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Israeli Tourism to Turkey.
A Marketing Success Story
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At the beginning of the new Millennium, Turkey was perceived in Israel primarily as a rather cheap summer destination offering mainly Sea & Sun vacations.  

In the battle for the hearts and minds of Israeli tourists, a distinct strategy was set of deepening and broadening the “Brand Personality” of Turkey so as to present it as an experience-rich tourist destination that has it all: A land of contrasts and extraordinary landscapes, a cradle of ancient civilizations set against a contemporary culture, a friendly and attractive bridge between East and West. 

The repositioning of Turkey away from the sun and sea repertoire and attracting new "quality" tourists was at the core of our communication strategy, namely presenting Turkey as a multi-faceted lifestyle tourist destination.

The lifestyle communications strategy helped to distinguish Turkey from its geographically close competitors such as the Sinai Peninsula, Cyprus, Rhodes, Greece and certain Mediterranean countries in Europe. 

The marketing strategy that was created in synergy with the communication strategy was geared to attract new upper scale Israelis, based on segmentation of the target audience in Israel according to parameters of age, lifestyle, occupation and favorite pastimes.  

Meticulous and precise audience segmentation helped to significantly broaden the tourism repertoire of Turkey so as to satisfy the dreams and desires of multiple target audiences in Israel’s diverse society. 
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560,000 Israelis visiting Turkey in 2008 secured its prominence as Israel's number one outbound tourism brand, indicating that branding of a country, similar to many consumer products, has to be emotionally appealing with high conversational and celebrity value. 
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This newspaper ad. helped to revolutionize Turkey'imagein Israel. 
Earthquake aftershocks

The devastating earthquake of August 1999 in Turkey has changed the way Turkey's tourism authorities have contemplated their worldwide marketing strategies.

Following the tragic lose of thousands of citizens and the total destruction of vast living areas as it was portrayed on TV screens around the globe, Turkey's leaders of economy decided to allocate massive financial resources in order to communicate to the world that despite the horrified earthquake affects Turkey remains a safe heaven to tourists.

In doing so Turkey advocated its determination to secure the country's prime source of income, namely tourism.

Zimet Marketing & Communication agency in Tel-Aviv was one of several agencies around the world that were chosen to help in realizing Turkey's strategy  "Business as usual", namely, demonstrating Turkey's commitment and determination to overcome the marketing affects of the earthquake by emphasizing that most of Turkey's tourist attractions were untouched. 

Our post-crisis marketing approach in 2000 helped in restoring the Israeli tourism market confidence towards Turkey while in order to strengthen Turkey's appeal to potential Israeli visitors we have embarked on a massive PR campaign mainly hosting reporters in Turkey in order to present the country as a safe tourist destination through positive media coverage. 

As it turned out, the year 2000 marked an all-time record: 311,000 Israelis visited and toured Turkey- an impressive increase of 54% compared to 1999, the year of the earthquake.
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Israeli teams come to the rescue of Turkish victims at August 1999 earthquake 
Israeli Tourism to Turkey:  A Love Story against all odds
For the past 9 years we have served Ankara's Ministry of Culture and Tourism in promoting tourism to Turkey via focused campaigns geared to effectively respond to the changing marketing environment in each of those years.

Although Israel is a rather small country, it ranks amongst the top 10-15 largest source countries for incoming tourism to Turkey.

The image of Turkey, a Moslem country, has always been a unique marketing challenge in the process of promoting tourism from Israel to Turkey. 

To tackle the challenge, our promotional campaigns continuously reshape Turkey's image to express the enjoyable and contemporary attractions of the country.  In so doing, we successfully offset the negative perception of a political reality wherein Israel is banned by most Moslem countries in the world, thus, creating an apriority prejudicial Israeli attitude towards Turkey.

Our practical experience working with Turkey has clearly proven that promoting tourism to Turkey should always contain a pragmatic Crisis Management Strategy to cope with severe political, security and economical challenges.
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Creative Newspaper ads. Shaping Turkey's new life style image in Israel 
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Since the beginning of the new millennium, the Israeli market has suffered from a severe economic downturn, resulting in inordinately high levels of unemployment which effectively harmed the population’s affordability of visiting a typical "Mass Tourism Destination" such as Turkey.

In addition to the ailing economy, an influx of inexpensive Eastern Europe tourism packages marketed in Israel created a further marketing challenge for the vulnerable flow of tourism to Turkey. 
Following these obstacles in the marketing environment, we frequently perform public surveys to monitor the tendencies of Israelis in regards to selecting future overseas vacations. 

Towards the summer of 2004 the surveys were clearly proving that Repositioning Turkey's image became mandatory!  Thus, we embarked on a Branding Turkey program in order to “reinvent” Turkey as a marketing platform for luring many thousands of Israelis; most of them have already visited Turkey several times, to revisit the country despite the obvious change in the marketing atmosphere.  

The marketability of any destination is always vulnerable to sudden changes in market perception.  Political or economical instability or a sudden crisis can transform the reputation, desirability and marketability of most popular tourism destination overnight. This is always our prime concern in dealing with tourism to Turkey

A research conducted by our agency towards summer 2004 indicated that Turkey is mostly associated with the “Sea, Sun “image.  We considered this to be a threat to Turkey because “Sea, Sun “image promises are becoming a commodity in the world of tourism.
The core concept of our Branding Turkey strategy following these research findings was to practically reinvent Turkey in the minds of Israelis by creating public awareness that there's always something new to discover in Turkey for the perceptive Israeli tourist.

The Branding Vision:  
In order to build a strong and fashionable brand for Turkey, we have created the ‘Made in Turkey’ tag line, which we believe expresses the core asset of the Turkish brand. The terminology "Made in…" is adopted from the world of fashions, hi-tech, automotive and the likes and displays the feelings of contemporary, pride and originality.
Headlines used in our TV, newspapers and magazines, outdoor and internet Media campaign was:

Romance made in Turkey, Escape made in Turkey, Wow made in Turkey, etc., thus fully demonstrating the precious natural treasures that Turkey possesses, and conveying the perception that Turkey is a land of Fantasy.  

The visuals in our Media campaign portraying Turkey’s attractions were carefully selected and involved the photographic creations of famous Turkish photographers such as Izzet Kerribar, as well as distinguished Israeli leading artists.

The "Made in Turkey" campaign’s image was designed in a flexible manner in order to be used as a "Seal of Quality” in a wide variety of national promotional channels, such as widely using the “Made in Turkey” emblem by Turkish tourism stakeholders like printing the tag line on official promotional and stationary items, give-away articles, destination booklets and information stands at travel outlets. 

A Lifestyle  Agenda: 
Our core promotional strategy was based on the premise that when consumers make brand choices - including holiday destinations - they are making lifestyle statements since they are buying into not only an image but an emotional relationship as well
The first stage of our branding building process was to establish the core values of our destination vis-à-vis Turkey’s key competitors. Those values were carefully selected in order to adhere to the perceptive life style tastes of the Israeli consumer who expects his holiday to be a unique, exciting, rewarding and satisfactory experience in every aspect.
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Life Style Amenities: 

In our Media campaign we portrayed a wide range of appealing visuals presenting exquisite life style amenities such as local cuisine and gourmet foods, natural and cultural heritage scenery, white river rafting, Jules Verne style hot air ballooning, romantic night life … the more you tell, the more you sell was our moto.

Gastronomic Tourism: 

Realizing that the quality and variety of foods is a major life style concern in the destination selection process amongst Israelis, we created a unique advertisement presenting an eye-catching and mouth watering panorama of a dining table laid out with the most popular local dishes entitled :  “M...m....m... made in Turkey.”

Emotional Tourism: 

Taking for granted that a perfect holiday could mean the most appropriate venue for nurturing a love affair, we created another advertisement entitled: “Romance made in Turkey” presenting a magical view of a romantic Café scene on the banks of the Bosphorous River in Istanbul.
Adventure Tourism: 

Israeli youth, including those who have completed a long national service in the Israeli armed forces, are enthusiastic adventure seekers who roam around the globe to exotic places in the Far East and in South America.   In order to grab the attention of these restless adventurers, we designed an advertisement titled “Adrenalin made in Turkey” to tempt them to join a rafting experience on the wild waters of the Choru river in North Eastern Turkey.

World of Fantasy Image: 

The Food, Romance and Adventure themes portray the image of a "World of Fantasy" the Turkey is associated with.  In order to underline the exciting life style opportunities that Turkey has to offer, a creative platform was created to convince the potential tourist to revisit Turkey on more than one occasion.  Our expectations of widely enlarging Turkey’s circle of fans in Israel derives from the conviction that a diversified Turkey will always attract Israelis who seek affordable thrills in areas as geographically close as possible.
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Turkey's Brand Campaign Accomplishments:
· Our Branding strategy for Turkey proved to be a powerful platform to combat the instability and volatile environment scenario in the Middle East region.

· The slogan “Made in Turkey” develops into a formidable vehicle of promoting tourism to Turkey and also became a popular buzz word in Israel.

· The “Made in Turkey” concept has proved to be an ideal branding tool for Turkey. 

· The Media and PR campaign helped to present new Turkish destinations that were barely visited in the past, like Cappadocia, Safranbolu, the Kackar mountains and remote sea side havens, thus contributing to the well-being of local communities in Turkey.

· The spirit of our campaign emphasized Turkey's sense of authenticity in a myriad categories ranging from natural treasures to most promising urban attractions.

· The campaign was successfully coordinated with the major tourism authorities in Turkey, local, regional and national bringing about the kind of functional harmony to ensure maximum results.   

[image: image23.jpg]Blue
made

‘Chill-out' on a‘goulet on the crystal clear
turquoise waters of the hidden bays.
Drinkin the sweet aroma of the Mediterranean
Pine and Oriental Sweet Gum trees

at every bay you drop anchor.
Let yourself go with the flow.

Breathtaking scenery, unforgettable beaches,
timeless historical monuments, dazzling
multicolor markets, world class hotels,
cosmopolitan restaurants and a warm,
welcoming people.

You choose!
We make your dreams come true.

R
made for you 7




[image: image24.jpg]Laze your days away in the clear blue waters
of Turkey's Mediterranean coastline. Open
your doors tothe sun and let it wash over your
body and the sea freshen your spirit.
Relax and enjoy.

Breathteking scenery, unforgettable beaches,
timeless historical monuments, dazzling
multicolor markets, world class hotels,
cosmopolitan restaurants and a warm,
welcoming people.

You choose!
We make your dreams come true.

%f"#zy

made for you




Outdoor & Indoor promotion created awareness to the impressive assets of the brand Turkey.
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Exposing Turkey's attractions to Israeli  travel agents created  solidarity with the Turkish Brand
Internet Prowess.

Over the past few years, many consumers have embarrassed the Web as a means of seeking out and exchanging information before they make purchasing decisions.

They can readily compare prices and product specifications as well as discovering other consumers' opinions of a product-destination reading blogs and participating in on-line forums.

Thus, in today's world of communication, the internet serves as an integrated marketing medium rapidly replacing the traditional press especially during a crisis and the recovery phase.

Our agency manages www.myturkey.co.il , a Hebrew speaking website that is wholly dedicated to tourism in Turkey.

The website also runs a dynamic Forum for the benefit of many Israelis who enter the Forum in order to pose questions, critics and recommendations as to the advantages or disadvantages of specific clubs and hotels in Turkey where Israelis usually prefer to spend their vacations at.

Following the political unrest between Israel and Turkey after the Gaza military operation, the Forum at wwww.myturkey.co.il became like a battle field where so many Israelis expressed their rather bitter feelings about Turkey's behavior towards Israel and most of the messages were expressing harsh feelings such as " I will never visit Turkey unless its Prime Minister will publicly apologize for his blunt accusations…".

No doubt, the summer of 2009 was not a marketing honeymoon in regards of selling Turkey to Israelis …. Only towards the beginning of the third quarter of 2009, we start to recognize a slow "back to the norm" situation, namely more and more Israelis practically call off the boycott and the number of Israelis visiting Turkey starts to look similar to the numbers in the equivalent period of 2008.
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www.myturkey.co.il  a marketing platform in creating awareness of the Turkish tourism brand.

Emotional Branding

Presenting the history of unique friendly relations of Turkey towards its Jews for 500 years coupled with Celebrating 60 Years of Diplomatic Relations Israel since 1949 – tourism to Turkey should and could be a substantial contribution to a creative reconciliation process following the recent political crisis of confidence between Turkey and Israel.

Our PR strategy in this regard is focused on cultural based activities inviting the Media as well as leading figures of Israel's society to excursions/ events to emphasize the long lasting relation between the two friendly countries.
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Turkish Film Festival in Tel-Aviv                                 Turkey's Culture Center in Jaffa
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Turkey's Minister of Culture & Tourism                            Turkey portrayed in Israel's Cultural Centers
visit to the holocaust museum, Jerusalem.
A Marketing Success Story
For almost a decade now, our agency has been at a professional crossroad having to decide how to manage an original on-going creative Crisis Strategy, not necessarily in synergy with the way the Turkish Ministry of Culture and Tourism in Ankara copes with the crisis situations worldwide.  It was mandatory from our agency's point of view to lead the way in re-enforcing the assets of the Turkish tourism brand rather than dealing with the issues of security measures taken to protect tourists coming to Turkey as well as confronting frequent political disputes between Israel and Turkey.

Primarily, we decided to exercise a policy derived from our trust that the Turkish tourism Brand was strong enough to bear a powerful blow, even such as the one of November 6, 2002 up to the February 2009 blunt accusations of Turkey's PM against Israel.  

The Branding Turkey strategy we cultivated since 2004 was based on our conviction that Turkey has the potential to adhere to many life style expectations of the potential Israeli tourists to Turkey.  Turkey’s Brand Assets had to be constantly reshaped in the minds of Israelis to bring them to the view that Turkey is not just the classic Sun, Sea and Sand country along with Mosques, Palaces and markets but rather a contemporary, modern and trendy country. 

The Made in Turkey branding campaign originally created has revolutionized the way Turkey is perceived by many Israelis, from young adventurers to grown-up connoisseurs seeking lifestyle and culture amenities, nightlife appeal, entertainment thrills and holiday amusements.  That was our way of persuading Israelis to concentrate on Turkey’s endless charms, rather than dealing with matters of security and politics – a creative strategy that had to be pragmatically and persistently forged forward. 

Maintaining the record number of Israelis visiting Turkey during almost a whole decade was a triumph for our straightforward strategy which signals a way of coping with the reality of crisis situations that is forced upon the world of today. 
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"Campaign of the Year" awarded to Zimet for the Turkish Communication Campaign of 2006
Professional Recognition

Our promotional campaigns for the Turkey's tourism brand have won various awards of distinction in Israel and overseas.
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New York Advertising Competition       The Roaring Lion Award         Marketing Excellence Award   
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"Best ads. of The Year" Award , Leisure Category/ Israel's Advertising Association Awards "Kaktus"
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