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As the world starts to come to terms with the yo-yoing 
Covid pandemic, many countries have already started to 
kick-o� innovative tourism campaigns to invite back 
overseas visitors and to revive their ravaged economies. 

Discover Puerto Rico, the island nation's Destination 
Marketing Organization (DMO), announced last month 
that it had partnered with the Pantone Color Institute to 
create a first of its kind colour inspired by the hue of 
Puerto Rican sunlight. Puerto Rico Sunshine, a color 
created by Pantone, has been developed based on the 
findings of Puerto Rican physicist and Professor at the 
University of Puerto Rico, Hector J. Jimenez, PhD, who 
calculated the colour of sunbeams using various existing 
models of the solar radiation and the atmosphere at 
di�erent moments throughout the day in several 
locations throughout the island. The entire e�ort is 
directed at a�racting tourists from the United States of 
America. Those looking to incorporate a dose of tropical 
warmth into their lives will be able to purchase the 
limited edition Puerto Rico Sunshine paint, an 
eco-friendly water-based paint that uses sustainable 
ingredients, from South Carolina based ECOS Paints.J. Jimenez
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The colour Puerto Rico Sunshine is a deep 
orange, encapsulating the optimism and 
passion of the islanders. Puerto Rico 
Sunshine is in fact described to be “an 
exuberant and exotic vibrant red-orange 
hue” with warmth, excitement, and zeal for 
spontaneous adventure. The shade not only 
exudes the tropical climate of its native 
country, but also brings to mind 
characteristics the community is known for. 
Pantone’s colour specialists detail their 
creation with the description – animated in 
style with an enticing allure, glowing 
sun-kissed Puerto Rico Sunshine… 
celebrates the warm and welcoming spirit 
and the joyful disposition of this 
splendorous natural paradise. Now, that is 
certainly high praise.
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The entire colour and paint project is aimed at reminding 
tourists that the Island’s tropical charm is just a short 
plane ride away. As for those who can’t travel yet, they 
can still use the colour to warm their home interiors and 
o�ces – with the paint constantly reminding potential 
tourists of the promises the island. The campaign also 
entails a sweepstakes that will treat one participant and 
a companion to an all-expenses-paid vacation to 
Puerto Rico, which includes JetBlue round-trip tickets 
and a stay at the Hya� Regency Grand Reserve. Small 
enticements, yes, but nice baits nevertheless. 

Meanwhile, last fall, the Icelandic tourist o�ce launched 
what it called “the world’s first human search engine” – 
a cheeky promotional campaign that invited visitors to 
ask a real-life, honest-to-goodness person in Iceland any 
travel questions they may have about the country. 
Instead of 'Googling' their question, for instance, the 
tourist o�ce suggested why not #AskGudmundur, one of 
the most common first names in Iceland, claimed by 
more than 4,000 men and women out of a national 
population of 329,100. Throughout the campaign, tourists 
were able to direct their travel-related questions to seven 
specialists who shared the first name Gudmundur and 
lived in one of seven regions of the country. Questions 
about the weather, dining and local activities could be 
asked via social media channels like Twi�er, Facebook 
and YouTube with the hashtag #AskGudmundur.
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https://www.youtube.com/watch?v=CkghoJ-HCYQ


Iceland, in fact, has a long standing tradition of 
personalizing their tourism campaigns. In 2011, 
President Olafur Ragnar Grimsson famously issued 
an open invitation to visitors for a pancake 
breakfast at the presidential residence as part of a 
tourism campaign that encouraged locals to likewise 
open up their own homes and o�er an authentic 
local travel experience to tourists. Expectedly, the 
campaign was a super-hit. 

So cheeky and fun is Iceland’s tourism board that it 
released a satirical ad mocking Facebook Founder 
Mark Zuckerberg and Meta last November. In the 
video, Iceland’s tourism authorities introduced 
Zuckerberg’s Icelandic alter-ego, Zack Mossbergsson, 
played by Icelandic actor and writer Jorundur 
Ragnarsson. Ragnarsson donned a long sleeve black 
T-shirt similar to the one Zuckerberg wore while 
rebranding his flagship Facebook and imitated the 
chief executive’s speaking style. The video ‘Inspired 
by Iceland,’ invited people  to be part of the 
“Icelandverse,” a new initiative with “enhanced 
actual reality, without silly-looking headsets.” Not 
surprisingly, this too was a smash hit on the internet.
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https://www.youtube.com/watch?v=enMwwQy_noI


As the third Covid wave appears to abate, it may be the 
right time to start thinking about welcoming foreign 
tourists back to India. The moot question, however, is 
whether showcasing forts, temples and palaces or 
highlighting sun-soaked beaches and snow clad 
mountains in an Incredible India ad is good enough any 
longer to entice the global tourist. 
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A married couple from Sweden, who had never visited 
Ireland before, wore custom-made tech to track their 
physiological responses on their trip around the country. 
Heart monitors were linked to head cams and the data 
from the heart rate monitors was used to determine 
what footage would feature in the advertising. What 
resulted was the much applauded Fill Your Heart with 
Ireland campaign.

https://www.youtube.com/watch?v=kVeUPnF4ZWM
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Let me share with you some famous examples of  great tourism campaigns
from around the world:

Iceland (yes, Iceland again!) recently ran 
a video inviting you to turn your 
lockdown sweatpants into boots for your 
first big post-pandemic adventure. It has 
been a rocking hit with 4.4 million hits on 
YouTube. Part of the Iceland Academy 
videos, these alongside The Hardest 
Karaoke Song In The World – which has 
been viewed nearly 14 million times on 
YouTube – strike a tone that’s warm, 
engaging and often hilarious. 
The campaign makes people smile and 
makes visiting Iceland seem like 
something everyone should do at least 
once in their life.

In 2010, the eruption of the Icelandic 
volcano Eyjafjallajökul closed the skies 
across Europe and led to many 
misconceptions about travel to this 
awe-inspiring country. In response, the 
Icelandic government joined forces with 
the City of Reykjavík, airlines Icelandair 
and Iceland Express, Promote Iceland 
and about 80 other tourism-related 
companies to create the campaign 
Inspired by Iceland which has been 
running with award winning new 
creative almost every year.

Ispired by Iceland1. 

https://www.youtube.com/watch?v=f88UJyCA__M


Despite its stunning natural beauty and world-famous 
landmarks like the Giant’s Causeway, Northern Ireland 
has never been the easiest destination to sell because of 
its ceaseless violent past. 

In 2016, Storm Gertrude destroyed some of the trees that 
make up the iconic Dark Hedges, where the scenes on the 
Kingsroad were filmed for HBO’s smash hit, Game of 
Thrones. Quick to find hope in the midst of a disaster, the 
fallen trees were carved into ten doors, each one to 
represent an episode from Season 6 of the show. These 
doors were then shipped across the country to di�erent 
locations. They now make up a new experience called 
The Journey of the Doors.

Travel Oregon has gained a 
reputation for creating some of 
the best campaigns going in 
tourism.  Tourism Oregon, for 
example, put out a Studio 
Ghibli-like video that 
re-imagines the US State as an 
‘adventure dreamland.’ Earlier 
Oregon had launched a tour 
guide in the shape of a robot 
fish! Travel Oregon frequently 
combines print (especially 
satirical articles), sponsored 
posts, social media, banner ads 
and video to profound e�ect.

Doors of Thrones2

Tourism Oregon3 
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The hotel chain’s campaign asked audiences the 
question ‘Where do you want to go?’. The call to action 
bu�on turned into a dropdown list when the user 
interacted with it – ensuring maximum engagement, 
and adding a personalised touch. The ad featured a 
range of unique interactive elements. Each design 
element worked together perfectly to drive the viewer 
to engage and drive a click to a specific landing page. 
Awesome use of technology and visual artistry.

The Yodel Ay Hee Hoo campaign from Graubünden 
Tourism in Switzerland is a beauty. The highlight of the 
campaign was a live video stream from a mountain 
village into a train station which encouraged 
passers-by to engage in conversation with a man from 
the village. The Great Escape, as the campaign was 
called, was fun, quirky, and used the best of modern 
technology to engage and surprise audiences. From 
#Lookup the billboard campaign from British Airways 
to the wonderful Europe, It’s Just Next Door campaign 
from SNCF (Société nationale des chemins de fer 
français is France's national state-owned railway 
company), interactivity is playing an increasingly 
important role in travel marketing.

Meliá Hotels International5

Yodel Ay Hee Hoo4
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The ‘world’s longest layover’ campaign by Finnish 
airport operator Finavia, sought to demonstrate the 
best of Helsinki Airport – boosting its profile among 
travellers journeying between Europe and Asia. 
Chinese influencer Ryan Zhu lived at Helsinki Airport 
for 30 days, uploading content to multiple channels 
on a daily basis. The total media coverage exceeded 
2.2 billion in 2017, the year the campaign was run.

#LifeInHel6
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An edited version of this report first appeared in Business Standard on 5th Feb, 2022.

https://www.youtube.com/watch?v=IcjCf6pqllo
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