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TEAM

PJ&L in collaboration with Linking Brands.

Achieving more together: For the DANUBE TRAVEL STORIES, we pool our know-how and experience around
the special experiences of a tourist adventure trip.

Together we offer an all-round carefree package for the conception, organization and handling of the DTC.

In the past, joint projects have already been realized for OÖ Tourismus, Skiregion Nassfeld or Niederösterreich
Tourismus, among others.
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TEAM

Your Experts for the DANUBE TRAVEL STORIES
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Confidentiality
The information and ideas in this document are confidential and the property of LINKING BRANDS. 

This document cannot be modified, copied, published, shared or distributed. The implementation of the contained  LINKING 
BRANDS reserves the right to implement the ideas, concepts and measures contained herein, unless otherwise agreed in 
writing. is made. In case of implementation of the ideas, concepts and measures contained herein by another, equivalent 
agency written consent of LINKING BRANDS is required, as well as a separate agreement on the compensation for ideas, 
concepts developed ideas, concepts as well as associated rights of use. 

The agency undertakes to maintain strict secrecy with regard to all trade and business secrets of the client which become 
known to it in the course of the cooperation. of the cooperation, even beyond the duration of an order.

LINKING BRANDS by team4tourism is the mediating agency, establishes the contact and is responsible for the entire project 
management of the cooperation. and is responsible for the entire project management of the cooperation. In case of direct 
agreements in individual cases between the partners, LINKING BRANDS is to be informed. The cooperation comes about due 
to the network of LINKING BRANDS and therefore remains therefore remains reserved to LINKING BRANDS also in the project 
handling. 

For handling, fee claims and further detailed questions the general terms and conditions of LINKING BRANDS apply, 
https://www.linkingbrands.com/wp-content/uploads/2019/03/AGBs_deutsch.pdf All image rights of the presentation belong 
to the author. 
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AGENDA

• Key Concept

• Budget

• User-Journey

• Landing Pages

• Casting: www.danubetravelstories.com/en

• Trails: www.danube-pearls.eu/en/danube-travel-stories

• Social Media Creatives

• Budget & Campaign Plan

• Social Media Plan
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http://www.danubetravelstories.com/en
http://www.danube-pearls.eu/en/danube-travel-stories


Key Concept
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OBJECTIVES

• showcase the natural and cultural heritage of the Danube region in an authentic way

• motivate individual travelers to choose the Danube region as their next travel destination

• inform about the Danube narratives (Europe, Nature & Mankind, Romans, Art & Culture, Trade
and Religion)

• inspire and challenge individual travelers to a sustainable vacation in the Danube Region
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OBJECTIVE

Inspiration - escape the ordinary and discover unknown places

• raise awareness for the Danube region as a travel destination

• inspire individual travelers to travel along the Danube and
use sustainable means of transport

• show unknown places along the journey and create content
to present the region even better

• experience the natural and cultural heritage of the Danube
region and tell stories about it

All in all, the DANUBE TRAVEL STORIES represent a
comprehensive image campaign with a positive impact for all
markets and partners.
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CONCEPT

Through an application process, 6 participants (+ accompanying person) are invited to take part in the DANUBE
TRAVEL STORIES.

By means of various smaller and larger experiences during the trip, information about the Danube region and
its natural and cultural heritage is provided and interesting information is shared.

Communicational activities during the experiences and experiences on site inspire other individual travelers to
spend their vacations in the Danube Region. Furthermore, sustainable ways of vacationing in the Danube
Region are made visible. Thus, during their stay, the participants will have experiences and narratives that will
remain in their memories and that they will tell their friends back home about.

After the trip, individual travelers at home will again be addressed via a social media campaign with the
narratives and experiences of the DANUBE TRAVEL STORIES and inspired to a sustainable vacation in the
Danube Region.
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BUDGET
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BUDGET
Budget-Split

Trail Partner Budget
Travel Costs
(journey+ train, busses) inkl. 
Puffer

Accomodation
(100-150,- per night, inkl. Puffer)

Entry Fees
(museum, activites...)

Influencer *6
(300-5000 € pro Influencer) Inkl. 
Puffer Pocket Money Campaign

1 Linz Tourismus 10000 2000 2000 600 5000 400

2 Danube Parks 10000 2000 2000 600 5000 400

3 West Pannon HU 8000 2000 2000 600 3000 400

4 Oradea 8000 2000 2000 600 3000 400

5
Village 
Memership CA 8000 2000 2000 600 3000 400

6
Muska Sobota 
SLO 10000 2000 2000 600 5000 400

Donau 
Oberösterreich 
(additional) 12000 12000

sum 66000
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BUDGET

The partner budget is split between the different trails and includes travel and accommodation costs, entrance fees, 
additional food and drinks, and possible influencer costs. 

The costs in the table above are estimated costs, so there is a possibility that we may not need the entire budget. In that 
case, the leftover budget can be added to the campaign after the fact. The planned campaign budget is 12,000 for the 
casting campaign and the subsequent campaign.

Significantly less money will be spent on the casting campaign (approximately a 30:70 ratio). The campaigns will be managed 
from the channels of the Donauregion Oberösterreich, but the campaign will be targeted in all 7 markets. 

This gives us the opportunity to optimize the campaigns during their runtime and have the full budget power in one 
channel. Detailed reporting is provided to all partners. 
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CASTING CAMPAIGN
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CAMPAIGN OVERVIEW

Time: Spring 2022 (March-April) – KW10

Duration: 7 weeks

Budget: 3.600 € - 3 Flights

Targeting: 

• AT, DE, HU, SE RO, HR, SL

• Lookalike Audiences

• Retargeting Audiences
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USER JOURNEY
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Coming 
Soon.



LANDING PAGES

www.danubetravelstories.com
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http://www.danubetravelstories.com/


LANDING PAGES
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www.danube-pearls.eu/danube-travel-stories

http://www.danube-pearls.eu/danube-travel-stories


LANDING PAGES
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Detail Trail-pages: 
www.danube-pearls.eu/en/danube-travel-stories

Trail#1:
Mobile version

Trail#1:
desktop
version

http://www.danube-pearls.eu/en/danube-travel-stories


VISUALS
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Examples for Social Media Visuals: Project Logo



VISUALS
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Route Illustration (Overview)



VISUALS
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Route Illustration (1 Version per Route)



CASTING VISUALS

22

Instagram Story Carousel (1 Version per Trail)

Coming Soon.



CASTING VISUALS
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Facebook & Instagram Feed Carousel (1 Version per Trail)



CASTING VISUALS
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Facebook & Instagram Feed Single Image (1 Version per Trail)



CAMPAIGN MOCKUPS
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DETAILED CAMPAIGN PLAN
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Coming 
Soon.

Week Flight Text Creative Budget Targeting Placement Objective

10

1 Version 1-3
6 * Single Images

6 * Carousel
6 * Stories

1200
AT, DE, HU, SE RO, HR, SL

Lookalike Audiences
Facebook / Instagram 

Feed & Stories Traffic
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2 Version 4-6
6 * Single Images

6 * Carousel
6 * Stories

1200
AT, DE, HU, SE RO, HR, SL

Lookalike Audiences
Facebook / Instagram 

Feed & Stories Traffic13

14

15

3 Version 1-9
6 * Single Images

6 * Carousel
6 * Stories

1200
AT, DE, HU, SE RO, HR, SL

Lookalike Audiences
Retargeting Audiences

Facebook / Instagram 
Feed & Stories Traffic16
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SOCIAL MEDIA PLAN*
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Week Text Creative Targeting Placement Objective

10

Version 1-9
6 * Single Images

6 * Carousel
6 * Stories

Organic Audiences of your channels Facebook / Instagram Feed & Stories Traffic

11

12

13

14

15

16
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*Note: This is only a suggestion on how you can incorporate all the creatives into your social media plan, you can adapt the plan and the texts however 
you want.



KPIs

How do we measure the success of the campaign?

Reach: How many people did we reach with the campaign? How many people have seen our visuals and the
final videos? How many people visited the website?

Impressions: How many times were our visuals and final videos viewed?

Interactions: How often was our content interacted with (commented, liked, shared)?

Link clicks: How many people clicked on a link in our campaign (to sign up, to landing page after the fact..).
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NEXT STEPS
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NEXT STEPS

• Start Casting Campaign

• Detailed planning of the programme

• Influencer acquisition

• Screening of possible participants

• Briefing of the participants

• Trips

• Campaign afterwards
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Theresa Schuler | Christoph Grubmair

LINKING BRANDS | PJ&L

www.linkingbrands.com | www.pauljaneleo.com

t.schuler@linkingbrands.com | office@pauljaneleo.com 
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Contact



Thank you for your attention! 
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