really looking for 

a holiday on which they’ll be frolicking on the sun for the entire day.  

 

 

It comes down to the question of how much 

effort and finance a destination marketing 

organization is going to put into a project. 
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Travelers want so much more than that—they want an authentic 

experience with lots of local content worth participating in. 

 

 

 

 

 

Here’s an example of how different strategies can influence a travel 

destination to become popular and grab tourists’ attention. 

 

The Star Wars sequel was filmed in southwestern Tunisia. Tunisians then 

restored the film set to attract tourists.  

 

 

Photo: ejakob (pixabay.com) 

 

Each destination has its own strategies for 

attracting their target audience. 

https://www.dw.com/en/tunisians-restore-star-wars-film-sets-to-draw-tourists/a-40085208
https://www.dw.com/en/following-luke-skywalkers-footsteps-in-tunisia/a-18916869
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Game of Thrones was filmed in Croatia—in Dubrovnik, Split, and 

Šibenik. Those filming locations have now become a tourist attraction for 

many travelers coming from all over the world. Game of Thrones tours are 

always well-visited and booked in advance. 

 

 

 

Photo: MemoryCatcher (pixabay.com) 

While we’re discussing Croatia, this year’s World Cup brought a lot of 

attention to Croatia.  

 

Google Trends data highlights, astonishingly, that Google web search 

queries for “Croatia” have increased to the highest levels in history as 

https://www.total-croatia-news.com/travel/26110-things-to-do-in-croatia-top-5-game-of-thrones-tours
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people around the world search and locate information using the keyword 

“Croatia”.1 

 

 

Google Trends search term: Croatia 

 

That fact itself brought a lot of good to Croatia, a country that lives off of 

tourism year-round.  

 

Professionals photographers and travel bloggers, not just the national 

soccer team, can draw attention to a certain destination as well. 

 

 

 

                                     

1 Croatia’s World Cup consolation: Google searches soar as world seeks information on finalists: 

http://theconversation.com/croatias-world-cup-consolation-google-searches-soar-as-world-

seeks-information-on-finalists-99959  

https://expertvagabond.com/instagram-travel/
https://chiarabernardinello.wordpress.com/2014/06/28/i-wanna-visit-turkey/
http://theconversation.com/croatias-world-cup-consolation-google-searches-soar-as-world-seeks-information-on-finalists-99959
http://theconversation.com/croatias-world-cup-consolation-google-searches-soar-as-world-seeks-information-on-finalists-99959
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Now, without further ado, let us see how DMOs can achieve miraculous 

results with the help of properly organized destination management, 

marketing, social media, and forming business partnerships with tour 

operators! 
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Transition from traditional DMO to a modern-day DMO with the 

help of digital marketing and destination marketing strategies. 

 

What you need to understand that there’s no room for traditional DMOs 

anymore. Marketing and sales are done very differently today. The tourism 

industry has changed drastically over the years.  

 

Every destination has a specific strategy. Some DMOs focus on young 

tourists and parties, while others aim to increase the number of tourists, 

but at the same time, they want to increase the quality of services.  

 

I hope with the help of this eBook, you’ll be able to a destination 

marketing strategy and adapt to new and constantly changing trends 

using digital marketing to your advantage.  

 

Before you can even begin to outline your destination marketing strategy, 

you must identify what sets your destination apart. It usually takes 

a lot of time and energy to research this, but without it, you can’t move on 

to the next step.  
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Find out how residents, tourists, and visitors perceive your 

destination. Gather as much data as you can, don’t be sloppy. This will, 

among other things, be a deciding factor whether you can compete in this 

business.  

 

What you’re looking for is uniqueness and authenticity on top of which 

you can build a story and then eventually, a brand.  

 

It’s best if you can find a niche.  

 

Photo: JoelleLC (pixabay.com) 

Let’s take the island of Hvar in Croatia as an example.  
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It’s known for its extraordinary beauty, history, lavender fields, olive oil, 

the oldest theater in Europe, etc. So, the tourism board of Hvar decided to 

use all these amazing things and tell a story.  

 

Lavender fields, vineyards, olive oil and stunning beaches are 

Hvar’s trademark.  

 

There are also a lot of legends and tales about Hvar, such as the origin of 

the Tudor family in Milna on Hvar. They’ve used the Hvar’s history to create 

a unique story and offer authentic experience for anyone who visits. 

 

Or take the island of Brač with its mystical tales about how dragons ruled 

the island. 

 

Embrace the region’s authenticity and let the whole 

world get a taste of that experience. 

 

 

Once you know what makes your destination special, think about who 

would be interested in this type of experience.  

 

For example, if your destination is known for biking trails, see how you can 

partner with stakeholders and invest in making the roads even better in 

order to attract a specific type of people interested in biking.  
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Photo: FreePhotos (pixabay.com) 

Always research what customers want. 

 

Understand what customers are interested in. This is an ongoing project 

since customer demands change all the time and DMOs need to keep up.  

 

Get acquainted with Google’s five stages of travel.  

 

DREAMING. PLANNING. BOOKING. EXPERIENCING. SHARING. 
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Understanding the funnel will help you better manage 

your marketing and sales efforts. 

 

All of us like to dream about traveling to a foreign place (especially if we’re 

stuck in the office on a rainy day and then start daydreaming). We all 

fantasize.  

 

Photo: FreePhotos (pixabay.com) 

We usually get inspired by a certain place we’ve heard about or seen on 

the Internet, TV, etc. How many times have you seen a few pictures on 

Instagram and yelled: “WOW! I WANNA GO THERE!” 
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Then what happens? 

 

Well, we start researching, we want to know more about a certain location. 

That’s basically when the planning starts. Once we’re satisfied by what 

we found that sparked our interest, then we move on to the next phase: 

booking.  

 

Once on vacation, we fully immerse, looking for places to visit and see, to 

experience every single detail about the destination. Of course, then we 

take pictures and post them on social media and text our friends and family 

to share the experience; we review restaurants, tours and activities, etc.  

 

Photo: veerasantinithi (pixabay.com) 
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That’s why social media are a crucial tool for DMOs and should never be 

allowed to take a back seat when it comes travel marketing. (I’ll come back 

to that part later on in the eBook, don’t worry.)  

 

A deep understanding of customer personas and focusing on providing 

specific offers and experiences will enjoy, turns potential customers into 

visitors who are more likely to visit your destination again, as well as 

recommend it to their friends and family.  

 

 

 

With the customer-centric approach, you can successfully turn visitors 

into evangelist. Which means they will put in their fair share of effort 

into promoting your destination for you.  

 

 

Face it, everything revolves around having an online presence. DMOs 

should have an official website for the destination they’re marketing.  

 

If you’re not online, it’s like you don’t exist.  

 

It’s not 1998 anymore and only a few people will actually stop by your DMO 

office and ask for suggestions which sight to visit or tour to book. 

https://www.mytravelresearch.com/why-customer-experience-is-rightly-such-a-hot-topic-in-travel/
https://www.mytravelresearch.com/why-customer-experience-is-rightly-such-a-hot-topic-in-travel/
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In the era of expanding digital marketing strategies, having a well-

structured website is one of the crucial elements of promoting a travel 

destination. 

The goal: To inform and help tourists get the information they need. 

 

Tourists are looking for relevant information on the destination 

they are planning to visit. 

 

Photo: Mariamichelle (pixabay.com) 

And no, they will most likely no longer physically go to the info center and 

ask for information—tourists will try to find everything they need online 

from the comfort of their home. 
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Of course, you still have old-fashioned travelers who will rather take a stroll 

to the nearest DMO and ask for information in person rather than having 

to spend hours on end combing the Internet. But a majority of travelers 

feel very comfortable with doing their research online before booking a 

trip. 

 

The most important thing is that the website 

contains all the relevant information and that it’s 

easily read and understood. 

 

Website needs to be well-structured and have concise content. 

This means that if you organize the website’s content to best fit your target 

audience’s needs, your DMO site will rank better on Google. 

 

Why? 

 

Because Google wants to provide its users with the best experience 

possible, so they would continue using Google as their search engine. This 

is great news for you since your DMO also benefits from this through paid 

ads.  

 

 

https://tourismeschool.com/write-website-copy-engages-converts-visitors-paying-customers/
https://tourismeschool.com/write-website-copy-engages-converts-visitors-paying-customers/
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Start by dividing the website into a few separate categories, then 

create pages for those categories.  

 

 

Photo: pixabay.com 

You see, there are a lot of website with very useful information, but the 

problem is that the website copy and content aren’t well-optimized or 

structured. Visitors then get tired or even annoyed if the need to comb 

through the website to find one piece of information.  

And then they leave. Right away.  
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Have in mind that only 5 to 10% of average website’s visitors land on the 

homepage2. That’s not much and once they do land, you need to grab their 

attention in less than a minute.  

 

Tough crowd, right? No, it’s short attention spans. 

 

Online marketing trends change quickly, as well as the demands of modern 

travelers. 

 

DMO websites need to stand out. The website must guide 

visitors. Show and tell in very few words. 

 

This means you still need to provide enough information for tourists to 

make their decision without overstuffing the page with irrelevant 

content. 

 

 

 

Tourists are impatient (and not just them, everyone these days). Don’t 

think you can write a Dostoyevsky-type of content, plaster it on your home 

page and expect people to book your destination. 

 

What information should you put up? 

 

                                     

2 How To Grab Attention With Your Website Homepage introduction: 

https://www.crazyegg.com/blog/grab-attention-website-home-page-introduction/  

http://www.bookingcounts.com/tourism-website-optimization/5-tips-write-descriptive-travel-copy-that-converts/
https://www.crazyegg.com/blog/grab-attention-website-home-page-introduction/
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Photo: visitcostarica.com/en 

 

 

 

 

 

What kind of content should you provide? 
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Photo: westernaustralia.com 

 

 

 

 

But before you get all excited, make sure your marketing team 

thoroughly researches your target audience and the destination 

itself. 

 

 

https://www.orioly.com/how-to-market-your-travel-business-website/
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Photo: Kanenori (pixabay.com) 

A word of advice, as far as website design and copywriting goes, it might 

be a good idea to hire professionals.  

 

What you will need is a website designer, graphics designer, 

copywriter and content writer, as well a digital marketing expert 

with a proven track record in the travel industry.  

… 

To summarize and to show you exactly what I mean by “create a good 

DMO website”, check out: www.visitnorway.com. 

 

The site has everything a tourist would hope to find online and the video 

at the beginning is phenomenal at grabbing your attention, instantly.  

https://www.visitnorway.com/


25 

 

 

 

 

Photo: visitnorway.com 

As you can see, visitnorway.com has a story, attractive videos, and photos, 

as well as a list of offers. When you navigate to the offers section, you can 

find a list of hotels, private accommodation, tours and activities, 

transportation, tourist information, places to go and things to do.  

 

Everything is listed in one place and the website is very easy to navigate. 

 

For more inspiration, check out Skift’s list for: 

 

 

For those of you who have already created a website for you DMO, 

perform a full website audit—clean up your pages and content, 

optimize the website, fix broken links, reconsider your web copy, perform 

A/B testing, etc. 

https://skift.com/2017/08/08/25-best-tourism-board-websites-in-the-world-in-2017/
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Here are the tools you need: 

 

 

 

 

 

 

 

 

 

 

How to audit your DMO website 

 
 

For example: 

http://visitnorway.com  

http://www.visitnorway.com  

https://visitnorway.com  

https://www.visitnorway.com 

 

Only one should be accessible in a browser, the others should be 301 

redirected to the canonical version. 

For a full guide on how to perform a website audit, check out this article: 

 

 

 

https://marketingplatform.google.com/about/analytics/
https://www.google.com/webmasters/tools/home?hl=en
https://developers.google.com/speed/pagespeed/insights/
https://search.google.com/structured-data/testing-tool/u/0/
https://serpstat.com/
https://ahrefs.com/
copyscape
https://technicalseo.com/seo-tools/google-serp-simulator/
https://wordcounter.net/website-word-count
http://visitnorway.com/
http://www.visitnorway.com/
https://visitnorway.com/
https://www.visitnorway.com/
https://ahrefs.com/blog/seo-audit/
https://moz.com/learn/seo/mobile-optimization
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However, have in mind that a consistent pipeline of high-quality content 

consumes an enormous amount of marketing resources. 

 

 

 

 

 

The future of SEO is real, human connections. Not just an algorithm. 

Visitors expect content that’s easily digestible, credible, and timely.  

 

Matching the exact phrase has become irrelevant and what matters is to 

match intent. That’s why I mentioned that you need to know who your 

target audience is—because you need to target user intent.  

 

You can do this by building multiple keywords into one piece of 

content, for example. For this, use Google’s auto-suggest for commonly 

searched keywords. 

 

 

 

 How to Find and Fix Broken Links on Your Website

 

https://blog.hubspot.com/customers/benefits-high-quality-content-consistency-brand
https://blog.hubspot.com/customers/benefits-high-quality-content-consistency-brand
https://www.wordstream.com/blog/ws/2010/06/02/how-to-find-and-fix-broken-links
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“According to Google, best practice is three seconds. Unfortunately, 

according to its recent benchmark report findings, most sites are nowhere 

near that.”3 

 

- 

- 

- 

- 

- 

- 

 

 

We’ve already discussed that content is really an important factor that can 

make or break your DMO. 

 

Content marketing, when used properly, should act in your favor. The most 

important thing is to prioritize your content. 

 

Decide what are you going to write about. 

 

                                     

3 20 Ways to speed up your website and improve conversion: 

https://www.crazyegg.com/blog/speed-up-your-website/ 

https://www.crazyegg.com/blog/speed-up-your-website/
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Photo: skylark (pixabay.com) 

 

Before you rush into writing your first piece, consider what would you write 

about. 

Have in mind your target audience. What would they like to read about? Is 

your destination best visited at a certain time of the year or do you offer 

different activities all year round? 

 

Here’s a title for you: Best Time To Visit ________. You can write a lengthy 

blog post just about that, for starters. 
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Photo: derwiki (pixabay.com) 

Additionally, you can use your blog to showcase what your DMO has to 

offer through tour operators and activity providers in addition to showing 

off your experience in the field. 

 

Create An Editorial Calendar 

 

Write down all the topics you can think of and create an editorial calendar. 

Use an Excel spreadsheet to keep track of your blog posts and topics. 

Devise a plan and stick to it. 
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As you go and keep a track record, you can tweak a few things along the 

way—for instance, how often are you going to blog. You might start with 

once a week and see how it goes. 

 

Tell A Good Story 

 

I’m pretty sure you already know this by now, but it’s doesn’t hurt to go 

over it again. 

Every destination has its own unique story. Even your DMO has a story 

which you can use to establish your brand. 

 

The thing with stories is that they get tourists interested and curious to 

find out more about a place they’re going to be visiting. It sheds new light 

on a destination. 

 

Before you start writing, you need to recognize who you’re writing for and 

what is the story you want tourists to hear about. This means you need to 

do your research. Get to know the history behind your destination and 

places of interest. Take notes on every single detail you can get your hands 

on. 

 

Write about hidden gems, coves, architecture, historical events, local 

cuisine, etc. Tell tourists how exciting this particular place or activity could 

be. 
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Blogging Best Practices  

 

How to blog? 1,2,3, GO! Sounds simple enough, right? Erm…  

 

You may think that writing is easy and that you can carelessly open up a 

Word document and start typing. But it’s actually not. 

 

Photo: derwiki (pixabay.com) 

Check out these best practices before you get started: 

 

 

 

 

 

 

http://grammarly.com/
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Social media is an absolute necessity.  

 

In today’s tech-oriented world, using social media to promote your 

destination goes a long way.  

 

Especially when you know that your competition is devoting all their energy 

and resources on social media marketing, publishing new content, making 

new videos, content curating, etc. 

 

 

 

Through social media platforms such as Facebook, Instagram, Google+, 

LinkedIn, Twitter, Pinterest and Snapchat you maintain an online presence 

and promote your destination.  

https://www.orioly.com/travel-bloggers-tour-business/
https://www.orioly.com/travel-bloggers-tour-business/
https://medium.com/orioly/how-to-use-social-media-to-promote-tours-781de56abe3b
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Photo: NMQ (pexels.com) 

The trick is, however, to use each social media for what they are 

intended for. This means you should adjust the type of content you 

publish for each social media. Don’t post generic content across all your 

social media accounts; there isn’t one-size-fits-all strategy. 

 

Remember, each social network has its own users and rules. Which types 

of content do well on which platforms? 
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Instagram and Instagram Stories 

 

Instagram can do wonders for your DMO. Currently, it’s the hottest tool 

in travel marketing. This popular social media platform is known for 

helping users choose travel destinations and local attractions. Use it to 

publish carousel ads, 30-second video ads, and call to action 

buttons to promote your destination in the best possible way! 

 

Photo: quinntheislander (pixabay.com) 

 

 

 

https://adespresso.com/blog/instagram-tips-and-tricks-from-the-pros-in-2018/
http://mstravelmarketing.com/blog/instagram-story-for-travel-marketing/
https://accordmarketing.com/blog/travel-brands-are-making-the-most-of-instagram-s-visual-appeal
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What’s also great about Instagram is that you can get in touch with 

influencers and reach a wider audience.  

 

Post quality photos. Contact a professional photographer from your 

destination and make a business proposal in exchange for his/her photos 

to be posted on your DMO website. 

 

 

 

 

 

Facebook 

Content on Facebook needs to be engaging. Spark up a conversation, get 

people interested in the content you serve and make them leave 

comments. 

 

Facebook videos have become increasingly popular, that’s why Facebook 

favors content from within. That means a Facebook video will get a better 

reach than, for example, a YouTube link with the same content. 

 

 

The best way to attract travelers on Facebook is through Video Ads. Video 

Ads are fantastic for travel, obviously, because it is a highly visual industry. 

It’s not necessary to include the sound—most people watch these videos 

on their mobile phones with their sound muted anyway. Use text captions 

instead. 

https://www.craftsposure.com/blog/crafting-a-beautiful-instagram-feed
https://blog.hubspot.com/marketing/optimized-instagram-profile
https://smallbiztrends.com/2014/04/instagram-marketing-tips-for-business.html
https://www.facebook.com/business/m/how-to-create-videos
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Photo: Brooke Lark (unsplash.com) 

 

 

If you have great videos, leverage them. You can easily build re-targeting 

audiences on a group of people who watched a certain percentage of the 

video, showing that they are very engaged. 

 

Otherwise, try the Traffic, Conversion, Lead Generation and Page Post 

Engagement objective. Those Facebook Ad types most effective to attract 

travelers on Facebook. 

 

https://www.orioly.com/the-best-way-to-attract-travelers-on-facebook/
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Remember when I mentioned that today’s travelers crave for unique and 

unforgettable experience when traveling? 

 

Photo: rawpixel (unsplash.com) 

Tour operators can provide that experience. 

 

In order to provide various services and offers, you will have to partner 

with tour operators, activity providers, accommodation rentals. 

 

Large tour operator businesses and established travel agencies have their 

own strategies, logistics sorted out, and a marketing plan. Usually, they 
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already have their thing going on and don’t really need to collaborate with 

DMOs as much—they’ve already coordinated their promo strategies. 

 

But… there are always smaller travel agencies, independent tour operators, 

and travel start-ups looking for their big break in the travel arena.  

 

There are more and more online booking sites like Booking and Airbnb. 

There’s also a vast arena of online marketplaces like TripAdvisor, Viator, 

and GetYourGuide that offer online travel and booking services that range 

from accommodation, trips, tours, activities to restaurants.  

 

That shouldn’t worry you. Tour operators, online marketplaces are not 

necessarily working against each other. 

 

It’s a big arena, and what you have to know is that it’s in everyone’s 

interest that people visit your destination. So why not make partnerships 

instead of competing in a dead-end race? 

 

 

When running a DM, it’s always crucial to grow your partner network, 

increase your client base, increase sales, and promote your destination. 

 

New tour companies, travel agencies, and tour guide businesses are 

emerging at a rapid pace. In that sea of startups, it’s important to use 



41 

 

 

 

partnerships with other businesses in your field to your advantage. And 

that can work magic—building trust and gathering references. 

 

Wondering where to start? 

 

 

 

 

 

Here’s how DMO can benefit from tour operators and vice versa: 
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Remember, tour operators are the ones you count on to deliver 

the unforgettable experience! 

 

  

Apart from having a good website and being active on social media, DMOs 

have to invest in online and offline advertising. 

 

In the good old days, it used to be printing flyers and brochures. 

 

Five years ago, everyone started focusing on content marketing. 

Eventually, the market got saturated with numerous blogs and articles. The 

human mind can’t consume it all anymore. 

 

Now, we are in the era of online advertising. Online advertising has a key 

role to play in driving online visibility and building awareness. 

 

You have Google Ads, Facebook Ads, Instagram ads, YouTube advertising 

etc. 

 

And these online advertising tools should not be ignored, however, for best 

results, you need to use multiple channels to reach your audience. 
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Photo: Element5 Digital (unsplash.com) 

If you want to reach even more people and land a new, low saturated 

sweet spot, feature your destination in print magazines, subway ads, and 

on television. 

 

Don’t forget to measure marketing success. 

 

When it comes to travel and tourism, word-of-the-mouth is still the most 

popular way news gets around about a destination. That’s hard to track 

and measure.  
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I know, I know, you’re sitting at the board meeting and you have to provide 

exact numbers. 

 

 

 

 

For example, you can never be sure which campaign brought you XY 

number of travelers because you have to include everything in the 

equation—social media, offline marketing, likes, shares, promo 

videos, recommendations, reviews, etc.  

 

What you can measure is how likely your visitors will recommend the 

destination to their friends and family. Ok, ok, and what else? 

 

- 

- 

- 

- 

- 

- 

- 

- 

 

 

https://www.mytravelresearch.com/how-to-measure-roi-in-travel-tourism-marketing/
https://scholarworks.umass.edu/cgi/viewcontent.cgi?referer=https://www.google.com/&httpsredir=1&article=1635&context=ttra
https://skift.com/2014/12/22/measuring-the-real-impact-of-destination-marketing-organizations/
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You need to make sure that travelers don’t just see your offers and get the 

basic information, but rather that they can book right away if they are 

drawn to your destination. 

 

Remember, you want to inform people how your destination is awesome 

and in addition to that, visit, stay longer and spend money. 

 

How can you do that without a booking engine? 

 

 

 

Having a booking system that works both online and offline, can 

help you skyrocket your destination’s promotional effectiveness. 

 

 

 

 

Now combine that with business opportunities when working with small 

tour operators, restaurants, and local tour guides in your destination—what 

you get is a well-organized and planned out eventful stay which results in 

satisfied customers and good reviews. 

 

 

Here’s the catch: 

 

https://www.orioly.com/why-using-excel-to-manage-tour-business-is-bad-idea/
https://www.orioly.com/advantages-using-online-booking-software/
https://www.orioly.com/online-tour-booking-engine/
https://www.orioly.com/new-reach-customers-distribution-feature/
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Running a successful DMO without joining forces with tour operators and 

activity providers, is a nearly impossible, and anyone who tells you 

otherwise is in for a surprise. 

 

DMOs are intended to be small marketplaces. This means you have to work 

with local tour operators and small travel agencies to successfully market 

and sell your destination. 

 

By listing all events and tours on your DMO website, you enhance 

what your destination has to offer. 

 

We, at Orioly, have come up with a booking engine that helps you manage 

both online and offline bookings. By implementing the Orioly application, 

you will get to see all available tours and activities from your partners in 

your destination. 

 

Let’s say some travelers visit your destination’s website: 

 

They are looking for interesting things to do, visit events, attractions, and 

tours they can sign up for. Luckily, you have all those offers listed and can 

present it to them with a click of a button. 

 

Then instead of leaving your site when they find the activity they fancy, 

they can book right away with you and you get a commission. 
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Orioly is a SaaS booking and distribution software built for tour operators, 

activity providers, and small travel agencies. 

 

Our online booking solution takes away the headache of having to deal 

with administrative tasks all day long. It allows you to focus on priorities—

efficient sales. 

 

 

 

Orioly comes with a fully-featured 30-day free trial.  

Sign up for your free trial or contact us if you would like a custom quote! 

https://www.orioly.com/?utm_source=online-marketing-trends-ebook&utm_medium=orioly-pdf&utm_campaign=travel_online_marketing
https://app.orioly.com/register/?_ga=2.20130872.1649115364.1518422073-1069475506.1512117144&utm_source=online-marketing-trends-ebook&utm_medium=orioly-pdf&utm_campaign=travel_online_marketing
https://app.orioly.com/register/?_ga=2.20130872.1649115364.1518422073-1069475506.1512117144&utm_source=online-marketing-trends-ebook&utm_medium=orioly-pdf&utm_campaign=travel_online_marketing
https://www.orioly.com/contact-us/?utm_source=online-marketing-trends-ebook&utm_medium=orioly-pdf&utm_campaign=travel_online_marketing
https://www.orioly.com/

