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1 Introduction
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Heraklion Development Agency drafted this document in the framework of Task 4.2,
"Organization of promotional campaign related to sustainable tourism." The purpose of
the document is to provide the MOST project partners with guidelines to implement their
promotional campaigns based on the needs and the characteristics of the target
groups in their territory.
The main objectives of the promotional campaign are to increase the level of
environmental sustainability in the tourism sector in Uzbekistan, Tajikistan, and
Kazakhstan and raise awareness. Τhe campaign aims at creating a social change
toward sustainability; to achieve changes in policies and new measures that improve
the chances for sustainability in the countries and communities. The campaign also
strives to give a message to society that a change towards sustainability is possible and
necessary.
More specifically, the document provides information on the following:
§

Target groups of the campaign. Detailed information on their characteristics is
provided. Those characteristics should be taken into account by the service
providers hired by each project partner to build effective communication
campaigns.

§

The marketing strategy that should be followed. The qualitative objectives of the
campaign are fully elaborated, while guidelines are provided on how the
quantitative goals should be set. Plus, the positioning strategy of the promotional
campaign is fully described in this chapter paying particular attention to the
provision of information on the benefits that the target groups will gain by
adopting sustainable practices in the tourism sector. The project partners should
create communication messages based on these guidelines and HDA's
positioning strategy analysis.

§

Traditional and digital promotional activities are proposed to be elaborated by
the project partners. HDA sets a detailed general framework of the action plan,
and each partner is responsible for localizing the activities based on the needs
that will be recognized by the service providers.

§

Guidelines on the timeline, monitoring the campaign's implementation, and the
metrics that should be monitored.
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2 Target groups
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One of the critical decisions the communication team faces is the selection of the
group or groups that MOST project partners will communicate with within the framework
of the promotional campaign. The choice of the target groups will be made considering
the interest of these groups in sustainable tourism to create an efficient communication
strategy. To better identify and evaluate each market segment to correctly select
target groups, the selected groups must be assessed based on some criteria that will
judge whether these groups are worth considering in this campaign. Many factors may
be considered in evaluating a group's or specific segment's attractiveness. The target
groups should be selected considering the main objectives of this promotional
campaign and the stakeholders we need to approach to achieve their involvement
and active participation in implementing sustainability measures.
The criteria based on which the attractiveness of the departments will be evaluated are
the following:
§
§

§

Barriers to entry: This factor relates to the effort and the financial resources that
the project partners must spend to approach this market segment.
Predictability: The predictability of a market is a factor that influences its
attractiveness as the more predictable audience is, the less prone it is to
discontinuity, and the easier it is to predict accurately the potential value of the
segment and the tools that have to be used to approach this audience.
Segment’s correlation with the MOST’s objectives: This factor refers to the extent
to which the purposes of the project are in line with the goals of the selected
audience.

The audience groups have been split in two as there will be a different communication
approach for each target group, with slightly different angles. While the approach of
the communication activities with the associated audiences will be informational and
institutional, messages will turn more emotional, persuasive, and participative when
addressing external audiences.
Note that the target groups of the communication activities mainly coincide with the
beneficiaries of the project activities. They represent the audience interested in the
project, which can influence the project's ability to achieve its goals.
To develop an effective marketing plan for the integrated promotion of sustainable
tourism, it is necessary to assess which market segments are existing or potential
stakeholders, intending to focus the marketing strategy on these market segments. The
targeted communication strategy will maximize the communication campaign's
maximum possible effectiveness and efficiency, maximizing its results.
This section identifies the characteristics of the target groups that will target the
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communication actions implemented to promote sustainable tourism in Uzbekistan,
Tajikistan, and Kazakhstan.
This process aims to capture the specific characteristics of each target group in order,
then, during the formulation of the action plan, to select the most appropriate methods
of approaching the audiences of which each target group consists. Thus, the most
effective tools will be identified that will make sustainable tourism attractive to
stakeholders, which will lead to the required recognition and acceptance of the
appropriate methods for its implementation.
The following paragraphs follow the listing of the target groups of the promotional
campaign and a brief description of their main characteristics.

2.1 Tourism businesses
Sustainable tourism development guidelines and management practices apply to all
forms of tourism in all types of destinations, including mass tourism and the various niche
tourism segments. Sustainability principles refer to the environmental aspects of tourism
development to guarantee its long-term sustainability. Thus, sustainable tourism should,
among others, make optimal use of environmental resources that constitute a crucial
element in tourism development, maintaining essential ecological processes and
helping to conserve natural heritage and biodiversity.
Tourism businesses are perhaps the most important actor in the effective
implementation of sustainable tourism practices. The term tourism business means
businesses such as hotels, restaurants, cafes and bars, travel agencies, and any other
business that interacts with visitors to an area.
The implementation of sustainable tourism practices by these companies is of utmost
importance to increase the level of sustainability of the tourism industry as they are
responsible for the use of significant environmental resources, the creation of a
substantial volume of waste, and the increase of the ecological footprint of the industry.
This communication campaign aims to approach tourism companies that have specific
characteristics that make them, on the one hand, innovative for the standards of the
region and, on the other hand, potential multipliers of the message of sustainability,
influencing other companies to imitate them and apply similar methods.
The aim is to approach SMEs, ideally family-owned, for entrepreneurs to be informed
about and ultimately apply sustainable practices in the daily operation of their
businesses. The realization by entrepreneurs that the sustainability of the tourism industry
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will positively impact their business activity is the key point to ensuring the achievement
of the necessary change in their business model.
Essentially, the campaign will target entrepreneurs who have the vision to modernize
their businesses and know that adapting to more environmentally responsible business
practices is a necessary condition for the longevity and growth of the industry while
recognizing the need for immediate protection of the environment to mitigate climate
change.

2.2 Employees
The approach of the tourism companies and specifically of the persons responsible for
their administration is not enough to achieve the necessary change in their business
model. Management is responsible for making decisions, but the employees are called
upon to execute them. Therefore, it is understood that to ensure the universal
acceptance by employees of any sustainable methods of operation of tourism
enterprises, it is necessary to approach the employees in these enterprises.
It is significant for employees to be informed about the importance of climate change
and the need to respect environmental resources both in the tourism industry and in
general. In this way, the employees will be the loyal proponents of applying ecological
practices in the daily operation of the tourism enterprises. At the same time, the
embrace of these sustainability principles will also serve as a degree of motivation for
the members of the management of these enterprises to redesign the business model
more sustainably.

2.3 Policymakers
Sustainable tourism development requires the informed participation of all relevant
stakeholders and strong political leadership to ensure broad participation and
consensus-building. Achieving sustainable tourism is a continuous process, and it
requires constant monitoring of impacts, introducing the necessary preventive and/or
corrective measures whenever necessary.
Increasing the sustainability of the tourism industry in this region is impossible without the
active participation of policymakers. The development of sustainable policies can
accelerate the increase of the sustainability level of the tourism industry; therefore, it is
necessary to include policymakers at local, regional, national, and sectoral levels
among the target groups of this promotional campaign.
Local Government Authorities (including any companies or organizations that belong to
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them), ministries (mainly those responsible for tourism, environment, and
entrepreneurship), Destination Management Organizations, as well as any other body or
organization responsible for policymaking, are one of the target groups of this
communication campaign.
Indicative of the importance of policymakers is that a simple decision of theirs, which will
lead to a legislative restriction (e.g., a ban on the use of disposable plastic cups), can
streamline the operation of the entire industry without requiring prior full acceptance by
all the entrepreneurs active in it.

2.4 Sectoral business associations
Sectoral business associations are organizations that consist of a set of similar
companies. Such organizations are a target group of this communication campaign as
their activation in favor of sustainable tourism will motivate their member companies to
act in a similar direction.
The approach of these associations offers excellent efficiency of financial and human
resources as in this way, an exceptionally high degree of multiplication of the
communication message is achieved.
The aim is to approach tourism associations, hotel associations, travel agencies
associations, commerce associations, and any other organization, chamber, or business
union that has members active in the tourism industry.
It is worth clarifying that such bodies act as a model for their member businesses while
also playing an essential role in defining the vision for the long-term development of the
tourism industry. Hence, their approach is imperative for the success of promoting
sustainable tourism.

2.5 Suppliers of tourism businesses
Our experience has shown that even if tourism companies want to apply methods and
tactics toward sustainable tourism, they often encounter an unexpected obstacle, the
lack of suppliers who market sustainable products. This problem is exacerbated in cases
of SMEs or businesses that are geographically isolated where dependence on a
particular supplier is remarkably strong.
The above fact adds another target group to the communication campaign: tourism
business suppliers. It is evident that this is a very broad target group, so below are some
examples of the main suppliers we are interested in:
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§
§
§

Disposable manufacturers (cups, bottles, plates, to-go containers)
Chemicals’ manufacturers (laundry, dishwasher, pool cleaning & general
cleaning products)
Other materials suppliers cause a significant increase in the environmental
footprint of a tourism business.

2.6 Sustainable tourists
Global trends highlight the growing tourist interest in authentic and sustainable holiday
experiences. Therefore, designing strategies that enable destinations to catch this tourist
segment is becoming more and more critical for competitiveness. The findings confirm
young people's interest in specific dimensions of sustainability and the influence this
interest has on their decision-making processes, motivations, and behaviors. Globally,
the industry is now at a pivotal point in its history.
A great deal of research has suggested that tourists value the environment, would like
to act responsibly, and favor greater sustainability. Some have suggested that tourists
would even be willing to pay higher prices for more sustainable tourism experiences.
Therefore, sustainable tourism segments could be targeted by tourism destinations. In
addition, if consumers are sympathetic to sustainable issues, this suggests that their
behavior could be steered towards more pro-environmental actions or that the suitable
types of communications could effectively elicit more sustainable consumption
behavior. Sustainable tourism should also maintain a high level of tourist satisfaction and
ensure a meaningful experience for the tourists, raising their awareness about
sustainability issues and promoting sustainable tourism practices.
Sustainable tourism can act as a differentiating element to increase revenues from
tourism; hence, the region's promotion to the general audience as a sustainable tourism
destination is fundamental for the industry's long-term prosperity.
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3 Marketing strategy
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3.1 Qualitative objectives
The general objective of the MOST promotional campaign is to give visibility to the
activities and main objectives of the project to motivate the target groups to implement
activities towards sustainability. More specifically, the qualitative goals set are the
following:
§

Raise environmental awareness: The aim is to inform the target groups of "MOST"
about the importance of turning to the implementation of more environmentally
responsible practices in doing business in the tourism industry. With the right
promotion tools, the communication actions will highlight the benefits of
sustainable tourism development, emphasizing the maintenance of the
competitive advantage of the three countries as tourist destinations.

§

Trigger interest towards sustainability: Attracting the interest of the target groups
regarding the application of sustainable tourism practices. The aim is to
understand what "sustainable tourism" means, be interested in how it can be
implemented, realize the benefits of implementing sustainable practices, and
ultimately participate in the effort to turn their country into a sustainable tourist
destination.

§

Provision of information regarding sustainability practices: The campaign aims to
provide information on implementing sustainable tourism practices. This
information will be practical so that members of the target groups can easily
understand the benefits of incorporating sustainable practices into the operation
of their business or the formulation of their strategy.

§

Increase pro-environmental attitudes of tourism stakeholders: The aim is for the
stakeholders to cultivate an environmentally conscious awareness so that,
through their activity, they can support the implementation of sustainable
practices.

§

Provoking positive emotions of travelers: An indirect goal of the promotional
campaign is to create positive emotions in the visitors to the three countries. In
recent years, visitors from western countries tend to choose destinations
characterized by elements of sustainability increasingly. This is because most of
the modern world recognizes the existence of climate change and the dangers
that come with it. As a result, they seek the implementation of environmentally
responsible practices in their daily lives. Therefore, they seek the same in their
travels since reducing the environmental footprint has become a way of life.
Therefore, it is understood that a destination that takes into account the above
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trend and understands the specific need of the visitors automatically becomes
even more attractive.
§

Increase traveler’s satisfaction: Based on what has been analyzed above, it is
understood that when a traveler seeks sustainability characteristics in α
destination, and he finally meets them, his pleasure increases.

§

Increase repetitive visits (loyalty): The aim of the campaign is also to increase
repetitive visits. Of course, whether A traveler chooses to visit a destination more
than once depends on many factors and how he prioritizes those factors.
However, if the sustainability of the destination is high on the list of visitor criteria,
then, unquestionably, the implementation of sustainable tourism practices will
work positively on customer loyalty.

3.2 Quantitative objectives
Every communication campaign consists of qualitative and quantitative objectives.
Quantitative objectives will be set by each project partner separately. When
determining them, the starting point of each region in terms of the implementation of
sustainable tourism practices and what it wants to reach should be considered, as well
as the type of goals of the promotion campaign.
Regardless of its form, each target must meet the following criteria, which are more
commonly known as SMART (from the initials of the criteria):
§
§
§
§
§

To be Specific
To be Measurable
To has been Agreed by those who will implement it
To be Realistic
To be Time-related
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3.3 Positioning
Positioning aims to demonstrate the value of turning countries into sustainable tourist
destinations to MOST target groups. Through positioning, the target groups will be able
to evaluate the message of the promotional campaign and, in this way, become part
of this message.
The "positioning" term belongs to the American advertisers, Al Ries and Jack
Trout (1982). They referred to creating a separate image/position for the
product in the mind of the consumer/customer, claiming that: "Positioning
begins with a product that can be a commodity, a service, a company, an
institution, or even an individual. But the placement is based on how you place
the product in the mind of the prospective buyer ".
The ways that the positioning can be implemented vary. This promotional campaign
chooses to emphasize the benefit that the target groups will derive from the adoption of
environmentally responsible practices in their operation and strategy. The advantage
lies in the following, and based on these, the individual communication messages of
each partner should be created:

Differentiation from competitors
The tourism industry is highly competitive. As a result, the companies operating in it must
constantly try to differentiate to gain a lasting competitive advantage. Therefore, target
groups such as hotels will have a competitive advantage over their competitors.
On the other hand, the target groups that are collective bodies (e.g., policymakers)
through the positioning process should realize that by incorporating the shift towards
sustainability in their proposals for tourism policy, then automatically make their country
more competitive than other tourist destinations and that this will bring several significant
economic and social benefits.

(Green) brand building
For the reasons mentioned earlier about the trend for western travelers to choose
sustainable tourist destinations, green brand building is significant. Target groups must
realize that green brand building plays a vital role in the brand's position in the mind of
the consumer. It is clarified that a brand can be considered an individual company, a
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city, a region, and even a country.

Increased repetitive sales (brand loyalty)
Another benefit that needs to be emphasized is the increase in repeat sales. Target
groups need to realize that a traveler who consciously chooses environmentally friendly
destinations and considers the need to adopt environmentally responsible practices will
re-select a country where they encounter such practices. To ensure financial
sustainability, brand loyalty is paramount.

Higher profit margins (long-term)
In the long run, implementing environmentally responsible practices will lead the target
groups to achieve higher profit margins. This will happen because the philosophy of
reducing the energy and environmental footprint presupposes changes (e.g., in
buildings) that will contribute to this direction. Let’s assume that a company starts to
implement environmentally responsible practices. One measure a company can take is
to switch its light bulbs to LED bulbs. Initially, this replacement will come at a cost. But in
the long run, the company will benefit from lower energy consumption, which will be
reflected in its bills. So, the messages that will be created should include such elements
to perceive the specific benefit.

Long term prosperity of destination
Positioning should also be based on the benefit of ensuring the long-term prosperity of
each country as a tourist destination. Therefore, it should be emphasized that it is
imperative to adopt the principles of sustainability because, in this way, the competitive
advantage that each region has in terms of biodiversity and natural ecosystems will be
ensured. Continuous degradation of the natural landscape due to human activity may
lead to irreversible damage. Suppose the importance of the application of
environmental practices in the tourism industry is not realized. In that case, this wealth
will be lost, and at the same time, the competitive advantage of the destinations that
makes them attractive to the visitor will be lost.
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Alignment with global trends
Another benefit that should be emphasized when formulating the positioning strategy is
that if the target groups turn to implement sustainable tourism practices, they will be in
alignment with global trends. It is crucial for the tourism of the three countries to "listen" to
the global trends because, in an international environment, non-harmonization can be
a reason for reduced tourist flows. On the other hand, setting up environmentally
responsible destinations can only have a positive impact.
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3.4 Brand essence
For the MOST partners to understand the benefit that will result for each sub-target
group/brand from the implementation of environmentally responsible practices, HDA
provides the following pyramid that depicts the brand essence. The pyramid and what it
includes must be taken into account when shaping the communication message of
each partner. The communication message should help those to whom it is addressed
to understand that by adopting sustainable tourism practices, they will give their brand
the following elements:

Brand Essence: Quality tourism services for
sustainable travelers in an untouched
environment.

Brand Attributes:
Innovation and brand differentiation compared
to the competitors.

Brand Benefits: A combination of tourism and
respect to the environment.

Brand user: Travelers who do not stay indifferent
to the depletion of natural resources and climate
change. They love nature and the environment.

18

4 Action plan
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This section is dedicated to the definition of the working methodology for implementing
the Communication Action Plan for the Promotion of Sustainable Tourism in Uzbekistan,
Tajikistan, and Kazakhstan. According to the project application form, HDA is
responsible for providing the relevant partners with the general framework for
implementing the promotional campaign so that they, in turn, can adapt the campaign
to the local context and the specific characteristics of each of the above countries. The
following is a summary of the main points of the working methodology:
§

§

§
§

HDA provides a pool of communication activities with a generic description per
activity and some implementation instructions. Each partner, in collaboration
with their external service providers, chooses activities that better fit their national
context. Partners are allowed to incorporate actions other than those included
in the actions pool only after discussion and approval from HDA.
Partners should fully develop the preferred activities, including, among others,
elements such as the followings:
- Communication messages
- Social media hashtags
- Duration of the campaign and time planning of the activities
- Measurement of the campaign efficiency
HDA provides some graphic designs (e.g., billboards templates) for each partner
Partners implement their campaigns concerning the program publicity
guidelines and the general framework provided by HDA.

This section presents the proposed communication action plan to achieve the goals set
in the previous chapter. The communication mix that was designed includes a variety of
media that cover all the audiences, approaching the particularities of each target
group in a multifaceted way. Multiple communication tools serve the different needs of
each audience, achieving a holistic approach with the optimal combination of
efficiency and financial cost.
For this Communication Action Plan, communication actions have been divided into
two broad categories:
§
§

Traditional communication actions
Digital communication actions

Furthermore, the actions are categorized in terms of their type, namely:
§

§

Fundamental communication actions – These are actions that are of paramount
importance for the smooth implementation of the other communication actions
as they form the basis for the implementation of the action plan
Advertising - The design of the proposed advertising campaign should take into
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§

account the goals set and the stages that the recipient of the message goes
through to decode and understand the message. Therefore, the purpose of
advertising is to create images in the minds of target groups and, subsequently,
to attract their interest and provoke desires and positive emotions that will
eventually lead to the formation of a clear perception of sustainable tourism. The
ultimate goal is to push the target groups to adopt sustainability principles.
According to the science of communication, the design of the advertising
message must take into account the different market segments and their needs
and particularities to approach them more effectively. Sometimes, the
advertising message has to be differentiated to successfully meet the audience's
needs. However, in this case, the main body of the communication message
must remain unchanged based on a central idea. This will consolidate a single
communication identity without alterations that prevent the maximization of its
effectiveness. Traditionally, advertising has been a form of non-personal, mass
communication suitable for large audiences. Digital advertising methods have
made this assumption unsupported as they offer several targeting tools leading
to the creation of personalized messages. In contrast, now, the intensity of the
advertising campaign and its budget are determined entirely by the advertiser.
In general, advertising is a dominant form of communication as it offers the
following:
o good cost-effectiveness (especially in digital form),
o repeating the same message,
o creating or improving the image - profile of the advertiser, and finally,
o added value
Public relations – The partners should invest in the development of public
relations to initiate collaborations and succeed in creating a strong brand name
for sustainable tourism. Given the limited resources, the public relations actions
will be aimed at developing partnerships that will help increase the spread of
sustainable tourism principles. According to the academic literature, the term
"public relations" identifies activities that seek to improve the image of an entity
and create a favorable climate for an issue of interest. Through public relations,
which will complement complementary advertising activities, the partners will
succeed in creating a positive image and reputation for sustainable tourism.

4.1 Traditional communication
4.1.1 Brochure with sustainability guidelines
Type:

Advertising
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Tourism businesses

X

Employees

Sectoral business
associations

X

Suppliers of tourism
businesses

X

Policymakers

Target groups:
Sustainable
tourists

The production and distribution of newsletters have proven to be an old method of
communication, bringing remarkable results to audiences unfamiliar with the
technology. The creation of a brochure that will include detailed information on
sustainable tourism will significantly contribute to raising the awareness of the target
groups. The brochure enables those interested to read the content repeatedly (even at
completely different times) and to emphasize the points that interest them most at any
given time.
In particular, the brochure will contain detailed information on the environmental
problems posed by traditional/ mass tourism and a general description of the
alternatives created in the context of sustainable tourism.
The brochure is addressed to entrepreneurs and employees in the tourism industry to
understand the problem that arises with tourism as it operates today as well as to be
informed about the methods they can adopt to reduce the impact on the environment
due to their business activity.
There are many possible scenarios regarding the exact content of the brochure. On the
one hand, the partners can create a single brochure that will cover all tourism
businesses, while on the other hand, they can create separate pamphlets for each
category of business (e.g., hotels, cafes, etc.). In the first scenario, the advantage is
related to the smaller financial resources required to produce the universal brochure,
while the disadvantage is that the content will be broad to cover all the different
categories of companies. In the second scenario, creating multiple brochures may
require more financial resources. However, the content will be much more helpful as it
will include specialized information about each type of business. Another option is to
combine the above two scenarios by grouping companies into similar groups (e.g.,
HO.RE.CA.).
Turning next to a different philosophy regarding the content of the brochure, the
partners can create thematic brochures that will address various aspects of
environmental sustainability in the tourism industry. In this case, the result will be a
brochure that deals with, for example, the management of water resources by tourism
companies. It will include extensive information and advice on this specialized issue.
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Alternative topics include energy consumption, the use of single-use plastics, or the use
of harmful chemicals.
Regardless of the chosen scenario, here are some tips regarding the brochure.

Tips
§
§
§
§
§
§

It is recommended that the brochure also be available in electronic form for use
in digital communication activities.
The production of the brochure should not be in huge quantities and will not be
distributed to the target groups.
The design style of the brochure should be in line with the broader visual identity
of the project and comply with modern graphic design standards.
The brochure is the project's image and should exude professionalism; therefore,
grammatical, syntactic, and spelling mistakes should be avoided.
It is recommended to produce the brochure on recycled paper with respect to
environmental resources.
Compliance with project publicity rules.

4.1.2 Posters
Type:

Advertising

Tourism businesses

X

Employees

Policymakers

Suppliers of tourism
businesses

Sustainable
tourists

Target groups:
Sectoral business
associations

X

Creating a poster that will be posted on tourism businesses stating that the company
has adopted some measures towards sustainability is an action that will help businesses
to communicate their environmental awareness to their customers. The poster will serve
as a means of advertising for businesses as it will be posted in prominent places helping
to create added value.
Furthermore, the poster is expected to act as an incentive for other companies to see
the communication benefits that their competitors derive from adopting sustainable
practices.
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For the success of this action, it is extremely important to ensure that the poster will be
distributed to companies that implement sustainable tourism practices; otherwise, the
results that will be achieved will be the exact opposite of what is desired. To create
added value and ultimately a trend towards the adoption of sustainable practices, it is
necessary for the customers of the companies that have the poster to find out that the
business operates with respect for the environment by adopting some of the principles
of sustainable tourism.
Here are some tips for implementing this action.

Tips
§
§
§
§
§
§
§

It is recommended that the poster be available in electronic form for digital
communication activities.
The production of the poster should not be in huge quantities, which will not be
distributed to truly sustainable companies.
The design style of the poster should be in line with the wider visual identity of the
project and comply with modern graphic design standards.
The poster is the project's image and should exude professionalism; therefore,
grammatical, syntactic, and spelling mistakes should be avoided.
It is recommended to produce the poster on recycled paper with respect to
environmental resources.
It is recommended to use the partner's logo on the poster as in this way; the
partner guarantees the environmental dimension of each business.
Compliance with project publicity rules.

4.1.3 Press releases
Type:

Public relations

Tourism businesses

X

Employees

Χ

Policymakers

Χ

Sectoral business
associations

Χ

Suppliers of tourism
businesses

Χ

Sustainable
tourists

X

Target groups:

Sending press releases is a public relations activity that can bring about significant results
without any considerable financial cost. A prerequisite is the compilation of a list of
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recipients, which will include the contact details of journalists and media people related
to tourism and the environmental media.
More specifically, the respective partner may send press releases that include news
about sustainable tourism and its practices with the ultimate goal of promoting it to
businesses and advertising the companies that already apply sustainable practices.
The noticeable difference between a press release with an advertorial is that the
publication of the press release is left to the discretion of each media and is therefore
not guaranteed.
In any case, to increase the effectiveness of the press releases, it is always suggested
that they be accompanied by audiovisual material and to emphasize any reference to
persons of public interest to "ensure" their diffusion by more media.
Through this form of publicity, the aim is to positively influence the target groups'
recognizability, perceptions, attitudes, and behaviors and create a success story about
sustainable tourism.
To increase the effectiveness of press releases, it is useful to follow the following basic
rules:

Tips
§
§

§
§
§
§

The news should be written in the writing style of the media that is addressed to
be published as it is.
Press releases should be accompanied by audiovisual material (indicative:
photos and videos, partner/ project logos, etc.) along with concise captions, as
well as a preference for the primary image of the article.
Press releases should include some basic information (Where? Who? When?
What?).
The press release is the project's image and should exude professionalism;
therefore, grammatical, syntactic, and spelling mistakes should be avoided.
Compliance with project publicity rules.
Press releases should be addressed to both printed and digital media

4.1.4 Advertorials
Type:

Advertising
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Tourism businesses

X

Employees

Χ

Policymakers

Χ

Sectoral business
associations

Χ

Suppliers of tourism
businesses

Χ

Sustainable
tourists

X

Target groups:

An advertorial is an article designed to look like objective journalistic content, but it is a
paid advertisement. The advertorial can convey helpful information, but its primary
purpose is to promote and enhance sustainable tourism or promote specific views
about it (e.g., tourists are willing to pay more money to a sustainable business).
Advertorials transition from traditional advertising, as they are not based on attractive
slogans, beautiful models, or happy music. Instead, they convey information without
being bound by journalistic principles that require objectivity.
Because advertorials provide valuable and interesting information, consumers pay more
attention to them than traditional advertisements. There is scientific evidence that
advertorials may be more effective than traditional display ads. Advertorials also
provide the opportunity to include significantly more information about the benefits of
sustainability in the tourism industry than a traditional ad with limited text. Advertorials
allow partners to reach their target audience without referring them to the fact that
they read paid content. Since people are inherently suspicious of advertising, they may
be more likely to engage with it if it appears in the form of a regular article. Advertorials
are also expected to attract more readers than traditional ads, mainly if those readers
use ad-blocking software. Once readers interact with this, the advertorial can give more
details about the benefits of sustainable tourism, which is not possible with regular
banner ads. If the content is particularly good, they may even share it on social media.
As with traditional advertising, creators of advertorials promoting sustainable tourism
need to ensure they have the right tone and content for their audience. An advertorial
that appears in tourism-related media should have a different tone than an advertorial
on an environmental website. The advertorial content usually mimics each media's
writing style in the way the titles are written, the type of font used, the layout, and the
images. It is also essential to provide value to the reader as a sufficiently engaging
advertorial can even generate organic results through social media and search
engines. Advertorials often engage the reader by telling a story based on their problems
or fears and then describing how sustainable tourism can solve the problem. The
advertorial can support its claims with statistics, test results, and related facts. It is
recommended that facts that do not support their claims be omitted as they are likely
to be deemed unreliable by readers. It is advisable to complete the advertorial with a
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call to action that will inform the readers about the MOST project and the places where
they can find more information about sustainable tourism. One of the most important
rules of advertorial writing is to avoid over-promoting. The advertorial is intended to
engage the reader as a regular article. No one will be convinced by an article that
leads to the immediate promotion of a product or service.
Advertorials are an easy way to present sustainable tourism to interested parties without
the hassle of pop-up ads. By combining advertising and informative content,
advertorials can interact with readers while creating value for them. A well-crafted
advertorial can attract more potential stakeholders at a lower cost than standard ads.
However, any paid content runs the risk of alienating the public, especially if promoting
sustainable tourism is being done in a boring way. Readers may lose confidence in a
website that regularly uses advertorials, mainly if they are based on false or
exaggerated claims. A major disadvantage of this approach is that if an advertorial is
excessive, it can negatively impact the reader.

Tips
§
§
§
§
§

False or exaggerated statements can also discredit sustainable tourism.
The news should be written in the writing style of the media that is addressed to
be published.
Ensure that the advertorials have the right tone and content for their audience.
Support your claims with statistics, test results, and related facts.
Advertorials should be addressed to both printed and digital media

4.1.5 Print advertisements in the thematic press
Type:

Advertising

Tourism businesses

X

Employees

Policymakers

Sectoral business
associations

Χ

Suppliers of tourism
businesses

Sustainable
tourists

Χ

Target groups:

It is necessary for part of the advertising budget to be directed to advertisements in
printed thematic media, as a significant part of the population of these countries is
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unfamiliar with technology and, consequently, digital media.
Essentially, this action is about banner-type ads located at a predetermined point of
each media, have specific dimensions, and are published for a pre-agreed period. It is
proposed to place ads in media directly related (e.g., magazines targeted to HO.RE.CA
businesses) or indirectly related to sustainable tourism (e.g., business magazines in
general). As it is easily understood, the readers of such media are more likely to show
interest in sustainable tourism as they read a publication with similar content.
On top of the above, people who subscribed to a newspaper/ magazine decided to
read it. These readers are more focused on the advertising message because when
they are flipping through the pages, they are not distracted by something else. When
people read offline, they tend to have longer attention spans. Print ads can be viewed
in a single glance and do not require scrolling. Most print advertisers offer a choice as to
where to place the ad in a publication. Print media provides fractional sizes, multiple
pages, regional editions, and other special-placement options. You can get more
creative with your advertising, depending on the amount of space. The print ad will be
longer in a newspaper that tends to be passed around from reader to reader,
expanding the viewership. Newspapers/ magazines are often on display in offices,
shops, and other venues for an extended period. You can ultimately reach a larger
audience in environments like these.
Reading a printed publication engages several senses:
§
§
§
§

Seeing the vibrant colors pop from the page
Feeling the weight and texture of the paper as you hold the publication
Hearing pages flip or crinkle as you turn them
Even smelling the ink

These impressions enrich readers’ experience with the advertisement, creating
emotional connections and deepening memories of what they saw and read. As paper
and ink are solid and tangible, print advertising is often perceived as being more
believable and more influential than digital ads. The "fine print" may be small on a print
ad, but it is there in plain sight, rather than requiring a reader to click through a
labyrinthine website to find it.
Another benefit of print advertising is a rapid turnaround on production changes. If you
need to make last-minute changes to your ad, you can usually get the job done
quickly. This helps to cater to tight schedules and deadlines.
The purpose of this action is to increase the environmental awareness of the target
groups and promote sustainable tourism as a tool to create added value for the local

28

tourism industry and the respective businesses. Highlighting the benefits of sustainable
business plays an important role in increasing the adoption of sustainable practices by
companies that, to date, face sustainability with skepticism.
Here are some tips for creating print ads.

Tips
§

§
§

Print marketing is a powerful way to reach, engage, and build the trust of your
target audience. Print advertisements often lead readers online to get more
information. While powerful on its own, print is most effective when used as part
of a multimedia marketing strategy. Print is an excellent introduction to
sustainable tourism; research has shown that combining print with other channels
increases a marketing campaign’s overall success.
Choose the location that offers the highest visibility.
The headline should be designed to communicate a potential benefit to the
audience and hold the readers’ attention, maximizing the reach.

4.1.6 Bilateral meetings with key actors
Type:

Public relations

Tourism businesses

Employees

Policymakers

Suppliers of tourism
businesses

Sustainable
tourists

Χ

Target groups:
Sectoral business
associations

Χ

Informing key actors (policymakers and sectoral business associations) is crucial for the
mass adoption of environmental sustainability practices. Therefore, raising
environmental awareness and turning to sustainable tourism for such actors is crucial.
Advocacy campaigns are organized movements focused on influencing political
change and driving awareness around local, state, or national issues. Implementing an
advocacy campaign by holding bilateral meetings with such actors to persuade them
to design and implement actions and policies in favor of sustainable tourism is an
effective way of promoting sustainable tourism. Advocacy campaigns are the driving
force of progress. They can call attention to sustainable tourism or the problems created
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by tourism today, identify potential solutions, coordinate efforts of the masses, and work
to bring about changes that will improve the tourism industry.
Even if the desired results are not achieved immediately, it is positive that a public
debate on such an important issue will have begun, laying the groundwork for future
efforts that may yield more positive results.
It is worth noting that it should not be taken for granted that key actors are aware of the
environmental burden caused by tourism or the prospects offered by the rapidly
growing sustainable tourism; therefore, such actions can offer significant results.

Tips
§
§
§
§
§

Pick wisely the key actors.
Do not exaggerate or over-react in case of "closed doors." There is always
another way in.
Maintain a professional relationship.
Find allies and work on the desirable results.
Craft a catchy message.

4.1.7 Outdoor advertising
Type:

Public relations

Tourism businesses

X

Employees

X

Policymakers

Target groups:
Sectoral business
associations

Suppliers of tourism
businesses

Sustainable
tourists

X

Outdoor advertising refers to advertising that the target groups are exposed to outside
their homes and offline. Far from just large billboards, outdoor advertising is everywhere
and can reach the target groups more effectively.
Outdoor advertising boosts results by providing maximum exposure. As the target groups
are exposed to outdoor ads on a repetitive basis usually equates to two things:
familiarization with sustainable tourism and potential further research. Maximum
exposure is created by purchasing media in the areas most heavily trafficked by the
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target groups. The most prominent feature of outdoor advertisements is that they have
a high level of visibility. So, it is required that the graphics and other visual elements are
attractive. Huge-sized photos are used; thickening and brightness are essential to
provide attraction.
This exposure is known as outdoor advertising: the traditional marketing strategy that is
as important as ever. When used appropriately, it can act as a powerful tool for
reaching a diverse range of audiences, increasing exposure.
Outdoor can never be ignored, hidden, turned off, or thrown away. Billboards are of
significant size and eye-catching: They occupy a significant space and can be catchy
if designed appropriately. Billboard advertisements make it simple to target a specific
local audience. With today’s technology, you can develop a demographic breakdown
to demonstrate where the bulk of your target audience visits and then place your
billboards where this specific group will see them. The modern-day consumer needs to
be exposed to an advertisement several times before considering interacting with it. The
more you can get your advertisements in front of them, the quicker they interact.
Outdoor advertisements offer the opportunity to get the ads in front of a target buyer
several times a day. Another benefit of outdoor advertising is that the ad is always
visible. Outdoor ads allow your message to be seen 24/7. Catchy, clever, and
memorable visuals and slogans will make the target groups memorize the ad and recall
it when necessary.

Tips
§
§
§
§
§

Drivers, cyclists, and pedestrians read billboards rapidly and don’t have time to
read a long, drawn-out message.
Images attract attention and are easier to concentrate on while driving.
The design style of the poster should be in line with the wider visual identity of the
project and comply with modern graphic design standards.
The poster is the project's image and should exude professionalism; therefore,
grammatical, syntactic, and spelling mistakes should be avoided.
Compliance with project publicity rules.

31

4.2 Digital communication
4.2.1 Awareness videos
Type:

Fundamental communication actions

Tourism businesses

X

Employees

X

Policymakers

Sectoral business
associations

X

Suppliers of tourism
businesses

X

Sustainable
tourists

X

Target groups:

The production of short informative videos which will present information on sustainable
tourism will significantly contribute to raising awareness of the target groups.
Partners can produce generic videos that address sustainable tourism, the benefits of
adopting sustainable tourism practices, and the type of businesses that can implement
environmentally responsible practices to transform MOST countries into sustainable
tourist destinations.
Another alternative is the production of thematic videos. The following are topics
suggested to the partners to be inspired to produce their videos:
§

A video that will be addressed to hotels or restaurants, or cafeterias and will
present measures that can be taken to turn them into sustainable businesses. At
the same time, the video can include examples of good practices from
domestic or international companies presenting the benefits they have gained
from implementing environmentally responsible practices.

§

Video to be addressed to tourism business providers, highlighting the critical role
they play in transforming the three countries into sustainable tourist destinations.
The video can indicate how suppliers can improve their products to be
environmentally responsible. It may also include statistics regarding:
o
o
o

§

the destruction of natural ecosystems by the use of chemicals,
the quantities of disposable plastics produced worldwide
the value of the production of products from recycled materials, etc.

Video on ways to reduce energy or water consumption.
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§

Video on proper waste management. It will present the materials that can be
recycled in each country, the bins they should be disposed of, how they should
be disposed of, etc.

§

Video on the protection of aquatic ecosystems. The problems caused by
chemicals, waste, and microplastics that end up in marine ecosystems and how
they affect human health and professions such as fishing can be mentioned.

§

Video with natural disasters (e.g., fires, extreme weather events) due to climate
change and how they can affect the tourism business.

The ideas for video production are endless. Indeed, videos are a communication tool
that can be utilized in various ways to convey the message and achieve the
promotional objectives. It is a direct method that uses the power of the image and can
easily increase through its dissemination from user to user.

Tips
§
§
§
§
§
§
§
§

Hire a professional for your video production
Video duration: 3-4 minutes
Quality: Full HD
Use graphics and music
Narration existence
Inclusion of testimonials, landscapes, etc.
Add subtitles to your videos so that anyone can watch the video on mute
Compliance with project publicity rules

4.2.2 Social media presence
Type:

Fundamental communication actions

Tourism businesses

X

Employees

X

Policymakers

X

Sectoral business
associations

X

Suppliers of tourism
businesses

X

Sustainable
tourists

Χ

Target groups:

Presence on social media is a prerequisite for achieving the dissemination of the
message of sustainable tourism. Partners, if they do not own accounts in social media
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channels that are popular in their country, should proceed to their creation to be used
as a critical tool to increase awareness.
Social media is a great promotional tool, as it is used by the majority of the population in
various age groups. They are characterized by fast message transmission, from high
impact with low to zero cost, and are effective for creating promotional campaigns like
that of MOST.
Partners need to create content regularly to stay active on social media and be
consistent with their posts. Posts should target all MOST target groups and be written in
an attractive, simple, and catchy language so that the message is clear and
immediately understandable.
It is suggested that social media posts include:
§
§
§
§
§
§

Factsheets
Problems & solutions to environmental issues
Good on the implementation of sustainable practices in the tourism sector
Success stories on the implementation of sustainable practices in the tourism
sector
Interviews with opinion leaders regarding the importance of adopting
sustainable practices in the tourism sector,
Testimonials on developing a sustainable business and how the shift to
sustainability benefited domestic or international companies.

Tips
§
§
§
§
§
§
§
§
§

Upload 2-3 posts/week
Use emojis
Don't include huge texts in your posts. It will discourage people from reading
them.
Create your hashtags (e.g., #HDA)
Use 2-3 popular hashtags in each post (e.g., #sustainability, #thereisnoplanetb,
#sustainablebusinesses, etc.)
Avoid using more than 2-3 hashtags. It's old-fashioned.
Tag the official MOST Project Facebook page to your posts.
Tag other partners’ social media pages/accounts if a specific reference is
made.
Add a link in each post redirecting to the MOST official website.
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4.2.3 Social media ads and collaborations
Type:

Target groups:

Advertising

Tourism businesses

X

Employees

X

Policymakers

X

Sectoral business
associations

X

Suppliers of tourism
businesses

X

Sustainable
tourists

Χ

Social media advertising is a very popular tool of promotion that can either promote
individual posts for which a certain amount of money is spent to be promoted to
selected target audiences or promote campaigns that aim to increase the awareness
around a topic in attracting users to “like” a page, etc.
It is noted that each social network has separate functions and capabilities while
delving into different types of audiences. MOST partners will have to choose on which
social media they wish to run their ads and adapt the content of their ads accordingly.
HDA recommends creating ads on Facebook and Instagram, as it two of the most
popular social media channels and can reach more people of the selected target
groups.
A widespread practice in digital marketing is to advertise products through popular
third-party accounts, i.e., paid collaboration with social media influencers.
Collaboration with Instagram influencers is proposed to encourage target groups to
implement sustainable tourism practices. It is recommended to collaborate with travel
bloggers who will highlight the importance of implementing sustainable tourism
practices. It is also recommended to collaborate with influencers aware of issues related
to the environment and the climate crisis.
The promotion aims to indirectly highlight the comparative advantages of sustainable
tourist destinations over the competitive ones through the realization of experiential
posts. Furthermore, the posts can highlight specific issues, such as how tourism
companies will reduce their environmental footprint, how they can become
environmentally responsible through innovative practices, etc.
For the advertising through influencers to be effective, it must be agreed to publish a
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series of photos and videos and repost the material after a certain period. At this point, it
should be emphasized that the amount spent on these advertising actions should be
increased, given the influence that those people have on their audience, who are now
shaping trends on a variety of occasions.

Tips
§
§
§
§
§
§
§
§
§
§

Hire a professional social media marketer to run your social media campaigns.
Use targeting to achieve better ad results.
Facebook and Instagram provide targeting options in terms of users' location,
language, interests, job, education, age, gender, and other demographics.
Use local influencers to achieve higher impact.
Keep in mind that micro-influencers may be more effective as their posts are
more convincing,
The message should be clear, straight, and easy to digest,
Promote the videos you will produce on social media to promote sustainable
tourism.
Check your campaigns and optimize them accordingly if needed,
If the collaboration with a social media expert doesn't fit your budget, use free
online tutorials to gain some experience.
Compliance with the project visibility rules.

4.2.4 Online ads
Type:

Advertising

Tourism businesses

X

Employees

X

Policymakers

Sectoral business
associations

X

Suppliers of tourism
businesses

X

Sustainable
tourists

Target groups:

Digital advertising is a key communication tool as it offers new and improved features
compared to traditional forms of advertising. There are two major digital advertising
categories: advertising through Google Ads and display advertising through direct
collaboration with websites. Regardless of the category of digital advertising, the
implementation of such ads requires the existence of a website to which the users who
click on the ad will be redirected. In this case, it is suggested that users be redirected to
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each partner's website on which all the awareness material will be uploaded.
It is worth noting that online advertising offers multiple billing options to meet the
advertiser's needs. Charges are made, among other things, either based on the number
of clicks made on the ad (cost per click) or based on the number of impressions of the
ad (cost per view). Each billing method should be in line with the marketing goal of
each action to optimize the use of available resources.
Google ads advertising campaigns are indicated for targeted, relatively inexpensive,
and measurable ads. Using the Google Ads platform, stakeholders can deliver the
following types of ads per ad channel:
Google Display Network
These are banner ads that appear on millions of websites and applications that have
given their advertising space to Google. The spread of the Google Display Network is
estimated to reach 90% of the internet users worldwide. Ads on the Google Display
Network are targeted to a specific audience, as the advertiser states:
§

the words he wants to be included in the websites or applications where the ad
will be displayed,

§

the subject of the publisher or any of their sections where his ads will be
displayed,

§

The ad's type of audience will be displayed based on various demographic,
behavioral, and other criteria. Practically the audience is defined based on
everything Google knows about those who are logged in to their Google
account.

Advertising on Google Display Network is offered to increase awareness, i.e., in this
case, the importance of shaping sustainable tourist destinations. In addition, the cost of
displaying ads on Google Display Network is comparatively lower, which makes this type
of ad ideal for displaying many duplicate ads.
It is proposed to create ads that will target the target groups and highlight the benefits
of implementing sustainable tourism practices, the ways in which this will be achieved,
the long-term risks arising from the non-implementation of such practices, and other
issues that have been analyzed above, in this promotional plan. It is also suggested to
motivate communication with the respective partner to provide more information.
Display Ads
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Some websites do not have their own advertising space or portion of it on the Google
Display Network. It mainly concerns websites with high traffic, which want to manage
their advertising space by themselves, aspiring to higher advertising revenue and better
control of the advertised products. It is necessary that part of the advertising budget be
directed to this type of digital advertising.
These are banner-type ads displayed at a predefined point of the respective website,
have specific dimensions, and remain active for a pre-agreed period. It is possible to
advertise on websites directly related (e.g., tourist portals, travel guides) or indirectly
related to the tourism industry. As it is easily understood, the readers of such websites or
articles are more likely to show interest in the subject of advertising.

Tips
§
§
§

Hire a professional social media marketer to run your social media campaigns.
Check your campaigns and optimize them accordingly if needed,
If the collaboration with a social media expert doesn't fit your budget, use free
online tutorials to gain some experience.
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4.2.5 Institutional website
Type:

Fundamental communication actions.

Target groups:

Tourism businesses

X

Employees

X

Policymakers

Sectoral business
associations

X

Suppliers of tourism
businesses

X

Sustainable
tourists

X

MOST partners should regularly update their institutional websites. All the communication
material produced to inform the target groups about sustainable tourism practices
should be uploaded to the institutional websites.
Note that a short description of the MOST project should be included on the website,
the objectives of the project, the project target groups, the need for the
implementation of sustainable practices in the tourism sector, and every other helpful
information that will attract the target groups' interest should be included.
Plus, a link that will redirect the audiences to the MOST official website should be added
to the institutional website if it hasn’t been done yet.
The partners' websites will be used for online ads such as Google display network
campaigns and other digital campaigns; they should be constantly updated.

Tips
§
§
§
§
§
§

Upload photos and videos on your website,
Upload a digital version of the produced leaflet,
Upload any press releases or newsletter
Add contact information of the project manager,
Redirect the website audiences to your institutional social media accounts,
Compliance with project publicity rules

4.2.6 Newsletters
Type:

Fundamental communication actions.
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Tourism businesses

X

Employees

Sectoral business
associations

X

Suppliers of tourism
businesses

Policymakers

X

Target groups:
X

Sustainable
tourists

Each partner should elaborate periodic newsletters to inform the target audiences
about sustainable tourism. The newsletter could be thematic or generic (please advise
the chapter dedicated to the videos' production for inspiration regarding the newsletter
topics).
The circulation of the first newsletter it’s up to its partner. HDA advises partners to
circulate a newsletter every two months.
It will be useful for a graphic template to be created by each partner before the first
release of the newsletter. All the newsletters that will be released should be built based
on this template. The Communication Expert of each project partner should create an
emailing list with email addresses that will receive the newsletters, always keeping in
mind any GDPR applied in their country.

Tips
§
§
§
§

§

Add a short and catchy title to your newsletter,
Don’t write more than 2-3 pages. It wouldn’t be attractive,
The style of the newsletter should be short and punchy to attract the readers’
attention
Use the MailChimp platform to create your newsletter campaigns. It's an online
tool, easy to be managed, and FREE. Plus, you can track and analyze data.
Compliance with the General Data Protection Regulation (GDPR) will be
ensured using MailChimp, and an ‘unsubscribe’ button will appear at the end of
the newsletter.
Don't forget to add links redirecting to your institutional website and MOST
websites as well,

§
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5 Timeline
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Determining the timeline for the implementation of the individual communication
campaigns in each country is the responsibility of each partner in the context of
adapting the communication campaign to the local context of each country.
The application form stipulates that the promotional campaign must be completed by
December 31, 2022, however, it leaves the margin at each stage to determine the time
of implementation of the individual communication actions during the year. For the best
possible definition of the timeline, the partners must take into account the variation of
the tourist flows during the year, the available budget and its optimal utilization as well
as the deadline for the completion of all actions.
The partners must define their timelines and notify them to the HDA in order to be able
to monitor their compliance with the set timeline. In this context, HDA expects regular
updates from each partner in the form of brief progress reports that will be sent in a
regular basis. Specifically, below is the relevant schedule.

The brief progress reports should include information such as:
§
§
§
§
§

Summary of partner’s work in this reporting period.
State of the art of the implementation of each action described in the localized
campaign.
Photos/ screenshots of actions, website links, draft designs, or texts.
Main outputs delivered.
Indications of the efficiency of the campaign based on specific metrics.
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§

Problems and solutions found

The deadline, set above, for the delivery of the progress reports should be respected so
as to HDA efficiently monitors the progress of this deliverable and provide with relevant
support if necessary.
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6 Metrics
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Advertising metrics measure the progress of your ad campaigns and give you a crystal
clear picture of where you are succeeding and what needs to change. Whether you
are running paid ads on Google and Facebook or creating email campaigns, without
collecting and analyzing advertising metrics, you’re essentially running your campaigns
with blinders on. Advertising metrics help ascertain the campaigns’ progress, what is
working well, and what needs to change. This section will highlight the key advertising
metrics for measuring the efficiency of the campaigns.
Each partner should evaluate these metrics and based on the localized campaign pick
those that they will keep track of. The following table contains indicative metrics that
can be used from the partners, however, it is up to each partner to find the optimal
metrics for the evaluation of each of theirs promotional actions.

Total
traffic

site

Total site traffic is the measure of unique visitors that arrive at your
website (or post-click landing page)

Impressions

This metric is the number of times ads have appeared in paid search
ads to people and/or the total amount that your display ad was
shown on a third-party site. Impressions can help you calculate brand
awareness. However, impressions does not indicate that a user saw
your ad, it just means that your ad was displayed.

CPM
(costper-thousand
impressions)

CPM is the bid you pay per one thousand views (impressions) when
running ads online. Selecting viewable CPM bidding ensures that you
only pay when your ads are seen.

Clicks

Clicks help you measure any specific action that users take on your
ad or web page and help you understand how well your audience is
responding to your marketing message.

CPC
(costper-click)

CPC is the amount you pay every time a user clicks your ad. Your
maximum CPC is the maximum amount you’re charged for a click.

Reach

Reach calculates the total number of users who have seen your ads
on Facebook and includes both paid and organic views.
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Engagement

Engagement measures the num ber of times a user took action on
your ads or sponsored posts. The action can range from clicking on
the link, sharing the post, leaving a comment, and/or a reaction.
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