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Introduction to the Guide
This Guide has been developed within the framework of the Erasmus+ small-scale partnership 
project “NEW H – New Horizons in Tourism Journalism” (Project No. 2024-2-RO01-KA210-VET-

000291273).

The project was created to explore how digital transformation, multimedia tools, and data-driven 
communication are reshaping the profession of tourism journalism. Its main goal is to strengthen the 
digital and storytelling skills of professionals and VET learners in the tourism and media sectors, 
fostering collaboration between education and the labour market.

The partnership brings together two organisations with complementary expertise:

La Piovra Turista SRL (Romania) – applicant organisation, coordinating activities, research, and 
dissemination in the field of tourism communication and education.

POT Project APS (Italy) – partner organisation, a cultural association and multimedia platform 
based in Umbria, specialised in journalism training, data storytelling, and digital media 
production.

Together, the partners designed this Guide as a practical and open educational resource that 
supports trainers, educators, and tourism journalists in adapting to the new digital era. It combines 
theory, examples, and tools drawn from real professional contexts in both Romania and Italy.

The Guide is structured in six chapters, covering the main areas of contemporary tourism journalism:

Digital Transformation1.

Social Media Strategies2.

Video Production3.

Podcasting4.

Data-Driven Storytelling5.

Conclusions – Key Takeaways and Future Trends6.

Each chapter provides step-by-step insights, examples, and resources that can be directly applied in 
training activities and professional practice.

“Co-funded by the European Union. Views and opinions 
expressed are however those of the author(s) only and do not 
necessarily reflect those of the European Union or the 
European Education and Culture Executive Agency (EACEA). 
Neither the European Union nor EACEA can be held 
responsible for them.”
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Chapter 1: Digital 
Transformations in 
Travel Journalism
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Hello and congratulations on choosing to study our guide for 
travel journalists!

Tourism is about experiences, stories and emotions. Digital journalism allows us 
to convey these stories more vividly than ever before. In this course, we will 
explore how technology has changed the way we create and distribute content, 
so that readers are inspired to travel, interact and get involved.

Section I

What does 'digital' mean for 
travel journalism?
Think of digital media as a toolbox. It does not replace good writing or authentic 
storytelling, but it does make them reach further, faster and more interactively.

Text + 
Multimedia
An article about a city or 
destination can include: 
text + photo galleries + 
video + podcast

Podcast 
Interviews
Feature interviews with 
guides, tourism workers or 
tourists who recount 
unique experiences and 
stories from their holidays

Social 
Engagement
Facebook, Instagram or 
TikTok can show the local 
atmosphere in a few 
seconds, inviting people to 
visit the place

Conclusion: Digital in travel journalism means combining storytelling with technology to 
provide readers with complete experiences and tourism professionals with visibility.
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Why digital 
transformation 
matters
01

The audience is online
People search for destinations, accommodation, plane 
tickets, places to rest and relax, restaurants and 
experiences on the internet

02

Interactivity
Readers can comment, vote and recommend places

03

Measurability
See which articles or videos are the most popular

04

Flexibility
You can update information immediately (e.g. discounts, 
special offers or travel restrictions)

5



Basic digital tools
Essential platforms and technologies for the modern travel journalist

Blogs and websites
Articles, guides, itineraries

Podcasts
Audio stories that create emotion and 
closeness

Video / YouTube / Vimeo
Viewing places and experiences

Social media
Instagram, TikTok, Facebook, LinkedIn 
for interaction and engagement

Newsletters
Informing loyal audiences and offering 
exclusive deals

Apps and interactive 
maps
Real-time guidance and local 
experiences

6



How the role 
of the travel 
journalist is 
changing
In the digital age, journalists are 
becoming:

Multimedia storyteller
Combines text, images, audio and video

Audience analyst
Understands what type of content attracts 
and retains audiences

Experience promoter
Inspires, informs and recommends places 
or tourist packages

Community connector
Interacts with the audience through 
comments, social media and surveys

7



Concrete examples of digital 
integration
Example 1
Podcast + Video + 
Blog

Episode about a city break in 
Bucharest:

Podcast: interview with a 
local guide

YouTube video: visual tour 
of attractions

Blog: written itinerary 
with maps and links to 
hotels and tickets

Example 2
Social Media + 
Newsletter

Mini-clip on TikTok with 
the most beautiful cafés 
and places to visit in 
Bucharest

Instagram story with poll: 
"Where would you like to 
go this summer?"

Weekly newsletter with 
information and 
recommendations

Example 3
Sales integration

Links to clients (travel 
agencies, hotels, restaurants, 
etc.) or airline tickets, 
international tours, or 
integrated tourist packages in 
articles, podcasts, or videos

8



Practical tips for travel 
journalists

Think of each story as a multimedia package
Text + audio + video + social media

Use data and statistics to increase credibility

Optimise content for SEO and useful links
In your blog or website

Experiment with new formats
Reels, Shorts, interactive maps, quizzes

Measure engagement and tailor content to your 
audience

9



Integrated workflow – what a 
complete digital story looks 
like

Record
Podcast episode + video

Publish Audio
Spotify, Apple Podcasts, Google Podcasts

Publish Video
YouTube and Vimeo

Extract Clips
Reels / TikTok / Shorts

Write
Blog article + newsletter

Post
Quotes and highlights on 
social media

Include Links
Ticket reservations and 
international tours

Example flow: Podcast → YouTube video → Reels/TikTok mini-clip → Blog → Newsletter → 
Social media → Bookings

10



In conclusion
Digital transformation does not replace 
traditional journalism, but rather expands it 
and makes it more vivid. The story of a 
place or an experience can reach further, 
faster and in a more interactive way.

As a tourism journalist and traveler, you 
become the guide and storyteller who 
inspires other travelers, builds 
communities and transforms information 
into real experiences, but also a 
marketer (a person or company that 
promotes and sells products or services) 
for your clients.
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Practical example

Integrated workflow for the 
digital travel journalist

"A weekend in Rome"

In this way, the journalist transforms a single travel experience into a complete suite of 
digital content, covering all platforms.
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Content distribution strategy
01

Research & 
planning

Choose a theme: what I want to 
convey ("Rome is perfect for a 3-day 
city break")

I note down key places: the 
Colosseum, the Vatican, local cafés, 
hidden streets

Choose 

02

Creating content 
on the ground

Photos: atmospheric shots 
(Colosseum, pizza, sunset in 
Trastevere)

Long video: 1–3 minute footage at 
each location

Short video: 15-second shots for 
Reels/TikTok

Audio: sound recordings (bells, 
market, interview with a local)

Notes for the article: personal 
impressions and useful details 
(transport, prices, tips & tricks)

03

Podcast
20–30 minute episode: "How to see 
Rome in 72 hours"

Published on Spotify, Apple 
Podcasts, Google Podcasts

Promoted on social media with 1-
minute audio teasers

04

Main video 
(YouTube/Vimeo)
"Rome in 10 minutes: a visual guide for 
a city break"

Contains on-site images + voice-
over inspired by the podcast

Published on YouTube and 
integrated into the article

05

Instagram, TikTok, 
Shorts)
3–5 clips of 30 seconds each:

"Top 3 hidden cafés in Rome"

"Rome in 15 seconds: sunset in 
Trastevere"

"Quick tip: how to get into the 
Vatican faster"

06

Blog/website 
article
Title: "Rome in 72 hours – city break 
guide"

Includes photo gallery, links to flight 
tickets and accommodation, Google 
map

The article incorporates the podcast 
and YouTube video

07

Newsletter
"Rome in a weekend – 5 quick holiday 
ideas"

Summary of the story + links to the 
article and podcast

Integrated "Buy ticket" button (if 
there is collaboration with travel 
agencies)

08

Social Media
Instagram: carousel with 5 photos 
"Rome in pictures"

Facebook: link to article + poll 
("Where would you like to go on a 
city break?")

TikTok: funny reel with tips & tricks

LinkedIn: more serious post about 
"How Rome became a favourite city 
break destination for Romanians"

09

Extra (optional)
Virtual tour: interactive map with the 
route on Google Maps

Live Q&A on Instagram: "Ask me 
anything about Rome"

13



CHAPTER 2: Social 
Media Strategies for 
Tourism Journalists
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Introduction
In the digital age, social media has transformed how travel stories are told, discovered, and shared. 
This comprehensive guide explores how tourism journalists can harness the power of social 
platforms to craft compelling narratives, engage audiences authentically, and promote destinations 
responsibly. Whether you're a seasoned journalist or a student entering the field, these strategies 
will help you navigate the evolving landscape of digital storytelling whilst maintaining the highest 
standards of journalistic integrity.

Why Social Media Matters in 
Tourism Journalism
Social media has fundamentally reshaped how 
audiences discover, research, and experience 
travel destinations. For tourism journalists, 
these platforms represent both a distribution 
channel and a storytelling canvas. Unlike 
traditional media, social platforms offer 
immediate reach, direct audience engagement, 
and the ability to build lasting relationships 
with readers across the globe.

The distinction between personal influencer 
content and professional journalistic 
storytelling has never been more critical. Whilst 
influencers may prioritise aesthetics and 
engagement metrics, tourism journalists must 
balance visual appeal with accuracy, context, 
and ethical responsibility. Your role is to inform, 
educate, and inspire—not merely to entertain 
or sell.

Research indicates that over 83% of travellers use social media to research destinations before 
booking, with visual platforms like Instagram and TikTok playing increasingly influential roles in 
travel decision-making. This presents both an opportunity and a responsibility for journalists to 
provide trustworthy, well-researched content that cuts through the noise of commercial promotion.

Authenticity and trust form the cornerstone of effective tourism journalism on social media. Audiences are sophisticated; they 
can detect when content is overly promotional or lacks genuine insight. Your credibility as a journalist—built through 
transparent sourcing, balanced perspectives, and honest representation—becomes your most valuable asset in the crowded 
social media landscape.

15



The Social Media Landscape

Instagram
Visual storytelling through 
carousels, Reels, and 
Stories. Ideal for 
inspirational, emotional 
content that showcases 
destinations aesthetically.

TikTok
Dynamic micro-stories in 
15-60 second vertical 
videos. Perfect for 
authentic, behind-the-
scenes moments and viral 
travel tips.

Facebook
Community building and 
conversational sharing. 
Excellent for longer 
articles, photo albums, and 
live broadcasts from 
destinations.

LinkedIn
Professional credibility and 
industry insights. Best for 
analytical pieces, 
infographics, and thought 
leadership in tourism 
journalism.

YouTube
Long-form documentary-
style videos. Ideal for in-
depth destination guides, 
travel series, and 
comprehensive cultural 
explorations.

X (Twitter)
Real-time updates and live 
event coverage. Perfect for 
threads, polls, Q&A 
sessions, and breaking 
travel news.

16



Choosing Your Platform 
Strategy
Selecting the right platform depends on your target audience, content style, and journalistic goals. 
Rather than attempting to maintain a presence on every platform, focus your energy on two or three 
that align with your strengths and audience preferences.

Visual-First 
Journalists
If photography and 
videography are your 
strengths, prioritise 
Instagram and YouTube. 
These platforms reward 
high-quality visual 
content and allow you to 
showcase destinations in 
their full glory.

Quick-Turn 
Reporters
For journalists covering 
breaking travel news or 
events, X (Twitter) and 
TikTok offer immediate 
publishing capabilities 
and rapid audience reach.

In-Depth 
Storytellers
If you excel at 
comprehensive features 
and cultural analysis, 
LinkedIn articles and 
YouTube documentaries 
provide the space for 
nuanced storytelling.

Consider your audience demographics carefully. Younger travellers (18-34) dominate TikTok and 
Instagram, whilst LinkedIn attracts industry professionals and mature travellers. Facebook maintains 
broad demographic appeal, particularly for community-focused content and longer-form articles.

17



Platform Comparison Matrix
Platform Best For Tone/Style Ideal Formats Audience

Instagram Visual 
storytelling

Inspirational, 
emotional

Carousels, 
Reels, Stories

18-44 years

TikTok Viral micro-
stories

Dynamic, 
authentic

15-60s vertical 
videos

16-34 years

Facebook Community 
sharing

Conversational Articles, Lives, 
Photos

25-65+ years

LinkedIn Professional 
credibility

Analytical, 
informative

Articles, 
infographics

25-55 years

YouTube Long-form 
video

Documentary-
style

3-10 min 
videos, series

18-49 years

X (Twitter) Updates, live 
events

Informative Threads, polls, 
Q&A

18-49 years

This matrix serves as a starting point for platform selection. Remember that successful tourism 
journalism on social media requires consistency, quality, and strategic focus rather than 
omnipresence.

18



Real-World Platform Success

Video Storytelling
Tourism journalists like Eva zu 
Beck use YouTube to create 
immersive destination 
documentaries, combining 
stunning visuals with cultural 
insights and local perspectives.

Mobile-First 
Reporting
Platforms like TikTok enable 
journalists to report from the 
field using only smartphones, 
democratising travel journalism 
whilst maintaining professional 
standards.

Community Voices
Instagram Stories and 
Facebook Lives allow 
journalists to amplify local 
voices, sharing authentic 
perspectives directly from 
communities rather than 
through a filtered lens.

19



Building a Professional Online 
Presence
Your Digital 
Identity
Your social media profiles serve as 
your digital business card, portfolio, 
and brand simultaneously. Building a 
professional presence requires 
intentionality, consistency, and 
strategic thinking across every 
element of your online persona.

Start by auditing your current 
profiles. Do they clearly 
communicate your expertise in 
tourism journalism? Is your 
specialisation immediately apparent? 
Can potential editors, tourism 
boards, or collaborators quickly 
understand your unique perspective 
and capabilities?

01

Craft Your Bio
Write a concise, compelling bio that states your 
role, specialisation, and unique angle. Include 
relevant credentials and a clear call-to-action or 
link.

02

Visual Consistency
Use professional profile photos across platforms. 
Consider a recognisable colour palette or visual 
style that appears consistently in your content.

03

Strategic Linking
Connect your profiles to your portfolio, 
published work, or website. Use link-in-bio tools 
to showcase your best journalism.

04

Content Calendar
Develop a consistent posting schedule that 
balances frequency with quality. Regular 
presence matters more than volume.

20



Developing Your Recognisable 
Style
In a saturated digital landscape, a distinctive visual and narrative style helps your journalism stand 
out whilst building audience recognition and trust. Your style should reflect your journalistic values 
whilst remaining flexible enough to cover diverse destinations and stories.

Visual Tone
Develop a consistent 
approach to photography 
and videography. This 
doesn't mean identical 
filters, but rather a 
recognisable aesthetic 
sensibility—whether that's 
documentary-style realism, 
vibrant colour, or intimate 
portraiture.

Narrative Voice
Your writing voice should 
remain consistent across 
platforms whilst adapting 
to each medium's 
constraints. Whether 
analytical, poetic, or 
conversational, 
authenticity trumps 
perfection.

Hashtag 
Strategy
Create a branded hashtag 
for your work whilst using 
relevant, searchable tags. 
Research trending tourism 
and journalism hashtags to 
expand your reach 
strategically.

Professional Tip: Analyse tourism journalists whose work you admire. What makes their 
style recognisable? How do they balance consistency with variety? Use these insights to 
inform—not copy—your own approach.
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Personal vs Professional 
Boundaries
The Separation 
Question
One of the most common dilemmas facing 
tourism journalists is whether to maintain 
separate personal and professional accounts. 
There's no universal answer, but several factors 
should guide your decision.

Consider your privacy needs, professional 
brand, and content strategy. If your personal 
life regularly intersects with travel or if you're 
comfortable sharing both, a unified account 
may work. However, many journalists prefer 
separation to maintain boundaries and ensure 
their professional presence remains focused.

Professional Account Focus

Published work and portfolio pieces

Destination insights and travel tips

Industry news and commentary

Behind-the-scenes journalism process

Professional networking and collaboration

Personal Account Content

Family and personal relationships

Hobbies unrelated to journalism

Personal opinions on sensitive topics

Casual, unpolished moments

Private travel experiences

Whatever you choose, be intentional. Your 
professional reputation is built over years but 
can be damaged in moments. Think carefully 
about what serves your journalistic credibility 
versus what satisfies personal expression.
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Cross-Platform Strategy
Effective tourism journalism in the digital age requires a cohesive strategy that leverages the 
strengths of multiple platforms whilst maintaining a consistent narrative thread. Rather than simply 
reposting identical content everywhere, adapt your stories to each platform's unique characteristics 
and audience expectations.

Long-Form Article
Your comprehensive destination feature 
serves as the anchor content—the most 
detailed, researched piece.

Visual Excerpts
Extract compelling photographs and quotes 
for Instagram carousels and Stories, driving 
traffic to the full article.

Video Adaptation
Transform key insights into short TikTok or 
YouTube videos, offering a different entry 
point to your reporting.

Audio Discussion
Discuss your findings in podcast format or 
audio clips, reaching audiences during 
commutes or workouts.

This multiplier effect ensures your journalism 
reaches diverse audiences across their 
preferred platforms whilst reinforcing your key 
messages. Each platform serves a specific 
purpose in your content ecosystem, from 
awareness-building to deep engagement to 
conversion.

Link strategically between platforms. Use 
Instagram Stories to tease YouTube videos. 
Reference your LinkedIn articles in Twitter 
threads. Build a content web that encourages 
audiences to follow you across multiple 
channels, deepening their engagement with 
your work.
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Ethical Guidelines for Digital 
Tourism Journalism
The democratisation of travel content creation has blurred lines between journalism, marketing, and 
entertainment. As a tourism journalist, your commitment to ethical standards distinguishes your 
work and protects your credibility. These principles should guide every piece of content you create 
and share.

1

Transparency in 
Sponsorships
Always disclose when 
content is sponsored, 
includes affiliate links, or 
results from press trips. 
Use clear, unambiguous 
language like "sponsored" 
or "paid partnership"—
never bury disclosures in 
hashtags.

2

Authentic 
Representation
Resist the temptation to 
over-edit or misrepresent 
destinations. Show places 
honestly, including 
challenges alongside 
highlights. Your audience 
deserves truth, not fantasy.

3

Cultural 
Sensitivity
Research cultural norms 
before visiting and 
representing destinations. 
Avoid stereotypes, 
appropriation, and 
exploitative imagery. 
Centre local voices and 
perspectives.

4

Source Attribution
Credit photographers, quote sources 
properly, and acknowledge local guides and 
experts who inform your work. Journalistic 
integrity requires proper attribution.

5

Environmental 
Responsibility
Consider the impact of promoting 
destinations. Are you encouraging 
sustainable tourism or contributing to 
overtourism? Balance promotion with 
responsibility.
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Storytelling Techniques for 
Social Media
The Art of Micro-
Storytelling
Social media demands economy of language 
and immediate impact. Unlike traditional 
longform journalism where you can build slowly 
towards your point, social content must hook 
attention within seconds whilst delivering 
genuine value. This requires adapting classic 
storytelling techniques to compressed formats 
without sacrificing depth or nuance.

Every piece of social content should answer 
three questions: Why should I care? What will I 
learn or feel? What should I do next? These 
questions form the foundation of effective 
micro-storytelling across all platforms.

The Hook
Your opening line or 
image must stop the 
scroll. Use surprise, 
emotion, questions, or 
bold statements to 
capture attention 
immediately.

Emotional 
Connection
Ground your story in 
human experience. 
Whether joy, wonder, 
challenge, or 
discovery, emotion 
makes content 
memorable and 
shareable.

Value Delivery
Provide actionable 
insights, new 
perspectives, or practical 
information. Your 
audience's time is 
precious—respect it with 
substantive content.
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Visual Hierarchy in Social 
Content
Effective social media content relies on visual hierarchy—the strategic arrangement of elements to 
guide audience attention and comprehension. Understanding how people process visual information 
allows you to craft content that communicates clearly even when viewed quickly on mobile devices.

Lead Image Selection
Choose photographs that are immediately 
compelling, clearly composed, and 
emotionally resonant. Avoid cluttered or 
confusing visuals that require explanation.

Caption Structure
Open with your hook, develop your story or 
insight in the middle, and end with a call-to-
action or question. Use line breaks for 
readability.

Strategic Hashtags
Research relevant hashtags that balance 
popularity with specificity. Place them at the 
end of captions or in first comment to avoid 
cluttering your text.

Clear Call-to-Action
Tell audiences what you want them to do: 
read your article, share their experiences, 
save for later, or visit your website. Clarity 
drives engagement.

26



The Story Arc in Short-Form 
Video
Video content on platforms like TikTok, Instagram Reels, and YouTube Shorts follows narrative 
principles despite their brevity. Mastering the compressed story arc separates engaging video 
journalism from forgettable content.

Problem

0-3 seconds

Present a question, 
challenge, or 
curiosity gap that 
demands resolution. 
"Ever wondered why 
this village 
disappeared?"

Discovery

3-15 seconds

Begin revealing 
information through 
compelling visuals 
and concise 
narration. Show, 
don't just tell.

Emotion

15-40 seconds

Connect the 
information to 
human experience. 
Interview locals, 
show reactions, build 
empathy and 
understanding.

Reflection

40-60 seconds

Provide perspective, 
broader context, or 
call-to-action. Leave 
audiences with 
something to think 
about or do.

Technical Note: The first 3 seconds determine whether viewers continue watching. Front-
load your most compelling visual or statement. Monitor your retention analytics to 
understand where audiences drop off and adjust accordingly.
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Integrating Multimedia 
Elements
Contemporary tourism journalism transcends single-medium storytelling. The most impactful 
content strategically combines text, images, video, and audio to create immersive, multi-sensory 
experiences that transport audiences to destinations they may never physically visit.

Audio 
Layering
Ambient sound—
market chatter, 
waves, street 
musicians—adds 
authenticity to 
video content. 
Natural audio 
makes destinations 
feel immediate and 
real.

Text 
Overlays
On-screen text 
makes content 
accessible to 
viewers watching 
without sound 
whilst emphasising 
key points. Use 
readable fonts and 
high contrast.

Varied 
Perspective
s
Mix ground-level 
shots, drone 
footage, close-ups, 
and wide angles to 
maintain visual 
interest and 
provide 
comprehensive 
destination 
understanding.

When integrating multimedia elements, ensure each serves a journalistic purpose rather than merely 
decorative function. Every audio clip, graphic, or video transition should advance your story, clarify 
information, or deepen emotional engagement.

28



Data-Driven Storytelling
Credibility Through 
Facts
Incorporating data, statistics, and local facts 
distinguishes professional journalism from 
superficial travel content. Well-researched 
information builds authority, provides context, 
and helps audiences understand destinations 
beyond surface aesthetics.

However, data must be presented accessibly. 
On social media, dense statistics overwhelm. 
Instead, extract the most compelling figures 
and visualise them through graphics, charts, or 
clever text formatting.

83%
Research Online

Percentage of travellers who 
use social media to research 
destinations before booking

2.5x
Engagement Rate

Video content receives 2.5 
times more engagement than 

static images on travel 
platforms

67%
Trust Factor

Travellers who say journalist-
created content influences 

their destination choices more 
than influencer content

When citing data, always provide sources and context. A statistic without explanation can mislead. 
Help audiences understand what numbers mean and why they matter to the broader tourism 
narrative you're constructing.
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Tools for Content Creation & 
Management
Professional tourism journalism requires not only creative skills but also practical tools for planning, 
creating, and analysing content efficiently. The right technological toolkit allows you to maintain 
consistency whilst managing multiple platforms and deadlines.

Content 
Planning
Later, Buffer, Meta 
Business Suite

Schedule posts across 
platforms, visualise your 
content calendar, and 
maintain consistent 
presence without constant 
manual posting.

Visual Creation
Canva, Adobe Express

Design professional 
graphics, infographics, and 
templates without 
extensive design training. 
Essential for cohesive 
visual branding.

Video Editing
CapCut, Adobe Premiere 
Rush, InShot

Edit compelling video 
content on mobile or 
desktop. These tools offer 
professional features with 
intuitive interfaces suited 
for social formats.

Analytics
Native platform analytics, 
Google Analytics

Track performance metrics, 
understand audience 
behaviour, and refine your 
content strategy based on 
data rather than 
assumptions.

Link 
Management
Linktree, Beacons, Shorby

Overcome single-link 
limitations in bios by 
creating landing pages that 
showcase your portfolio 
and direct audiences to 
multiple destinations.

Hashtag 
Research
Hashtagify, RiteTag, 
Display Purposes

Identify trending and 
relevant hashtags to 
expand your content's 
reach whilst avoiding 
banned or problematic 
tags.
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Understanding Analytics & 
Key Metrics
Data literacy separates strategic content creators from those posting blindly. Understanding 
analytics allows you to identify what resonates with audiences, optimise your approach, and 
demonstrate value to editors or tourism boards commissioning your work.

Essential KPIs for 
Journalists

Reach: Total unique accounts that saw your 
content. Indicates your potential audience 
size.

Engagement Rate: Percentage of audience 
who interacted (likes, comments, shares, 
saves). Reveals content quality and 
relevance.

Impressions: Total views, including multiple 
views by same account. Shows content 
circulation.

Watch Time/Retention: How long viewers 
watch videos. Critical for understanding 
content effectiveness.

Click-Through Rate: Percentage clicking 
links. Measures ability to drive traffic to your 
articles or website.

Follower Growth: New followers over time. 
Indicates brand-building success.

Interpreting the Numbers

Avoid vanity metrics like total likes or followers 
without context. Instead, analyse trends over 
time, compare performance across content 
types, and identify patterns in your most 
successful posts.

Ask critical questions: Which topics generate 
most engagement? What posting times 
perform best? Which platforms deliver highest 
quality engagement? Use answers to refine 
your strategy continuously.
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Accessibility & Inclusivity
Professional journalism serves diverse audiences, including people with disabilities, those whose first 
language differs from yours, and users with varying technological access. Building accessibility and 
inclusivity into your social media practice isn't merely ethical—it expands your potential audience 
and demonstrates journalistic excellence.

1
Alt Text for Images
Write descriptive alt text for every image you post. Describe what's visually significant: 
"Sunset over Santorini's white buildings with blue-domed churches" rather than just 
"Greece." Screen readers rely on this text.

2
Captions & Subtitles
Add captions to all video content. Over 85% of social media video is watched without 
sound. Captions ensure your message reaches audiences in sound-sensitive 
environments and aids comprehension.

3
Colour Contrast
Ensure text overlays maintain sufficient contrast against backgrounds for readability. 
Use high-contrast colour combinations and avoid relying solely on colour to convey 
information.

4
Plain Language
Write clearly and concisely. Avoid unnecessary jargon, define specialised terms, and 
structure sentences for clarity. This benefits everyone, especially non-native speakers.
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Environmental & Sustainable 
Communication
Responsible Tourism 
Journalism
Tourism journalism carries significant 
responsibility. Your content influences where 
people travel, how they behave at destinations, 
and ultimately impacts local communities and 
environments. Embracing sustainable 
communication principles ensures your work 
contributes positively to the places you cover.

Consider the potential consequences of your 
content. Will featuring a hidden beach lead to 
overtourism? Does your framing encourage 
respect for local culture or treat it as exotic 
spectacle? Are you amplifying destinations 
struggling with visitor volume or highlighting 
sustainable alternatives?

Promote Sustainable 
Practices
Highlight eco-friendly accommodations, 
responsible tour operators, and 
destinations implementing sustainability 
initiatives. Use your platform to reward 
and encourage environmental 
stewardship.

Centre Local Voices
Interview local residents, business 
owners, and cultural experts. Allow 
communities to represent themselves 
rather than imposing external narratives.

Consider Timing
Promote off-season travel when 
appropriate. Distribute tourism benefits 
throughout the year rather than 
concentrating visitors during peak 
periods.

Balance Promotion
Acknowledge challenges alongside 
highlights. Honest reporting about 
overtourism, environmental strain, or 
cultural tensions serves audiences and 
destinations better than uncritical 
promotion.
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Common Mistakes to Avoid
Even experienced journalists make social media missteps. Learning from common errors helps you 
avoid damaging your credibility, audience relationships, or professional opportunities. These pitfalls 
appear frequently but remain entirely preventable with mindfulness and strategy.

Overposting
Flooding followers' feeds 
creates fatigue and 
reduces engagement. 
Quality trumps quantity—
one exceptional post per 
day outperforms five 
mediocre ones. Focus on 
consistency over 
frequency.

Ignoring 
Engagement
Social media is 
conversational. Posting 
without responding to 
comments or engaging 
with your community 
appears one-directional 
and damages relationship-
building. Allocate time for 
genuine interaction.

Inconsistent 
Voice
Dramatic shifts in tone or 
style confuse audiences. 
Whilst adapting to 
platforms, maintain core 
values and personality. 
Your audience follows you 
for your specific 
perspective.

Neglecting 
Analytics
Creating content without 
reviewing performance 
data means missing 
insights about audience 
preferences. Regularly 
analyse what works and 
adjust accordingly.

Poor Fact-
Checking
Speed never justifies 
inaccuracy. Verify 
information before 
posting, even on "casual" 
platforms. Your journalistic 
reputation depends on 
reliability across all 
channels.

Copying 
Competitors
Inspiration differs from 
imitation. Develop your 
unique angle rather than 
replicating successful 
creators. Audiences value 
authenticity over derivative 
content.
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Avoiding Cultural 
Stereotyping
Beyond the Exotic Gaze
Tourism journalism historically perpetuated 
harmful stereotypes, depicting destinations 
through reductive, exotic, or colonial lenses. 
Contemporary journalists must actively work to 
decolonise their perspective and represent 
places with nuance, complexity, and respect.

Stereotyping occurs when we reduce entire 
cultures to singular characteristics—portraying 
African nations only through poverty or wildlife, 
Asian countries through ancient traditions 
whilst ignoring modernity, or Latin American 
destinations solely through beaches and 
parties.

Research Cultural Context
Understand historical, political, and social contexts before visiting. Recognise your own cultural 
biases and how they might influence your perception and reporting.

Avoid Poverty Porn
Don't exploit hardship for emotional engagement or dramatic storytelling. When covering 
challenging realities, do so respectfully, with dignity, and with purpose beyond shock value.

Show Diversity
Represent the full spectrum of life in any destination—urban and rural, traditional and 
contemporary, struggle and celebration. Destinations are complex ecosystems, not monoliths.

Check Language
Avoid terms like "primitive," "exotic," "unspoiled," or "undiscovered." These words carry colonial 
implications and deny local agency and development.

Seek Permission
Always ask before photographing people, particularly in vulnerable situations or sacred spaces. 
Respect when permission is denied.
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Building Community Through 
Engagement
Social media's greatest strength lies in fostering genuine connections between journalists and 
audiences. Unlike traditional media's one-way communication, social platforms enable dialogue, 
collaboration, and community-building that enriches both your journalism and audience experience.

01

Respond 
Thoughtfully
Reply to comments with 
substance, not just emojis. 
Answer questions, 
acknowledge insights, and 
engage meaningfully. This 
demonstrates respect for your 
audience's time and 
contributions.

02

Ask Questions
Invite audience participation 
through polls, questions, and 
calls for experiences. User-
generated content and 
crowdsourced insights can 
enhance your journalism whilst 
making followers feel valued.

03

Feature Followers
Share audience photos (with 
permission and credit), 
highlight their travel stories, or 
incorporate their questions into 
your content. This builds 
reciprocal relationships.

04

Create Conversations
Post content that invites discussion rather than 
passive consumption. Controversial opinions, 
thought-provoking questions, or requests for 
advice generate engagement and community.

05

Network Professionally
Tag and engage with other journalists, tourism 
professionals, and industry leaders authentically. 
Build professional relationships through genuine 
interaction, not transactional follows.

36



Tips for Long-Term Success

Consistency 
Over Perfection
Regular presence with 
good content beats 
sporadic perfection. 
Develop sustainable 
posting rhythms you can 
maintain long-term without 
burning out.

Evolve Your 
Strategy
Social media platforms 
change constantly. Stay 
informed about algorithm 
updates, new features, and 
shifting audience 
preferences. Adapt whilst 
maintaining core values.

Invest in Skills
Continuously improve your 
photography, videography, 
writing, and editing 
capabilities. Professional 
development distinguishes 
your work in competitive 
digital spaces.

Maintain 
Boundaries
Protect your time and 
mental health. Social media 
shouldn't consume every 
waking hour. Set 
boundaries around 
checking notifications and 
engaging online.

Document Your 
Process
Share behind-the-scenes 
content showing your 
journalistic process. This 
builds transparency, 
educates audiences about 
journalism, and humanises 
your work.

Build Your 
Archive
Maintain organised records 
of your best work. Create 
highlight reels, portfolio 
pieces, and case studies 
that demonstrate your 
capabilities to potential 
clients or employers.

Success in social media tourism journalism 
requires patience, persistence, and continuous 
learning. Overnight viral success is rare and 
often fleeting. Instead, focus on steady growth, 
improving craft, and building authentic 
relationships with audiences who value your 
unique perspective and journalistic integrity.
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The Truth-Teller's 
Commitment
"Good tourism 
journalism 
doesn't sell 
places—it tells 
their truth."

This guiding principle should inform every piece of 
content you create. In an industry often driven by 
marketing budgets and promotional agendas, your role 
as a journalist remains distinct: to inform, contextualise, 
and provide honest representation that serves audience 
interests above commercial pressures.

Social media offers unprecedented opportunities to 
share stories, amplify underrepresented voices, and 
influence how millions experience destinations. This 
power carries profound responsibility. Use your platforms 
to showcase destinations authentically, promote 
sustainable tourism, challenge stereotypes, and create 
content that enriches rather than exploits.

As you develop your social media presence, remember 
that technology and platforms will continue evolving. 
What remains constant is the value of strong storytelling, 
ethical practice, cultural sensitivity, and genuine 
audience connection. Master these fundamentals whilst 
adapting to technological change, and your tourism 
journalism will thrive across whatever platforms emerge 
next.

Your voice matters. The destinations you cover, the 
perspectives you amplify, and the stories you tell shape 
how audiences understand our diverse, complex world. 
Approach this responsibility with curiosity, humility, and 
unwavering commitment to truth. That's what transforms 
social media content into journalism worth reading, 
watching, and trusting.
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Chapter 3: VIDEO 
PRODUCTION FOR 
TOURISM STORIES
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Who Is This 
Guide For?
This chapter is dedicated to those who 
want to tell stories through images, 
promote beautiful places and inspire 
others to discover the world through 
their eyes. You don't need to be a 
professional director or cameraman – all 
you need is a passion for travel, curiosity 
and a desire to learn how to create 
quality video content, step by step.

Whether you want to make a travel vlog, a mini-
report, an interview with a local or a short video 
(Reels, Shorts, TikTok) about a spectacular 
landscape, this guide shows you how to go from 
idea to edited, published clip ready to conquer the 
internet.

Why Videos in 
Tourism?
Videos tell stories more vividly than any 
photograph. The sound of the waves, 
the smile of a local, the light of the 
sunset slowly moving over a mountain 
village – all of these create an emotion 
that you can convey much more easily 
through video.

In a world where social media platforms 
(Instagram, TikTok, YouTube Shorts) are 
full of content, a well-thought-out clip 
can make you stand out. More 
importantly, it can convince people to 
visit the places you promote.
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What Will You Learn in This 
Guide?

Topic & Format 
Selection
How to choose the right 
topic and video format 
(interview, report, video 
podcast, reels, etc.)

Equipment 
Essentials
What equipment you need 
and how to use it – from 
your mobile phone to a 
lavalier microphone

Pre-Production 
Research
How to do your research 
before filming to tell a 
coherent story

Script Writing
How to write a simple and 
effective script

Filming 
Techniques
How to shoot stable and 
clear footage, even if you 
have no experience

Video Editing
How to edit your footage in 
free apps such as CapCut, 
step by step

Export & Optimize
How to export and optimise your video for 
social media

Pro Tips & Tricks
Tips & tricks for content that captures 
attention

The Three Stages of Video 
Production
In the following pages, we will go through each stage of video production together:

Pre-production
Where it all begins, with the 
idea and planning

Production
The actual filming

Post-production
Editing and publishing the 
video

Everything is explained clearly, with examples, tricks and tools that will make your life easier.
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STAGES OF VIDEO PRODUCTION

Pre-production: Laying the 
Foundation
Pre-production is the stage where the foundations for a successful video are 
laid. It's like when you're planning a trip: if you know where you want to go, what 
you want to see and what luggage to take, everything goes more smoothly. The 
same goes for a video project.

Defining the Concept 
and Format
The first thing you need to do is answer a 
simple question:

What story do I want to tell and why?

You can choose from several video formats, 
depending on your message and your target 
audience:

Subject-Purpose: Promoting tourist, historical 
and leisure destinations.

Format: Interview-podcast, mini-report, video 
news, reels, shorts, Tik Tok, etc.

Research & Script 
Development
01

Subject 
Documentaries
Now that you know what you 
want to film, it's time to find out 
more about that topic. It's 
important to have a bit of 
context, even if you're making a 
short clip.

02

Gather 
Information
Gather information about the 
topic you want to 
communicate.

03

Identify Key 
Elements
Location, subjects, advantages 
or strengths that we want to 
highlight in images or sound 
(voice-over)
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Writing a Simple Script
Don't be intimidated by the word "script". You don't need a complicated document, just a clear outline 
of the story you want to tell.

What a simple script includes:

Opening: what image or line opens the clip?

Structure: the order in which the characters, frames, and locations appear

Narrator's voice (if applicable): what do you say in the voice-over or what questions do you 
ask

The ending: how does the story end? (e.g. an invitation to visit, a quote, a memorable 
image)

Example: "Welcome to Roșia Montană – a place where history and nature intertwine. Today we talk 
to Moș Ilie, who tells us what life was like in the mine 50 years ago..."

Shot List & Equipment Planning
Shot List
A well-organised video has a visual plan. This helps 
you remember to film something important when you 
are in the field.

You can organise your plan as follows:

By shot type:

Wide shot – landscape, building, village from 
above

Medium shot – people in action, interactions

Close-up – details (hands, traditional objects, 
smiles, textures)

By content:

Outdoor/indoor locations

People (in interviews, in action)

Important visual elements (food, objects, nature)

Recommendation: Write down all 
the shots you want to capture on 
paper or in a note-taking app. 
During filming, tick off what you 
have achieved.

Choosing Equipment
For a podcast interview, you need two 
cameras or phones (one to film the 
subject, the other to film the 
interviewer).

For a mini-report or video news item, a 
single recording device can be used.
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Video and Audio 
Recording 
Equipment

A. BASIC Setup
Approx. 2,500 lei (approx. 500 EUR)

Mobile phone (smartphone)

Tripod

Lavalier microphone

Mobile phone stabiliser (optional)

B. PROFESSIONAL 
Setup
Approx. 25,000 lei (approx. 5,000 EUR)
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PRODUCTION

How to Film High-Quality 
Material
Setting Up the Equipment
A good setup = a clear video with no surprises.

If you are filming a 
podcast/interview:

Use two cameras:

One positioned on the subject

Another on you or on a general shot 
with both of you

Mount them on stable tripods and check 
the framing

Check the natural light or use an LED light if 
filming indoors

Position the lavalier microphones correctly 
(discreetly hidden on clothing)

If you are filming 
reportage/dynamic 
shots:

Use a single camera, but change the type of 
shot frequently:

Wide shots for landscapes

Medium shots for action

Close-ups for details

If you have one, use a stabiliser (gimbal or 
phone grip)

Recording with two cameras allows us to produce dynamic video footage in a two-shot 
montage.
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Capturing Video Images
Now comes the fun part – filming!

Video images are recorded on the phone's storage medium or, optionally, on an external hard drive 
attached to the filming equipment.

The podcast interview format is recorded continuously without stopping the device for the 
entire duration of the interview. This creates an uninterrupted line of video files that helps 
us organise the frames more efficiently in the edit.

Creating Dynamic Material

To produce dynamic material, after recording the podcast interview, it is recommended to take short 
recordings (1-2 min/recording) of video images, using the phone's image stabilisation equipment, 
with characters, location, and relevant details that can be illustrated in the final video material.

We can use these short recordings with ambient sound if we intend to produce a mini-report (3-4 
min) or a video news item, reels, short, etc. (30 sec – 1 min).

These video materials (video news, reels, shorts) are useful in promoting the main material (podcast 
interview) or broadcasting them independently in a news edition.

Press "Rec" and DO NOT turn off the device during the entire conversation.

46



Recording 
Sound Files
Good sound makes the difference between 
an amateur and a professional clip.

Sound Recording Best 
Practices

For better and more efficient management of the final 
material in editing, sound files are recorded 
embedded in the video files using wireless lavalier 
microphones connected to the recording device 
(phone).

After mounting the receiver module on the recording 
equipment (phone), select the lavalier microphone for 
recording from the phone menu.

For short recordings, it is recommended to 
capture ambient sound using the recording 
device's (phone's) built-in microphone.
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Checking Video and Audio 
Recordings

It is recommended to check the 
video and audio materials to 
ensure that we have recorded all 
the frames we need for editing.

Post-Filming Checklist

Once you have filmed everything you set out to film (and maybe even more):

01

Check each file
Is the image clear? Is the sound 
good?

02

Make a note of 
successful shots
This will help you in the editing 
stage

03

Transfer files 
safely
Transfer them to a laptop or the 
cloud – don't leave all your files 
on your phone

Where should you save your files?

On your phone (if you're filming with your mobile) – make sure you have enough space

On an SD card (if you are using a camera)

On an external hard drive or in the cloud – for backup
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Tips & Tricks from the Field
Film More Than 
Needed
Film more than you think 
you will use – you will 
appreciate the options when 
editing

Vary Your Angles
Don't always film from the 
same place or angle – 
change your perspective

Mind the Light
Avoid filming in strong 
sunlight at midday – the 
light is harsh and the 
shadows are unpleasant

Lock Exposure & Focus
Use the exposure and focus lock function (on 
your phone) for a stable image

Clean Your Lens
If you're filming with your phone – clean the 
camera before filming!

POST-PRODUCTION

How to Edit and Turn Your 
Footage into a Story
Once you've filmed everything you need, the magic of editing begins. This is where 
you choose what stays, what gets cut and how your visual story flows. You don't 
need an editing team or a professional studio – just a little patience, creativity and 
the right software.
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Choosing Editing Software

CapCut – The King of 
Mobile Editing
1 Free (with paid Pro option)

2 Available for Android and 
iPhone

3 Allows video editing with 
multiple functions:

Cutting, trimming, and pasting clips

Adding text, filters, music, voice-overs

Overlaying elements (stickers, logos)

Transitions and dynamic effects

Direct export to Instagram, TikTok, YouTube

4 Includes templates and AI 
captions (automatic subtitles)

Other Useful Options:

1

InShot (mobile)

2

VN Video Editor 
(mobile and 
desktop)

3

DaVinci Resolve 
(desktop, free 
and extremely 
professional)

4

Adobe Premiere Rush (mobile and desktop, easy to use)
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The Editing Process: Step by 
Step

1. Organising 
Your Material 
in a Timeline
A timeline is like a comic 
strip: you arrange all the 
video, audio and visual 
pieces that make up your 
story in order.

How to get started:

Import all your video 
and audio files

Choose the best 
sequences – the clear, 
well-framed, relevant 
ones

Arrange them 
according to the script 
or a new visual story 
that is taking shape in 
your head

Add the main audio 
(interview, voice-over)

2. Add Music, 
Voice-over 
and Ambient 
Sounds
Sound is just as important 
as image. It brings emotion, 
rhythm and atmosphere.

3 important types of sound:

Main voice – interview 
or voice-over

Background music – for 
rhythm and atmosphere

Ambient sounds – wind, 
footsteps, laughter, 
waves, etc.

Recommendation

s for music: 
Epidemic Sound, 
Artlist, Pixabay 
Music – royalty-
free music. 
Choose music that 
doesn't drown out 
the voice, but 
supports it.

3. Cutting 
and Final 
Editing
Now comes the part where 
you 'cut the fat' and leave 
only the essentials.

Basic rules:

Be concise – keep only 
the sequences that say 
something clearly

Variety of shots – 
alternate between wide, 
medium and close-up 
shots

Smooth transitions – 
use simple effects 
between shots (don't 
overdo it)

Add text or subtitles for 
clarity and accessibility
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Finalizing & Exporting Your 
Video

1

Filters, Corrections and Visual Elements
You can add a touch of professionalism with colour filters or slight corrections.

CapCut has predefined filters – test them and choose one that suits the atmosphere

Don't overdo the saturation – the image should remain natural

You can add: Informative text (e.g. 'Peleș Castle, Sinaia'), Your logo/brand if you are posting 
on your own account, Automatic subtitles (CapCut creates them with AI and they can be 
edited)

2

Test the Final Version
Once you have finished editing:

Play the clip from start to finish

Check: The volume of the voice and music, Transitions (they should not be abrupt), Text or 
image errors

Show the clip to a friend or colleague – an outside opinion always helps

3

Exporting the Clip
Now it's time for the final export – that is, converting the editable project into a video file that 
can be published.

Recommended export settings:

Format: MP4 (universal, compatible with all platforms)

Resolution: 1080p (Full HD) – minimum recommended

Frame rate: 30 fps (standard)

Bitrate: Auto or medium for quality/size balance

Tip: After exporting, watch the final file. Check the image, sound, and overall quality.

Direct Export to Platforms

Apps such as CapCut or InShot allow you to export directly to: Instagram Reels, TikTok, YouTube Shorts, 
Facebook

When publishing, ensure that: You have a clear and interesting description, You use relevant hashtags, Tag 
the location and any people involved
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· Rough editing of materials and creating the story in the timeline

Launch the CupCut app, press the "New 
Project" button to generate a new project.

.Select the video clips from your phone's file, press 
"Add"

· 

In the edit module, cut out the sequences we 
need.

In the edit module, select "Add sound".
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In the edit module, select "Add text". In the edit module, select "Export".

Select "Video" as the output format and 
"MP4" as the video codec in the export 
settings. In addition, you can select your 
preferred video resolution and frame rate. 
To start the conversion process, tap the 
"Export" button.

When you are finished, export the video in the 
desired format and resolution and share it on your 
social media accounts, as shown in the image below.
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EXPORT

Please note that when converting a video to MP4 format, variables including the resolution and bit 
rate of the original video, the software or service used for conversion, and the settings you select 
may impact the quality of the final MP4 file. After conversion, it's a good idea to check the final MP4 
file to ensure it meets your quality and compatibility standards.

You've worked hard, filmed, edited, and created a great clip. Congratulations! But if no one sees it... 
your work remains a "beautiful secret." That's why distribution and promotion are just as important 
as the filming itself.

Final Tips for Success
Plan & Adapt
Plan well before you film, but be 
prepared to adapt on the spot.

Natural Light
Pay attention to natural light: early 
morning and evening have the most 
beautiful light (golden hour).

Use Stabilisers
Your phone or camera will capture much 
smoother footage without shaking.

Sound Matters
A lavalier microphone and ambient 
recording make the difference between 
an amateur and a professional video.

Keep It Simple
Keep the story simple and clear: focus 
on the essence, avoid oversaturating the 
frames.

Test & Review
Watch the clip before publishing and ask 
for feedback.
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Common Mistakes to Avoid & 
The Right Attitude
Common Mistakes to 
Avoid

Filming with too much light or from behind 
(backlighting): avoid filming with the sun in 
front of the camera without proper 
reflections.

Poor sound or loud background noise: make 
sure the microphone clearly picks up voices.

Shots that are too long or boring: change 
the shots and keep things dynamic.

Too many effects and filters: these risk 
distracting from the main message.

Neglecting file organisation: keep your 
footage well organised for efficient editing.

Not recording backup material: always film 
an extra shot or with another device, if 
possible.

The Right Attitude

Congratulations!
You have now all the elements you need to create travel videos that inspire and 
attract people to the destinations you love.
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Be curious and open to new experiences, 
let your creativity fly!

Communicate with the locals, they have 
stories that add soul to your video.

Enjoy the process, every shoot is an 
adventure!



Chapter 4: 
Podcasting in Travel 
Journalism
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Definition and Strategic 
Relevance of Podcasts

Definition
An audio (and sometimes 
video) format published 
periodically online, which 
may contain discussions, 
stories, analyses, interviews 
or monologues.

Structure
Usually has a central 
theme, a host (or hosts) 
and may include recurring 
episodes.

Purpose
Information, entertainment, 
education or a combination 
thereof.

Duration

Can vary greatly — from 5 
minutes to over an hour.

Flexibility

Can be just the host 
(monologue), with guests, or 
in the form of a debate, story, 
analysis, etc.

Audience

Aimed at a wide audience, 
who can listen anytime, 
anywhere.

A podcast is a form of digital audio communication, structured in episodes, distributed via 
the internet. Unlike traditional media, such as radio, which operates on the principle of 
broadcasting, podcasting is an on-demand service. Listeners are free to consume content 
anytime, anywhere, on a variety of devices.
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Strategic Marketing Tool for 
Tourism Entrepreneurs
From a tourism entrepreneur's perspective, a podcast is not just a content channel, 
but a strategic marketing and brand building tool. It allows you to create an 
authentic and deep connection with your audience, providing an ideal platform for:

Immersive 
storytelling
Creating captivating 
stories about tourist 
destinations, culinary 
experiences or local 
cultures.

Increasing 
credibility
Positioning yourself as an 
expert in the field through 
detailed discussions with 
industry specialists.

Audience 
loyalty
Turning passive listeners 
into brand ambassadors 
by creating a community.
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Podcast Launch Strategy
To successfully navigate the podcasting landscape, a structured approach is essential.

1Identify your niche and 
target audience

Choose a specific niche in tourism with 
a clear theme (e.g., adventure tourism 

in the Carpathians, sustainable 
holidays, culinary itineraries in 

Transylvania, 48-hour city breaks, or 
regional gastronomy in Transylvania) to 

avoid general competition. Define the 
ideal listener profile precisely - age, 

budget, interests (family, solo travel, 
foodies).

2 Format and episode 
themes
Decide on the format (interviews with 
experts, monologues, travel stories) 
and develop a list of relevant topics 
with short outlines per episode (key 
points, 3 questions for the guest) for at 
least 10 episodes. A memorable title 
and concise description are vital.

3Branding and identity
Create a professional podcast cover 

and a short musical introduction 
(intro/outro) that reflects your travel 

brand identity.
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Necessary Equipment and 
Software Solutions
The initial investment in quality equipment ensures professional sound, which is crucial for 
maintaining your audience.

Hardware equipment

Microphone
A robust choice for beginners is 
a USB microphone, such as the 
Rode NT-USB+ or Shure MV7. 
For superior quality, an XLR 
microphone such as the Rode 
PodMic or Shure SM7B, 
combined with an external 
audio interface (e.g. Focusrite 
Scarlett 2i2), is the professional 
standard.

Monitoring 
headphones
To detect imperfections in real 
time, over-ear headphones 
such as the Audio-Technica 
ATH-M20x are recommended.

Accessories
A pop filter and microphone 
stand are essential to ensure 
clarity and stability of the 
recording.
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Software Solutions
Recording and editing
Audacity is a free solution, excellent for 
beginners. Adobe Audition is the industry 
standard for professional editing. For Windows 
users, Microsoft Teams or Microsoft Stream 
can be used to record remote interviews with 
decent audio quality, but the files then need to 
be edited in a dedicated programme.

Hosting platforms
To distribute your podcast on platforms such as 
Spotify or Apple Podcasts, you will need a 
hosting platform such as Buzzsprout or Libsyn. 
These generate an RSS feed, which is the 
fundamental technical requirement of all 
podcast aggregators.
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Promotion and Growth 
Strategy
The success of a podcast depends not only on the quality of the content, but 
also on an effective promotion strategy.

Platform 
distribution
Ensure that your podcast is 
listed on all major directories 
(Spotify, Apple Podcasts, 
Google Podcasts, etc.) 
through your hosting 
platform.

Integrated digital 
marketing
Create visual content (short 
clips, audiograms) from the 
most relevant moments of 
the episodes and distribute it 
on Facebook, Instagram, 
TikTok, and LinkedIn. Build 
an email database and send 
out a weekly newsletter 
announcing new episodes. 
Exchange promotions with 
other podcasters in the 
tourism industry or invite 
specialists in the field to 
access their audience.

Search Engine 
Optimisation 
(SEO)
Use relevant keywords in 
episode titles and 
descriptions (e.g. "Morocco 
holiday", "travel guide", 
"sustainable tourism") to 
make them easier to 
discover.
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Podcast vs. Interview: 
Understanding the Difference
Podcast

Definition: An audio (and sometimes video) 
format published periodically online, which 
may contain discussions, stories, analyses, 
interviews or monologues.

Structure: Usually has a central theme, a 
host (or hosts) and may include recurring 
episodes.

Purpose: Information, entertainment, 
education, or a combination thereof.

Duration: Can vary greatly — from 5 
minutes to over an hour.

Flexibility: Can be just the host 
(monologue), with guests, or in the form of 
a debate, story, analysis, etc.

Audience: Aimed at a wide audience, who 
can listen anytime, anywhere.

Interview
Definition: A structured conversation 
between an interviewer and an interviewee, 
with the aim of obtaining information, 
opinions or stories.

Structure: Focused on questions and 
answers, with a clear role for each 
participant.

Purpose: To obtain perspectives, clarify 
topics, get to know a person.

Duration: Usually shorter and more focused 
than a podcast (but not necessarily).

Flexibility: Although it can be part of a 
podcast, the interview alone is just a form of 
content, not a recurring format.

Audience: Can be aimed directly at an 
audience (TV, radio, online) or conducted 
for internal purposes (research, journalism, 
recruitment).

In short: A podcast is a "container" — a programme format that can include interviews as 
well as other types of content. An interview is a specific technique/conversation that can 
exist on its own or as part of a podcast.

In conclusion, launching a podcast requires meticulous planning, a smart investment in equipment, 
and a proactive promotion strategy. However, once implemented, this platform can become a 
valuable asset for your tourism business, turning a simple audience into a loyal community.
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Practical Example: Podcast 
Structure

Podcast Title: "Life on Two Wheels"
Host: Andrei Popescu

Episode 15: "Stories from the Apuseni Mountains"

Content:
Andrei recounts his motorcycle trip through the Apuseni Mountains.

Includes tips on equipment, safety and planning.

At the end, he invites Radu, a motorcycle mechanic, for a 15-minute discussion 
about engine maintenance during the cold season.

Note: Here, the podcast is a regular "show," and the interview with Radu is only part of 
an episode.

Interview Title: "Discussion with Radu, 
motorcycle mechanic"
Format: Questions and answers

Content:
Question 1: "What are the most common problems in winter?"

Question 2: "What lubricant do you recommend for extreme cold?"

Question 3: "How can you tell that the battery is dying?"

Note: The interview is straightforward, with no introduction or other stories. It should 
be a constructive discussion, not an interrogation, and is strictly focused on extracting 
information from the guest.
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I Want to Learn How to Make 
a Podcast!

Choose the topic and 
audience

Topic: What subject are you passionate about 
and can talk about for hours on end? (e.g. 
tourism in Romania, gastronomy, local 
history)

Target audience: Who are you addressing? 
(age, interests, level of knowledge)

Format: Monologue, discussion with co-host, 
interviews, narrative stories.

Plan the structure of the 
podcast

Duration: 15-30 minutes (easier to produce and 
consume for beginners)

Episode structure (example for an interview):

Intro (music + presentation) – 30 sec1.

Guest introduction – 1-2 min2.

Main discussion – 15-20 min3.

Conclusion and teaser for the next episode – 
1-2 min

4.
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Pre-Production: Laying the 
Groundwork
What to do before pressing RECORD

1. Logistical checklist
Invite and confirm the date/time + 
backup link (WhatsApp/phone).

1.

Check the location: small room, carpet, 
curtains, noise sources.

2.

Sign the recording agreement (see 
template below).

3.

2. Prepare supporting 
materials

Short description of the episode (max 1 
paragraph), 3-5 SEO tags, useful links for 
show notes.

1.

Equipment & Settings
What to buy/use and how to set it up

A. Minimum recommended equipment

1

Preferably a 
USB or C lavalier 
microphone: 
Samson Q2U, 
Audio-Technica 
ATR2100x, 
Shure MV7 or 
similar.

2

Over-ear 
headphones: 
Audio-Technica 
ATH-M20x or 
similar.

3

Pop filter and 
microphone 
stand/arm.

4

Laptop/PC or smartphone sufficient for editing; external 
card (optional) for XLR.
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Quality Settings and 
Microphone Techniques

B. Recommended quality & settings

Sample rate (in project): 48 kHz (ideal for video + audio), alternatively 44.1 
kHz.

Bit resolution: 24-bit when recording (or 16-bit if limited) — keep WAV for 
archiving.

Final format for upload: WAV (archive) + MP3 VBR 96–128 kbps (spoken-
word distribution); stereo at 128 kbps if you have music/effects.

Recording levels: aim for a medium-high level without clipping — wave peaks 
~-6 dBFS when recording; leave headroom.

C. Microphone techniques (clear, problem-free 
voices)

Distance from 
microphone
10–20 cm, slightly to the side to reduce 
plosives.

Angle
Microphone slightly tilted, not directly in 
front of the mouth.

Pop filter
5–10 cm in front of the microphone.

Noise control
Turn off fans, phone notifications; close 
windows if possible.
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Recording — Locally and 
Remotely

Recording tips:

Choose a small room with little reverberation (carpets, curtains, furniture) - Speak clearly 
and maintain a constant distance from the microphone (~10 cm) - Test before the episode 
- Ask your guest to use headphones; send a mini technical brief beforehand.

A. Local recording (face 
to face)

Open DAW (Audacity/Adobe 
Audition/Recorder/Phone).

Set the project sample rate to 48 kHz.

Sound test: 30 seconds of speech, check 
peaks ≤ -6 dBFS.

Record: 1-2 pilot episodes, listen and 
adjust.

B. Remote interviews
Ideal: Riverside, Zencastr (records locally on 
each end and uploads separate tracks).

Fallback: Zoom/Teams (lower quality) — 
recommendation: ask guests to record 
locally (record on phone) as a backup.
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Recording and 
Editing Software

Editing tips:

Clean up background noise - Cut out long 
pauses and stutters - Add musical intro/outro 
(copyright-free music)

Free:
Audacity (PC/Mac) – simple editing 
https://www.audacityteam.org/

GarageBand (Mac)

Riverside / Zencastr (online, for remote 
interviews)

Phone software (Voice Recorder from 
Samsung, etc.)

Paid:
Adobe Audition

Hindenburg Journalist
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Step-by-Step Editing 
(Audacity + General Tips)
https://manual.audacityteam.org/

A. General Flux

01

Import the WAV file.

02

Noise cleaning: Select 0.5–1s of "noise profile" 
(silence with background noise). Apply Noise 
Reduction (moderate values — do not overdo it).

03

Normalisation/Volume: Normalise to -3 dB (or 
manual gain adjustment).

04

EQ: High-pass filter at 80 Hz for vocals 
(eliminates murmuring). Slight boost of 2–5 dB 
between 2–6 kHz for clarity (do not overdo it).

05

Compression: ratio 2–3:1, threshold to catch 
dynamic peaks (purpose: vocal consistency).

06

De-esser: sibilance attenuation 5–8 kHz if 
"sh"/"s" is too pronounced.

07

Fade in/out & cut: Cut out loud stutters, 
open/close with fade.

08

Add intro/outro music: at -18 … -20 dB relative 
to the voice.

09

Export archive: WAV 48kHz/24bit.

10

Export for distribution: MP3 VBR 96–128 kbps 
(spoken word: 96–128), fill in ID3 tags.

Tips: always keep the raw file + final file; save the DAW project.
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Simple Mastering and 
Practical Editing Steps
B. Simple mastering (consistent sound per 
episode)

Goal: clear voice and comparable volume between episodes.

Recommended targets for podcast speech: integrated LUFS between -16 and -14 (consistent 
sound for most platforms) and peak ≤ -1 dBTP.

If you don't have a LUFS plugin, use Normalise and listen on different headphones.

Practical Editing Steps:

1. Open the project you 
want to edit

2. Cut out long pauses and 
stutters
Using the "delete" key where marked in red.

3. Save the project
4. Export the project in 
mp3 format
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Publishing the Podcast
Free platforms: Anchor (Spotify for Podcasters), Podbean, Buzzsprout

Anchor connection link: https://creators.spotify.com/

A) Metadata and cover (to be filled in during 
upload)

Artwork: minimum 1400×1400 px, 
JPG/PNG; optimally 3000×3000 for 
the future.

1.

Episode title: clear + keyword (e.g. 
"Rome in 48 hours — quick guide").

2.

Description/Show notes: short intro + 
timestamps + useful links + CTA. (See 
template below.)

3.

ID3 Tags: title, artist (podcast name), 
album (season name), track number 
(episode), comment (link), year, genre 
(Podcast).

4.

1.

B) Hosting and distribution (where you upload)

Hosting: Anchor, Buzzsprout, Libsyn — they generate RSS feeds.

Distribution: from hosting, you submit the RSS feed to: Spotify, Apple Podcasts, Google 
Podcasts, Deezer, Pocket Casts, etc.

Scheduling: upload episodes 1–2 days in advance, schedule automatic release.
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Show Notes & Template
C) Show notes & template (copy-paste)

Description template/Show notes (use when 
uploading)

Episode title: [Clear title + keyword]

Short description:

In this episode: [2-3 sentences – what you will learn]. Host: [Name]. Guest: [Name, role].

Timestamps:

0:00 Intro
0:30 About [place]
2:15 Interview with [guest]
15:30 Practical advice (transport, accommodation)
18:40 Conclusions + teaser

Resources & links:

• Reservations: [affiliate link/website]
• Map: [Google Maps link]
• Blog: [detailed article link]
• Music: [title / free licence source]

Contact / Follow:

Instagram: @[username]
Newsletter: [link]

Sponsors / Promo: [if applicable] — promo code: PI0VRA10 (example)
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Repurposing and Promotion
D) Repurposing — turn the episode into video and 
social media content

1. Long video (YouTube)
Variants: full video (camera + audio), or static 
image + waveform, or B-roll + voice-over.

Subtitles: add (srt) for accessibility and SEO.

2. Short clips 
(Reels/TikTok/Shorts)

Extract 3-5 moments of max 30–60s with 
insights, memorable quotes or practical tips.

Vertical 9:16 format, automatically subtitled 
text.

3. Audiograms
Waveform + text + visual spectacle for Instagram 
feed.

4. Extensive blog 
article/show notes
Incorporate podcast + photo gallery + booking 
link (UTM).

Promotion
Post on social media (Instagram, TikTok, Facebook, LinkedIn)

Create a simple website with episode archive

Collaborate with other creators in the same niche

Use short video teasers from the recording to attract an audience
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Practical Promotion and 
Monetisation
Practical promotion (concrete steps)

Post an audio teaser (15–30 seconds) in Stories + Link in bio to the episode.

Publish a vertical clip (Reel/TikTok) on the day of release.

Send a newsletter with an excerpt and a "Listen now" button.

Collaborate with the guest: encourage them to share.

Use UTM on booking links to measure conversions.

Monetisation & partnerships (practical)

Sponsors
20–40s section in which you present a 
product/service (classic: mid-roll intro).

Affiliation
Tracking links to tickets, accommodation or 
travel insurance.

Premium episode / Patreon
Extra episodes, early access.

Combo packages
Packages/escapes organised by your 
agency, promoted in the episode + 
dedicated landing page.
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Measurement, Compliance & 
Best Practices
Measurement (KPIs) — what you track and why it 
matters

Downloads per episode (30/7/90 days) — main metrics.

Retention/Listen-through rate — how much of an episode is listened to.

Subscribers — loyal audience.

Click-through to website/booking (UTM).

Social engagement (shares, comments).

Use Spotify for Podcasters, hosting analytics, Google Analytics (for website/landing page).

Compliance & rights (very important)

Music: only use royalty-free/licensed music. Examples: commercially licensed BGM libraries.

Guest agreement: obtain written permission (signed email) for publication; see template below.

Personal policies: explicitly mark episodes with explicit content.

Backup, archiving, and file best practices

Folder structure: /Project/RawAudio /Edits /Exports /Assets/Artwork

File naming convention: YYYYMMDD_EpXX_Title_Source.wav

Backup: 1 local + 1 cloud (Google Drive/Dropbox) + WAV storage for at least 2 years.

Publishing rhythm & loyalty

Recommended frequency: 1 episode/week or every 2 weeks (consistency > frequency).

Ritual for listeners: Constant CTA (subscription, newsletter), bonus content (monthly Q&A), 
seasonal "best of" episodes.
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Quick Steps: Practical 
Summary

1
Record WAV 48kHz/24bit, medium level (peaks ≤ -6 dBFS).

2
Clean up (noise reduction), EQ (HPF 80Hz), compress lightly, normalise.

3
Master target LUFS -16…-14, peak ≤ -1 dBTP.

4
Export WAV (archive) + MP3 VBR 96–128 kbps (distribution).

5
Upload to hosting (Anchor/Buzzsprout) → distribution Spotify/Apple/etc.

6
Repurpose for YouTube + 3–5 short clips + social posts.

7
Measure downloads, retention, CTR to booking.

78



CHAPTER 5: Data-
Driven Storytelling 
for Tourism 
Journalists
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What Is Data-Driven 
Storytelling?
Data-driven storytelling in tourism journalism is the art of 
combining rigorous data analysis with compelling 
narrative techniques to reveal trends, patterns, and 
realities behind travel and tourism. Rather than relying 
solely on anecdotal observations, journalists use 
quantifiable evidence to support their stories, making 
them more credible, persuasive, and actionable.

This approach matters because readers increasingly 
demand evidence-based reporting. When you write that 
"overtourism is destroying Venice," backing this claim with 
visitor arrival statistics, carrying capacity data, and local 
economic indicators transforms opinion into authoritative 
journalism. Destinations benefit from accurate 
information that helps them make informed policy 
decisions, whilst journalists build reputations for reliability 
and depth.

Key Principle

"Behind every number, 
there's a person who 
travels, a community that 
hosts, and a story waiting 
to be told."

01

Collect Data
Gather statistics from reliable sources

02

Analyse Patterns
Identify trends and meaningful insights

03

Craft Narrative
Transform numbers into engaging stories

04

Create Impact
Drive understanding and change

Tourism data comes in many forms: visitor arrivals and departures, seasonality patterns, 
sustainability indicators, satisfaction surveys, and local economic impact assessments. The crucial 
difference between raw data and meaningful information lies in interpretation. A dataset showing 5 
million annual visitors to a destination is just a number; contextualising this against carrying 
capacity, environmental impact, and resident quality of life transforms it into a story about 
sustainability challenges.
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Case Study: Overtourism in 
Venice

Consider how an article about 
overtourism in Venice becomes 
exponentially more powerful when 
supported by data. Rather than simply 
describing crowded streets, a data-driven 
approach reveals the full picture: pre-
pandemic figures showed 30 million 
annual visitors to a city with just 50,000 
residents—a ratio of 600:1. Daily visitor 
peaks exceeded 120,000 people in peak 
summer months, whilst cruise ship arrivals 
brought an additional 1.6 million 
passengers annually.

30M
Annual 

Visitors
Total tourist arrivals 

before pandemic

50K
Permanent 
Residents
Historic centre 

population decline

60…
Visitor Ratio
Tourists per resident 

annually

€3B
Tourism 
Revenue

Annual economic 
contribution

However, data also reveals complexity: tourism generates €3 billion annually for the regional 
economy and supports 12,000 direct jobs. Environmental monitoring data shows aquatic ecosystem 
stress, with wave damage from motorboats contributing to foundation erosion. Resident surveys 
indicate 78% feel their city has been "taken from them," yet business owner data shows economic 
dependence.

This multi-dimensional data approach transforms a simple "tourism is bad" narrative into a nuanced 
exploration of competing interests, trade-offs, and potential solutions. It demonstrates why data-
driven storytelling matters: it respects complexity, acknowledges multiple perspectives, and 
provides the evidence base for informed debate about tourism's future.
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Finding Reliable Tourism Data 
Sources
The foundation of credible data journalism lies in sourcing trustworthy, transparent, and regularly 
updated information. Tourism journalists have access to an expanding ecosystem of official 
statistics, open data portals, and alternative analytics platforms. Understanding where to find quality 
data—and how to evaluate its reliability—is essential before beginning any data-driven story.

Official Sources
Government statistical offices and 
international organisations provide the most 
authoritative tourism data.

International Bodies
Global organisations track worldwide 
tourism trends and publish comparative 
datasets.

Open Data Portals
Digital platforms offer free access to diverse 
tourism-related datasets.

Alternative Analytics
Social media and search platforms reveal 
real-time traveller behaviour and interests.

Official Statistical Sources
Eurostat provides comprehensive tourism indicators for EU member states, including nights spent in 
tourist accommodation, arrivals by country of residence, and occupancy rates. The UNWTO (World 
Tourism Organization) publishes global tourism barometers, forecasts, and best practice reports. 
National statistical offices such as ISTAT (Italy) and INSSE (Romania) offer detailed regional 
breakdowns, whilst local tourism boards and chambers of commerce provide destination-specific 
data on visitor profiles, spending patterns, and satisfaction levels.

Alternative and Emerging Sources
Social media analytics platforms reveal traveller sentiment and trending destinations through 
Instagram geotags, TripAdvisor reviews, and Google Trends search volumes. Open data portals like 
data.europa.eu and ourworldindata.org aggregate datasets from multiple sources. NGOs and 
sustainability databases, including the WWF and Green Destinations Index, provide environmental 
impact metrics increasingly relevant to responsible tourism reporting.
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Evaluating Data Reliability
1

Check Transparency
Does the source clearly explain its methodology, 
sample size, and data collection process? Transparent 
sources build trust.

2

Verify Update Frequency
Is the data current? Tourism patterns change rapidly; 
datasets older than two years may have limited 
relevance.

3

Review Data Licensing
Understand usage rights. Most official statistics are 
public domain, but some datasets have restrictions on 
commercial use.

4

Assess Source Reputation
Prioritise established organisations with track records 
of accuracy. Cross-reference surprising findings with 
multiple sources.

When evaluating any dataset, ask critical questions: Who collected this data and why? What was 
their sampling methodology? Are there potential biases in how questions were framed or data 
categorised? A tourism satisfaction survey commissioned by a destination marketing organisation 
may present findings differently than an independent academic study, even if both used rigorous 
methods.

"The best data journalists don't just accept numbers at face value—they interrogate sources, 
understand context, and acknowledge limitations in their reporting."

Ethical Data Usage and GDPR 
Compliance
When working with online datasets, particularly those derived from social media or booking 
platforms, respect data privacy regulations. The General Data Protection Regulation (GDPR) in the 
EU establishes strict rules about personal data usage. Aggregate, anonymised datasets are generally 
safe to use, but individual-level data requires explicit consent. If analysing hotel reviews or travel 
blogs, ensure you're not identifying individuals unless they've made their content explicitly public 
and you have legitimate journalistic grounds for identification.

Always cite your sources completely, including the organisation name, dataset title, date of access, 
and URL where applicable. This practice not only builds credibility but allows readers to verify your 
findings and explore the data themselves—a hallmark of transparent, responsible journalism.
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Collecting, Cleaning, and 
Organising Data
Raw data is rarely ready for analysis. Before you can identify trends or create visualisations, you must 
collect, clean, and organise datasets into usable formats. This preparation phase is crucial—poorly 
structured data leads to inaccurate analysis and misleading conclusions. Fortunately, journalists don't 
need programming skills to handle most tourism datasets; accessible tools make the process 
straightforward.

Google Sheets
Free, cloud-based spreadsheet tool perfect for 
collaboration and basic data manipulation. 
Excellent for beginners.

Microsoft Excel
Powerful desktop software with advanced 
functions for sorting, filtering, and preliminary 
analysis of larger datasets.

Datawrapper
User-friendly platform for creating publication-
ready charts and maps directly from CSV files 
without coding.

Flourish
Interactive storytelling platform for building 
animated charts, scrollable graphics, and data-
driven narratives.
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The Data Preparation Process

Collect
Download datasets from 
reliable sources in CSV, 
XLSX, or JSON formats. 
Keep original files unedited.

Clean
Remove duplicates, 
standardise formats, correct 
errors, and handle missing 
values systematically.

Organise
Sort data logically by date, 
region, or category. Create 
clear column headers and 
document your structure.

Begin by downloading your dataset and immediately saving a backup copy. Open the file in Google 
Sheets or Excel and examine its structure. Check for duplicate rows—these often occur when data 
from multiple time periods is merged. Remove duplicates using built-in tools (Data > Remove 
duplicates in Sheets). Verify that date formats are consistent; mixing DD/MM/YYYY and 
MM/DD/YYYY causes sorting errors. Rename vague column headers like "Column1" to descriptive 
labels like "Monthly_Arrivals_2023".

Standardising metrics is crucial for meaningful comparison. Tourism data might express figures as 
"number of visitors," "tourist arrivals," "overnight stays," or "bed nights"—these are not equivalent. A 
destination receiving 100,000 visitors who stay an average of three nights generates 300,000 
overnight stays. Always clarify which metric you're using and ensure consistency throughout your 
analysis.

Visitor 
Count

Number of individual
visitors

Arrivals
Entries to the
destination

Overnight 
Stays

Total nights spent by
visitors

Bed Nights
Booked sleeping

nights metric
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Practical Data Cleaning 
Example
Let's walk through a realistic example: you've downloaded monthly arrival statistics for Umbria and 
Romania covering 2019-2023. The dataset contains 60 rows (12 months × 5 years) and columns for 
month, year, domestic arrivals, and international arrivals. However, you notice several issues 
requiring attention before analysis can begin.

Common Data Problems

Three rows have duplicate entries for July 
2021

Some months use "01" whilst others use 
"January"

International arrivals for March 2020 show 
"N/A" due to pandemic

Numbers include commas (1,500) 
preventing calculations

Column headers are in Italian and Romanian

Cleaning Solutions

Identify and delete duplicate rows after 
verification

Standardise all months to MM format (01, 
02, 03...)

Replace "N/A" with zero or leave blank with 
notation

Remove comma formatting to enable 
calculations

Translate headers to English for consistency

After cleaning, create a new column calculating total arrivals (domestic + international) for each 
month. Add another column showing year-over-year percentage change. Sort the data 
chronologically to identify seasonal patterns. Now your dataset is analysis-ready—you can calculate 
averages, identify peaks and troughs, and compare pre- and post-pandemic recovery rates.

Data Ethics Reminder

Never manipulate data to support a predetermined narrative. If your hypothesis isn't 
supported by the evidence, let the data guide you to a different story. Cherry-picking 
favourable statistics whilst ignoring contradictory evidence violates journalistic ethics.

Document every step of your cleaning process. Create a separate notes file explaining what changes 
you made and why. This documentation serves two purposes: it allows you to retrace your steps if 
questions arise, and it demonstrates transparency if you need to explain your methodology to 
editors or readers. Professional data journalism requires this level of rigour.
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Analysing and Interpreting 
Data
Once your data is clean and organised, the exciting work begins: discovering the stories hidden 
within the numbers. Analysis isn't about simply reporting statistics—it's about identifying patterns, 
understanding trends, and uncovering insights that illuminate broader truths about tourism's 
evolution, challenges, and opportunities.

The fundamental shift in thinking is from "what's the number?" to "what's the trend?" A single data 
point tells you little; context and comparison reveal meaning. If a destination received 500,000 
visitors last year, that figure becomes meaningful only when compared to previous years, similar 
destinations, or seasonal expectations. Your role as a journalist is to provide this context, helping 
readers understand not just what happened, but why it matters.

Common Types of Tourism Data 
Analysis

Year-over-Year Growth
Compare current year performance to previous years. 
Calculate percentage changes to identify growth or 
decline trends. Essential for understanding recovery 
patterns or emerging crises.

Comparative Analysis
Contrast different segments: domestic versus 
international visitors, luxury versus budget travellers, 
business versus leisure tourism. Reveals shifting 
market dynamics.

Seasonality Patterns
Examine monthly or quarterly fluctuations to 
understand peak and off-peak periods. Critical for 
stories about overtourism, employment stability, or 
climate impacts.

Correlation Studies
Investigate relationships between variables: do major 
events drive arrivals? Does environmental quality 
affect visitor satisfaction? Reveals cause-and-effect 
relationships.

Data visualisation serves as both an analytical tool and a communication medium. Creating simple 
charts helps you see patterns that aren't obvious in spreadsheet rows. A line graph might reveal 
cyclical seasonality; a bar chart could highlight dramatic year-over-year changes; a heatmap might 
show geographic concentration of visitors. Often, the story becomes clear only when data is 
visualised.

"Visualisation is thinking made visible—patterns invisible in spreadsheets leap out from well-
designed charts."
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From Analysis to Insight: A 
Practical Example
Consider this scenario: you're analysing Google Trends data and notice a 340% spike in searches for 
"eco-tourism Romania" between 2019 and 2023. This is interesting, but not yet a story. You cross-
reference with government statistics and discover that arrivals at protected natural areas increased 
by 156% during the same period, whilst traditional resort destinations saw only 12% growth.
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2019 2020 2021 2022 2023
Eco-tourism Searches Protected Area Visits Resort Visits

Now you're building a story. Further research reveals that Romania introduced sustainable travel 
certification programmes in 2018 and launched international marketing campaigns emphasising 
wilderness experiences. You interview tour operators who report 200% increases in hiking and 
wildlife-watching bookings. Local community leaders in the Carpathian Mountains describe new 
homestay businesses and guide services.

The data has revealed a significant shift: Romanian tourism is transforming from generic beach-and-
city breaks toward nature-based, sustainable travel. This insight—derived from triangulating multiple 
data sources and adding human context—becomes your story's foundation. The numbers provide 
credibility; the human experiences provide emotional resonance.

This example demonstrates the analytical process: start with interesting data, seek corroborating 
evidence, identify the underlying trend, understand the causes, and find the human stories that 
bring statistics to life. Every compelling data story follows this pattern, moving from observation 
through analysis to insight and finally to narrative.
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Turning Data into Compelling 
Stories
Having analysed your data and identified meaningful insights, the challenge becomes transforming 
spreadsheets and statistics into narratives that engage, inform, and move your audience. Data 
storytelling requires balancing analytical rigour with emotional resonance—facts provide credibility 
whilst human experiences create connection.

1

Context
Establish the situation and why it 
matters. What's the broader issue 
or question your data addresses?

2

Data
Present your findings clearly. Use 
specific numbers, comparisons, 

and trends to build your evidence 
base.

3

Human Story
Introduce real people affected by 

the trends. Their experiences 
illustrate what statistics mean in 

practice.

4

Implication
Explain what this means for 
readers, destinations, or the 

industry. What should happen 
next?

This structure—Context, Data, Human Story, Implication—provides a reliable framework for data-
driven articles. Begin by setting the scene: "As European tourism rebounds from pandemic 
disruption, not all destinations are recovering equally." Present your data: "Analysis of Eurostat 
figures reveals coastal regions have reached 95% of 2019 visitor levels, whilst mountain destinations 
lag at just 67%." Humanise with interviews: "Maria Ionescu, who runs a guesthouse in Romania's 
Apuseni Mountains, describes hosting just 12 guests last summer—a quarter of her pre-pandemic 
bookings."

Conclude with implications: "This uneven recovery threatens mountain communities' economic 
viability and raises questions about how tourism support funding is allocated. Experts suggest 
targeted marketing campaigns and infrastructure investment could help balance regional tourism 
distribution."
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Writing Data 
Paragraphs That 
Engage
Effective data writing balances precision with readability. 
Instead of drowning readers in statistics, select the most 
powerful numbers and present them with context. 
Compare this weak example: "Visitor numbers increased 
from 450,000 in 2020 to 890,000 in 2023" with this 
stronger version: "The destination nearly doubled its 
visitors over three years, jumping from 450,000 to 
890,000—a recovery that outpaced the national average 
by 40%."

The second version provides context (national 
comparison), uses active language ("jumped," 
"outpaced"), and rounds numbers where precision isn't 
critical (890,000 rather than 890,247). These techniques 
make data more digestible without sacrificing accuracy.
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Visual Storytelling and 
Multimedia Integration
Modern data journalism extends beyond text to embrace infographics, interactive maps, timelines, 
and multimedia presentations. Visual elements serve multiple purposes: they break up text-heavy 
content, clarify complex relationships, and create memorable takeaways that stick with readers long 
after they've finished your article.

Infographics
Combine statistics, icons, and 
text to tell a complete mini-
story visually. Ideal for social 
media sharing and visual 
learners.

Data Maps
Geographic visualisations show 
spatial patterns—where visitors 
come from, regional 
distribution, or infrastructure 
locations.

Timelines
Chronological presentations 
reveal how situations evolved, 
perfect for showing tourism's 
development or crisis 
progression.

Consider creating story maps that combine location data with narrative text and photographs. 
Platforms like Mapbox and ArcGIS StoryMaps allow journalists to plot tourism sites, visitor flows, or 
environmental impacts on interactive maps that readers can explore. A story about "Romania's 
Forgotten Villages" becomes exponentially more powerful when readers can click through an 
interactive map showing depopulation data for each settlement, accompanied by photographs and 
interviews with remaining residents.

Video and podcast formats offer opportunities to explain data interactively. A three-minute video 
walking viewers through an animated chart—"Watch how tourism patterns shifted over the 
pandemic"—can clarify complex trends more effectively than static graphics. Podcast interviews 
with data analysts, destination managers, or affected communities add depth and personality to 
numerical findings.

"The best data stories use every tool available—text, visuals, audio, video, and interactivity—to 
meet audiences where they are and how they prefer to consume information."

When integrating multimedia, ensure each element serves a clear purpose. Don't add charts simply 
because you can; include them when they genuinely illuminate your story. Every graphic should 
communicate a single clear message, supported by a descriptive caption that works even if readers 
encounter the image out of context on social media.
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Tools for Data Visualisation
The democratisation of data journalism has produced an ecosystem of accessible, often free tools 
that enable journalists without coding backgrounds to create professional-quality visualisations. 
Mastering a core set of these platforms transforms your capacity to communicate complex 
information clearly and compellingly.

Datawrapper
The go-to tool for creating clean, 
publication-ready charts in minutes. Upload 
CSV data, choose chart type, customise 
colours and labels, then export or embed. 
Excellent for newsroom environments 
requiring quick turnaround.

Flourish
Specialises in animated and interactive 
visualisations—scrollable charts, racing bar 
charts, and data-driven stories. Perfect for 
digital-first publications seeking engaging, 
shareable content.

Tableau Public
Advanced platform for creating interactive 
dashboards and complex visualisations. 
Steeper learning curve but enables 
sophisticated analysis and presentation of 
multi-dimensional datasets.

Canva Charts
User-friendly design platform including 
chart creation tools. Ideal for quick 
infographics combining data visualisations 
with photos, icons, and text for social media.

Google Trends
Reveals what audiences are searching for 
over time and by location. Essential for 
identifying emerging travel interests, 
seasonal patterns, and comparative 
destination popularity.

Mapbox & ArcGIS
Mapping platforms for creating custom, 
data-rich geographic visualisations. Display 
visitor flows, infrastructure locations, or 
environmental impacts spatially.

92



Working with File Formats
Understanding data file formats ensures smooth workflows. CSV (Comma-Separated Values) is the 
universal standard—simple text files that any tool can read. XLSX (Excel format) preserves 
formatting and formulas but may have compatibility issues. JSON (JavaScript Object Notation) is 
increasingly common for web-based data but requires more technical knowledge to manipulate.

Always maintain organised documentation: label files clearly ("romania_tourism_2019-
2023_cleaned.csv"), keep original unedited versions, and create readme documents explaining what 
each dataset contains and any transformations you've applied. This organisational discipline 
prevents errors and enables colleagues to verify or build upon your work.

Choosing the Right Visual 
Form
Different data stories require different visualisation approaches. The chart type you select should 
clarify rather than confuse, guiding readers' eyes to your central insight. Using inappropriate 
visualisation formats—pie charts for time series, line graphs for categorical comparisons—obscures 
rather than illuminates your findings.

Bar Charts → Comparison
Use when comparing discrete categories: visitor numbers across different destinations, 
spending by traveller type, or satisfaction ratings across services. Bars make 
differences in magnitude immediately clear.

Line Charts → Evolution Over Time
Perfect for showing trends and changes: monthly arrivals across years, occupancy 
rates over seasons, or long-term growth trajectories. Lines emphasise continuity and 
direction.

Histograms → Distribution
Reveal how data is distributed: age ranges of visitors, lengths of stay, or spending 
distributions. Shows where most values cluster and identifies outliers.
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Pie Charts → Composition
Show parts of a whole: market share by country of origin, budget allocation across 
categories. Use sparingly—only when you have 3-5 segments and proportions matter 
more than precise values.

Maps → Geographic Patterns
Display spatial relationships: where visitors come from, regional tourism density, or 
infrastructure distribution. Essential when location is central to your story.

Principles of Visual Clarity
Regardless of chart type, follow these principles for maximum impact. One message per graphic: 
each visualisation should communicate a single clear point. If you're trying to show multiple insights, 
create multiple charts. Neutral colours: use colour strategically to highlight your key finding rather 
than decoratively. Reserve bright accent colours for the data point you want readers to notice first.

Clear labels and sources: every axis, data series, and graphic element should be immediately 
understandable without referring to accompanying text. Always include source attribution, date of 
data, and units of measurement (thousands, millions, percentages). Professional publications require 
this transparency; readers deserve to know where information comes from.

Accessibility Matters

Design visualisations that work for colour-blind readers: avoid red-green combinations and 
use patterns or labels in addition to colour. Provide alt-text descriptions for screen readers.

Common Mistakes and 
Ethical Guidelines
Data journalism's power to inform and persuade carries corresponding ethical responsibilities. 
Mistakes—whether inadvertent or intentional—can mislead audiences, damage reputations, and 
undermine public trust in journalism. Understanding common pitfalls helps you maintain the highest 
standards of accuracy and integrity.
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Never Cherry-Pick Data
Selecting only statistics that support your predetermined narrative whilst ignoring 
contradictory evidence is intellectually dishonest. If the data doesn't support your hypothesis, 
adjust your story—don't manipulate the data. Present the full picture, including inconvenient 
complexities.

Avoid Chart Clutter
Overly complex visualisations with too many data series, excessive gridlines, or decorative 
elements reduce comprehension. Simplicity increases understanding. Remove every element 
that doesn't directly serve your message.

Always Cite Sources and Dates
Every statistic, chart, and dataset requires clear attribution. Specify the organisation, dataset 
name, date of publication or access, and URL where applicable. This allows verification and 
builds reader trust.

Contextualise, Don't Sensationalise
A 50% increase sounds dramatic—but is it 50% growth from 100 to 150 visitors, or from 1 
million to 1.5 million? Percentage changes can mislead without absolute numbers. Provide 
context that helps readers understand whether changes are significant.

Acknowledge Uncertainty and Limitations
Data is rarely perfect. Sampling errors, changing methodologies, missing information—these 
limitations should be disclosed. Phrases like "based on available data" or "figures may 
underestimate actual numbers" demonstrate intellectual honesty.

Balancing Quantitative and 
Qualitative Insights
The best tourism journalism combines quantitative data (numbers, statistics, measurable trends) 
with qualitative insights (interviews, observations, cultural context). Numbers answer "how many?" 
and "how much?"; human stories answer "why?" and "what does it feel like?" Both are essential for 
complete, compelling reporting.

When you write that visitor numbers dropped 40%, interview the hotel owner who laid off staff, the 
restaurant that closed, and the tour guide who switched careers. Their experiences transform 
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abstract percentages into tangible human impacts. Conversely, when someone tells you "tourism is 
destroying our town," support this claim with concrete evidence: waste generation data, housing 
price trends, resident satisfaction surveys, carrying capacity studies.

"Data without context is just noise. Context without data is just opinion. Great journalism 
combines both."

Final Reflections: Data as a 
Tool for Change
As we conclude this chapter on data-driven storytelling, it's worth reflecting on why these skills 
matter beyond producing individual articles. Tourism journalism informed by rigorous data analysis 
has the potential to drive meaningful change—influencing policy decisions, shifting industry 
practices, and empowering communities to advocate for sustainable development.

When you publish evidence-based reporting on overtourism, destination managers notice. When 
you quantify the economic contribution of sustainable tourism initiatives, investors pay attention. 
When you document the environmental impact of cruise ship arrivals with hard data, policymakers 
face pressure to act. Data journalism turns information into understanding—and understanding into 
change.

The tourism industry faces unprecedented challenges: climate change, overtourism, economic 
inequality, cultural preservation, and pandemic recovery. Addressing these challenges requires 
evidence-based decision-making. As journalists, you serve as intermediaries between data 
producers and public audiences, translating complex statistics into accessible narratives that inform 
democratic debate.
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trust

Narrative
Human stories make statistics 
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Balance
Present complexity fairly 
without oversimplification
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Quality journalism drives 
positive change in tourism 
practices

Ethics
Integrity in data handling 

maintains journalism's credibility



Your work documenting tourism's impacts—both positive and negative—helps communities make 
informed choices about their futures. Do they want more tourists or better tourists? Should they 
prioritise quantity or quality? What trade-offs are they willing to accept? These questions cannot be 
answered without data, and data cannot drive change without journalists who communicate it 
effectively.

Remember Always

"Data journalism turns information into understanding—and understanding into change. Every 
statistic represents real people, real places, and real consequences. Approach your work with 
curiosity, rigour, and empathy."

As you continue developing your data journalism skills, remember that technical proficiency serves a 
higher purpose: telling stories that matter, holding power accountable, and contributing to more 
sustainable, equitable, and thoughtful tourism development. The tools and techniques you've 
learned in this chapter are means to that end—use them wisely, ethically, and with purpose.
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CHAPTER 6: Key 
Takeaways from the 
New Horizons Guide
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Core Competencies for 
Modern Tourism Journalists

Digital Transformation
Master the tools and platforms that define 
modern storytelling, from content 
management systems to multimedia editing 
suites.

Social Media Strategy
Leverage platforms strategically whilst 
maintaining ethical standards and authentic 
engagement with audiences.

Visual Storytelling
Create compelling video content and 
podcasts that immerse audiences in 
destinations through emotion and 
authenticity.

Data Literacy
Interpret and present tourism data 
effectively, adding credibility and depth to 
your travel narratives.

These four pillars represent the foundation of contemporary tourism journalism. Each competency 
builds upon the others, creating a comprehensive skill set that enables journalists to tell richer, more 
engaging stories whilst adapting to technological change. The integration of these skills allows 
professionals to work across multiple platforms, reaching diverse audiences with tailored content 
that resonates in different contexts.

What distinguishes exceptional tourism journalists today is not mastery of a single skill, but rather 
the ability to orchestrate these various competencies in service of compelling narratives. The most 
successful professionals understand how to balance technical proficiency with creative storytelling, 
ethical considerations with commercial realities, and innovation with authenticity.
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The Future of Tourism 
Journalism
As we stand at the threshold of a new era in travel communication, several powerful forces are 
reshaping how tourism stories are told, distributed, and consumed. Understanding these emerging 
trends is crucial for journalists who wish to remain relevant and impactful in an increasingly 
competitive media landscape.

Artificial Intelligence 
and Automation
Smart transcription services, automated 
translation tools, and AI-powered video editing 
software are dramatically enhancing 
productivity for tourism journalists. These 
technologies handle time-consuming technical 
tasks, freeing creative professionals to focus on 
what humans do best: finding unique angles, 
conducting insightful interviews, and crafting 
emotionally resonant narratives.

However, it's crucial to remember that AI 
supports creativity rather than replacing 
human judgement or emotion. The most 
compelling travel stories will always require the 
irreplaceable human elements of empathy, 
cultural sensitivity, and authentic experience.

Immersive 
Technologies
Virtual reality (VR) and augmented reality (AR) 
are opening extraordinary new possibilities for 
interactive travel storytelling. Imagine allowing 
your audience to virtually walk through a 
historic neighbourhood, experience a 
traditional ceremony, or explore a natural 
wonder—all before they book their journey.

The proliferation of 360-degree video 
technology and virtual tour capabilities 
provides powerful tools for both education and 
tourism promotion, democratising access to 
destinations whilst inspiring future travel.

100



Sustainable and Participatory 
Communication

Responsible 
Storytelling
Growing demand for narratives 
that genuinely support local 
communities and protect 
environmental heritage.

Audience Evolution
Readers are transforming from 
passive consumers into active 
co-creators who interact, 
comment, and contribute to 
stories.

Independent 
Media Rise
Specialised outlets focusing on 
local, authentic narratives are 
gaining influence and audience 
trust.

The future of tourism journalism is increasingly characterised by a commitment to sustainability—
not just environmental, but social and economic as well. Audiences are demanding stories that go 
beyond glossy promotional content to examine the real impacts of tourism on communities and 
ecosystems. This shift represents both a challenge and an opportunity for journalists willing to 
engage more deeply with the places they cover.

Simultaneously, the relationship between journalists and their audiences is undergoing a 
fundamental transformation. No longer content to simply receive information, today's media 
consumers expect to participate in the storytelling process. They share their own experiences, fact-
check claims, and demand transparency about sponsored content and commercial relationships. 
Smart journalists embrace this evolution, building communities around their work rather than simply 
broadcasting to anonymous masses.

The rise of independent and niche journalism operations represents another significant trend. Whilst 
large media organisations struggle with declining revenues, small specialised outlets are thriving by 
serving specific interests with depth and authenticity. These nimble operations often produce the 
most innovative and impactful tourism journalism, freed from corporate constraints and able to take 
creative risks.
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Challenges Ahead for Tourism 
Journalists
Whilst the future of tourism journalism holds tremendous promise, it also presents significant 
challenges that professionals must acknowledge and prepare to navigate. Understanding these 
obstacles is the first step towards developing strategies to overcome them whilst maintaining the 
integrity and impact of our work.

Information 
Overload
The digital age produces 
an overwhelming volume 
of content daily, making it 
increasingly difficult to 
verify sources, distinguish 
fact from fiction, and 
capture audience 
attention amidst the 
noise.

Ethical 
Dilemmas
Navigating relationships 
with tourism boards, 
hotels, and influencer 
partnerships whilst 
maintaining journalistic 
independence and 
transparency requires 
constant vigilance and 
clear ethical boundaries.

Algorithm 
Dependence
Over-reliance on social 
media platforms leaves 
journalists vulnerable to 
sudden algorithm 
changes that can 
devastate reach and 
engagement overnight, 
necessitating channel 
diversification.

Environmental 
Responsibility
Balancing the promotion 
of travel destinations with 
growing awareness of 
tourism's environmental 
impact creates tension 
between commercial 
interests and 
sustainability values.

Workload and 
Wellbeing
The expectation of 
constant connectivity and 
real-time content 
production places 
immense pressure on 
journalists, threatening 
mental health and work-
life balance.

These challenges are not insurmountable, but they do require thoughtful approaches and often 
uncomfortable conversations within the industry. The most successful tourism journalists will be 
those who confront these issues head-on, developing sustainable practices that protect both their 
professional integrity and their personal wellbeing.
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Recommendations for 
Tourism Journalists
Based on the insights and trends explored throughout this guide, we offer these forward-looking 
recommendations for journalists committed to excellence in tourism communication. These 
suggestions represent a synthesis of best practices, emerging opportunities, and ethical imperatives 
that should guide professional development in the coming years.

01

Commit to 
Continuous 
Learning
Keep updating your digital, 
analytical, and ethical skills 
through courses, workshops, 
and hands-on experimentation 
with emerging tools and 
platforms.

02

Prioritise Truth 
Over Trends
Resist the pressure to chase 
viral moments at the expense of 
accuracy, depth, and fairness. 
Build your reputation on 
reliability and integrity.

03

Embrace Local 
Collaboration
Partner with local communities, 
guides, and storytellers to 
ensure authentic representation 
and avoid perpetuating 
stereotypes or colonial 
narratives.

04

Diversify Your Revenue 
Streams
Explore multiple income sources including 
freelance work, content creation, teaching, and 
ethical partnerships to build financial resilience.

05

Advocate for Sustainability
Use your platform to promote responsible 
tourism practices and hold the industry 
accountable for its environmental and social 
impacts.

These recommendations recognise that tourism journalism exists at the intersection of multiple 
pressures: commercial viability, ethical responsibility, creative expression, and technical proficiency. 
Success requires balancing these often competing demands whilst maintaining focus on the core 
mission—telling stories that inform, inspire, and create meaningful connections between people and 
places.
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Guidance for Educators and 
Training Providers
For educators and vocational training providers 
working with aspiring tourism journalists, the 
evolving media landscape demands corresponding 
evolution in pedagogical approaches. Traditional 
journalism education, whilst still valuable, must be 
supplemented with digital literacies, entrepreneurial 
skills, and ethical frameworks suited to 
contemporary challenges.

Integrate Multimedia 
Competencies
Ensure training programmes include hands-on 
experience with video production, podcast creation, 
social media management, and data visualisation 
tools. Students should graduate with portfolios 
demonstrating multi-platform storytelling 
capabilities.

Emphasise Critical 
Thinking
Teach students to question sources, recognise bias, 
evaluate evidence, and navigate the ethical 
complexities of sponsored content and influencer 
relationships. Critical thinking skills are perhaps 
more important than ever in the age of 
misinformation.

Foster Transnational 
Exchange
Promote participation in programmes like 
Erasmus+ that expose students to 
different media cultures, languages, and 
professional practices. International 
experience enriches perspective and 
builds valuable networks.

Support Project-
Based Learning
Move beyond theoretical instruction to 
engage students in real-world projects 
with actual deadlines, clients, and 
consequences. This experiential approach 
builds confidence and competence 
simultaneously.
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Recommendations for Media 
Organisations
Media organisations—whether large established outlets or small independent operations—play a 
crucial role in shaping the future of tourism journalism. Their decisions about investment, editorial 
policy, and organisational culture directly impact the quality and sustainability of travel storytelling. 
Progressive media organisations should consider these strategic priorities:

Innovation Investment
Establish innovation labs or experimental 
content teams with permission to fail, learn, 
and iterate on new formats and distribution 
strategies. Allocate resources specifically for 
research and development.

Inclusive Practices
Foster editorial teams that reflect the 
diversity of audiences and destinations 
covered. Inclusive newsrooms produce 
richer, more authentic journalism that 
resonates with broader audiences.

Sustainability 
Commitments
Develop and publicise clear sustainability 
policies that guide coverage decisions, 
partnership choices, and operational 
practices. Hold yourselves accountable to 
these standards.

Professional Development
Invest in ongoing training for journalists, 
recognising that skills require constant 
updating. Support conference attendance, 
course enrolment, and collaborative learning 
opportunities.

Forward-thinking media organisations understand that their most valuable asset is skilled, motivated 
journalists who feel supported and empowered to do excellent work. Creating organisational 
cultures that balance commercial necessity with editorial independence, that value both efficiency 
and creativity, and that reward both individual achievement and collaborative success—these are the 
organisations that will thrive in the evolving media landscape.
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A Shared Digital Future in 
Tourism Journalism
As we look towards the horizon of tourism journalism's future, we see a landscape rich with possibility yet 
demanding of responsibility. The digital transformation that has reshaped our profession over recent 
decades shows no signs of slowing—indeed, the pace of change may accelerate further. Yet amidst all 
this technological evolution, the fundamental purpose of tourism journalism remains constant: to build 
bridges between cultures, to foster understanding across differences, and to inspire responsible 
exploration of our remarkable world.

Tourism journalism at its best is an act of cultural translation. It takes the unfamiliar and makes it 
accessible without robbing it of complexity or nuance. It celebrates the particular whilst revealing the 
universal. It inspires wanderlust whilst encouraging respect for the environments and communities that 
make destinations special. This delicate balance—between promotion and protection, between 
accessibility and authenticity, between commercial viability and ethical responsibility—defines the craft.

The future belongs to curious, ethical, and digitally skilled communicators who understand that their 
work carries profound responsibilities alongside its privileges. Every story told about a destination 
influences how readers perceive that place and its people. Every image published shapes expectations 
and desires. Every recommendation made affects real communities and ecosystems. This power 
demands humility, cultural sensitivity, and unwavering commitment to accuracy and fairness.

"Every story you tell 
about the world has 
the power to change 
how we see it—let's 
make those stories 
count."

This call to action recognises both the opportunity and the obligation inherent in tourism journalism. We 
have unprecedented tools at our disposal—technologies that allow us to reach global audiences, to tell 
stories in immersive multimedia formats, to connect with sources and subjects across continents. How we 
choose to wield these tools will determine whether tourism journalism contributes to a more 
understanding, sustainable, and equitable world or merely accelerates exploitation and homogenisation.
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Acknowledgements and 
Moving Forward
The development of this New Horizons Guide for Tourism 
Journalists has been made possible through the generous 
support of the Erasmus+ Programme, which continues to 
champion innovation in vocational education and training 
across Europe and beyond. This guide represents a 
collaborative effort to equip the next generation of tourism 
journalists with the skills, knowledge, and ethical 
framework needed to navigate an increasingly complex 
media landscape.

As you close this guide, remember that it represents not an 
endpoint but a beginning—the start of your ongoing 
journey as a tourism journalist committed to telling stories 
that matter. The media landscape will continue evolving, 
new technologies will emerge, audience expectations will 
shift, and global challenges will demand fresh approaches. 
Yet the core values that underpin excellent journalism—
curiosity, integrity, empathy, and rigorous pursuit of truth—
remain your most reliable compass.

Stay Curious
Never stop asking 
questions, exploring 
new places, and seeking 
to understand different 
perspectives.

Build 
Connections
Cultivate relationships 
with fellow journalists, 
local communities, and 
diverse sources across 
the globe.

Evolve 
Continuously
Embrace change, learn 
new skills, and adapt 
your practice to serve 
audiences and 
communities effectively.

We invite you to return to this guide regularly as a living resource, to share it with colleagues and 
students, and to contribute your own insights and experiences to the broader conversation about the 
future of tourism journalism. Together, we can ensure that travel storytelling continues to illuminate 
our world, bridge our differences, and inspire the understanding that makes us truly global citizens.

The journey continues: Visit the NEW "H" project website for additional resources, case 
studies, and opportunities to connect with the international community of tourism journalism 
professionals and educators.
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