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Executive Summary 

This research is done in order to find out how to stimulate the Dutch leisure tourists to visit Colombia. The goal of this research is to find out whether the current campaign to promote the country would be effective within the Netherlands and what should be changed or added to make it available for the Dutch public. The research provides a situation-analysis in which both the internal and external factors of Colombia as a tourist destination will be treated. Colombia has a lot of potential to become a perfect vacation destination. Colombia is not yet spoiled by the effects of mass-tourism and, due to its bio-diverse nature, undiscovered and eco-tourism can be a strong value in their brand positioning. It is a country that can offer any type of traveler something, from beautiful beaches and tropical flora and fauna to big, modern cities and authentic, small villages. It is a country with a vast history, a lot of culture, and a perfect geographical location. The current identity of Colombia lies far from the perceived identity that the rest of the world has about the country. The media helped to build up this negative image for a long time. 
Colombia has a successful marketing campaign.  Tourism to Colombia multiplied by almost 50% since its launch in 2002, which proves the efficacy of the campaign.This campaign has not been launched within the Netherlands yet and therefore it is important to look at different trends in communication such as nation branding and buzz and viral marketing to find out how to use the already existing campaign to successfully promote Colombia within the Netherlands. The trends in communication can be used to help promote the country in an efficient way. 
The political situation in Colombia at the moment is stable. It has changed a lot through the years. Security, a subject very important to tourists, has improved significantly. The Dutch economic environment was hit hard by the financial crisis, but it is recovering and the Dutch, don’t seem to spend less on vacations ( which is very important for the potential for Colombian tourism. Both countries have gone through big technological developments. Communication technologies in the Netherlands have developed rapidly, which is also very important for tourism, since there are a lot of social networks being used to promote tourism, book vacations, and educate potential tourists. The Internet is the most important source when it comes to booking vacations and flights. 
Travel behavior of the Dutch doesn’t change much. They continue to travel even though there is an economical crisis. Dutch people prefer to safe on other expenses than on vacation. This behavior combined with the new travel trend ecotourism and community based tourism, can make Colombia an attractive destination for Dutch leisure travelers. Unfamiliarity seems the big the main reason for the Dutch to not have thought of Colombia as a tourist destination thus far. Through a SWOT analysis it will be possible to find out whether there are any bottlenecks. 

After one year it will be possible to measure the effect of the campaign within the Netherlands by comparing the number of travelers before and after the launch. Communication and travel trends such as nation branding and ecotourism should be used to help promote the country. With the right exposure in the media, the press, on television, and through ads – and with some help from travel agencies and journalists – Colombia could become a very attractive tourist destination for the Dutch public.
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Preface

“The interpretation of our reality through patterns not our own, serves only to make us ever more unknown, ever less free, ever more solitary.” -Gabriel Garcia Marquez

Personal Motivation

The reason I chose this subject is because of a Colombian friend of mine. One year ago, during my stay in Mexico, I met a Colombian girl and we became really good friends. She told me everything about Colombia, about how beautiful it is, and also about how difficult it is to live there. She explained to me that Colombia is a country that has so much to offer but that no one goes there because in people’s minds it is still one of the most dangerous places in the world. That got me thinking, especially since I was in Mexico at the time, a country that is dealing with similar problems but that is somehow much more attractive to tourists. I decided that I wanted to find out why Colombia has this image (and whether this image is accurate) and to discover what could be done to change this negative image into a positive image to make Colombia a more attractive tourist destination.

1. Introduction
Colombia has everything that a tourist could wish for: some of the most beautiful beaches in South America, the Amazon rainforests, a friendly population and a very rich culture, among many other things. It is an ecological paradise. 
“Colombia is the epicenter of the earth’s biological riches, with its various flora and fauna groups such as amphibians, butterflies, and orchids. It hosts more bird species than any other country, with almost 1,900 bird species, or one fifth of the planet’s bird diversity. Colombia is extraordinary for birds and biodiversity because of its strategic location: it is the gateway between Central and South America and has a remarkable topography. Its three huge mountain ranges overlap the equator and harbor an unparalleled complex of ecosystems. Colombia covers more than 700,000 square miles of impressive landscapes, from glaciers to vast tropical forest expanses of the Amazon, and includes more than 600 miles of coastline along both the Pacific Ocean and the Caribbean Sea” (Travel Monkey, 2010, “Natuur & Klimaat” section). 

“Until recently, Colombia had been a largely forgotten part of the Americas for ecotourism, but due to improved security in the country since 2002, ecotourism is rapidly increasing” (Ecoturs, 2009, para. 7). Ecotourism is one of the latest travel trends ( a trend that could be very helpful to Colombia in attracting more tourists since the country is fairly undiscovered. Colombia is not yet spoiled by the effects of mass tourism which makes it an attractive destination, and its biodiversity, sustainability, and ecotourism potential can be of strong value in the country’s brand positioning. However, Colombia has not been portrayed very positively in the Dutch news in recent years. Tanja Nijmeijer, a Dutch girl, joined the guerrilla group FARC and was presumed dead after several high officers of FARC were killed in raids (Stolker, 2010, para. 1). Since then, almost every Dutch television show has focused on this and therefore also on Colombia and FARC.  
It is because of events like this that the Dutch population has a very negative image of Colombia. Because of the media they only see the negative side of the country. It is important to correct this negative image the Dutch have and to show Colombia from another point of view. The current campaign has been developed to stimulate tourism in Colombia and is supposed to change this negative image. The Colombian government, along with the Colombian Tourism Board, is trying to undo the negative image the country is dealing with through the campaign: “Colombia: the only risk is wanting to stay.” 
In general, Dutch people like to travel and to explore new destinations. Therefore, Colombia could become one of the more popular destinations for Dutch tourists in the future. The goal of this research is to discover whether the current campaign to attract more tourists to Colombia would work in the Netherlands or if a different way of approaching Dutch travelers should be applied. But first it is necessary to establish what the image of Colombia is amongst the Dutch population in order to determine what could be an effective approach for this market. The results of the survey (appendix 3) will give some more information about the target group, travel behavior of the Dutch, and what the Dutch population thinks about Colombia in general and as a tourist destination. The research provides a situation analysis in which both internal and external factors of Colombia as a tourist destination will be considered. The ultimate goal of this report is first of all to test the hypothesis and second of all to provide advice to the Colombian Tourism Board on how to best approach the Dutch travel market to attract more Dutch tourists to Colombia. 
1.1 Hypothesis

The current campaign to promote tourism in Colombia that was launched in 15 different countries (though not yet in the Netherlands) will change the negative public perception that Dutch people have towards Colombia because of the association with violence and drugs, and encourage Dutch travelers to visit Colombia.

1.2 Central question

How can the Dutch public perception towards Colombia change from a country associated with violence and drugs to a popular tourist destination?

Explanation of the central question’s key elements
Colombia: A country in South America that because of its violent history is still quite undiscovered as a tourist destination.
Dutch: Dutch people are the dominant ethnic group of the Netherlands. They share a common culture and speak the Dutch language.
Public perception: “Public perception can affect how people think about someone, a product, or a company” (Public perception, 2010, “Home” section).
Violence and drug-associated country: A country that is being associated with violence and drugs. Colombia is often associated with drugs, especially cocaine, because a lot of smuggled cocaine originated there. This is an image that has mainly developed through movies made about drug smuggling from Colombia to the United States and about Pablo Escobar, one of the most famous and feared drug lords in history. 
1.3 Sub questions

The questions that will be answered are:

What is Colombia’s background?

What are its current issues and what are their consequences?

What are the advantages of having Colombia as a tourist destination?

What is Colombia’s current marketing communication campaign?

What are some external factors that can affect the Colombian tourism industry?

What actions can be taken to increase the number of Dutch tourists to Colombia?

What are the traveler’s insights about traveling to Colombia?
1.4 Justification of research methods

It was important to find out everything about Colombia through desk research such as literature, articles from Colombian and international newspapers and magazines, and tourism websites about Colombia, before embarking on this study. Insights from journalists and people who have been there help give an accurate view of what it’s like in Colombia. To fully understand Colombia’s current situation one must know its history but also learn about what has been going on within the country recently. It was also useful to investigate what Colombia has to offer to make it more interesting for tourists and if it has seen any changes in tourists’ behavior or decisions towards countries to visit.  
To better understand what the Colombians are doing to improve their negative image, the Colombian Tourism Board within the Netherlands should be contacted to find out whether the campaign is working, and what else they are doing to improve the image. 

The survey will show the travel behavior of Dutch people and the perception of the Dutch people towards Colombia. What do Dutch people think about Colombia, and would they be interested in going there? The survey will make it easier to understand what the current perception of Dutch people about Colombia is, and to make a segmentation of the target group. 

A mood board (appendix 1) conducted with a focus group will explain more about the way that Dutch people think about the campaign to promote tourism in Colombia, what their current perception is when looking at elements from this campaign, if they believe that some elements of the campaign should be changed in order to be effective and to see if their opinions could be changed by showing them all the beautiful things that Colombia has to offer. 

1.5. Survey research methodology 
From the results of the survey it will be possible to determine the target group. It also provides a better insight into the current perception of Dutch people towards Colombia. The survey consists of multiple choice questions and open-ended questions. The outcome of the survey has been published in a Word document, both of which can be found in the Appendix. 
1.6 Chapter overview

For this paper the SOSTAC model will be applied as a reference for this report. First of all, the SOSTAC will briefly be explained and after that to which chapters it will be applied. SOSTAC is a marketing planning system created by marketing author PR Smith. 
S stands for situation analysis – where are we now? 

O stands for objectives – where do we want to go? 

S means strategy – how are we going to get there? 
T stands for tactics – details of strategy? 

A means action or implementation – making the plan work? 

C stands for control – measurement, monitoring, reviewing, updating and modifying.  

The first part of the research is a situation analysis to better understand Colombia and to see what it has to offer, but also to find out what the bottlenecks are. The recommendations will be about the communication objectives of the research, the communication strategy and tactics, and explaining what actions will be necessary to be successful. Finally, by using the SMART method on the objectives it is possible to control the work and to measure whether everything is actually possible. 

2. Colombia

“In the past few years, Colombia has made great progress and countless achievements in terms of safety, economic and social development, foreign investment, and tourism. Even though there are still many problems that need to be solved, the reality is far from the perception some people have about Colombia. An inaccurate international perception has a huge negative impact on a country’s tourism, foreign investment, and potential” (Colombia travel, 2009, Colombia is Passion, para. 1).Therefore it is important to show the improved reality.
This chapter will describe the country, its history ( to show how the bad image about Colombia developed ( and the issues that the country is dealing with. This part of the thesis will introduce the matters that are important for Colombia’s tourism industry: the climate, culture, population, infrastructure, and economy; also its violent history with FARC and other issues to better understand the current situation and the country’s identity. The current identity supports the central question because it is a part of the situation analysis. The identity also reflects the unique characteristics of Colombia, which are used when creating the “brand” Colombia.

2.1 Profile
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Colombia is about 28 times bigger than the Netherlands and is the fourth biggest country in South America. Its capital is Bogotá. The population is very diverse: 30% white, 40% Mestizo, 18% Mulattoes, 7% Afro-Colombians and 5% Indians or Native South Americans. Colombia borders the following countries: Brazil, Ecuador, Panama, Peru, and Venezuela. The coast of Colombia borders the Pacific Ocean and the Caribbean Sea (Chalinga travel, 2011, “Algemene informatie” section, para. 1).
2.1.1 Climate 
Colombia has a tropical climate. The temperature stays about the same year-round, but there are great differences between its regions: the lower regions are much warmer than the higher regions. In the north of the country there is a dry season from December till March; the south is only dry during June and July. However, close to the Pacific coast, the climate is practically always wet (Lonely planet, 2010, History, “Weather” section). 
2.1.2 Nature

Colombia is an ecological paradise. “It hosts 1,900 bird species, covering one-fifth of Earth’s bird diversity” (Ecoturs, 2009, para. 1). Colombia is the epicenter of the earth’s biological riches, with its various flora and fauna groups such as amphibians, butterflies, orchids, jaguars, pumas, and deer. “Colombia is extraordinary for biodiversity because of its unique location and noteworthy topography. Its three huge mountain ranges overlap the equator and harbor an unrivalled complex of ecosystems” (Ecoturs, 2009, para. 3). 
“The Colombian landscape is diverse like most South American countries, with over 700,000 square miles of everything from glaciers to tropical forest expanses of the Amazon, including over 600 miles of both Pacific and Caribbean coastline” (Ecoturs, 2009, para. 4).These are very expansive, especially close to the colonial city of Cartagena, where there are some of the most beautiful beaches. Travelers come to Colombia to see the tropical forests and valleys. The Andes Mountains are also a major feature of Colombia’s topography. 

2.1.3 Culture

“Colombia hosts a great diversity of ethnic and modern cultures with unique regional traditions and many historical sites. Colombians are renowned for their passion, warmth, and hospitality” (Ecoturs, 2009, para. 5). Many aspects of Colombian culture can be traced back to the Spanish culture of the Sixteenth century. The Spanish brought Catholicism, Africans, an economical system, and a caste system that favored the Europeans. The culture is very diverse in the areas of art, clothing, and music, thanks to the Spaniards, Africans, and indigenous peoples (Vliegreizen planeet, 2005, para. 1). 

After the independence from Spain, it was difficult to form a new political system between the conservative and liberal ideals. There have been civil wars since Colombia’s independence, which have resulted in slow development of the country and isolation in the region until the end of the Nineteenth century (Vliegreizen planeet, 2010, para. 3).

Colombia’s ethnic and racial groups have worked to preserve the heritage and culture of their ancestors. The fast-growing numbers of children of mixed backgrounds have created a fusion of cultures and in some cases a completely new racial group in Colombia’s society. Colombia’s mixed cultures can be found in its traditions, art, and cuisine ( but also in its architecture, paintings, literature, cinema and photography, music, dance, and theatre (Colombia travel, 2009, Cultura Colombiana, “Cultura: tradición y vanguardia” section, para. 1).
Although the official language is Spanish, there are more than 87 indigenous villages, using 64 native languages from 22 different linguistic families. There are millions of Afro-Colombians, more than 30 million Mestizos, 12 million gypsies and many immigrants in different regions (Colombia travel, 2009, Cultura Colombiana, “Cultura: tradición y vanguardia” section, para. 5).
2.1.4 Population

“With its 45.6 million residents as of 2010, Colombia is one of the most populated countries of Latin America. The differences between the regions are vast. They were created by the influence of migration to the big cities, which still continues. This is because agriculture is not as important as it used to be, and because of the violence of guerrillas and paramilitary groups. In 2008, urbanization was 75%. About 34% of the entire population lives in the four biggest cities: Bogotá, Medellin, Cali, and Barranquilla. About 8.500.000 people live in the capital Bogotá” (Turiscolombia, 2010, “Gente en Colombia” section). In the year 2010, the population growth was 1.4 % because of lower birthrates (EVD, 2009, Colombia: bevolking).

2.1.5 Religion 
The constitution of 1991 declared the separation of church and state, which guaranteed the liberty and equality of all religions. About 90% of the Colombians are Roman Catholic but Colombians are tolerant and accepting of other beliefs. Even though the majority of the population is Catholic, in the last few years about 4.000.000 Colombians have abandoned the Catholic religion and incorporated different religious sects such as Anglican, Lutheran, and Mormon (EVD, 2009, Colombia: bevolking, “Reis en Verblijf” section).
There are roughly 10 religious events in Colombian culture. The most famous event is called Semana Santa, or Holy Week. The Holy Week of Easter is the most important Catholic religious festival in South America; it celebrates the last days of Jesus Christ’s life, the Crucifixion and Resurrection, and the end of Lent. Each day has its rituals, including processions through the streets with participants on their knees or carrying large wooden crosses. During this week, many schools and offices are closed. The resort areas are normally very crowded during this week as people take advantage of the holiday (Hambre, Semana Santa in South America).
2.1.6 Infrastructure 
Transport in Colombia is regulated by the Ministry of Transport and the Instituto Nacional de Vías, which are in charge of the Red Nacional de Vías (national network of roads); the Aerocivil, in charge of air transport and airports; and the Dirección General Marítima (DIMAR) that is in charge of the harbors, waterways, and maritime transport. Colombia has 934 airports, 103 of which have paved runways. The railroad network is about 3.304 km long in total and there are about 112.988 km of highways, of which 16.270 km are paved and 96.718 km unpaved (Wereldinformatie, 2010, Infrastructuur in Colombia).
With a Dutch passport it is not necessary to have a visa to enter the country for a stay of 90 days or less (Het Visum Bureau, 2010, “NL” section).
Most airlines fly to Bogota, Cartagena, and Medellín, and though there are no direct flights from the Netherlands, there are many possibilities to go to Colombia with stopovers in cities such as Madrid, Frankfurt, London, Panama City, Houston, or New York (Cheaptickets, 2010, Vliegtickets).  
The Ministry of Foreign Affairs advises against travel to certain areas. However, safety in Colombia has improved since 2002 ( especially along the highways within and between the big cities ( when President Uribe introduced a stricter policy. When visiting Cartagena, Santa Marta, San Andrés, Providencia, and Leticia, no extra safety measures are necessary. This is also the case for richer areas in big cities like Bogotá, Medellín, Cali, Barranquilla, Popayán, Pasto, and Villavicencio (Minbuza, 2010, “onveilige gebieden” section, para. 3).

Certain vaccinations are necessary to go to Colombia, for yellow fever, Hepatitis A and B, DTP, dengue, rabies, and typhoid. Malaria also exists in certain areas, so it is necessary to take malaria pills before traveling to Colombia (Vaccinaties op reis, 2010, para. 2-3). 
2.1.7 History

Before the Europeans invaded South America in the Sixteenth century, the Incas were probably the most powerful population in this area. Colombia is named after Christopher Columbus, even though he had never been there. The first European to arrive in Colombia, in 1499, was Alonso de Ojeda, one of Columbus’ companions. In 1525 the country was conquered, together with neighboring countries Ecuador, Venezuela, and Panama, and named New Granada. After declaring independence in 1810 the country’s name was changed to Colombia (Lonely planet, 2010, History, “Spanish conquest” section, para. 1).   
A defining time in Colombian history, partly the reason for the bad image that Colombia has, is La Violencia, in 1948. La Violencia was a struggle between the liberals and the conservatives in Colombia and, with 300.000 people killed during that time, one of the bloodiest conflicts in the western hemisphere during the Twentieth century. Since 1948 the country has been tortured by civil war, violence, and domestic terrorism. The media came up with the nickname “Locombia,” which means “the crazy country” (Lonely planet, 2010, History, “La Violencia” section).  

2.2 Current issues

Safety and security remains an issue in Colombia. In 2008, a conflict between the Colombian army and FARC resulted in very troubled relations with neighboring countries Ecuador and Venezuela, because of planned bombings in these two countries without their permission. For the war against FARC, Colombia needs the help of other South American countries but the relationship between Colombia, Ecuador, and Venezuela has been strained and is very fragile (Associated Press, 2008, para. 1).
2.2.1 FARC

FARC, the Revolutionary Armed Forces of Colombia – People's Army (or Fuerzas Armadas Revolucionarias de Colombia – Ejército del Pueblo) is a guerrilla organization. Their objective, according to them, is “to stop all the social indifferences, politics, economics, and intervention by the army and the capitalistic Americans in Colombia through the establishment of a Marx-Lenin and Bolivariano state.” FARC was founded during the Cold War like many other guerrilla organizations, and has approximately 17.500 people for combat, of which 20-30% are minors under 18 years old. According to Human Rights Watch, these minors are recruited through force (Global security, 2008, “Activities” section, para. 2).
FARC-EP is the biggest and most powerful guerrilla group in Latin America. It was founded in 1964, but its history began in 1948 during “La Violencia,” and the assassination of the progressive leader José Eliécer Gaitán. This period is known as Bogotazo. FARC possesses about $600 million dollars that they gained through drug trafficking, kidnappings, and assaults. The war against FARC is one of the longest lasting wars in Colombia (Global security, 2008, “Description” section).

About 80% of all the cocaine produced worldwide comes from Colombia, and approximately two-thirds of FARC’s money is made through drug trafficking. FARC has also participated in guerrilla warfare; assassinations of civilians, government workers, and military figures; and kidnappings of civilians and politicians. Colombians are really tired of FARC ruining their country. There is a lot of poverty because of them on the countryside. Colombia has a lot of potential as a tourist destination but its image is still so bad because of FARC and their connections to drug smuggling. Ever since Alvaro Uribe became president, assassinations decreased by 40%, the kidnappings by 83%, and attacks by 73% (Rescate, 2008, p. 31). One reason for this success is that the Colombian army is treating FARC with a strong hand. Colombia not only trusts its military but also has a strategy: an anti-terrorist model was developed that is not only used in Colombia, but in North Africa, South Asia, and the Middle East as well.
2.3 Conclusion

What became clear about Colombia through this chapter is how much potential it has to become a perfect vacation destination. It is a country that can offer any type of traveler something, from beautiful beaches and tropical flora and fauna to big, modern cities and authentic, small villages. It is a country with a vast history, a lot of culture, and a perfect geographical location. The current identity of Colombia lies far from the perceived identity that the rest of the world has about the country. The media helped to build up this negative image for a long time. Now it is time to show the other side of Colombia. 
3. Communication analysis

This chapter explains more about the current campaign to promote tourism in Colombia and communication specifically. This has been done by analyzing the campaigns strategy, logo and slogan as well as the trends in communication. The current target group is the adventurous, young individual traveler that likes to travel around, meet new people, and go to places that are fairly undiscovered. The trends in communication are important to find new and sufficient ways to promote the country.  
3.1 Current campaign

According to the Colombian Tourism Board, Colombia has made a lot of progress and obtained numerous achievements in terms of security, social and economical development, foreign investment, and tourism in the last few years. Even though there are still many problems that need to be solved, the reality is far from the perception that people have about Colombia (Colombia travel, 2009, Colombia is Passion, para. 1). This incorrect international perception about Colombia has a huge negative impact on the country’s tourism industry 
Since 2005, the PR bureau Proexport developed the campaign, “Colombia is passion,” to show its reality to the world. “Colombia is one of the most solid and stable democracies in the South America: the economy registers growth rates above the regional average and the country’s advantageous geographical location makes it a prime tourist destination” (Colombia travel, 2009, Colombia is Passion, para. 6). Proexport works together with local and international media to promote Colombia overseas by broadcasting positive information and news about the country. The campaign’s focus is mainly international, but the “Colombia is passion” brand also works locally in the development of communication campaigns and strategies 
“Improving Colombia’s image abroad is a continuous and an enduring effort that is being carried out by the National Government, local entrepreneurs, foreign investors, local and international media, and the Colombian citizens” (Colombia travel, 2009,Colombia is Passion, para. 10). 
In 2007, Colombia expanded its existing campaign to attract more tourists. As stated on the Colombia travel website, the PR bureau Proexport is aware of the problems within the country and it is playing on this through the slogan, “Colombia: the only risk is wanting to stay.” At present, the campaign is being promoted in fifteen countries and regions, including: Argentina, Brazil, Canada, Chile, China, Ecuador, Germany, Italy, Mexico, Peru, Spain, the United Kingdom, the United States, Venezuela, and the Caribbean. According to the PR bureau, this part of the campaign is based on the testimonials of nine foreigners who came to Colombia for a short time and decided to stay for good. The goal of this campaign is to present Colombia to international tourists as a vacation alternative by showing that the only risk in coming is falling in love with its landscapes, people, food, fairs, festivals, handcrafts, colours, and all the experiences the country can offer a tourist (Colombia travel, 2009, Campaign Colombia, para. 3).
“The campaign was created as a response to the many questions at international events and fairs concerning the dangers involved in visiting Colombia” (Colombia travel, 2009, Campaign Colombia, para. 2). The campaign’s purpose is to face the problem of lack of knowledge about Colombia and to change the negative perception by underlining the positive. “Colombia: the only risk is wanting to stay,” is a risky promotion slogan for a country that is seen as one of the most dangerous countries in the world, but thus far it is working. In 2009 Colombia welcomed over 1.2 million visitors; that is almost twice as much in comparison to 2002.
By the end of 2010, Colombia hopes to attract 4 million visitors per year. This will provide 4 billion dollars for the country. The government believes that the increasing stream of tourists will automatically improve the country’s image (Dhondt, 2009, “Imagocampagne” section). 

3.1.2 Development of Colombia

According to the UNWTO, Colombia can be considered an example for other countries that are dealing with bad images or turbulent histories to attract tourists. Colombia is back on the map of international tourism, even though the country is still dealing with guerrilla groups, rebellions, and drug lords (Dijck, 2008, Colombia - back on the Map of World Tourism). Maybe this has to do with the fact that Colombia has it all: tropical temperatures, astounding natural habitats, stunning beaches, a rich cultural heritage, and a diverse population. The reason that foreigners haven’t come for the past decade is because of its violent history. 
According to the Colombian government there has been a decrease of 87% in kidnappings and a decrease of 76% in robberies between 2002 and 2008. The leftist guerrilla group has weakened and most of the right-wing guerrilla groups put down their arms (Dhondt, 2009, para. 1). The reason the government started the campaign is to create awareness among tourists to assure them that the situation really has changed. In 2009, Colombia spent 8 million Euros for this campaign. “Colombia is passion” is the official slogan to sell the country to the rest of the world. Over 200 companies already use this slogan. For the tourism sector they added the slogan “the only danger is wanting to stay” (Dhondt, 2009, para. 1).
3.2 The “Colombia is passion” nation branding campaign

This campaign is not the first attempt to influence the country’s image on an international level by strategically using nation branding. According to Simon Anholt, the person who created the term nation branding, nations must create strong representative brands to be successful in a global context (Estefan, 2009, para. 7).
The fact that Colombia applies “nation branding” is a positive sign of the nation’s acknowledgment of the importance of public diplomacy. Though, the efficiency of the slogan of this “nation branding” campaign might not be distinctive enough (Estefan, 2009, para. 8). While the slogan “Colombia, the only risk is wanting to stay” is downplaying the notion that the country is too risky to visit, the slogan “Colombia is Passion” is not very unique for a country that is haunted with negative prejudices and stereotypes. It is not very clear what is truly meant when saying that Colombia is Passion. The explanation on the website of the campaign refers to the passion of the Colombian people. The term passion or passionate can apply to many people, especially in Latin-America. 

Colombia is changing. “The dynamics of the armed conflict and the understanding of the conflict nationally and internationally have changed considerably during the Uribe years” (Estefan, 2009, para. 12). It is the right time to start using strategic nation branding to promote the country.
 “Colombia is passion” is a brand that attempts to improve the image of Colombia abroad by creating trust among foreigners, with the aim of obtaining more and better opportunities in the fields of international trade culture, investment, and tourism” (Colombia travel, 2009, Colombia is Passion, para. 5). “The “Colombia is passion” brand works locally in the development of communication campaigns. For the private sector it is a perfect marketing and trade opportunity for their goods and services. Any product that includes the “Colombia is passion” brand on its package finds that it strengthens its image and increases sales” (Agudelo, 2010, para. 4).
“To build a trusted brand, Colombia has engaged and empowered ambassadors” (Agudelo, 2010, para.8). On many social networks there are stories about the Colombians that have stood out in terms of art, music, sports, politics, and sciences 

3.2.1 Brand image strategy

“Colombia is passion” provided Colombia with a brand and some media outlets to change the country’s image abroad by influencing foreigners. “Brand architects wisely acknowledged the importance of social networking and public content creation as new source to reach people. The brand attracted the support of the private sector by mobilizing Colombians worldwide” (Agudelo, 2010, para. 9). With financial resources and thousands of ambassadors, Colombia is working hard to rebuild its image. 
3.2.2 Logo and Slogan

Since 2005, “Colombia is passion” has been working to show Colombia’s reality through a brand, showing all things that make Colombia a fortunate country through a logo: “the passion of Colombians through the use of red; its loving people through the heart, a universal symbol; and by mixing some graphic elements, images of the vapors a cup of fresh coffee, another exported product Colombia is famous for” (Agudelo, 2010, para. 2). The importance of both the logo and slogan are generated to create emotional connections and experiences. 
“Nearly 250 companies have licensed the logo, which also appears on the tail of one of the planes flown by national airline company Avianca and inside boxes of Colombia’s exported roses” (Moffett, 2008, para. 5). The public/private partnership behind the campaign operates two stores in Bogotá that offer hundreds of products featuring the campaign's heart-shaped logo. There is even a “Colombia is passion” bicycling team. “The logo won an American Graphic Design Award in 2006, and the "Colombia is Passion" Web page averages 77,000 monthly visits” (Moffett, 2008, para. 15).
Kidnappings and assassinations are in comparison to the past, comparatively rare now. “The country is ready for rebranding because the current perception of Colombia has lagged far behind the improving reality” (Agudelo, 2010, para. 9).

To find out whether the campaign would work within the Netherlands, the opinion of a focus group has been sought. According to the focus group, the website looks good, though the pictures do not relate to the country. The pictures used on the website could be from any tropical country worldwide. They believe that a little bit of stereotyping is not so bad. All information concerning security, excursions, and more aspects important to tourists, should be mentioned clearly on the website. At last the slogan came up. The focus group agreed that “Colombia, the only risk is wanting to stay” is a catchy slogan that plays with the misconceptions the country is dealing with. They were not so sure about “Colombia is Passion” because it is very general and could be said about any Latin-American country  (Focus group, 2010). 
3.3 Current communication tools

The main communication tools that are being used to promote and to help the campaign succeed within the countries where the campaign has already been launched are the website, posters and promotion videos. Furthermore merchandising such as t-shirts, mugs, pencils, sweaters, hats, umbrellas, stickers, flags, etc. can be bought in different shops in Colombia. The country logo is also visible on the tail of the national airline company Avianca and on the shirts of the national bicycling team (Moffett, 2008, para.4). In countries such as the United States, where many Colombians live, they used life size hearts (the logo of the campaign) to make people aware t the fact that Colombia is back on the map as a tourist destination. 
3.4 Trends in communication
Nation branding is a trend that became more interesting in recent years. With this trend, experts help countries to play with their identities. National branding may be defined as the way a country or a nation is perceived by the audience (Graves, 2008, para. 1). 
“Experiential marketing is a form of marketing that creates an emotional connection with a consumer. Experiential marketing is a way of looking for a touch point or connection with the customer – connections in the form of experiences that are personal, memorable, interactive and emotional” (Guiragossian, 2008, para. 2). Experiential marketing is a great tool for gaining awareness because it is often cost effective and highly influential with great potential to go viral. 

An example of experiential marketing is CNN’s go beyond borders campaign at the end of 2009 to mark the fall of Berlin. The city was divided by 40 kilometres of red tape that marked the former border between East and West Berlin, even travelling through buildings that now lie above where the country was once divided. “The tape carried CNN’s Go beyond Borders message and information panels to encourage people to go online and share stories. Over two million people were affected by this campaign” (Antler, 2010, para. 3).   [image: image2.png]



Buzz marketing can be defined as creating campaigns to start the conversation between people. Viral marketing stands for buzz marketing on the internet. Even though the principles of buzz marketing, word to mouth advertisement, already exists for years, new media make it easier to create a buzz through email, blogs, text messages and chat. Viral marketing is an attractive and easy way to send a message. Examples are: tell a friend, free download of screensaver, RSS-feed or a fun test (Freepublicity, “Buzz marketing” section).
3.5. Conclusion

Colombia has a successful marketing campaign. According to the Colombian Tourism Board, tourism to Colombia multiplied by almost 50% since its launch in 2002, which proves the efficacy of the campaign (Colombia travel, 2009, Campaign Colombia). This campaign has not been launched within the Netherlands yet and therefore it is important to look at different trends in communication to find out how to use the already existing campaign to successfully promote Colombia within the Netherlands. The trends in communication can be used to help promote the country in an efficient way. 
4. External analysis (through PEST analysis) 

Seaton and Bennett (Seaton & Bennett, 1996, Marketing tourism products) mention the importance of “monitoring” or “environmental scanning.” This is important because in an external analysis opportunities and threats can be significant for a new communication plan. One can integrate these opportunities in newly set communication objectives and strategy. By means of a PEST analysis
 it is possible to find out more about the current situations in both countries: Colombia and the Netherlands.
4.1 Political environment

Colombia

Knowing more about the political situation in Colombia is important because its reality is far from the perceived reality. For years, political unrest has caused a strong feeling of insecurity. But Colombia’s politics have changed and there has been a positive effect on its society, and for the past three years or so the situation has been more stable. 

Colombia has a two party system divided by liberals and conservatives. Even though Colombia is one of the oldest democracies of South America, the country has had a long tradition of instability, civil wars, and revolts. The government, drug gangs, and guerrilla groups such as FARC were in a constant battle (Travel Monkey, 2010, “Politiek & Economie” section, para. 2). 

Colombia is a republic, with a democratically elected representative system and a strong executive. The president heads the cabinet (U.S library of Congress, The Legislature). Former president Álvaro Uribe won re-election with a strong lead in the May 2006 presidential election. In May 2010, a new president, the former minister of defense, was elected: Juan Carlos Santos Calderon. This president wants to improve the relationship with Colombia’s border countries Venezuela and Ecuador, and continue the war against the guerrillas to guarantee the safety of the people (U.S library of Congress, Government and Politics).

4.2 Economic environment
“Tourism demand is strongly affected by prevailing economic conditions” (Bennet & Seaton, 1996, p. 12).
Travel market 

The years 2008 and 2009 saw the worst recession since the 1930s, worldwide. The impact of the global recession on travel and tourism demand has been severe. During the first eight months of 2009, international tourist arrivals fell by 7%. According to the UNWTO
, there would be a return to positive growth in tourism arrivals between 1 and 2% in 2010. Europe suffered the most, with arrivals dropping 8% from January through August, followed by the Americas with a 7% decline” (ITB Berlin, 2009, p. 3).
As stated in the ITB Berlin Report, the international Air Transport Association has reported a 5% decline worldwide, with Latin American Airlines suffering the smallest drop in international passenger traffic. The prediction is that between 2009 and 2028 air traffic between Europe and Latin America will increase by 5.3%” (ITB Berlin, 2009, p. 4).This could mean that in the future, there will be direct flights from the Netherlands to Colombia In 2008.

“European adults made 418 million trips abroad. In the first four months of 2009, outbound travel was low. This decline is just one aspect of widely reported efforts by European consumers to cut back on unnecessary spending” (ITB Berlin, 2009, p. 10).Some decided to take a holiday in their own country, some decided not to travel too far, but overall Europeans reduced the length of their trips as well as daily spending.
However, travelers have been abandoning traditional destinations such as Spain, Portugal, and the Caribbean for newer ones in North Africa, the Eastern Mediterranean, and elsewhere. South America has been fortunate in that the economical crisis there wasn’t very severe. Geographical location is an important consideration for international travelers in choosing destinations. “Colombia is much closer to North and Central America than other South American countries, and this is reflected in the larger numbers of trips to this country. Central and South America were the only destinations to record an increase of 0.4% from January through July 2009, with a market share of 6.5% for South America in total” (ITB Berlin, 2009, p. 12).
The Netherlands

After the major financial crisis of 2008-2009, the economy has grown 1 ¾ % in 2010. The expectation for 2011 is that the economy will grow about 1 ½ %. But even though the economy is expected to grow, the Dutch are very aware of the uncertainties around the economic recovery (appendix 2 shows the economical growth).
As of 2011, Europe and the Netherlands will reduce public deficits. These essential reductions will lead to lower spending. At the same time, addressing the deficit is necessary to regain trust in the economy (Rijksoverheid, 2010, para. 1). 
A positive aspect that became clear from the survey is that even during a financial crisis, most people in the Netherlands wouldn’t cut back on their expenses for vacations; they would prefer to save on other things. Therefore, the economic crisis will not be a reason for Dutch travelers to not go to Colombia (Survey, 2010, Results Survey).
4.3 Socio-cultural environment 

“Monitoring the socio-cultural environment is about understanding changing trends in

populations, lifestyles and values” (Bennet & Seaton, 1996, p. 12).

Like the Dutch, many Colombians are well-educated and travel on a regular basis. The main language in Colombia is Spanish but most people can speak and understand English. In contrast to the Dutch, Colombians don’t live to work, they work to earn money to live. In comparison to Colombian wages, wages within the Netherlands are very high which makes it easier for Dutch people to travel within Colombia because everything is much cheaper. Even though the living conditions for most Colombians are far below Dutch standards, “Colombians are considered to be one of the happiest people in the world, and are known to welcome people from other countries with open arms” (Van Dijck, 2008,The gringo invasion of Colombia continues).
4.4 Technological environment

“Scanning the technological environment is about assessing the future impact of technology on tourism development in general and marketing in particular” (Bennet & Seaton, 1996, p. 10). The use of the Internet has become more and more important for the tourism industry. Nowadays, most vacations and flights are booked online, rather than in a travel agency.

Colombia

Technological development is important for tourism in Colombia, first to show the world that the country is not behind on other countries. Second, Colombia can use popular technologies to promote their country. The use of social networks and blogs can be a great advantage. 

“Scientific research and technological innovation in Colombia has affected Colombian society, politics, and culture in a positive way. Even though there is an internal conflict and an economic struggle going on, there is a growing interest in Colombia about the developments of technology in different fields” (Mundoandino, 2009, para 1). Because of technological development in distribution, increased use of credit cards, and a change in lifestyle that comes with progress, there are more possibilities for direct marketing. International direct marketing in Colombia has become more popular as well.
The Netherlands

“The Netherlands is a world leader when it comes to advanced technology. The Netherlands can credit their number one position in the field of advanced technology to the high cultural infiltration of PCs, Internet, mobile phones, broadband technology, and the availability of the newest technologies” (World Economic Forum, “Innovatiescore” section, para. 1). All of these are very important to the tourism industry since most people book their vacations through the Internet. In addition to booking tickets, Dutch travellers also research trips online. They look at other people’s opinions on blogs, different social networks make it possible for people to post and discuss their opinions, on websites they can look at images and videos about a country and thanks to the development of smart phones, people can find out everything about every country that they would like to know from anywhere they happen to be. The survey showed that 88% of the participants take a look on the Internet for more travel advice and information, which shows the importance of the Internet and that when the Dutch want to book a vacation, the majority no longer go to a travel agency to do so (Survey, 2010, Results Survey).  

4.5 Conclusion

The political situation in Colombia at the moment is stable. It has changed a lot through the years. Security, a subject very important to tourists, has improved significantly. For example, there has been a decrease of 87% in kidnappings. The Dutch economic environment was hit hard by the financial crisis, but it is recovering and the Dutch, according to survey results, don’t seem to spend less on vacations ( which is very important for the potential for Colombian tourism. Both countries seem to have gone through big technological developments. Communication technologies in the Netherlands have developed rapidly, which is also very important for tourism, since there are a lot of social networks being used to promote tourism, book vacations, and educate potential tourists. The Internet is the most important source when it comes to booking vacations and flights. 
5. Travel behavior

Colombia wants to become an attractive tourist destination. What travel trends can they use to convince more people to come? This chapter will first describe the travel trends of 2010 into 2011. Second, it will focus on the travel behavior of Dutch tourists. Since the campaign may be focused on the Dutch, it is important to know more about their travel needs, the number of times that they normally travel, and where they visit. 
5.1 Travel trends

One of the travel trends of 2010 that will continue in 2011 is called ecotourism. Ecotourism has to do with the preservation of nature, culture, and human rights. Many popular tourist destinations are noticing a soiling of their natural habitat and damage to the culture. Every year more socially conscious people seem to care about these issues and don’t want to spoil the host country while they are on vacation. There is not one single definition that defines an ecotourism vacation, but ecotourism can be explained as a vacation without damaging nature. The following definition of the International Ecotourism Society is the most common definition of ecotourism: “Ecotourism is responsible travel to natural areas to conserve the environment and sustain the well-being of local people” (Ecotoerisme, 2010, para. 1). There are several eco-friendly hotels, resorts, and excursions. This trend is perfect for a country such as Colombia, which is an ecological paradise and therefore the perfect place for the trendy traveler. “The Ministry of the Environment, Housing and Territorial Development in cooperation with the Ministry of Trade, Industry and Tourism created the “Sello Ambiental Colombiano” (the Colombian Environment Seal) to promote the offer of ecological services” (Colombia travel, 2009, News: hotels with a green seal: Together for the Environment, para. 1).
“The Colombian hotel industry began its devotion to this trend, which preserves the environment and is dedicated to the protection of nature. The country’s hotels may voluntarily request the seal, once they have adapted their infrastructure and carried out the certification process” (Colombia travel, 2009, news, “hotels with a green seal: Together for the Environment, para. 2). Colombia now competes at the international level in the sustainable products market.
In 2010, the desire for authentic expertise among travelers is stronger than ever. At the same time, technology plays an important part in deciding on a travel destination. “Different kinds of social media help people decide on where to go, helped by the big influence of the Smartphone cameras and iPhone applications” (American Express Publishing Cooperation, 2010, para. 4).
Travelers like to relax while on holiday, they like to see new places and to eat, drink and shop in famous cities. Another reason to travel is to connect to people and places, history, landscapes, food, and different values and traditions (American Express Publishing Cooperation, 2010, para. 1). 
One of the emerging trends in 2011 is called community based tourism. A growing group of travellers is searching for ‘experiences’, such as sleeping in a hut, going out on a river with a fisherman or eating around a fireplace. More and more, this trend becomes part of roundtrips in exotic countries. The basis of tourism to local communities is called homestay: a bed & breakfast, small family hotels, lodges or camps run. This way it is possible to experience the real life of the local villagers in different countries (Westerlaken, 2011, para. 2). 
5.2 Dutch travel behavior
According to the NBTC-NIPO research, more than 81 percent of the Dutch population went on vacation in 2010. In total, they traveled 36 million times; 0.5% less than in 2009. The Dutch spent 15 billion Euros on vacations in 2010, of which 12.2 billion in foreign countries. For the upcoming years, NBTC
-NIPO research expects the travel market to stabilize and to only experience slow growth because of the economy. The number of travels to far away destinations grew more than 10% in the year 2010 (TNS Nipo, 2010, para. 1). 
The research bureau TNS Nipo looked at the travel behavior of Dutch travelers in the last 60 years, and found that on average, the Dutch travel about 20 million times per year ( they also concluded that these numbers will continue to rise. Though in 1969 the Dutch traveled about 8 billion kilometers, in 2040 it is predicted to be 160 billion. As the economic recovery continues, there will be more money for luxury and offers will become relatively cheaper. The travel behavior of the Dutch barely changed because of rising fuel prices or recessions. Even after the attacks in New York in 2001, the Dutch continued to travel as much as before (TNS Nipo, 2010, para. 5).
The survey showed that 71% of the participants go two or three times a year on vacation; 30% of the participants like going on vacation to a far destination for approximately 1 to 3 weeks. 75% of all participants say that the crisis has no affect on the budget that they spent on their vacation. People who answered that they would not go to Colombia gave as explanation that they know too little about the country, they have no idea what they can do, see and explore. Familiarity with a country seems an important aspect to the Dutch travelers before going there (Survey, 2010, Results Survey). 

5.3 Target group
The target group was decided from the results of the survey (see appendix 3), which was conducted among 147 participants of all ages. More than 45% of all participants said that they would go to Colombia. From the results it became clear that the group of participants most likely to go to Colombia is between the ages 20 to 29. Of the 81 participants between the ages 30 and 69, only 26 persons said that they would go to Colombia. It can be said that the younger generation is more willing to go to places that they have never been before and where they do not know much about. The negative image that Colombia is dealing with already exists for many years. Therefore it is understandable that for people 30 years and older, it is more difficult to change their perception of the country. There have been many movies about cocaine and drug lords such as Pablo Escobar that take place in Colombia, like Romancing the Stone and Maria Full of Grace, which have portrayed the country in a certain way. It is important that this way of looking at the country changes (Survey, 2010, Results Survey). For the campaign to be successful in the Netherlands, it is important to focus on this target group and to focus on the country’s highlights. For example, it is important to mention adventurous trips to discover the Amazon and Andes, group tours and eco-friendly vacations and home stay programs since these are all aspects that the target groups are looking for.  

5.4 Conclusion
Travel behavior of the Dutch doesn’t change much. They continue to travel even though there is an economical crisis. From survey results, it became clear that Dutch people prefer to safe on other expenses than on vacation. This behavior combined with the new travel trend ecotourism and community based tourism, can make Colombia an attractive destination for Dutch leisure travelers. The survey showed that one of the main reasons for people to not have thought of Colombia as a tourist destination is because they know too little about it, that they are unfamiliar with the place. It can be said that familiarity with a certain destination is an important aspect for Dutch leisure travelers.  
6. Conclusion of the analyses through SWOT

A SWOT
 analysis enables one to find out what the possibilities for the country are, but also whether there are any obstacles that should be considered. 

SWOT Colombia

Strengths: 

· Beautiful country. Because of its geographical location and its diversity, the country has something for every type of traveler. 

· Many things to see and to do. It is a country with a rich culture, and because of the long history there are many things to visit and to explore.
· Undiscovered. The country is not yet spoiled by mass tourism.  

· Not expensive. A tourist doesn’t have a lot of expenses once there; the only thing that will be fairly expensive is the roundtrip ticket. 

· Hospitable population. From blogs and articles on the Internet it became clear that Colombians are one of the most hospitable populations of South America. 

· Stable political situation. Unlike the past, the political climate and levels of security have improved.
· Not fabricated. It is not a country created for tourism; such as Cuba for instance, which is being promoted with people dancing in the street surrounded by old cars, as if this is the countries reality. 

Weaknesses:

· Unfamiliarity. People still fear going to Colombia because of a lack of information on what life is like in the country currently. In the media, people only hear about the negative side of Colombia.
· The FARC. Even though they are not as big as they used to be, they are still present and still cause problems in certain areas. 
· Corruption. This is an ongoing problem, as it is in many other South and Central American countries.

· Association with drugs. Colombia remains the biggest producer of cocaine, with an 80% share worldwide, which perpetuates the association.  

· Dangerous areas. Even though there are no extra safety concern necessary for many places, there are still certain areas that are a real “no-go” for tourists.  

Opportunities: 

· No mass tourism. The country is fairly undiscovered and can therefore be portrayed as a very interesting destination for people that like to explore.

· Ecotourism. The country has everything that the trend-seeker is looking for because it is an ecological paradise.

· Media and social media. The media can help improve the country’s image. Colombia is a country that will need a lot of help in its quest to change the country’s image and by showing images of the beautiful environments and publishing positive stories, the public perception can slowly start changing. 

Threats:

· Insecurity. Even though the current situation is stable, if something happens that affects international travelers, the efficacy of whole campaign could be threatened.
· Media. If the media continues to report negative information about Colombia, it won’t matter what its citizens do because the negative image among foreigners will remain unchanged. 
· Bad travel advice. The Ministry of Foreign Affairs advises people to not travel to certain areas. For many people this is misconstrued to mean that the entire country is too dangerous. People tend to forget that there are other more popular vacation destinations with the same advice. Colombia has the same travel advice as Mexico for example.
Survey results showed that a lot of people would be interested in Colombia as a vacation destination (45% of all participants would go there on vacation). Those who answered that they would not go there simply feel that there is not enough information about the country and therefore have never thought of it as a vacation destination before. Unawareness appears to be the most important factor for people not to go to Colombia. People don’t consider Colombia as a vacation destination because they know very little about the country. So far, Colombia has done nothing within the Netherlands to improve their image and to make people aware of the fact that it is a beautiful country where there is so much to do. Because of the press and the movie industry, people are also misinformed about Colombia. Because of the negative public perception that the Dutch have about Colombia, a strong campaign will be necessary to make people more aware about the positive side of Colombia. All aspects of the campaign need to be considered such as the pictures and colors that are used. A campaign to promote tourism to Colombia could work for a certain target group but people will need to be well informed about the country before considering it as a destination to go. 
7. Recommendations 

First, it must be said that these recommendations will be purely based on communication aspects. Communication cannot change the identity of Colombia, such as the current situation with FARC and drug-related matters ( that is the Colombian government’s responsibility. What communications can do is change Colombia’s image. 
Based on former analyses, the focus of my recommendations for the current campaign will be on the advantages of Colombia as a tourist destination and on the travel trends. 
7.1 Communication objectives 

The ultimate goal is of course for more people to go to Colombia. This can be done by creating awareness (second phase from the DAGMAR-model in Smith) in the Dutch market. At the moment there is almost no communication initiated in the Netherlands by the tourism board of Colombia. The brand “Colombia” is not yet a clear one, and people have to realize that there is more to find there than just guerrilla groups and cocaine fields. Colombia is so rich in land and culture; it should be seen as an attractive tourist destination. 
The following communication objectives have been formed by means of the “SMART-test”: Specific, Measurable, Actionable, Reasonable and Timed (Smith, 2000, p. 36).

· To increase the awareness about Colombia among Dutch travelers as a tourist destination by 30% within one year after starting the campaign within the Netherlands.
· To achieve positive local media coverage by approaching the press and travel agencies, offering free press trips and presenting the country at travel fairs.

· To position Colombia as a strong brand by pointing out the unique selling points of the country such as the biodiversity and the fact that the country is still unspoiled and perfect for ecotourism. 
· To position Colombia among the Dutch travel agencies as an attractive, new and exciting tourist destination using the trend ecotourism and the fact that Colombia is still relatively pristine and undiscovered.
7.1.2 Segmentation target group
The target group at whom the message is aimed is the young worker or student, who is conscious of his/her environment and likes to take long vacations and discover and explore new surroundings.
Because the selected target group is still very large, further segmentation is necessary. Although the overall message will be the same for the whole target group, the approach for each segment will be different; this is called differentiated marketing (Verhage, 2008, p. 240). “The groups are formed on socio-demographic segmentation, e.g., income, occupation, family size, age, etc.” (Bennett & Seaton, 1996, p. 34). 
The target group will be divided into three groups. First, there is a group that can be divined as drifters
. The Lonely Planet books actually already promoted Colombia for this group about four years ago by ranking it in the Top 10 backpacking destinations worldwide. These (usually young) people can be considered as “backpackers”. This group will seldom be found in a traditional hotel. They mix with lower socio-economic native groups and are commonly found riding third-class rail or buses and stay in hostels. “This group (also called allocentrics) is normally the first one to discover a destination. As soon as the natives discover the economic benefits of tourism and services and infrastructure are developed, the allocentrics are turned off and find another unspoiled destination. This group normally doesn’t spend a lot of money while spending time in a certain country” (Kotler, Bowen & Makens, 1996, p. 735).
The second, more critical group, perhaps older and certainly more demanding of creature comforts and service, will be the one that will be more important to the country than the first group when it comes to spending. They can be defined as the organized mass tourists. “Organized mass tourists travel in groups and prefer the highest level of familiarity when they travel. They want to be “protected” from too much novelty in their food, accommodations, transportation type, and their interactions with the host community. Colombia’s image is improving, but slowly” Kotler, Bowen & Makens, 1996, p. 735). At first, many people will still be a bit skeptical about spending their vacation in Colombia. By traveling in a tour group, they can feel more secure and still experience a new and exciting destination. As long as everything will be pointed out for them, there is no need to worry. “They view a destination through the windows of a tour bus and remain in preselected hotels” (Kotler, Bowen & Makens, 1996, p. 735). FOX travel is the only well-known internet travel agency within the Netherlands that currently offers organized tours to Colombia. This travel agency will profit when Colombia becomes more popular because they will be the first ones to make it possible for people to go there on organized tours. This year a new program aired on the Dutch television called: ‘Wie is de reisleider?’ (‘Who is the travel guide?’). This program works in cooperation with FOX travel and features Dutch celebrities to be the guide during organized trips through different countries. This could be an amazing opportunity for Colombia to be promoted in a positive way on Dutch television. 
The last group is the eco-tourist. Eco-tourists tend to be middle age (Survey, 2010, Results Survey). “This tourist cares about his environment, has a higher education and income levels than general travelers and the general population and goes exclusively to places where everything is still pure and authentic. These tourists don’t care for crowds and want to feel connected to their surroundings” (Kotler, Bowen & Makens, 1996, p. 735). Eco tourism is designed to contribute to the protection of the environment or at least minimize damage to it, often involving travel to areas of natural interest in developing countries or participation in environmental projects. These are normally young professionals that have a medium to high income and therefore have the ability to travel to more exclusive places in the world. They can be defined as “explorers”. “They plan their own itineraries and make their own reservations. They tend to be very sociable people who enjoy interacting with people at the destination” (Kotler, Bowen & Makens, 1996, p. 735).
7.2 Communications strategy 
“To attract tourists, a destination must respond to the travel basics of cost, convenience, and timeliness. Tourists weigh costs against the benefits of specific destinations and investment of time, effort, and resources against a reasonable return in education, experience, fun, relaxation, and memories. Convenience takes on various meanings in travel decisions: time involved in travel from airport to lodging, language barriers, cleanliness and sanitary concerns, and access to interests (beaches, attractions, amenities). Timeliness embraces long term factors that introduce risk to travel such as civil disturbances, political instability, currency fluctuation, safety, and sanitary conditions” (Kotler, Bowen & Makens, 1996, p. 738).
The strategy will explain how the communication objectives will be achieved and summarize the tactics. The goal is to generate awareness and to position Colombia as a brand. 

The strategy for Colombia has been divided into three parts:  
Part 1: Integrate the advertising campaign into the Dutch travel market. 
Part 2: Communicate the values of the campaign to the media, tour operators, and travel agencies. In order to gain more control over this, the Colombian Tourist Board can organize events and press trips or participate in international events and travel fairs.

Part 3: To offer products that provide information, e.g., attractive pamphlets and vacation packages for those people who are interested.

The first part is based on the pull strategy.
 Through intensive advertising, the demand for Colombia as a tourist destination can grow (Verhage, 2008, p. 351). Once demand rises, travel agencies and tour operators won’t have any other choice than to offer vacations to Colombia.
The second part is based on a push strategy.
 Important intermediaries, such as travel agencies and the press, will be approached with offers that will convince them to offer or promote vacations to Colombia, which would include attractive discounts, personal trips to experience the product and personal contact with a representative of the Colombian Tourist Board.

The third part is to ensure that those people who have been convinced will actually book a vacation to Colombia. Both the push and pull strategies will be used for this last stage. Through this integrated marketing approach, several target groups including the consumer and third parties can be reached.

7.2.1. Part one: the campaign 
There is already a campaign that is being used to promote Colombian tourism with a logo and slogan, although it is not yet known within the Netherlands. It is a well thought-out campaign and it has been working very well in other countries. Since its launch, tourism to Colombia multiplied by almost 50%, which proves the efficacy of the campaign. The current campaign can be used within the Netherlands by tailoring it to the Dutch and applying some Dutch cultural aspects to make it as attractive as possible in the Netherlands. The intercultural differences between both countries should be explored and used in the campaign, using the Hofstede model. 

Intercultural differences between Colombia and the Netherlands according to the Hofstede model (Itim international, “Netherlands” section) (Itim international, “Colombia” section).
	
	
	
	
	

	Powerdistance index
	Individualism
	Masculinity
	Uncertainty avoidance index
	Long-term orientation

	Colombia
	67
	13
	64
	80

	Netherlands
	38
	80
	14
	53


Individualism is very important in the Netherlands, which can be used in the campaign by not portraying families but single travelers instead to show that it is the perfect place to go to when you want to do something for yourself. On the website of the campaign this can be portrayed through exciting pictures, mentioning undiscovered places and adventurous excursions. It could be an attractive aspect for drifters and eco-tourists and a smart way to reach them. 

Within the Netherlands, you live to work. Incomes are higher than in Colombia and therefore the country could be an attractive vacation alternative because they will not spent much while being on vacation. By showing the Dutch that Colombia is money well spent; people may spend their money on a vacation there instead of in another country. 

The uncertainty avoidance in the Netherlands is very low. The Dutch like taking chances and dare to discover and take a risk. This makes Colombia the perfect destination for them, when promoting the fact that the country is yet undiscovered as a tourist destination. The slogan “Colombia, the only risk is wanting to stay” can be of great importance for the campaign to create awareness in the Netherlands because it is ‘playing’ with the assumed danger within the country.
A video commercial to promote Colombia at the start of the campaign should feature a spokesperson such as Shakira (a world-famous Colombian singer who is very popular within the Netherlands) to sing a jingle for that particular commercial to relate her to Colombia. Within this commercial all aspects important to Dutch people should be applied. Security should be one of these aspects that should be highlighted as well as the Colombian gastronomy and ecotourism. 
An agreement for in-flight entertainment with a Dutch airline company can provide new opportunities. Dutch people prefer flying with a national airline; KLM is the most popular one (Reisvakantiegids, 2010, para. 1). In-flight entertainment is a good way of putting Colombia in the minds of people who are traveling at that moment. It will instantly be possible to reach a big part of the target group at the same time, if the right flights are chosen. Showing the commercial on the plane can influence travelers to start looking for more information about the country after their flight, and since they are a captive audience (i.e., they have nowhere else to go while they are on the plane), chances are good that even if they are not watching the video, some fragments will stick. 

The current slogan is a very strong one because it is playing with the way people view Colombia. The slogan, “Colombia: the only risk is wanting to stay” could be used in either English or Dutch. The “Colombia is Passion” slogan is not indicative enough and could be left out of the Dutch part of the campaign. The logo combines different features that define the country with some graphic elements, and can be used for the Netherlands campaign as well since it has already proven effective in other European countries with similar intercultural differences. 

The Internet should be a big part of the campaign since it has proven to be the most important way for many Dutch people when they are looking for a vacation destination (Survey, 2010, Results Survey). The Colombia travel website is very colorful. The focus group pointed out that the pictures that are currently visible on the website don’t really represent Colombia. The pictures could be of any other country, including countries from other continents. Sometimes it is not so bad to stereotype a little bit, to relate better to the public. Since unfamiliarity is one of the main reasons that the Dutch travelers have not gone to Colombia yet, it is very important to provide as much information as possible about the country on the website. This includes places to visit, hotels, trips, travel organizations within the country, excursions, etc. At the moment the website can only be read in Spanish and English. Offering it in Dutch as well will make it possible to reach a bigger audience (within the Netherlands of course). 

7.2.2 Part two: Intermediaries 
The second part is to achieve more positive media attention in Dutch national press, specifically on television. Journalists, tour operators, travel agencies, and opinion leaders will be invited to Colombia and see everything for themselves. The Colombian Tourism Board should send out press releases and join travel fairs to help promote their country. A press trip sponsored by either the tourism board or FOX travel agency should be organized. FOX is one of the only online travel agencies in the Netherlands that offers an organized tour to Colombia. Therefore, if they are the first travel agency to help promote the country, they are also the first ones to profit from this new destination. When starting the campaign, tour operators and airlines should be contacted.  
Media should be used in a positive way. Social media such as Facebook and Hyves can be used to inform people about the country, advertise, show images, and present an opportunity for people to ask questions about the country and to communicate on discussion boards. A television spot is necessary to make the Dutch aware that Colombia is back on the map as a tourist destination. Online ad banners can be used to direct people that are visiting other websites to the Colombian travel website and/or a website for this campaign. Travel programs, cooking programs, and fashion programs can be used to promote the country in a different but positive ways. For example, there could be a press trip for a cooking program with the aim to dedicate a show to the Colombian cuisine while cooking authentic meals in the country itself. Organizing projects to attract more tourists can also be effective. By using the trend community based tourism for example. By offering the opportunity for tourists to stay with Colombian families, it will be possible for them to really connect to their surroundings. 
“Mental visual images are heavily influenced by popular culture – pictures of the destination in movies or television, by music, and in some cases by popular entertainers and celebrities. Creating an image is easy; changing an image is more difficult” (Kotler, Bowen & Makens, 1996, p. 737). The press plays an important part in the negative image that Colombia is dealing with. Establishing a good relationship with the press is critical to obtain media coverage. The press and travel agencies will be approached with offers that will convince them to offer or promote vacations to Colombia with attractive discounts and personal trips to experience the product. By convincing them that Colombia is the perfect vacation destination, they can influence a lot of people. 
7.2.3 Part three: Follow up
After creating awareness among Dutch people, it is important to maintain it. This can be done through travel attachments in major lifestyle and travel magazines. The attachments should also feature advertisements to capitalize on the free publicity. 

“An effective way of communicating with potential travelers is by offering packages” (Kotler, Bowen & Makens, 1996, p. 724). Travel agencies must develop a packaged deal incorporating Colombian attractions and desirable amenities in the hope that Colombia will become the chosen destination.
After one year, it will be possible to measure the effect of the campaign. This can be done by comparing the number of Dutch people going to Colombia before the campaign and the number of people going after the campaign. 

Brochures will be sent to travel agencies and to consumers who are interested in booking a vacation to Colombia. The Colombian embassy will attend travel fairs that can approach both travel agencies as well as consumers. Furthermore, short films at these travel fairs but also on the internet about Colombia will be shown to demonstrate what the country has to offer. To conclude, a combination of these tools will be used: advertising through television and press, free trips, direct mailing, travel attachments of magazines, travel fairs, a website, and publicity.
8. Conclusion

Colombia has a lot of potential as an alternative vacation destination. It is a beautiful country with almost everything a tourist could ask for: beaches, flora and fauna, the Amazon, the Andes Mountains, modern cities, authentic villages, friendly people, and a vibrant culture. However, for many years, the country has been dealing with a bad image that is difficult to change, although safety has improved a lot since 2002. It is an ecological paradise, but nonetheless, the country still has a long way to go. 

From the survey it became clear that the Dutch public associates Colombia with violence and drugs, but the campaign to promote Colombian tourism could change the negative perception that the Dutch have. Over the years, Colombia has changed a lot but this needs to be more effectively communicated so that people become more aware of that. At this point, Colombia is not very well known within the Netherlands, which is one of the reasons that people don’t go there on vacation. People in the Netherlands rarely go to countries that they are not familiar with.  

Hypothesis: The current campaign to promote tourism in Colombia that was launched in 15 different countries (though not yet in the Netherlands) will change the negative public perception that Dutch people have towards Colombia because of the association with violence and drugs, and encourage Dutch travelers to visit Colombia.

The survey demonstrated the importance of the Internet. Almost all participants book vacations online, which is also the main source when looking for information about countries to visit. As well it was clear that Dutch people like to travel. Half of all participants answered that they would go to Colombia on vacation and that even when there is an economic crisis they do not cut back on their expenses for vacations, which shows the importance of travel to Dutch people. Therefore the Dutch travel market is definitely an interesting market in which to launch a campaign to revitalize Colombia’s image, once some intercultural aspects are applied to make the campaign as relatable as possible to the Dutch public. The campaign has already proven to be successful in other countries, because tourism doubled after its launch. 

The focus group considers the website to be attractive but some changes need to be made. For example, according to the group the pictures should relate more to the country being marketed because they are too general. After one year it will be possible to measure the effect of the campaign within the Netherlands by comparing the number of travelers before and after the launch. Communication and travel trends such as nation branding and ecotourism should be used to help promote the country. With the right exposure in the media, the press, on television, and through ads – and with some help from travel agencies and journalists – Colombia could become a very attractive tourist destination for the Dutch public.
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	19 (13.48 %)

	n = 141
# 141


	Colombia lijkt mij..
Veilig - Gevaarlijk
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	4
	[image: image86.jpg]



	68 (48.23 %)

	n = 141
# 141


 

Legenda:
n = aantal respondenten dat de vraag heeft gezien
# = aantal ontvangen antwoorden 

Colombia, the only risk is wanting to stay
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� PEST analysis stands for "Political, Economic, Social, and Technological analysis" and describes a framework of macro-environmental factors used in the � HYPERLINK "http://en.wikipedia.org/wiki/Environmental_scanning" \o "Environmental scanning" �environmental scanning� component of � HYPERLINK "http://en.wikipedia.org/wiki/Strategic_management" \o "Strategic management" �strategic management�.


� UNWTO stands for the World Tourism Organization.


� NBTC: Nederlands Bureau voor Toerisme & Congressen


� SWOT stands for Strengths, weaknesses, Opportunities and Threats


� Drifter: one that travels or moves about aimlessly, they are in favour of experiences away from the tourist routes. 


� With a pull strategy the producer concentrates directly on the final consumer.


� With a push strategy the producer concentrates on the intermediaries and is based on a strong sales force.
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