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Best Use of Social Media

Eindhoven is one of the world’s ultimate technology and design 
destinations, but as a tourist destination, the city of light has not been 
discovered by anyone. Eindhoven365, the citymarketing and branding 
agency for the city, developed ‘city explorer’. One of the predefined 
goals for the campaign was to obtain 600,000 online impressions on 
various relevant (social) channels. 

To get Eindhoven to the attention of these city explorers, we devised 
the social influx campaign AnOther City Trip. The name has a double 
goal: Eindhoven is ideal for your next city trip, but also something 
different from all the others. The idea behind AnOther City Trip was 
simple: Foodies, lifestyle bloggers and fashionists from all over Europe 
get acquainted with Eindhoven’s energy. Together with The Cirqle 
platform, we were looking for these online influencers. Within no-
time, one hundred social influencers reported themselves! Eighteen 
were needed and became selected. Together they are good for an 
international audience of millions through their blogs, Instagram and 
Instagram Stories reach. 

For only an expense allowance, nearly twenty international bloggers 
from Germany, England, the Netherlands, Belgium and Italy were 
immersed in the Eindhoven experience for 24 hours ‘Best of 
Eindhoven’. Divided into three groups (food, fashion and all-in-one), 
they explored the city under the guidance of our team of experts from 
Eindhoven365 and design academy Eindhoven. They visited hot spots 
on Strijp-S and slept in trendy downtown hotels. Their mission: Create 
online buzz with cool user generated content and make a buzz around 
the Eindhoven brand in their channels (blog, Facebook, Instagram). 
Thanks to the fantastic cooperation with all parties in the city like 
hotels, retailers and food venues. 

The result: over 200 posts, accounting for nearly 4 million impressions. 
Above the predetermined goal of 600,000! That’s 30 percent more 
likes, shares and comments than in similar campaigns. 

Six months after the campaign, participating hotels in Eindhoven had 
19% more visits from the target nations attributable to the AnOther City 
campaign. 

An important part of the success of this campaign is the power of the 
collective. Normally, bloggers are often invited individually. Now they 
were part of a larger group, which brought about a certain dynamism. 
The influencers began to “repost” each other and thus intensified 
their reach and commitment. Furthermore, ‘seen it first’ for this target 
group is extremely important. Thus, they claim authority among their 
followers. In their eyes Eindhoven was really an undiscovered pearl that 
they could post in exuberance.  
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