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“The valorization of attractions through 

marketing, territorial branding and quality 

schemes” 

1. Christmas in South Limburg

2. Blog sabbatical ‘Limburg lonkt’
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Context

 Themed promotional campaign “Christmas in South 

Limburg”

Let’s take a look...

Christmas in South Limburg
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Context

Why?

beneficial to the entire region, and 
especially for accommodations, retail, 

and attractions. 

high seasonal shift

More than 200 Christmas 
events from mid-November 

till December

Unique underground 
Christmas markets in 

Valkenburg
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Context
How?

• online marketing

• social media

• print media

• generating free publicity

• press and influencer trips, 

• online and offline advertising

• product development

 Budget: €15.000,-
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Context
How?
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Context

Who?

• the organizers of the Christmas events

• the accommodations

• retail, especially in the city centres

• the attractions

• the municipalities
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Results and success

Several price winning awards:

• Valkenburg European City of Christmas 2018 

• Valkenburg included on CNN Travel’s “12 best place to spend 

Christmas” (several years running)

• Valkenburg : Event City of the Year (2015)

• Heerlen : Event City of the Year (2016)
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Results and success
Website results:

• The number of website visitors at www.kerstinzuidlimburg.nl grows each 

year

• 123.866 unique visitors in 2016  a growth of 252% compared to 2015

http://www.kerstinzuidlimburg.nl/
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Results and success

Overnight stays in Valkenburg:

Christmas in South Limburg

Overnight stays 1992 2006 2010 2014 2016 

Spring (Jan-Apr) 170,106 188,988 228,080 216,627 218,944 

Summer (June-Aug) 677,449 431,976 428,190 393,223 381,645 

Christmas (Oct-Dec) 149,212 238,214 252,998 239,957 257,193 

TOTAL 998,759 861,184 911,278 851,821 857,782 
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Lessons learned/potential for learning

• Event organizations start promoting the events late

• Convincing the organizations to sell their tickets online via 

Tickli (our online ticket shop)

• Crowds during the weekends: we want to promote mid-

week visits 

• Increasing awareness of other Christmas activities outside 

Valkenburg
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Blog sabbatical ‘Limburg lonkt’

Context

Why?

• To attract more visitors to the region 

and to extend their stay

• Collaboration with the city Maastricht

• New PR campaign to communicate 

our message on a more personal level
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Context
What?

• One blogger, not from the region itself have made a road trip through South Limburg for three 

months, from 28 August 2017 to 5 November 2017

• The entire blog sabbatical will be slow-paced, one activity per day for a total of sixty or seventy 

activities.

• Interested candidates have applied for the sabbatical vacancy by submitting an inspiring vlog. 

•The blogger has been given a Volkswagen minibus to use during the road trip. 

• The blogger has been given full travel freedom, but we coordinated the overnight stays 

on campsites, holiday homes, B&B's, or hotels.

•The blogger has been joined by guests. These guests may include journalists, influencers 

or celebrities. The guests will generate their own content, thereby helping us spread our 

campaign message

• The blogger has been received a salary.
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…and that looked like this
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Context
Who?

SME’s

(tourism 
entrepreneurs)

• Contributors of 
Tourist Board South 
Limburg

• Accommodations, 
activities, 
restaurants

Residents

• Proud of their region

• Well know our DNA

• Majority of the 
online audience

Main stakeholders

• Government, 
municipalities

• Marketing 
organizations and 
partners

Primary target 
group

• Confident women

• Between ages of 25 
– 50

• Combine job with 
household

• Living in the big 
cities in the 
Netherlands
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Resources needed

Budget: €50.000 

• Media and communication

• Meetings

• Influencers

• Advertisement

• Practical matters

And… 

collaboration and contribution of 

the tourism entrepreneurs 
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Results and success 

Budget: €50.000 

• 32 entries on the application video

• more than 500 posts about the region South Limburg

• over 10.000 views on all blogs

• increase of +300% in the numbers of followers on the channels of the blogger

• the hashtag #limburglonkt have been used over 500 times 
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Results and success 

Budget: €50.000  PR value: over €600.000,-

• unique concept that has never before been implemented in the region

• the partnership with and involvement of local businesses

• the partnership with the City of Maastricht, which has its own Tourist Board

• the partnership with famous media platforms and influencers, which provided an 

international platform. 
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Difficulties 

Coordination takes a lot of time and energy 

• briefings for the blogger and the entrepeneur

• full programme with ad-hoc changes 

• approaching the guest influencers

• the length of the sabbatical for the blogger itself (10 weeks) 



22

 Through a unique offer that matches the DNA and by 

focusing on specific themes/periods it is possible to extend a 

season and even to move the high-season

 Through collaboration with SME’s, the use of online 

marketing channels (sharing) and influencers; the story of a 

region will be told by others and that’s make territorial 

branding possible 

“The valorization of attractions through marketing, 

territorial branding and quality schemes” 

Conclusion



Thank you! 

www.kerstinzuidlimburg.nl

www.limburglonkt.nl

#visitzuidlimburg

@visitzuidlimburg

http://www.kerstinzuidlimburg.nl/
http://www.limburglonkt.nl/

