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Promo:on	
  of	
  tourism	
  products	
  to	
  
enhance	
  the	
  visibility,	
  image	
  and	
  
market	
  uptake	
  of	
  des:na:ons:	
  

	
  
GP1:	
  	
   	
  Route	
  point	
  South-­‐Limburg:	
  network	
  of	
  cycle	
  

	
   	
   	
  and	
  hiking	
  routes	
  

GP2:	
  	
   	
  #visitzuidlimburg:	
  use	
  and	
  monitoring	
  social	
  
	
   	
   	
  media	
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Route	
  Point	
  South	
  Limburg	
  
Context 
	
  

	
   	
  	
   Walking	
  and	
  
cycling	
  is	
  the	
  

primary	
  reason	
  for	
  
tourists	
  to	
  visit	
  
South	
  Limburg	
  	
  

Important	
  to	
  
ensure	
  that	
  the	
  

tourist	
  
infrastructure	
  is	
  in	
  

order	
  	
  

Tourist	
  Board	
  
South	
  Limburg	
  
introduce:	
  Route	
  

Point	
  South	
  
Limburg	
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Route Point South Limburg 

A special department has been created that is focused only on the recreational 
route structures for cycling (recreational and racing), walking, running, horse 
riding, driving, and mountain biking in the region.  

 
Operates independently but benefits from the promotional power and 

professional network of the tourist organization.  
 

Five responsibilities and objectives:  
1.  Coordinating the monitoring and maintenance of all signposted routes in South-

Limburg 
2.  Developing maps 
3.  Project management focused on identifying, driving, and developing new forms 

for route structures with an emphasis on sustainable innovation 
4.  Identifying new IT developments (online digitization)  
5.  Economizing the routes (where possible by businesses)  
6.  Setting up an efficient complaints procedure 

Context 
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Route Point South Limburg 
1.  Coordinating the monitoring and maintenance of all 

signposted routes in South-Limburg 
-  1 FTE 
-  Volunteers  
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Route Point South Limburg 
5.   Economizing the routes (where possible by businesses) 
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Route Point South Limburg 
6.  Setting up an efficient complaints procedure 
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Route Point South Limburg is funded by: 
 
-  the nineteen municipalities à the number of kilometres routes 

in each municipality determines how much they need to pay.  
 
-  the proceeds from the maps and projects.  
 
The region opted for a junction network for cycling and 

walking routes in South-Limburg.  
 
A large part of the work is being done by volunteers from 

associations 

Route Point South Limburg 
Stakeholders and resources  
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Route Point South Limburg 
Succes 
	
  

	
   	
  	
  
2016:  
-  Published seven maps: 1 mountain biking map, 1 driving 

route map, 1 cycling junction network map, and 4 walking 
routes maps. 

-  16.581 maps were sold yielding a €33,000 profit of which 
40% of the sales price was reinvested in maintaining the 
routes and infrastructure.  

-  407 routes have been made available online 
-  135.000 unique visitors 
-  265.000 pageviews    

2017: 
-  80.000 pageviews in August 2017. Compared to August 

2016 is this an increase of 33% (60.000 pageviews) 
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Route Point South Limburg 
Succes 
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Route Point South Limburg 
Succes 
	
  

	
   	
  	
  
-  135,000 unique visitors 
-  265,000 pageviews 
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Route Point South Limburg 
Succes 
	
  

	
   	
  	
  
-  80.000 pageviews in August 2017. Compared to August 

2016 is this an increase of 33% (60.000 pageviews) 
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Route Point South Limburg 
Learning 
	
  

	
   	
  	
  
Dependent of the nineteen municipalities who has to follow 

and implement the agreed quality criteria. 

 
Essential that the tourism 

infrastructure is 
functional, as this is the 
foundation for a high-
quality tourist region	
  

Municipalities often do 
not have the resources 
or focus to monitor and 

coordinate this	
  

A regional 
Routepunt ensures 

that these 
problems are dealt 

with	
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Social	
  Media:	
  use	
  and	
  monitoring	
  
Context 
	
  

	
   	
  	
  Promoting South Limburg by using the social media 
channels ‘Visit Zuid-Limburg’ and monitoring all posts 

that refer to the region 
 

-   Social media activities have become more complex 
 and extensive than ever before!  

-   67.4% of internet users primarily use the internet to 
 access a social media network.  

-   Competition to attract tourists is increasing  
-   The modern traveller knows everything.  
-   This is predominantly happening on mobile screens 
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Social	
  Media:	
  use	
  and	
  monitoring	
  

Promoting our region through promoting: 
-   Events and the agenda 
-   Webpages op our site www.vvvzuidlimburg.nl 
-   Our participants (SME’s) 
 
How? 
-   content planning and reoccuring posts 
-   3 posts a day 
-   landscape photo’s 
-   video and vlogs 
-   route of the week 
-    Win a ticket day 
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Social	
  Media:	
  use	
  and	
  monitoring	
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Social	
  Media:	
  use	
  and	
  monitoring	
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Social	
  Media:	
  use	
  and	
  monitoring	
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BUT...	
  
	
  

Everyone	
  can	
  do	
  this!	
  	
  
	
  

It	
  goes	
  far	
  beyond	
  just	
  pos3ng	
  a	
  message	
  (one-­‐way).	
  	
  
It	
  is	
  about	
  the	
  interac:on,	
  involvement,	
  and	
  engagement	
  with	
  

the	
  consumer	
  of	
  follower	
  (two-­‐way).	
  
	
  

The	
  most	
  important	
  thing	
  is	
  not	
  placing	
  the	
  content,	
  but	
  
monitoring	
  it.	
  	
  

	
  

Social	
  Media:	
  use	
  and	
  monitoring	
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Tourist	
  Board	
  South-­‐Limburg	
  has	
  recently	
  implemented	
  a	
  monitoring	
  system	
  for	
  
this	
  called	
  ‘OBI4wan’	
  to	
  create:	
  interac:on,	
  loyalty,	
  and	
  engagement	
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Social	
  Media:	
  use	
  and	
  monitoring	
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So	
  now	
  we	
  can	
  immediately:	
  
-­‐	
  	
   	
  analyzing	
  and	
  answering	
  customer	
  reac:ons	
  &	
  ques:ons	
  
-­‐ 	
   	
  share	
  relevant	
  content	
  about	
  our:	
  	
  region,	
  municipaliHes,	
  	
  

	
  organizaHon,	
  market	
  and	
  compeHHon	
  à	
  Also	
  for	
  BRANDTour	
  	
  
-­‐ 	
   	
  repor:ng	
  sta3s3cs	
  and	
  show	
  it	
  to	
  our	
  par3cipants	
  and	
  	
  

	
  stakeholders	
  
	
  
For	
  the	
  future:	
  
User	
  Generator	
  Content:	
  integra3ng	
  posts	
  that	
  users	
  place	
  on	
  social	
  
media	
  in	
  our	
  own	
  website	
  or	
  newsleXers.	
  	
  
This	
  shows	
  people	
  that	
  we	
  as	
  a	
  tourist	
  board	
  are	
  not	
  the	
  only	
  ones	
  
promo3ng	
  the	
  region,	
  but	
  that	
  others	
  also	
  give	
  posi3ve	
  reviews	
  
about	
  the	
  region.	
  
	
  
	
  

Social	
  Media:	
  use	
  and	
  monitoring	
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Social	
  Media:	
  use	
  and	
  monitoring	
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Followers:	
  
Increase	
  rela3ve	
  to	
  01-­‐2017:	
  +	
  43%	
  
Increase	
  rela3ve	
  to	
  01-­‐2016:	
  +	
  92%	
  

InteracHon:	
  	
  
The	
  ‘IPM’	
  (Interac3on	
  Per	
  Month)	
  measures	
  the	
  success	
  of	
  the	
  account.	
  	
  
>	
  Per	
  thousand	
  followers	
  
>	
  Facebook:	
  	
  4	
  is	
  average,	
  <	
  2	
  ≠	
  succesfull	
  	
  
>	
  Instagram:	
  +	
  20	
  =	
  succesfull	
  

	
  

Social	
  Media:	
  use	
  and	
  monitoring	
  

Followers	
   January	
  
2016	
  

January	
  
2017	
  

September	
  
2017	
  

Facebook	
   26.000	
   35.000	
   50.000	
  

Instagram	
   0	
   1.300	
   >	
  2.000	
  

Succes 
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Reach	
  2017:	
  
-­‐ 	
   	
  20.000	
  
-­‐ 	
   	
  Research	
  shows:	
  	
  

	
  “	
  reach	
  =	
  15%	
  of	
  your	
  followers”	
  	
  
-­‐ 	
   	
  Visit	
  Zuid-­‐Limburg	
  	
  scores	
  40%	
  	
  

	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

	
  

	
  

Social	
  Media:	
  use	
  and	
  monitoring	
  
Succes 
	
  

	
   	
  	
  
we	
  don’t	
  

promote	
  our	
  
parHcipants	
  
or	
  SMEs	
  for	
  

free	
  

because	
  of	
  
our	
  extensive	
  

reach	
  

we	
  charge	
  
addiHonal	
  
promo8on	
  
on	
  our	
  social	
  

media	
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Revenue:	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

	
  

	
  

Social	
  Media:	
  use	
  and	
  monitoring	
  
Succes 
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-­‐ 	
  	
   	
  Changing	
  algorithms	
  
-­‐ 	
  	
   	
  Informa3on	
  overload:	
  consumers	
  are	
  overwhelmed	
  with	
  social	
  media	
  	
  

	
  messages	
  
-­‐ 	
   	
  Adver3sement	
  budget	
  	
  
-­‐ 	
   	
  Type	
  organiza3on	
  
-­‐ 	
   	
  Invest	
  in	
  TIME!	
  	
  

	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

	
  

	
  

Social	
  Media:	
  use	
  and	
  monitoring	
  
Learning 
	
  

	
   	
  	
  



Thank	
  you!	
  
	
  
More	
  info	
  available	
  at:	
  
www.vvvzuidlimburg.nl/corporate/routepunt	
  	
  
www.facebook.com/visitzuidlimburg	
  	
  
www.instagram.com/visitzuidlimburg	
  	
  
hXps://www.obi4wan.com/en/	
  	
  	
  	
  	
  
	
  
routepunt@vvvzuidlimburg.nl	
  
babeXe.vanom@vvvzuidlimburg.nl	
  	
  
	
  
	
  


