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BEYOND TOURISM PROMOTION

— Martin Boisen Co-founder and Vice Chairman –
  The International Place Branding Association

— Geerte Udo Associate Director Marketing Strategy –
   Amsterdam Partners

— Signe Jungersted Director of Development –
   Wonderful Copenhagen

— Paul Papadimitriou
   Founder – Intelligencr /  
   London

— George Achillias
   Co-author of "Revealing the Invisible" &
   Chief Strategy Officer – Alite

IN A NUTSHELL

 “YOUR NEW SELLING PROPOSITION
IN TRAVEL? CREATE MAGIC”

 “TECHNOLOGY AS THE ENABLER
OF CHANGE & GROWTH”

As urbanisation, environmental change and the rising tide of tourism 
put pressure on cities, destination marketing organisations (DMOs) 
are quickly having to evolve to fulfill a new role; balancing the 
pressure of tourism with what’s really important: the quality of life
of local people.

Martin Boisen, the session 
moderator outlined how DMOs 
need to balance the difference 
in perceptions between how 
local people and visitors view 
places, and find innovative ways 
to communicate their place’s 
brand.

We heard from two visionary 
speakers who started changing 
the role of their city marketing 
organisations several years ago: 
Geerte Udo from Amsterdam 
Marketing and Signe Jungersted 
from Wonderful Copenhagen. 
Both described how they have 
re-balanced their work towards 
involving local people in all the 
decisions they take, with the 
effect of getting people to 
reconnect with their own city 
and reduce the feeling of 
exclusion and alienation that 
mass tourism can bring.

Travel as we know it, is dead —
in a world of sameness, from 
global coffee chains to standard 
plane seats, in a world of infinite 
choice, only those creating 
magic will thrive. If you’re 
average, you’re dead, billions of 
new travelers will never 
remember you, algorithms will 
drown you. Stand out, make 
them say “wow”, be that magical 
experience.

We live in times where 
technology was never more 
accessible or easy to get, 
according to Digital 
Transformation Expert George 
Achillias. Times where the 
decisions are taken on the fly or 
after long and extensive 
research. We live in times that it 
becomes more critical than ever 
to think two steps ahead instead 
of just what to do now and this 
requires courage, plan, and 
strategy to deliver. A strategy to 
address challenges but also 
form new ways on making 
revenues and attracting 
alternative pools of visitors.

— David Bizer:
   Founder / CEO –
   Talent Fountain

“CULTURE IS KEY”

Decision Making, Behavior and 
Communication - the three 
most important tenets of 
building a successful culture sat 
at the core of David’s keynote 
speech.  How we make decisions 
greatly influences the agility of 
our business. How we behave 
impacts both customer 
experience and employee 
experience.  How we 
communicate can significantly 
improve relations with with 
employees and management.

— Oana Damian
   Director and Founder
   Damazo Group

“IMPROVING TRAVELLER EXPERIENCE”

There is a shift from landmark 
travel to experiential travel, with 
experiences crafted through 
various digital platforms and 
peer recommendations. There is 
a hunger for experimenting new, 
unique brands and products 
that can be shared as a trophy 
of discovery via social networks - 
the explorer becomes a thought 
leader, inspiring a whole 
community.

Emerging technologies today change the world in an exponential 
way. Organisations follow up by identifying the enablers of our era 
and use them to shape their own future. The main key is not to be 
superhumans, but instead to adopt new ways of working. 
Transformation paths are nowadays accessible thanks to the 
combination of methodologies with new digital tools.

The tectonic plates of tourism are shifting; around the world, tourism 
arrivals are growing and that’s causing challenges for many 
destinations, especially those with vulnerable built and natural 
environments (historic areas, islands, beaches) and which have poor 
infrastructure and little room to grow.

In a rather intriguing fireside chat, Quartz’s Iain MacDonald argued 
that when creating marketing communications, it's important to 
ensure a customer-focused story. Whether this is across social media 
or on your site, creating content that speaks to consumer need, is key.

All hotel and travel business operations will move from a purely 
offline state, to a technology-assisted state in the near future. This 
transition, will help with cutting costs, increasing personalization, 
and improving the customer experience. Companies who decide to 
stay behind, will have a big disadvantage against competition.

1 KEYNOTE
SPEAKERS

 “TELL STORIES THAT
SPEAK TO YOUR CUSTOMER”

— Iain McDonald Director EMEA of Branded Content – Quartz
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2 MASTERCLASSES

— Chris Andreikos Partner, Digital Transformation – Found.ation
— Michael Georgakopoulos CEO – Satori Analytics

THE DIGITAL TRANSFORMATION WORKSHOP:
INNOVATION STRATEGIES THROUGH
DATA UTILISATION

— Peter Jordan Head of Insights – TOPOSOPHY

TOURISM TECTONICS MASTERCLASS

STARTUP TECH IN TOURISM

— Lela Dritsa Co-founder & President – Nannuka

— Alexandros Trimis CEO – Welcome

— Babis Kourtzis CEO – EXCLUSIVI

— Agamemnon Papazoglou Co-Founder – MyJoBNow

— Dimitris Kalavros – Gousiou Co-Founder & Partner –
   Velocity.Partners Venture Capital

4 PANELS

There are many small ways that 
accommodation businesses can 
find to surprise and delight their 
guests. Highlights from the 
session include discussing how to 
make better use of public spaces 
(e.g. keeping them busy with 
activities throughout the day, 
encouraging local people to come 
in, eat, drink and meet the 
guests), improving the quality and 
availability of good, local food 
and drink, as well as how to take 
better care of the environment, 
e.g. by reducing laundry and 
bathroom amenities. To make 
these changes, accommodation 
providers should be more open to 
inviting guests to try things out, 
and get their staff much more 
involved in concept design. 
Bringing staff out from behind 
reception to meet and 
accompany visitors is another 
good move.

THE LITTLE THINGS

W W W . S E T E . G R

— Kash Bhattacharya Professional Travel Blogger &
   Digital Tourism Marketeer

— Valerie Pretscher Junior Development Manager Europe – Zoku

— Peter Jordan Head of Insights – Toposophy

THE FIRESIDE
CHATS
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