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INTRODUCTION 
 

The overall objective of the project is to build and promote the ADRION brand name in 

tourism by indulging all five senses. Natural/cultural heritage is a major output of tourism 

and thus its sustainable valorization and effective promotion are embedded in the ADRION 5 

SENSES logic.  

In line with the overall objective, this activity, T.1.2. Identification of Good Practices & 

Benchmarking aims to review lessons learned from partner regions/destinations on pitfalls, 

successes and future opportunities, and collect good practices in destination management 

and marketing at a global level. Based on these analyses, ZADRA NOVA has in cooperation 

with other partners extracted benchmarks and developed a benchmarking and self-

assessment toolkit. The benchmark tools and assessments are provided in the Benchmark 

Analysis document, T1.2.2., as an accompanied self-assessment guide.  

 

All partners have submitted their case studies.  

 

1. Development Agency of Evia DAE ΕΛΛΑΔΑ (ELLADA) 

2. Development Agency - Ferrara SIPRO (ITALIA)  

3. Zadar County Development Agency ZADRA NOVA (CROATIA) 

4. RDA of Northern Primorska Ltd. Nova Gorica RDANG (SLOVENIJA)  

5. Regional Agency for Economic Development of Šumadija and Pomoravlje REDASP 

(SERBIA) 

6. Sarajevo Economic Region Development Agency SERDA (BOSNIA AND HERZEGOVINA)  

7. Albanian Development Fund ADF (ALBANIA) 

8. Region of Epirus ROE ΕΛΛΑΔΑ (ELLADA)  

9. National Tourism Organisation of Montenegro NTOCG (MONTENGRO)  

 

Keywords: sensory branding framework, human senses, multi-sensory brand-experiences, 

sensory strategies, sensory  perceptions 
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1. ANALYSIS OF THE CASE STUDIES   
 

1.1 Analysis of pitfalls, successes - brief summary from the provided 

cases 

 

Keeping in mind previously cited needs and definitions, the following table lists main pitfalls 

and successful examples that have been identified in the selected case studies provided 

by Adrion 5 Senses project partners. This analysis provides further clarification of the process 

for setting up successful destination management and marketing system.  

 

Albania 

Albanian Development Fund 

CASE STUDY: Kol Gjoni Guesthouse Valbona 

Pitfalls Good practice 

In order to improve the touristic offer, the 

guesthouse could give to its guests the 

possibility to participate in the farm work, 

in the plants seeding and harvesting, farm 

animal maintenance, feeding etc. 

 A family business situated in Valbona 

valley, near Valbona river, National Park 

of Valbona Valley, near the Core area of 

the Park. 

 Services provide a five-sense 

experience:  

o Sight – The Natural landscape, 

typical rural architecture of the 

area, farm animals 

o Hearing – Birds, traditional music 

played by the owner on traditional 

instruments.  

o Smell – Flowers, Pine, wood, farm 

o Taste – Local products and 

gastronomy, natural water of the 

source; 

o Touch – Trees, water, farm animals; 
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 CASE STUDY: Touristic Ferry boat on Koman Lake 

Pitfalls Good practice 

In order to improve the offering of five-

senses stimulation, the ferry boat could 

organize short pauses in exceptional 

natural landscapes, to allow the travellers 

to take pictures, take a break, test local 

products, or be informed about the history, 

traditions, local myths and legends, etc. 

• The touristic ferry boat connecting 

Fierza and Koman in the south part of 

the Albanian Alps region.  

• Tourists can to cross the lake enjoying 

the beautiful landscape. It also reduces 

time to reach Tirana or Shkodra.  

• It offers a five-sense experience: 

o Sight – The Natural landscape, the 

lake scenery, 

o Hearing – Birds, traditional music of 

the area; 

o Smell – Flowers, wood, boat 

emissions; 

o Taste – Standard and Local products 

and gastronomy; 

o Touch – Water 

CASE STUDY: Jazz Festival in Theth 

Pitfalls Good practice 

• The Jazz festival is organized each year 

in the central part of the town of Theth, 

situated in the National Park of Theth. 

• Tourists mostly coming for the weekend 

sleep in their own camping tents. The 

number of tourists exceeds the Theth's 

capacity. 

• Although there is an offering for all five 

senses, there is an incoherence between 

the calm of nature and environment and 

an uncontrolled Jazz festival that tries 

to promote the region, but in the long 

term can damage the image of Theth. 

Jazz music is “screaming” late at night.  

There is an offering for all five senses:  

o Sight - The Natural landscape, 

characteristic architecture of the 

village; 

o Hearing – Jazz music even very late at 

night. 

o Smell – Barbeque places occasionally 

for the festival.   

o Taste – Local gastronomy, natural 

water of the source; 

o Touch – People 
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Bosnia and Herzegovina 

Sarajevo Economic Region Development Agency 

CASE STUDY: Protected landscape “Bijambare” 

Pitfalls Good practice 

• Lacks accommodation capacity for a 

longer period of tourists’ visits (two or 

more days). This reduces tourist traffic 

(currently around 65,000 - 70,000 

registered tourists visit annually). 

• Lacks traditional food services, which 

would significantly enhance the 

experience of tourists in terms of smell 

and taste senses.  

• Improvements would be traditional 

handicrafts (e.g. crafts, jewellery), 

which would improve an experience of 

touch.  

• This protected area is practically not 

recognized and valorised as a separate 

and valuable tourist destination in the 

territory of Bosnia and Herzegovina.     

• The concept of planned tourism 

development is based on an integrated 

tourist offer including visits to major 

tourist attractions with inland transport 

services, recreation and education 

activities and professionally trained 

guidance services for visiting caves and 

less visited mountainous areas.  

• Tourism activities in the protected area 

are complementary to the services 

provided by the local community from 

the immediate surroundings of the 

protected area in the field of traditional 

gastro tourism and individual 

accommodation of tourists. 

• Offering that ranges from visits and 

tours to archaeological and 

geomorphological sites, as well as walks 

in the nature respond to all five senses.  

CASE STUDY: Sport and recreation center Ajdinovići 

Pitfalls Good practice 

• In the existing tourist offer it is 

necessary to incorporate additional 

tourist attractions in the wider area of 

the Crnoriječka Plateau, through one-

day excursions (with adequate internal 

transport provided).  

• It is also necessary to involve local rural 

population more intensively in the 

tourism offer, through their traditional 

manifestations, which will significantly 

• This is a good example of an integrated 

tourist offer based on rich natural and 

cultural-historical heritage (e.g. 

medieval BH culture). It offers 

traditional food and excursion tourism - 

visits to surrounding mountain 

destinations and rural settlements. It 

also offers quality services and 

facilities - accommodation and 
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contribute to the improvement of all 

forms of sensual perceptions of tourists. 

• The Center is not recognized and 

promoted as an attractive tourist 

destination in BH and the wider region.  

entertainment, sports and 

recreational.  

• It attracts all five senses through its 

offering of traditional food, visual 

sights of nature, traditional costumes 

and crafts, sounds of nature etc. 

• It is well promoted through promotional 

online application. 

CASE STUDY: National park “Sutjeska” 

Pitfalls Good practice 

• The oldest protected area in BH (since 

1962.) – it has all the potential to be 

operational and self-sustainable but 

lacks all resources possible (financial – 

reliance on public funding only; staff, 

institutional, expert…).  

• Main tourist products are related to 

natural and cultural-historical heritage 

- sports-recreational, activities, hiking, 

adventure, educational, scientific and 

ecotourism; ethno-events (intangible 

heritage).  

• Park management wants to develop an 

integrated tourist offer based on a 

multi-day retention of tourists. Despite 

some improvements, an overall number 

of visits is still low. There is an increase 

of tourists from Republic of Srpska and 

the former Yugoslav countries. 

Promotion is mostly based on their web 

site.  

 

 

 

 

• There is a possibility to attract all five 

senses through sights of nature and 

cultural sites; traditional food, 

costumes and crafts as well as sounds 

of nature and music. Needs a more 

strategic approach to management and 

marketing.  
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CASE STUDY: Tourist-residential complex Sarajevo-resort Osenik 

Pitfalls Good practice 

 Sarajevo Resort is an isolated oasis for 

tourists coming from the Middle East 

during the summer period (June-

August), interested in excursion related 

-recreation and gastro-tourism. The 

complex was built with private funds of 

over 50 million BAM provided by the 

Kuwaiti foundation Gulf Real Estate.  

 The reminder of the year the location is 

closed and fenced off. It is not available 

for domestic and other foreign visitors.  

 It is surrounded by four mountains and 

natural resources that have not been 

valorised and promoted. 

 Promotion is also poor, mostly on-line at 

tourist fairs. 

 

 

Greece 

Development Agency of Evia 

City of Regensburg – Germany City Destination 

Pitfalls Good practice 

 Although Regensburg is a leader on 

sensory destination marketing, further 

improvements could be made, by 

incorporating more sensory elements to 

their electronic marketing tools. For 

example, a visitors’ website with a live 

audiobook or direct video feed from key 

places of the city could add another 

layer of experience for the visitor who 

plans to visit the area. 

 The city valorises its UNESCO heritage 

to attract cultural tourists but also 

business tourism, by promoting itself as 

a vibrant place for MICE with plenty of 

opportunities to relax and enjoy 

between work. The use  of  the  logo  

“Heritage  Regensburg”  in  all  

promotional materials  (especially  

those  targeting  businesses),  

showcases  a  strategic  approach  of  

capitalising  its  cultural  assets,  even 
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in market segments that are not 

directly involved with cultural 

heritage.   

 Promotes destination with sensory 

marketing and is using digital 

interpretation such as 3D printed maps 

of the city and electronic devices with 

audio and visual stories. 

City of Mons – Belgium City Destination 

Pitfalls Good practice 

 Although the city has sufficient 

institutional tools (Visit Mons, strategy 

etc.), it does not use in the long term 

the available sensory marketing tools. 

Mons is classified as a Late Adopter - has 

the experience and the capacity but is 

reluctant to implement an extended 

sensory marketing model. 

 Although Mons has approached its 

marketing heavily based on senses, 

these were often fragmented and 

incoherent. There was no strategic use 

of the sensory marketing tools. 

 “The Mons Card” offer incentives to 

visitors to see more, visit more, 

experience more. 

 Promotional areas  in the city are used  

to  promote  the  “Gourmet  Wallonia”  

as  well  as  the  famous flowers of 

Mons. 

City of Kalamata – Greece City Destination 

Pitfalls Good practice 

 Although Kalamata is world renowned 

for its signature agricultural product, 

Kalamata Olives, no organised approach 

has been made in terms of destination 

management and marketing. Lack of a 

strategic approach. The only sense that 

is used is the taste of local produce.  

 Use of “traditional” promotional model 

(fliers, maps, brochures etc.).  Neglect 

of digital marketing possibilities 

 The area has the opportunity to valorise 

all five senses for its promotion. The 

world-famous agricultural products, as 

well as the natural beauty of the 

surroundings offer unique tools and 

opportunities to promote the region as 

an experience and sensory oriented 

destination.  
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Santorini Island – Greece City Destination 

Pitfalls Good practice 

 The destination enjoys massive numbers 

of incoming tourism, but lacks strategic 

planning - both in management and in 

marketing.  

 Lack of sensory-oriented, marketing 

campaign, aiming to attract better 

quality of visitors, instead of larger 

quantity.  

 Due to its popularity and disorganized 

promotional message, the island is 

already in a critical point. The island 

has to cater for a large number of 

tourists, far beyond its capacity, and 

without a quality control. 

 All five senses are strongly present in 

this destination – from its Santorini’s 

sunset – a  world famous and a 

recognizable brand to taste and smell 

of local food and wine, touching of a 

volcanic stone or ash to different 

sounds both human and nature/sea.  

 

 

Croatia 

Zadar County Development Agency ZADRA NOVA 

CASE STUDY: Maškovića Han (Caravanserai), Vrana, Zadar County 

Pitfalls Good practice 

 Although Maškovića Han offers all 5 

sense experiences this particularity 

wasn’t sufficiently exploited as a 

promotional tool.     

 Best practice example of valorisation of 

cultural heritage - 17th-century Turkish 

mansion renovated and repurposed to a 

heritage hotel, offering 4* 

accommodation, restaurant, gift-shop 

and a museum. Due to the proximity of 

numerous places of both natural and 

cultural value especially when 

combined with excellent gastro and 

eno-selection, Maškovića han all 

together proves to be an excellent 

service for upper class tourists enjoying 
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both coastal and inland Dalmatia, its 

heritage and nature 

CASE STUDY: Museum Olei Histriae – The House Of Istrian Olive Oil, Pula 

Pitfalls Good practice 

  This unique, privately funded museum 

focuses on the olive oil as an essential 

product of Istrian region and cuisine. It 

is a good example of a regional 

promotion that through a combination 

of a museum visit, exhibitions, 

presentation of traditional tools and 

equipment, souvenir/produce shop, 

degustation and cooking workshops 

enables the visitor to experience Istrian 

heritage. All five senses are presented 

in a well-thought through and holistic 

way in this small thematic museum.  

CASE STUDY:  Town of Motovun, Istria County 

Pitfalls Good practice 

 Although all five senses are included in 

the Motovun's tourism offer some are 

more used than the others. E.g. tactile 

sense could be enhanced and promoted 

more in a combination with others (e.g. 

there are souvenirs and tourists can 

touch medieval walls and cobblestones 

but there could be more direct tactile 

experience. 

 

 Motovun is a brand in itself, offering a 

range of products and services to 

visitors who seek a rounded sensory 

experience. Wine, truffles and olive oil 

are Motovun's trademarks. Gastronomic 

experience of Motovun is enriched with 

diversified active vacation offer and 

cultural festivals.  

CASE STUDY:  MEDstone Project (Italy, Spain, Greece) 

Pitfalls Good practice 

 Although this EU-funded project 

connected three Mediterranean 

countries with drywall heritage, main 
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focus was on preservation and 

promotion of the ancient dry-stone 

masonry techniques and heritage, while 

additional activities that could improve 

visitors experience and create a 

multisense tourism product were not 

included, even though there were 

opportunities to widen the spectrum. 

CASE STUDY:  Revitalisation of St Michael's Fortress, Šibenik 

Pitfalls Good practice 

 St. Michael’s Fortress was renovated 

and valorised as a new tourist attraction 

and used as a place for organisation of 

concerts, performances, dances, 

workshops etc. However, its full 

potential for networking with local 

producers / service providers were not 

sufficiently exploited. Local 

gastronomic offer should be available 

for visitors all year round in order to 

promote gastro-eno offer, not only 

during the events – it is thus missing the 

taste/smell as well as more direct 

tactile senses. 

 

 

Greece 

Region of Epirus 

CASE STUDY: Oltania - Historical Region of Romania 

Pitfalls Good practice 

 the visual dimension plays important 

role (25 -40%) in all products. The rest 

of the senses are also playing significant 

role for the visitors but their 

 Oltania macro-destination, has 

segmented its touristic products in 

four categories: a) visits to relatives 

and friends, b) balneary (swimming) c) 
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significance varies according to the 

product 

leisure, recreation & rest, and d) other 

types. 

 The destination is promoted 

internationally via the tourism office 

of the region, as well as via partners 

of the tourism industry. 

CASE STUDY: Prague – Capital of Czech Republic 

Pitfalls Good practice 

 A large portion of the promoted 

products are related to gastronomy 

and especially the local wine and beer.  

 

  The city has a strategic approach 

towards sensory marketing, mainly by 

promoting experience-rich tourism 

products. 

 One of its most famous “tourism 

products” is the famous “Christmas in 

Prague”. This theme has a dedicated 

sector on the official destination 

website with several promoted events 

and products. 

 The visual experience is promoted, 

focussing especially on the available 

museums, galleries and exhibitions of 

the region. 

 The overall sensory campaign and 

approach is under the brand “Prague: 

emotion”.   

 

CASE STUDY: Las Vegas – City in the USA 

Pitfalls Good practice 

 Although rich in activities, other than 

gambling, the city is not capitalizing in 

all its sensory assets. 

 The city is not investing as much as it 

could in promoting and capitalizing its 

gastronomical assets.  

 The visual image of the city is world 

known: neon lights and mega-hotels 

promoting the entertainment mix of 

the city.  

 The visual representation and acoustic 

elements of the city are well 

promoted and acknowledged.  
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 Similarly, the olfactory (smell) 

dimension of the city has not been 

used. Compared with the rest of the 

senses, the visual dimension is 

predominately representing the 

destination; though there several 

assets to build upon. 

CASE STUDY: Adelaide – Capital city of South Australia 

Pitfalls Good practice 

 Although Adelaide has significant 

capacity and sensory elements to 

promote, the city is not practicing at 

all sensory marketing. 

 Many practical tools are available to 

plan a visit, but the “thematic” 

classification is limited to activities. 

 The promotional wording is not 

building upon the available assets nor 

is capitalising on the available audio-

visual materials which are easy to 

disseminate online. 

 The destination is missing all main 

elements of sensory marketing. A 

better approach is possible since the 

sensory dimensions of visual, auditory, 

olfactory, gustatory and tactile are 

present in the region and its touristic 

products. 

 The promotional campaign as well as 

its marketing mix is based on 

information providing and touristic 

product listing.  

 The destination’s website is rich in 

content, with senses-rich experiences 

and opportunities, which are not 

promoted as such.  
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ITALY 

SIPRO Development Agency - Ferrara 

CASE STUDY: Delta Po Tourism 

Pitfalls Good practice 

  Delta Po tourism as DMO promotes 

nature reserves of the provinces of 

Ravenna, Ferrara and Rovigo through 

coordinated cooperation among local 

service providers, cultural and natural 

institutions and local food/wine 

producers 

CASE STUDY: Visit Ferrara / Visit Comacchio 

Pitfalls Good practice 

 It seems that a more strategic sensory 

marketing could be used to enhance an 

offer.   

 Visit Ferrara is a good practice example 

of cooperation between local tourism 

stakeholders (hotels, B&B, campsites, 

residence, farmhouse, inn, real estate 

agencies, travel agencies, restaurants, 

seaside establishments, tourist guides, 

transport companies, training centres 

and service providers) organised in the 

Consortium with a clear scope – 

promotion of Ferrara and its territory.  

 All five senses are deployed through the 

sights of nature and flamencos, 

listening to the sounds of nature, 

smelling and tasting local food and 

wine.   

CASE STUDY: Ferrara Terra a Acqua 

Pitfalls Good practice 

Ferrara Terra e Acqua is the official and 

institutional website of the touristic 
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information and a brand for the promotion 

of the Ferrara heritage. Although there is a 

description of   cultural and nature heritage 

in the province of Ferrara it provides only 

list of things to see. Idea to mix cultural and 

natural tourism (in tailored tourism 

products/packages) is missing. When in the 

year 2016 the tourism sector has passed 

from the provincial to the regional level, 

the Ferrara Terra e Acqua project was 

stopped. This is why a good private 

consortium initiative such as Visit Ferrara 

and Delta Po Tourism were born 

 

Montenegro 

National Tourism Organisation of Montenegro 

CASE STUDY: Kotor Group Activity for All Senses (Talas-M DMC), Old Town of 

Kotor 

Pitfalls Good practice 

Described as a unique experience and the 

only tourist product in Montenegro that is 

targeting all five senses. No pitfalls 

mentioned.  

 During the 1 hour and 30 minutes, Kotor 

Group Activity is stimulating all five 

senses through connecting with locals, 

learning about history, lifestyle and 

habits, enjoying traditions and cuisine. 

They keep details of the Activity a 

secret to ensure a surprise element. 

 This is a pre-designed, on-demand 

product, offered to tourists by request. 

It cannot be booked on-line; instead, 

one should contact the agency for 

Activity to be organised.  
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 Activity is targeting foreign tourists. 

This is the only product promoted as 5 

senses experience. 

 Service is promoted through social 

networks and internet at the EU level. 

CASE STUDY: Bushcraft Mountain Adventure (Meanderbug), Komovi Mountain 

area, northern Montenegro. 

Pitfalls Good practice 

The experience is targeting four senses:  

extraordinary views in the nature settings 

of Komovi Mountain (sight). There are 

several hands-on activities (touch), such as 

developing different skills fire lighting, 

filtering water etc. Learning how to 

recognize and use of wild edible plants 

involves smell and taste.  

 

However, hearing is not carefully designed 

as part of the experience. Since it is a 

nature-based experience based on learning 

bushcraft skills, listening to and recognising 

different sounds in nature could be added 

to improve the product. 

• 5-day essential bushcraft skills training. 

Participants learn how to use resources 

provided by nature to survive in the 

wilderness. It is highly interactive 

experience. The package includes: off-

road driving (quads); basic camping 

skills (various fire-lightning methods, 

finding and using tinder, navigation); 

making different types of shelters; 

searching for water and filtering water; 

searching for and recognising edible 

wild plants and making improvised 

traps; camping; barbecue. 

• This is a product bookable on the 

internet site of the agency.  

• Product is targeted at international 

(EU) market. 

Traditional honey making in Old Royal Capital (Montenegro Eco Adventures), 

Cetinje, Old Royal Capital of Montenegro 

Pitfalls Good practice 

 This product can be improved to engage 

at least four, if not all five senses. While 

in honey-producing household, visitors 

could be engaged by exploring honey-

producing equipment and tools, or even 

• A one-day visit to the Cetinje, Old Royal 

Capital of Montenegro combined with 

the visit to the honey-producing 

household in the suburbs of the city.   
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try to perform, at least in form of 

demonstration, some simple activities 

related to honey production could be 

added (touch). This could be combined 

with a story on honey smell, and how 

diverse that smell can be depending on 

its nectar source.  

• Also, visit could be combined with some 

musical event in Cetinje (hear), 

depending of the time of visit and 

availability of such events. 

• Although the product is targeting 

different senses: sight through walking 

tours; taste of fresh honey; smell of 

orchards and flowers, it is not marketed 

as a multisensory product.  

• Visit is not bookable online; potential 

tourists have to contact the agency via 

the webform.e-mail.  

• The service is targeting foreign tourists. 

 

CASE STUDY: Through nature: Horseback riding tour (Explorer), Northern 

Montenegro 

Pitfalls Good practice 

 The tour involves riding through 

outstanding natural landscape (sight), 

as well as enjoying delicious food 

(taste).  

 Engagement of other two senses is 

missing. Although this tour is geared 

towards nature lovers and horseback 

riding funs, whole experience could be 

improved by, for example, emphasizing 

understanding of animals (horses), 

stories about them and performing 

simple horse caring activities e.g. 

grooming (touch). 

• It is an eight-day soft adventure tour in 

the mountainous regions of 

Montenegro. It includes horseback 

riding, rafting and enjoying local 

cuisine specialties.  

• Tour cannot be booked online. Instead, 

potential tourists have to contact 

agency.   

• The service is targeting both foreign 

and domestic tourists. 
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Serbia 

Regional Agency for Economic Development of Sumadija and Pomoravlije 

CASE STUDY: Rural tourism households: Eco farm Milanović, Janin raj (Jana’s 

paradise), Rujevica, rural household of Lukić family, rural household of Aleksić 

family 

Pitfalls Good practice 

 A stronger cooperation with other local 

tourism stakeholders would provide 

better visitors’ experience and share 

costs. 

 Potentials of a multisensory visitor 

experience are not sufficiently 

exploited and promoted (e.g. touch and 

hearing – nature sounds could be more 

used, as well as a better selection of 

music) 

 Lack of tailored promotional activities  

 Neglect of digital marketing 

possibilities 

 All rural tourism households offer is 

integrated with natural and cultural 

heritage presentation, recreational 

activities (hiking, biking, horse riding, 

jeep, paragliding) and authentic 

experience of a rural tradition. 

 Connects visitor experience with the 

residents’ quality of life 

CASE STUDY: Just out festival 

Pitfalls Good practice 

  This international medieval festival as a 

tourism product provides a rather 

integrated offer (culture, local food, 

music etc.) and use of modern 

promotion tools in order to promote 

material and immaterial cultural 

heritage of Serbia 

 All five senses are present through 

medieval dances and music; sight of the 

monastery, costumes, landscapes; food 

and wine; and medieval tools replicas 

and social games.  
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 It uses modern promotion tools and is 

well promoted on a national level. It is 

also supported by the local 

government.   

CASE STUDY: Sumadija and Pomoravlje region 

Pitfalls Good practice 

 Lack of awareness of tourism service 

providers about tourists’ needs to have 

a multisensory experience. Many 

potentials remain unutilized while 

existing offer should be improved in 

terms of providing the visitors complete 

and intense experience.  

 Efforts are mainly directed to providing 

required accommodation, meals and 

communication means. 

 No integrated offer / no cooperation / 

no clear vision 

 Lack of awareness about tourism 

attraction potential – a precondition for 

strategic planning  

 

CASE STUDY: Royal Wine Tour – A Tour of the Five Senses 

Pitfalls Good practice 

 It seems that although the tour is well 

promoted by appealing to all five 

senses, it is mostly addressing taste and 

smell in addition to touch at the wine 

tasting. Hearing is addressed through 

storytelling and sight by an impressive 

landscape and cultural monuments, but 

it seems that a more holistic experience 

could be built around this theme.  

 The only example that uses a term 5 

sense in their promotion and visitors’ 

experience - promotes the Royal wine 

cellar and two wineries from the 

destination. The tour of wine tasting 

includes visitation of main cultural 

heritage of the destination: Endowment 

of King Petar, Church of Saint George on 

Oplenac and the Royal cellar, the oldest 

archive wines in Serbia. 
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Slovenia 

RDA of Northern Primorska Ltd. Nova Gorica 

CASE STUDY: GORIŠKA BRDA wine region 

Pitfalls Good practice 

 In a more traditional sense, most of the 

focus is based on sight and taste rather 

than on all five senses in a more 

strategic way. However, the 

destination offers a diverse offer and 

could be presented as a holistic five-

sense destination.  

 Tourism board use local wines to 

promote territory, homemade cuisine, 

the local stories, culture and nature 

 Market segmentation and 

personalisation – 9 specific walking 

trails that presents wine cellars, 

orchards, local villages, places of 

interest and natural views. 

CASE STUDY: Vipava Valley 

Pitfalls Good practice 

  Tourism offer based on promotion of 

different discoveries and experiences – 

combine gastronomy / wine offer with 

culture and outdoor / active vacation. 

CASE STUDY: Village of Lokve – mountain destination 

Pitfalls Good practice 

 Although this was a popular ski centre 

few years ago, it lacks an organised 

approach in terms of destination 

management and marketing. It also 

lacks networking among local tourism 

stakeholders, which results in scarce 

tourism offer / results  

 There is a potential for developing a 

more holistic approach to this 

destination as it provides sense-based 

offering like nature landscapes for 

nature-based sport and recreation 

activities; nature sounds and local food.   
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CASE STUDY: Pilgrimage route Sveta Gora 

Pitfalls Good practice 

 Potential of Pilgrimage route Sveta 

Gora, one of the most important 

pilgrimage routes in western Slovenia is 

not valorised for tourism development 

due to a lack of strategic planning, 

networking and a coordinated approach 

among local tourism, cultural and other 

relevant stakeholders. 
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 Presentation of cases based on different categories/types of tourism 

 

Events&Festivals 
Cultural tourism 

National/Nature 
parks/Protected 

landscapes/ 
Nature based 

tourism 

Destinations 
(cities, 

regions…)/ 
Urban, 
cultural  
tourism 

Nature-based 
activities (outdoor 

sport and 
recreation)/ 
Nature based 

tourism 

Cultural 
heritage sites 

Cultural 
tourism 

Eco/rural 
tourism sites 

Eco-rural 
tourism 

Immaterial 
heritage/ 
Cultural 
tourism 

Other 
categories 

Jazz Festival in 
Theth 

 

Protected 
landscape 

“Bijambare” 
 

Town of 
Motovun, 

Istria County, 
Croatia 

 

Sport and 
recreation center 

Ajdinovići 
 

Maškovića Han 
(Caravanserai), 
Vrana, Zadar 

County, 
Croatia 

 

Rural tourism 
households: 

Eco farm 
Milanovic, 
Janin raj 
(Jana’s 

paradise), 
Rujevica, 

rural 
household of 
Lukic family, 

rural 
household of 

Aleksic 
family 

MEDstone 
Project 

(Italy, Spain, 
Greece) 

 

Kol Gjoni 
Guesthouse 

Valbona 
 

Just out festival 
 

National park 
“Sutjeska” 

 

City of 
Regensburg – 
Germany City 
Destination 

 

Tourist-residential 
complex Sarajevo-

resort Osenik 
 

Revitalisation 
of St Michael's 

Fortress, 
Šibenik, 
Croatia 

 

Royal Wine 
Tour – A Tour 
of the Five 

Senses 
 

Museum Olei 
Histriae – The 

House Of 
Istrian Olive 
Oil, Pula, 
Croatia 

Touristic 
Ferry boat on 
Koman Lake 

 

  City of Mons – 
Belgium City 
Destination 

Bushcraft Mountain 
Adventure 

(Meanderbug), 

Pilgrimage 
route Sveta 

Gora 

Traditional 
honey 

making in 

 Visit 
Ferrara/Visit 
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Events&Festivals 
Cultural tourism 

National/Nature 
parks/Protected 

landscapes/ 
Nature based 

tourism 

Destinations 
(cities, 

regions…)/ 
Urban, 
cultural  
tourism 

Nature-based 
activities (outdoor 

sport and 
recreation)/ 
Nature based 

tourism 

Cultural 
heritage sites 

Cultural 
tourism 

Eco/rural 
tourism sites 

Eco-rural 
tourism 

Immaterial 
heritage/ 
Cultural 
tourism 

Other 
categories 

 Komovi Mountain 
area, northern 

Montenegro 
 

 Old Royal 
Capital 

(Montenegro 
Eco 

Adventures) 
 

Comacchio 
(web site) 

 

  City of 
Kalamata – 
Greece City 
Destination 

 

Through nature: 
Horseback riding 
tour (Explorer), 

Northern 
Montenegro 

 

Kotor Group 
Activity for All 
Senses (Talas-
M DMC), Old 

Town of Kotor 

   

  Santorini 
Island – 

Greece City 
Destination 

     

  Oltania 
Historical 
Region of 
Romania 

     

  Prague, 
Capital of the 

Czech 
Republic 

     

  Las Vegas, 
City in the 

USA 
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Events&Festivals 
Cultural tourism 

National/Nature 
parks/Protected 

landscapes/ 
Nature based 

tourism 

Destinations 
(cities, 

regions…)/ 
Urban, 
cultural  
tourism 

Nature-based 
activities (outdoor 

sport and 
recreation)/ 
Nature based 

tourism 

Cultural 
heritage sites 

Cultural 
tourism 

Eco/rural 
tourism sites 

Eco-rural 
tourism 

Immaterial 
heritage/ 
Cultural 
tourism 

Other 
categories 

  Adelaide 
Capital city 

of South 

Australia 

     

  Delta Po 
Tourism 

     

  Ferrara Terra 
e Acqua 

     

  Goriska brda 
wine region 

     

  Vipava Valley      

  Village of 
Lokve – 

mountain 
destination 
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1.2 Analysis of promotion channels and tools - brief summary from the 

provided cases  

 

Based on selected case studies several conclusions can be drawn regarding destination 

marketing:  

 In most of the selected case studies it was noticed that a strong on-line market presence 

was missing. Potential of digital marketing channels were valorised on the basic levels, 

while traditional promotional channels and tools (publications, leaflets, brochures etc.) 

were used.  

 Lack of cooperation of local stakeholders in promotion of the territory / destination has 

led to scarce tourism results. A good example of cooperation and territorial promotion is 

the Consortium Visit Ferrara that created a network of local stakeholders (hotels, B&B, 

campsites, residence, farmhouse, inn, real estate agencies, travel agencies, restaurants, 

seaside establishments, tourist guides, transport companies, training centres and service 

providers) with a clear scope – promotion of Ferrara and its territory.  

 Some other good practice examples highlight the use of “Promotion cards” to offer 

incentives to visitors to see more, visit more, experience more. However, use of 5-

sense/multisensory marketing as a concept in destination promotion is still underused – 

just few destinations use it to promote their offer as a 5-sense/multisensory visitor 

experience. 

 Some destinations (e.g. examples in Bosnia and Herzegovina) lacked valorisation and 

recognition as valuable natural and cultural tourist destinations.  
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2. OVERVIEW OF THE DESTINATION MANAGEMENT  
 

Before going into the specifics of the five senses branding and marketing, this report will also 

give a brief general overview and the definition of the destination management.  

 

According to the World Tourism Organization (UNWTO), destination management consists of 

the coordinated management of all the elements that make up a tourism destination1. 

Destination management takes a strategic approach to link-up these sometimes very separate 

elements for the better management of the destination. Joined up management can help to 

avoid overlapping functions and duplication of effort with regards to promotion, visitor 

services, training, business support and identify any management gaps that are not being 

addressed2. 

 

Every successful tourism destination (country, region or city) needs to: 

 Constantly contemplate on how to assure sustainable development; 

 Be aware on its (own) tourism attraction potential and tourism inventory;  

 Have clearly defined vision and development objectives;  

  Be able to control and manage satisfaction of visitors and of local inhabitants; 

 To use concept of clusters that is related to destination development and creation of 

its competitiveness advantages.   

 

Development of destination marketing and strategy of positioning, development of strong on-

line market presence and development of information system and system for management of 

visitors’ experience are preconditions without which no destination can last on the market.  

The World Tourism Organization defines sustainable tourism as "Tourism that takes full 

account of its current and future economic, social and environmental impacts, addressing the 

needs of visitors, the industry (business), the environment and host communities"3. The 

next section will explain in more details what is a multisensory tourism and how can each 

destination create a holistic, multisensory experience.  

  

                                            
1 Source: http://marketintelligence.unwto.org/content/destination-management  
2 ibid 
3 United Nations Environment Programme & World Tourism Organization. (2005). Making tourism more sustainable: 
A guide for policy makers. Paris: United Nations Environment Programme, Division of Technology, Industry and 
Economics. 

http://marketintelligence.unwto.org/content/destination-management
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2.1 What is multisensory tourism and how to create a multisensory 

experience?  

 

Creating an experience through the aspect of senses has identified as an important aspect of 

destination management and marketing in tourism studies, as the five human senses are in a 

direct connection to the customers’ emotions. Implementing sound, smell, sight, taste and 

touch is crucial for managing a positive emotional experience. In fact, according to Lindstrom 

(2005), the whole understanding of the world is experienced through our senses. Therefore, 

the more senses an experience are engaged the more pleasant and memorable travel 

experiences can be (Pine&Gilmore, 1998, p.104) 4. Furthermore, researchers are in the 

agreement that linking the human senses of seeing (visual), smelling (olfactory), hearing 

(auditory), tasting (gustatory), and touching (tactile), with the cultural/natural heritage 

attractions improves the quality of tourist experiences and creates an attachment between 

the tourist and the cultural attractions5. 

 

It is interesting that most of the studies so far have mostly focused on the experiences such 

as food and wine tourism (i.e. gustatory) and the visual experiences (e.g. observing beautiful 

natural sights, cultural monuments etc.) rather than all five senses. Very studies have actually 

looked into a holistic approach of sensory experience, although they are all in the agreement 

that such an approach in the tourist consumption may enhance the quality of tourist 

experiences and their level of satisfactions (Franklin & Crang, 2001; Crouch, Aronsson, & 

Wahlström, 2001)6. There is in fact a lack of empirical studies done to show the relationship 

between the quality of the tourist experience with the phenomenon of tourists’ sensory 

aspects (Roozbeh et al., 2013)7. 

 

Gibson (2010:521) further stressed the importance of the sensory encounter as “the senses 

trigger specific bodily and emotional responses and encourage human interaction... tourism 

encounters as moments of interaction between humans and nonhuman landscapes”8. Authors 

like Pan and Ryan (2009,  631) state that multisensory tourism is an enrichment and  stipulate 

that  “the  more interactive a tourist or traveller is with his or her surroundings, the more 

                                            
4 The role of sensory experiences in appreciating the cultural heritage attractions, Tourism, Leisure and Global 
Change, volume 3 (2016), p.TOC-117, Papers from the 8th Tourism Outlook Conference, 29-31 July 2015, 
Lombok, Indonesia, http://www.igutourism.org/Lombok2015/. Creative Commons Copyright NC-BY-ND  
5 Ibid, pg. 1 
6 Ibid, pg. 3 
7 Ibid 
8 Ibid, pg. 2 
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the senses are stimulated; that  is, when a tourist decides to step out of the ‘comfort zone’, 

his/ her senses are liberated; hence the travelling experience is enriched”9. 

The aim of this „Good practice guide“ is to first of all define five senses in relation to the 

cultural and natural heritage attractions with a specific purpose of setting up benchmarks for 

creating a multisensory tourist experience. It will be a self-assessment questionnaire that 

according to the benchmarks extracted from the collected good practices will position each 

local/regional/national authority in a matrix and lead improvement efforts for more 

sustainable destination management and marketing. 

 

2.2 Defining five senses  

 

Tourist experiences through the senses can affect the level of tourist satisfaction. It can either 

lead to a positive experience, or a negative one. The role of tourist sensory experience in 

tourism activities are in adding value to the cultural heritage as per discussed earlier. 

Although, it is still moderately developed and there are various additional aspects that can 

be included. However, it provides the foundation for the knowledge of the elements or 

categories within each sensory aspect. Besides a very clear linkage between senses and 

tourists’ more intense experience when encountered with multiple senses, there has been in 

fact only very little research conducted on the effects of multiple senses. As stated above, 

the authors state that sight, sound, smell, taste and touch are in a direct connection to the 

customers’ emotions therefore it is crucial to understand and react to the emotional needs of 

customers (joy, awe, excitement, delight…). Furthermore, Lindstrom (2005, p.142) found that 

senses are even more effective when they are being combined with each other. For example, 

the sense of sight, which is claimed to be the most prevailing one, can be greatly enhanced 

when it is connected with for example pleasant matching sounds or scents10. A study by 

Isacsson et al. (2009) confirmed that showed that scents are closely related to memory, sounds 

can influence customers’ moods, and sight strongly influences customers’ behaviour11. Studies 

have also found that senses are being perceived differently depending on gender, age and 

cultural heritage (Lindstrom, 2005). This is an important fact in terms of targeting specific 

group of visitors. 

                                            
9 Ibid 
10 Modul University Vienna, Exploring the Importance of Senses in the Creation of a Holistic Customer Experience 
and Behavior Bachelor Thesis for Obtaining the Degree Bachelor of Business Administration in Tourism and 
Hospitality Management, Submitted to Lidija Lalicic, MSc Vera Wanivenhaus 1111514, Vienna, 09 June 2015 
11 Ibid, pg. 9 
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This section will define each sense in creating more improved and memorable tourist 

experience. It will also serve as a basis for analysing partners’ case studies and creating 

benchmarks:  

 

2.2.1 Sight (visual) 

Sight has been the most used sense in advertisement and marketing, but also in creating 

attractive tourism products. It makes sense, as eyes contain two-thirds of the sense cells in 

the body and from 65 to 80% of communications pass through the visual channel. According to 

some scholars, the visual sense plays an important role to motivate people before the 

vacation, during the vacation and even after the vacation. They argue that visual pleasure is 

not limited only to the physical environment such as urban schemes or cultural monuments. 

It is also important for the tourists to see the cultural scenes, such as local people conducting 

their daily jobs, buying goods at the local market etc. as that creates the identity of the 

cultural place. When using visual sense in marketing is important to remember that colours 

are ‘seen’ in different way by different cultures, by different sexes as well as different 

languages. 

 

2.2.2  Taste (gustatory)  

According to many studies, the gastronomic pleasure is important to the tourist satisfaction 

because tasting local food and drink is a major part of the tourist experiences. In fact, many 

successful case studies in the previous analysis have food and wine tasting as one of the tourist 

offering (see Chapter 1.1. Case studies).“ Kivela & Crotts (2006) stated that through the 

consumption of food, tourists will have a pleasurable sensory experience as the gastronomic 

pleasures may give an appreciation and some emotional attachment towards the place12.  

 

In fact, the gustatory sense is very influential in constructing a relationship between the 

tourist and the place because as the tourist creates an image through the branding of culinary 

tourism“ (Hashimoto & Telfer, 2006; Berg, Sevón, 2014)13.“From the cultural perspective, 

Frochot (2003) suggested that food experience portrays the images of cultural experience, 

status, and cultural identity“. Those cultural aspects of gastronomy are authentic to that 

                                            
12 Ibid, pg. 5 
13 The role of sensory experiences in appreciating the cultural Heritage attractions, Tourism, Leisure and Global 
Change, volume 3 (2016), p.TOC-117, Papers from the 8th Tourism Outlook Conference, 29-31 July 2015, 
Lombok, Indonesia, http://www.igutourism.org/Lombok2015/, pg. 4 

http://www.igutourism.org/Lombok2015/
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particular local destination and thus create memorabilia for tourists who connect taste (and 

smell) to food/wine from that destination. Very often food and drinks, which we are used to 

consume from our childhood and in most of the cases are products of the local culture, 

determine our perceptions of taste and companies take into consideration the peculiarities of 

the given market when they launch and communicate their products14. 

 

2.2.3 Smell (olfactory) 

Neuromarketing studies show that 75% of emotions are triggered by smell.15 It can recall senses 

of pleasure, emotions, well-being and other positive but also negative emotions (e.g. smell of 

a local market, bazaar or a local restaurant). Even a smell of horse or bear excrement can 

evoke positive memories of certain tourist destinations (e.g. the Great Bear Rainforest16; 

horse and carriages in Central Park or on the Plaza de Espagna in Sevilla). Some authors also 

stressed that the smell creates a relationship between man and the destination through the 

tourism consumption (Pan & Ryan, 2009; Van Hoven, 2011; Agapito et al., 2014 Diţoiu & 

Căruntu, 2014; Zainol et al., 2013; Zainol, 2014 )17. As the olfactory sense is often associated 

with local food such as local cuisine, local fruits or even the local spices or herbs as stated by 

Dann & Jacobsen (2003:10)18, a smell from the street car or a local vendor can attract tourists 

to try some local food or drink and live a new pleasant or unpleasant experience.   

 

2.2.4  Touch (tactile) 

While sight and even sound have been studies the most, touch or a tactile sense was studied 

the least although the touch is very important from a marketing point as it impact shopper 

tremendously in terms of purchasing certain items. Many people do not like online shopping 

for example, because they cannot touch the product. According to Krishna and Hultén, this is 

as such because the sense of touch gives as sort of intimacy and certain information from the 

buyer through the physical contact with the items. (Krishna, 2012; Hultén, 2012)19. Tourists 

                                            
14 Dimitar Trendafilov, Sense of brand or sensitive to brand Assistant prof. at New Bulgarian University – Sofia 
Managing Partner and Researcher at Brand in Trend Consulting Agency, 
https://www.slideshare.net/mityo/brand-senseandsensitive-slideshare2013brandintrend  
15 Mridhul.k.m dms pu Sensory branding, opening up the senses of the consumers, What is sensory branding, 
https://www.slideshare.net/mridhulplkd/sensory-branding-56779921 
16 Bettina van Hoven, Multi-sensory tourism in the Great Bear Rainforest, University of Groningen, January 2011, 
http://www.academia.edu/23219135/Multi-sensory_tourism_in_the_Great_Bear_Rainforest  
17 The role of sensory experiences in appreciating the cultural Heritage attractions, Tourism, Leisure and Global 
Change, volume 3 (2016), p.TOC-117, Papers from the 8th Tourism Outlook Conference, 29-31 July 2015, 
Lombok, Indonesia, http://www.igutourism.org/Lombok2015/, pg. 6 
18 Ibid, pg. 6 
19 Ibid, pg. 6 

https://www.slideshare.net/mityo/brand-senseandsensitive-slideshare2013brandintrend
https://www.slideshare.net/mridhulplkd/sensory-branding-56779921
http://www.academia.edu/23219135/Multi-sensory_tourism_in_the_Great_Bear_Rainforest
http://www.igutourism.org/Lombok2015/
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will for example first touch or even taste souvenirs before buying them. Trendafilov agrees 

that tactile and overall skin feelings could be key factors in the consumers' choice20. 

 

2.2.5  Hearing (auditory) 

Besides the sight or the vision, hearing and particularly music is the sense most studied in 

terms g sensory marketing. In terms of connecting to local cultural heritage, music can be a 

trigger for tourists to find out more about events in the destination, concerts in a local church, 

local festivals or other typs of auditory experiences. According to scholars, music creates a 

sense of excitement and arouses the tourists curiosity to find out what is actually happening 

in the area21. „In the cultural heritage tourism industry, music can bring back the old 

memories of the region and reflections to the cultural identity of the region. Music or 

auditory sense can attract tourists to visit attractions, such as music or noise from the local 

cultural heritage festival and the sound of celebrations by the local community“ (Gibson & 

Connell, 2007; Gibson, 2010).  

 

In the commercial marketing, music serving as a background at a store or restaurant is among 

the main tools influencing the consumption as music creates good mood and effects the 

shopping experience22. Also, a tone of music can affect the mood in the restaurant. For 

example, experiments have shown that when music plays slower than the rythm of the heart 

beat, we eat slower23.  

  

                                            
20 Dimitar Trendafilov, Sense of brand or sensitive to brand Assistant prof. at New Bulgarian University – Sofia 
Managing Partner and Researcher at Brand in Trend Consulting Agency, https://www.slideshare.net/mityo/brand-
senseandsensitive-slideshare2013brandintrend 
21 The role of sensory experiences in appreciating the cultural Heritage attractions, Tourism, Leisure and Global 
Change, volume 3 (2016), p.TOC-117, Papers from the 8th Tourism Outlook Conference, 29-31 July 2015, 
Lombok, Indonesia, http://www.igutourism.org/Lombok2015/, pg. 7 
22 Dimitar Trendafilov, Sense of brand or sensitive to brand Assistant prof. at New Bulgarian University – Sofia 
Managing Partner and Researcher at Brand in Trend Consulting Agency, 
https://www.slideshare.net/mityo/brand-senseandsensitive-slideshare2013brandintrend 
23 Mridhul.k.m dms pu Sensory branding, opening up the senses of the consumers, What is sensory branding, 
https://www.slideshare.net/mridhulplkd/sensory-branding-56779921  

https://www.slideshare.net/mityo/brand-senseandsensitive-slideshare2013brandintrend
https://www.slideshare.net/mityo/brand-senseandsensitive-slideshare2013brandintrend
http://www.igutourism.org/Lombok2015/
https://www.slideshare.net/mityo/brand-senseandsensitive-slideshare2013brandintrend
https://www.slideshare.net/mridhulplkd/sensory-branding-56779921


ADRION 5 SENSES T 1.2. Identification of Good Practices & Benchmarking  T. Strategy 

 

  

ZADRA NOVA             Page 35 of 37 

 

 

2.3 Multisensory marketing  

 

According to Krishna (2012), multisensory marketing can be defined as „marketing that 

engages the consumers’ senses and affects their perception, judgement and behavior“24. In 

other words, sensory marketing can have an effect of an individual’s final purchase decision 

and the overall experience (Hultén et al., 2009, p.ix). From a managerial view sensory 

marketing is supposed to be applied to create a long term brand awareness and to convey a 

sustainable image and a firm’s identity (Hultén et al, 2009, p.1).25 

 

There are in fact two models of branding a tourist destination:  

1.1. Two-dimensional model (traditional approach) – conveying a messages primarily 

through the visual and if any, the acoustic channel.  

1.2. Multi-dimensional model (modern approach) – attracting tourists/customers through 

a composition of all five senses, which results in a more intese and positive 

communication.  

According to Hultén et al (2009, p. xii) “sensory marketing has become a synthesis of what 

contemporary society demands from a firm and what a firm can do to create sensory 

experiences with the help of the five human senses”26.  

 

According to Isacsson et al (2009, p.168) the sense of sight has been dominating in marketing, 

as well as in literature. Using images and design seems to be the prevailing and even 

overemphasized method to communicate in media and service provision. However, according 

to the authors marketers should not only appeal to the visuals, but rather to all of the 

customers’ senses. Only when sound, smell, taste and touch are being triggered as well a 

more valuable, interesting, and authentic feeling can be created.  

 

Lindstrom (2005) found that sight makes the most persuasive sense in brand and loyalty 

building with a share of 58%. Based on Lindstrom’s study the second most important sense is 

scent with 45%, followed by sense of hearing with 41%, taste with 31% and finally touch makes 

only 25%. 27 

                                            
24 Modul University Vienna, Exploring the Importance of Senses in the Creation of a Holistic Customer Experience 
and Behavior Bachelor Thesis for Obtaining the Degree Bachelor of Business Administration in Tourism and 
Hospitality Management, Submitted to Lidija Lalicic, MSc Vera Wanivenhaus 1111514, Vienna, 09 June 2015, pg. 
34 
25 ibid 
26 Ibid. In the context of creating a tourist experience than we talk about a variety of tourist stakeholders from 
local/regional/national governments to tourst associations and agencies). 
27 Ibid, pg. 39, 40 
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CONCLUSION 
 

The Good Practices Guide is divided into several sections and is a basis for developing a T1.2.2. 

Benchmark Analysis Report, as it first provides four case studies per partner country (two good 

examples and two examples that need an upgrade). It also provides an analysis of promotional 

channels and tools and finally, it provides a detailed explanation of what are multisensory 

tourism and multisensory marketing, concepts that are still not that well explored in the 

Adriatic region.   

Based on the provided cases most of the good examples provide an integrated offer that 

attracts all five senses – through offerings of food and wine (traditional but also other); 

handicrafts, different kind of music (mostly traditional) and dances, and visits to natural and 

cultural sites. It also includes senses of touch (medieval stone structures and cultural 

monuments; souvenirs, costumes, replicas of weapons and jewellery…). Activities also range 

from sport and recreation (hikes, biking, climbing, guided tours…) to visits to local 

manifestations and events. Some offering integrates tourists in the local community life, 

storytelling and other ways. Although those examples provide a multisensory approach, most 

of them lack a more strategic approach to management and especially marketing.  

“Bad” examples mostly lack strategic approach to integrated tourism development; resources 

(human, financial, institutional, expertise, accommodation, products and services…) and rely 

on a more traditional offering of sight (nature, cultural sites) and taste (food, wine) rather 

than a more thought off offering that will appeal to all five senses and keep tourists at the 

destination for a more than one day at the time. For those examples, partners have provided 

a concrete recommendation on how that offering could be improved (e.g. through including 

other missing sense, e.g. smell of local produce or taste/touch through grooming horses).  

In terms of promotional channels and tools, most cases use traditional promotional channels 

and tools (publications, leaflets, brochures etc.), while a potential of digital marketing 

channels were valorised on the basic levels. One of the great challenges is a lack of 

cooperation among local stakeholders in promotion of the territory / destination, which has 

led to scarce tourism results. Some other good practice examples highlighted the use of 

“Promotion cards” to offer incentives to visitors to see more, visit more, experience more.  

Overall, a conclusion is that the use of 5-sense/multisensory tourism and marketing in 

destination promotion is still underused. 
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Although the concept of multisensory tourism and marketing is still not that well explored and 

used in this region, the consensus based on the research provided in the Guide is that it needs 

to be more researched and implemented through capacity building, improved cooperation 

among key stakeholders and other means.  

As explained in the above sections: Creating an experience through the aspect of senses has 

identified as an important aspect of destination management and marketing in tourism 

studies, as the five human senses are in a direct connection to the customers’ emotions. 

Implementing sound, smell, sight, taste and touch is crucial for managing a positive 

emotional experience. In fact, according to Lindstrom (2005), the whole understanding of 

the world is experienced through our senses. 

 

 

 

 

* * * * *  
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