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Exercise 7	See you online
The social dimension is an important part of pop culture tourism. The wide-spread sharing of experiences through social media among fans provides extensive opportunities to connect with online fandom communities – to follow/understand and to target/influence.
Pop culture communities and fans can be seen as co-creators of tourism experiences as they exchange stories online before, during and after travelling. As we have seen in this module, identification and shared experiences are important in this process. And the visual content on social media is often loaded with meaning and connotations in different contexts.
These co-creators can add excitement, inspiration and dissemination to your brand, while at the same time demanding an updated marketing approach and perceptiveness. In some cases, pop culture tourism experiences are altogether digital, or builds almost exclusively on visualizations. How do we recognize and build on the online social interaction?
The Social Media Review Activity in Module 4 was about tracking a well-known pop culture tourism destination online. Now you will work with your own potential pop culture tourism experiences, building on Exercise 3 about your future target groups and Exercise 6 and your updated brand. The goal is to find and analyze some online communities relevant to your offer and brand. Follow these steps:
1. In order to find relevant online communities you need to define your search topics - based on themes, targets groups and updated brand:
a. Choose 2-4 of the highlighted an most relevant Motives from exercise 3 and use these as your themes for research.
b. Use the target group Backgrounds you identified in exercise 3 (for the selected Motives) to narrow down your search.
c. Combine this with the online co-creators and updated brand you identified in the previous exercise 6, to formulate your search topics.
2. Search in social media (Facebook, Instagram, Twitter, YouTube, others) to find online groups/pages/accounts
a. Join Facebook-groups and follow pages or accounts on Instagram, Twitter and Youtube.
b. Google your pop culture search topics to obtain more clues and findings as needed.
c. Choose 3-5 of the most relevant and interesting online communities that you identify.
3. Examine the communities and take notes of the different traits using the template below with these categories:
a. Lifestyle & demography - patterns in lifestyle indicators and personal preferences, or general backgrounds of the majority users
b. Tonality & attitudes – exclusive, tolerant, supportive, intimate, superficial, factual, knowledgeable, enthusiastic, etc.
c. UCG format & content – recurring sub-topics, visual and video formats, common internet tropes and memes, etc.
d. Ideological backdrop – environmental concerns, social justice, globalist or nationalist agenda, unpolitical, activist agenda, etc.
e. Influencers & admin – or other dominant social hubs – who are they and what are their role and function in the community
4. Finally, consider the totality of what you have found and do an assessment. Continue on the back page to answer these questions:
a. What are the possibilities for you and advantages to engage with these communities?
b. What are the risks and disadvantages if you choose to connect with these online communities?
c. Which resources do you have and what else do you need?
d. Ask yourself if you have a choice to (not) get involved and what are your options?
This exercise could benefit from two separate session with work at home in between - first session to team up and start your research, then joining social media groups and follow accounts at home, and the second session to analyse your findings and sum up in groups.
Add lines in the table or make copies as needed. It could be useful to print page 2 and 3 in A3-format to make appropriate space.



	Traits:


Online
communities:
	Lifestyle & demography
patterns in lifestyle indicators and personal preferences, or general backgrounds of the majority users
	Tonality & attitudes
exclusive, tolerant, supportive, intimate, superficial, factual, knowledgeable, enthusiastic, etc.
	UCG format & content
recurring sub-topics, visual and video formats, common internet tropes and memes, etc.
	Ideological backdrop
environmental concerns, social justice, globalist or nationalist agenda, unpolitical, activist agenda, etc.
	Influencers & admin
or other dominant social hubs – who are they and what are their role and function in the community

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	





	 


Online
communities:
	Possibilities and advantages
	Risks and disadvantages
	Available resources and additional needs
	Your choices and options
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