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Our main objective is to generate awareness in 

Spain about Lithuania as a Cultural, Nature

and gastronomy destination.



Rationale: 

the Spanish outbound travel is demanding new destinations, gets inspired mainly through

online content or activations as well as outdoor media or TV.

Most of the Spaniards travel in Summer, Easter as well as long weekends.  Especially inland as 

well as to short haul destinations in Europe.

Booking period normally is 1-2 months in advance for short haul and more than three months

for long haul.  Family segment as well as focused activity groups or travelers aged +45 have a 

longer period for booking as they need more planning for the same.

Inspiration comes before the booking period, normally 1-2 months in advance and is when

people get inspired by nice ad campaigns as well as motivational content, stories, posts, that

they get through social media or traditional press.



Our approach:

To inspire people through attractive content about the destination that would

highlight relevant topics about Natural and Cultural heritage in the destination. 

Content would also be supported by banners with a call to action to visit Lithuania

Tourist Board Web Site to get more information about the destination.

Three waves campaign years 2018-2019

Wave 1: MAY/JUNE (To book for Summer 2018)

Wave 2: OCT (To book for long breaks in Winter 2019)

Wave 3: MAR (To book for Easter 2019)



Our Creative and Content Strategy:

Content Strategy:

To inspire people through attractive content that would showcase Lithuania as a cultural 

and nature destination with plenty of activities to offer for diverse type of groups of travelers. 

Suggested topic ideas to be covered by the proposed campaign:

 Kaunas, from tradition to creativity

 Top 5 plans to do in Lithuania this Summer (visit Hill of Crosses, Jazz Festival at 

Klaipéda, bike route along the coast, amber therapy in a resort, Vilnius over an air 

balloon.

 Lo auténtico es bello (Real is beautiful): Lithuanian gastronomy, pure wáter, preserved

natural landscapes, a Paradise to encounter your self with mother nature.

Note: content would be created by the professionals at the proposed media but guidance

and topics would be proposed to them. Other topics may also be provided, according to the

client needs.



Our Creative and Content Strategy:

Creative Strategy:

To motivate and create urgency to people to find out more about Lithuania and generate the desire to travel

through a differentiated banner campaign that would showcase experiences to live and enjoy in Lithuania

based on cultural, nature and gastronomy activities.

The Spanish traveler looks for beach and sun destinations as much as cultural and heritage cities or tours.  

The demand for these type of products is the highest at the travel agencies.  Active Tourism would rank three

followed also shortly by shopping destiantions.  Despite that Spanish travelers would not choose a destination

mainly for its gastronomic opportunities (except for enological Tourism) good food and gastronomy are very

much a plus.  

In this regard, our team has created three creativities focused in three different heritage objects of 

Lithuania: Natural landscapes, cultural and architectural heritage, authentic and traditional gastronomy, that

would fit not only the requirements of the public tender document but also the kind of demanded products that

a Spanish potential traveler is looking for.



Our Creative and Content Strategy:

Creative Strategy:

EMOTIONS (In the sense of 

adventures, activities)

Be brave to try!

We have prepared three types of creativies that showcase the culture 

and natural heritage of Lithuania.

All of them have the tag line ¡Atrévete a probar! which could be 

translated to be brave to try it! This claim wants to make them curious

to check about what they can try and do in Lithuania.  

On the oher hand, all creativities also have an arrow where you can 

read another tag line alligned with the selected photo.  The arrow and 

the inspirational word would give them the urgency also to click on the

banner and find out more.



Our Creative and Content Strategy:

Other designs:

CULTURE

Be brave to try!

GASTRONOMY

Be brave to try!



Our Creative and Content Strategy:

Other designs:

NATURE

Be brave to try!



Proposed media: Advertorial

Select key media in Spain to position 

Lithuania as a must visit travel destination

for 2018 and 2019.

Based on high circulation or niche market

audience, the media would be selected

and defined for each wave.

Focus would be families, travelers 30-45+ 

as well as travelers with interest in doing

special activities (nature, culture, 

gastronomy, activities, etc.)



Proposed media: Advertorial

The proposed media has been selected for its large circulation as well as penetration in the desired segment group.  In this first

wave we suggest to be present in the top and largest media in Spain and with three advertorials to generate more exposure in 

the momento with highst demand for travel.  These advertorials would be alligned with an online banner campaign that would

follow the inspiration to the oficial destination website.

Yo Dona:

Circulation: 94,659

Readership: 254,000

El Viajero (El País)

Circulation: 292,000

Readership: 978,000

Viajes (El Mundo)

Circulation: 97,162

Readership:700,360

Telva:

Circulation: 118,645

Readership: 286,000

20 Minutos:

Circulation: 313,271

Readership: 687,000



Proposed media: Advertorial

We would also lie to propose a very special opportunity that would last the

brand and destination presence of Lithuania in the market.

1 page advertorial in the guide of top travels that El País publishes through its

travel section El Viajero.

Available in kiosks from JAN-APR 2019 as well as airport and train lounges.

Distribution at FITUR (Spanish International Travel Fair) with 7,000 exemplars

aditional.

El Viajero Annual Guide (El País)

Circulation: 300,000



Proposed media: online banner campaign

For the online banner campaign we have selected different media with more than 20 million of monthly visits.

EL MUNDO

Web: elmundo.es

Montly visits: 70.000.000

Unique users month: 17,898,000

Type of reader: men and women between

35-45 (24%), 45-54 (25%), 55+ (27%)

EL PAÍS

Web: elpais.es

Montly visits: 20.000,000

Unique users month: 

Type of reader: men and women between

25-44 (40%), 45-54 (21%), 55+ (30%)

Yo Dona:

Web: yodona.es

Monthly visits: 24,000,000

Unique users: 3,184,000

Type of reader: 60% women

35-44 (26%), 45-54 (26%), 55+ (28%)



Our plan is to make a 3 wave

awareness campaign for print and 

ad digital channels dbrane

dbrane



Strategic plan

According to the traditional travel periods in Spain, the longer holidays take place in the Summer as well as is when 

more travel demand is generated.  For this reason we have decided to put more weight of the campaign on the first 

wave that would be focusing in increasing the destination visibility to generate more leads towards the Summer 

period.

All three waves have a strong and consistent balance of print advertorials as well as banner displays that would not 

only increase the brand presence in the Spanish media but also and more important, to get relevant and motivational 

information about its cultural and natural heritage that would support the promotional campaign and generate a desire 

of travel.  Lithuania is still a very unknown destination for the Spanish travelers and it is key that through qualified 

media we can highlight its uniqueness and real attractions that can be found there.

The rotating banners along the three waves would enable the user to link to the official tourism site of Lithuania and 

find out more information about the destination there.  For this purpose, we have selected highly ranked online 

websites in the ComScore in Spain with more than 20 million of visits.



Wave 1:

• Timing: JUNE 2018 (1 month)

• Media channel: Advertorial + banner display

• Rationale: we want to inspire potential travelers with key messages and visuals of Lithuania showcasing Culture 

and gastronomy for Short term booking period focusing on Summer travel period. 

Action Media Duration Format
Impressions/

readership
Target Audience

Advertorial Yo Dona 1 insertion 1 full page print 254,000
Women 60% 25-55 years

(family decision makers)

Advertorial El Viajero 1 insertion
1 full page print

800,000 Travelers 35-55 years

Advertorial
El Mundo 

Viajes
1 month 1 online article 3,000,000

Travelers 35-55 years

Banner Yodona.es 1 month 300x600 400,000
Women 60% 25-55 years

(family decision makers

Banner
Elviajero.e

s

1 month 300x600
300,000

Travelers 35-55 years

Banner
elmundo,.

es

1 month 300x600
450,000

Travelers 35-55 years



Wave 2:
• Timing: OCT 2018 (1 month)

• Media channel: Advertorial + banner display

• Rationale: we want to inspire potential travelers with key messages and visuals of Lithuania showcasing Culture 

and gastronomy for Short term booking period focusing on long breaks in Autumn/Winter. 

Action Media Duration Format
Impressions/

readership
Target Audience

Advertorial Telva 1 insertion 1 full page print 286,000
Women 60% 25-55 years

(family decision makers)

Advertorial El Viajero 1 insertion
1 full page print

800,000 Travelers 35-55 years

Banner
elmundo,.

es

1 month 300x600
450,000

Travelers 35-55 years



Wave 3:

• Timing: FEB/MAR 2019 (1 month)

• Media channel: Advertorial + banner display

• Rationale: we want to inspire potential travelers with key messages and visuals of Lithuania showcasing Culture 

and gastronomy for Short term booking period focusing on Easter. 

Action Media Duration Format
Impressions/

readership
Target Audience

Advertorial
20 

Minutos
1 insertion 1 full page print 687,000

General consumers 25-55 

years

Banner
Elviajero.e

s
1 month 300x600 300,000 Travelers 35-55 years

Banner
elmundo,.

es

1 month 300x600
450,000

Travelers 35-55 years




