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Content Points:

e Launched in 1989, a long-term, authentic brand rooted
in culture and mythology.

e Demonstrated strategic agility, pivoting from traditional
to digital-first.

e (risis Management during the 2018 floods and COVID-
19 pandemic.

e By 2022, domestic tourist arrivals exceeded pre-

pandemic levels.




Brand ambassadors of Kerala Tourism
Youngsters

Brand ambassador of
Kerala Tourism
P A. Mohammed Riyas



The Branding

e Tagline coined in 1989 by Walter
Mendez.

e Rooted in ancient legends, such as the

story of Parasurama.
e Reflects the state's historical tradition of . 315 &

communal harmony.




The Core Product (The APPS)

Content Points:

e Product: Diversity of natural, cultural, and wellness experiences.
e Natural Landscapes: Backwaters, beaches, hills.




Positionino &
SWOT \nalvsis

TR e Positioning: Promoted for Soul Healing, not
A S T *-i&. . . just sightseeing.
Wl st Ty 7 W . T e Strengths: Authentic brand, diverse
product, global recognition.

e Weaknesses: Competition from other
states, dependency on specific
International markets.

e Opportunities: Domestic market potential,
global demand for sustainable tourism.

e Threats- Natural disaster
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Social Media Designs B
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The Dioital
Revolution

They resonate with a younger, digital-
native audience and earned them a
Pacific Asia Travel Association Gold
Award for their engaging social media
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keralatourism Follow Message  +2 vos

6,171 posts 813K followers 19 following

Kerala Tourism

@ keralatourism - 1 New

Official account of Department of Tourism, Kerala. #KeralaTourism
> me-gr.com/1MeHyWQV




Social Media Campaign




crisis
Communicatuon:
The 2018 Floods

Content Points:

e Devastating floods caused significant infrastructure damage.

e The government used the Kerala Travel Mart (KTM) for
stakeholder reassurance.

e Strategic response: focusing on a 'perceptional change' to
show the state was open for business.




!!Brick walls turn moss green. Pepper vines
snake up electric poles. Wild ereepers burst
through laterite banks and spill across the

»y

flooded roads. Boats ply in the bazaars...

* Arundhati Roy, God of Small Things.

Crisis

cCommunicauon:

e Shifted messaging from "Trip at Home”
e Demonstrated strategic flexibility and

empathy during a global crisis.

triPathome

#StaySafe
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Journey across Kerala,
experiencing the land in a fresh new way
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