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Abstract 

It’s More Fun in the Philippines: Brand Analysis of  

the Philippines’ National Tourism Campaign 

By 

Jalenico Mateo Lucero 

This study aims to analyze the effectiveness of the Philippines’ tourism campaign, “It’s 

More Fun in the Philippines”, as referenced by different media efforts employed by the tourism 

agency, and as reflected through the perception of the tourists. Using the models of associative 

neural network, perceptual and sensory systems, and meanings to look at branding strategy, 

brand Imagery, and brand Image, respectively. Content analysis of emerging themes as evident 

in various media, including internal documents, TV commercials, and Instagram posts, was 

used in the study. 

The study found out that while the branding strategies and the employment of brand 

imagery are aligned, tourists responded and resonated differently to the campaign, as pointed 

out by various reasons relating to semantics, perception, and brand implementation. Analysis 

of tourist social media posts, although positive, focused on other themes aside from fun. This 

suggests a gap between the messages aimed at tourists and the benefits and features that they 

remember and share from their visit. Based on these findings, three recommended courses of 

action are given: (1) retain and reevaluate the campaign’s concept and messaging, (2) abandon 

the current messaging and instead focus on the features of each tourist spots (“house of brands” 

approach), or (3) add value to the tourism experience and brand using eco-tourism as the 

messaging.   

Keywords: Branding, Brand Image, Brand Imagery, Destination Branding, Philippines, 

Tourism, Tourism Branding 
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1. Introduction 

 

If there is anything that has changed in the course of human history, it is our ability (and 

opportunity) to travel over long distances for study, leisure, and work. In the past decade, the 

mobility of the human race was brought about by several factors such as the growth of economic 

industries (e.g. travel industries, tourism industries, Internet, etc.) and socio-political structures 

(e.g. tourism policies, immigration and emigration laws, regional tourism frameworks, etc.).  

Tourism is deemed to be an important industry mainly because of its economic benefits. 

Tourism creates businesses which, in turn, create jobs for the local population. This ultimately 

leads to social development creating opportunities for replicative economic growth. More than 

economic benefits, current tourism trends act as drivers in environmental protection, as more 

and more travelers become more environmentally aware, and as more governments initiate 

programs relating to environmental sustainability and protection. This acts as impetus for 

businesses, governments, and organizations to work towards measures that are socially, 

environmentally, and culturally sustainable.  

This is one of the main reasons governments invest more and more resources into 

driving tourists to visit their countries. One of the earliest – and most famous – tourism effort 

is the I Love New York (stylized as I ❤ NY) campaign, initiated in 1977. Ahead of its time, 

the campaign slogan and logo were developed to promote tourism in New York. Created by 

graphic artist Milton Glaser, the use of a heart as a symbol for the word "love" has been a widely 

known icon in the advertisement industry.  

 

 
Figure 1: I  Love New York Logo 

 

The campaign was so well received that tourist arrivals in New York recorded 1.6 

million additional visitors on its first year. This was so impactful that it led to a 1.3 million 

decrease of visitors in the adjacent northeastern region of the United States, implying that the 
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growth of tourism in New York cannibalized that of its neighboring states’ tourism. Over the 

course of two years, the campaign generated 25,500 jobs in travel expenditures, and 35,000 

jobs in travel generated employment (Godfrey, 1984). 

1.1. Global Tourism Industry 

 

According to the World Destination Tourism Industry Report by WTO (United Nations 

World Tourism Organization, 2019), there has been a recorded positive growth in international 

tourism for the past nine years. The tourism and travel industry gained US$ 1.7 trillion total 

international tourism exports, which includes tourism receipts (i.e. lodging, food and drinks, 

entertainment, shopping, etc.) and passenger transport. In 2017, tourism and travel is the 

world’s third largest export industry, behind chemicals and fuels (See Figure 2).  

International tourism is regarded as an exporting industry for the reason that foreigners 

and non-residents “buy” the intangible goods -- experience and services -- from the host country. 

Moreover, tourism is an export for it is a source of foreign exchange earnings, contributes to 

the host countries national output, and is subject to the trends of the global market (ITC-

UNWTO, n.d). 

 
Figure 2: 2017 export earnings by product category, in US$ billion 

 

 

1.2. Tourism imports customers who will buy domestic goods 

 

2019 year recorded 1.4 billion international tourist arrivals, more than half of which are 

accounted by Europe, and a quarter of which are accounted by Asia and the Pacific. Likewise, 

Europe represents almost 40% of the global tourism receipts, accounting to US$ 570 billion. 

Asia trails behind at 30%, accounting to US$ 435 billion (See Table 1).  
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Table 1: International arrivals and tourism receipts 

Regions 

International Arrivals Tourism Receipts 

Arrivals in 

2018 

(in millions) % share 

Receipts in 

2018  

(in billions) % share 

Africa 67 5% 38 3% 

Americas 216 15% 334 23% 

Asia and the Pacific 348 25% 435 30% 

Europe 710 51% 570 39% 

Middle East 60 4% 73 5% 

Total 1401 100% 1450 100% 

 

As robust local economies drive industry growth, these growth characteristics are 

brought about by several socio-economic factors. First, the growth can be attributed strong 

economic development, with a positive growth in world economy (+3.8%) and low interest 

rates. Second factor is the stronger air transport industry, with stable fuel prices leading to lower 

airfares. Third is the growth of digital technologies that are affecting traveler experience, 

attributed to artificial intelligence (AI) solutions, app development, and e-commerce. Lastly, 

political attributes tend to have affected the growth too, with the enhancement of the world’s 

governments visa policies. This includes the implementation of electronic visas (eVisas) and 

visas on arrivals, decrease of use of traditional visas, and use of e-passports.  

1.3. Asian Tourism Industry  

 

 According to MasterCard’s Global Destination Cities Index, 14 out of 20 top destination 

cities in the world are located in the Asia Pacific Region (MasterCard Incorporated, 2019).  

Including three cities in Thailand, most of these countries are in the eastern part of Asia 

including United Arab Emirates, Singapore, Malaysia, Japan, Korea, Kingdom of Saudi Arabia, 

and China (see Table 2).  

Asia Pacific is a source of global and outbound tourist spending. Cities in Asia Pacific 

recorded a positive growth for the last decade, with 9.4% growth in 2019. The same report lists 

the top 20 origin markets, ten of which are located in Asia Pacific (see Table 3). The report 

showed that countries of origin will tend to travel in destinations where they are located. This 

data show that Asians travels intra-regionally, which means that whether it is for leisure or 

business, Asian tourists tend to travel close to their respective countries.  
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A report published by the World Economic forum pointed out three factors that continue 

to drive the tourism demand in Asia. A primary driving force is the regional economic growth 

and growing middle class. Secondly, the Asia-Pacific region is characterized by a “robust 

balance of natural and cultural resources.” Lastly, the region continues to improve its 

infrastructure and travel industry prioritization by the governments.   

Table 2: Top destination cities of the world with Asian countries highlighted in grey 

Rank City, Country 

International 

visitors (millions) Rank City, Country 

International 

visitors (millions) 

1 Bangkok, Thailand 22.78 11 Seoul, Korea 11.25 

2 Paris, France 19.10 12 Osaka, Japan 10.14 

3 London , UK 19.09 13 Makkah, Saudi Arabia 10.00 

4 Dubai, UAE 15.93 14 Dubai, UAE 9.89 

5 Singapore, Singapore 14.67 15 Phuket, Thailand 9.44 

6 Kuala Lumpur, Malaysia 13.79 16 Pattaya, Thailand 9.10 

7 New York, USA 13.60 17 Milan, Italy 9.09 

8 Istanbul, Turkey 13.40 18 Barcelona, Spain 8.96 

9 Tokyo, Japan 12.93 19 Palma de Mallorca, Spain 8.26 

10 Antalya, Turkey 12.41 20 Hong Kong, China 8.23 

 

A report by Horwath HTL (Ho, 2018), pointed out four emerging trends of travel 

behavior in Asia and amongst Asians. First, the growing number of Chinese tourists tend to 

affect the demand side of the industry. This customer segment is forecasted to grow to 200 

million in a few years. The second factor is the driving demand for local travel. There is a 

growing demand not only for intraregional travelers but also for traveling within national border, 

as manifested in China, Malaysia, Vietnam, and The Philippines. Another factor is the shift in 

travelers’ behavior, shifting to purposeful travels, with most of the travelers placing high-value 

on self-actualization and discovery. Lastly, the growth of Asian tourism can be attributed to the 

changing technology landscape, putting primer on the heavy use of social media and sharing 

economy.  

As for the threats, since most of the destinations in Asia rely on biodiversity and 

ecological backdrops, environmental sustainability poses a great challenge towards 

development. The region is not implementing enough measures to safeguard its natural 

resources. With the expected influx of international and local tourists, there is a greater 
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necessity to balance tourism efforts with environmental protection, so as to retain the region’s 

market value (Calderwood, Soshkin, & Fisher, 2019).   

 

 

Table 3: Outbound Tourists and destination cities with Asian countries highlighted in 

grey 

Rank Origin Country Top 3 Global Destination Rank Origin Country Top 3 Global Destination 

1 United States o Cancun 

o Toronto 

o London 

11 India o Dubai 

o Singapore 

o Makkah 

2 Mainland China o Bangkok 

o Seoul 

o Tokyo 

12 Italy o Paris 

o London 

o Barcelona 

3 Germany o Palma de Mallorca 

o Bolzano 

o Titoler Unterland 

13 Spain o Paris 

o London 

o Lisbon 

4 United Kingdom o Palma de Mallorca 

o Paris 

o Dublin 

14 Taiwan o Tokyo 

o Hokkaido 

o Okinawa 

5 France o London 

o Marrakech 

o Barcelona 

15 Netherlands o London 

o Paris 

o Tiroler Unterland 

6 South Korea o Osaka 

o Hokkaido 

o Tokyo 

16 Argentina o Porto Alegre 

o Montevideo 

o Valparaiso 

7 Japan o Taipei 

o Seoul 

o Bangkok 

17 Brazil o New York 

o Orlando 

o Miami 

8 Canada o Washington 

o Las Vegas 

o New York 

18 Saudi Arabia o Bahraim 

o Dubai 

o Istanbul 

9 Russia o Antalya 

o Pattaya 

o Phuket 

19 Indonesia o Singapore 

o Kuala Lumpur 

o Makkah 

10 Australia o Bali 

o Singapore 

o New York 

20 Malaysia o Singapore 

o Bangkok 

o Chennai 

 

 

1.4. Philippine Tourism Industry 

 

According to World Economic Forum’s Travel and Tourism Competitive Report, The 

Philippines ranks below the global and regional average competitive index. On a scale of 1-7, 

with the latter being the best, The Philippines garnered an index of 3.8, lagging behind the 

global average of 3.9 and regional (Asia Pacific) average of 4.2.  The report lists the following 

areas of improvement: cultural resources and business travel (1.8), and ground and port 
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infrastructure (2.8). The country, however, on some indices, ranked above both global and 

regional averages, namely: price competitiveness (5.9), human resources and labor market (5.0), 

and natural resources (3.8).  

Throughout the decade, tourism revenues continued to rise. From US$ 2.4 billion in 

2010, to US$ 9.3 billion in 2019, marking 274% growth over the past ten years (see Table 4). 

This revenue growth is directly proportional to the international tourist arrival and local 

travelling behavior, as reported by the Department of Tourism. In 2019 alone, international 

arrivals totaled to more than 8 million, a 134.7% growth over the span of ten years (see Table 

5). 

Table 4: Tourism Revenue and Revenue Growth Rate 

Year 

Tourism Revenue 

(in million US$) 

Revenue 

Growth Rate 

2010 2,490 11% 

2011 2,994 20% 

2012 3,818 27% 

2013 4,397 15% 

2014 4,838 10% 

2015 5,002 3% 

2016 5,573 11% 

592017 6,652 19% 

2018 7,647 15% 

2019 9,310 22% 

10 yr. 

Total 52,722 274% 

 

According to an annual report by the Philippine Statistics Agency, tourism is indeed 

beneficial to the economy of the Philippines. Over the course of ten years, the share of tourism 

direct gross value added to the total GDP increased from 5% in 2009 to 12.7% in 2018 (see 

Table 6). This reflects the continuous efforts of the government to bolster the tourism industry 

of the country. 

Table 5: Tourism direct gross value added (TDGVA) and share to total GDP (%) 

Year 

Tourism direct gross 

value added (TDGVA)  

(in PH Peso, Billions) 

Share of 

TDGVA to 

total GDP 

2009 459 5.8 

2010 518.5 5.7 

2011 571.3 5.9 
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2012 631.1 6 

2013 861.7 5.4 

2014 982.4 7.8 

2015 1093.1 8.2 

2016 1,243.50 8.6 

2017 1,929.30 12.2 

2018 2,200.00 12.7 

 

Table 6: International Tourist Arrivals and Local/Regional Travelers 

Year 

 

International 

Tourist Arrivals 

Growth 

Rate 

Local/Regional 

Travelers 

Growth 

Rate 

2010 3,520,471 16.7% 17,030,447 21.5% 

2011 3,917,454 11.3% 21,049,620 23.6% 

2012 4,272,811 9.1% 18,587,233 -11.7% 

2013 4,681,307 9.6% 20,397,355 9.7% 

2014 4,833,368 3.2% 24,728,976 21.2% 

2015 5,360,682 10.9% 30,749,881 24.3% 

2016 5,967,005 11.3% 35,305,384 14.8% 

2017 6,620,908 11.0% 39,179,591 11.0% 

2018 7,168,467 8.3% 44,961,491 14.8% 

2019 8,260,913 15.2% 51,435,946                  14.4% 

10 yr. 

Total 

 

54,603,386 

 

134.7% 

 

303,425,924 

 

202.0% 

 

According to the Philippine National Tourism and Development plan, the government 

maintains a tourism portfolio focused on the following nine categories: (1) nature-based tourism, 

(2) cultural tourism, (3) diving and marine sports tourism, (4) sun and beach tourism, (5) health, 

wellness, and retirement tourism (6) cruise and nautical tourism (7) leisure and entertainment 

tourism, (8) meeting, incentives, conferences, and exhibitions (MICE) tourism, and (9) 

education tourism. The government focuses on the first four categories, citing ease and 

importance of those segments.   

 

 

The same report lists national weaknesses that needed to be strengthened. These include: 

underdeveloped infrastructure, inconsistencies in tourism standards in facilities and services, 

safety, lack of political stability, low awareness of tourism destinations, and insufficient value 

for money offers in travel packages. To address such, the government is implementing a 
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strategic action plan revolving around infrastructure building, policy building, marketing 

initiatives, and human capital development (see Figure 3).  

 

 
Figure 3: National Tourism Action Plan F.Y 2016-2022 

 Public infrastructure and safety is necessary, but it is not sufficient and is only part of 

the strategy in attracting visitors in the country. A key element of the Philippine Tourism 

Development Plan is the integration of marketing efforts, and the creation of messaging and 

promotions informing the visitors of these improvements and encourage them to visit. As 

mentioned in the report, the government is implementing an expanded marketing program for 

foreign markets through four “thrusts”: (1) continuation of the “It’s more fun in the Philippines” 

branding campaign, (2) market penetration strategies in 12 major markets, (3) design of market 

development for the 12 new markets, and (4) product-market development of new tourism 

products, with emphasis on MICE and cruise tours.  

 

 

 

 

1.5. Previous Tourism Campaigns 

 

 Pilipinas Kay Ganda (Philippines, So Beautiful) Campaign. Year 2010 was the start 

of President Benigno Aquino III administration, with businessman Alberto Lim helming the 

tourism department.  Launched in the same year, Pilipinas Kay Ganda, roughly translated as 

“Philippines, So Beautiful”, was a campaign commissioned by the Tourism Department, to 
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replace a decade old Wow Philippines campaign. Campaigns and Grey (C&G), an affiliate of 

the international Grey Group, worked on the campaign, designing the logo and slogan.  

The said campaign was marred by various controversies, including alleged plagiarism 

(Spot.ph, 2010). Stakeholders claim that the logo and brand bear a close resemblance to 

Poland’s tourism campaign, “Polska,” specifically as use of color and stylization (see Figure 4). 

The then-official website, www.beautifulpilipinas.com, also drew flak as it bears domain 

similarities with a pornographic website, having only one-character difference (Galarpe, 2010). 

C&G, working free of charge, later on distanced itself and claimed that the tagline and logo 

was just a study and was used prematurely. Alberto Lim resigned a year later, amid various 

controversies, including the Pilipinas Kay Ganda campaign. He later on stated that he resigned 

due to personal and health reasons (Meruenas, 2011).  

 

 
Figure 4: "2002 “Wow Philippines” Campaign logo, 2010 “Philippines, Kay Ganda” 

logo, and the Polish Tourism Organization Campaign Logo, “Polska” 

 

1.6. It’s More Fun in the Philippines 

 

Inception. With the appointment of advertising executive Mon Jimenez to the tourism 

department, comes the effort to renew the talks on the new tourism campaign. After various 

public biddings, BBDO-Guerrero, a Philippine-based member of the larger BBDO Network, 

was able to secure the contract. Helmed by Chairman and Chief Creative Officer David 

Guerrero and then-newly appointed Chief Executive Office David Harris, “It’s More Fun in the 

Philippines” was created.  

 The campaign name was one of the three shortlisted tagline-studies, the two being 

“Fantastic Philippines” and “Fabulous Philippines”. In his interview with Esquire, Harries said 

that they opted to proceed with “It’s More Fun in the Philippines”, as he felt that choosing the 

first two would not suffice the tourism context and narrative of the country (Hicks, 2013). The 
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idea came from three distinct observations of the current tourism market: competition, audience, 

and the product.  

Compared to most tourism campaigns, most of the national tourism campaigns are 

observational, and visually descriptive. Such is in the case of Amazing Thailand, Incredible 

India, This is GREAT Britain, and Wonderful Indonesia. Harris wanted to take on a crowd-

sourced tourism campaign, and that means having a participative tagline. The agency also took 

into consideration that Philippine Tourism targets two markets -- international and local tourists 

– with both having different perspectives about the country. Last observation is the product, to 

which Harris claimed to be the Philippines’ “quirky and beautiful”, thus the inclusion of 

operative word “Fun,” stating that the value of experiencing the Philippines’ world-known 

hospitality and beautiful natural landscapes.  

 Campaign revisions. The initial campaign ran for almost six years, until the term of 

newly appointed Tourism Secretary Bernadette Romulo-Puyat in 2018. Secretary Puyat 

retained the original messaging, but called efforts of revitalizing the logo. The 2012 and 2018 

logo show stark differences, but still remaining in the same color scheme. The new stylistic 

revisions include the new typeface, icon, and color palette (see Figure 5 and 6).  

 
Figure 5: 2013 Campaign logo & 2016 Revamped Campaign Logo 

 

 The new typeface, changed from the previous Harabara, is called “Barabara”, wittingly 

called after the inexact hand-painted manner of painting street letterings in common Philippine 

icons such as jeepneys (common mass transport vehicle) and bangkas (boats). “Barabara” is a 

Tagalog word which roughly translates to “inexact and unplanned”. Graphic Designer Aaron 

Amar designed the new typeface as an ode to the country’s “unsung craftsmen” (Losa, 2019). 

The new logo is minimalist version of the 2012 version, which still represents the Philippine 

textile and weaving industry. Lastly, the simpler color palette represents various Philippine 

tourism icons and landmarks i.e. red for ethnic weavings, blue for the country’s seas and water 
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forms, yellow and orange for the Philippine sunsets, and green for the UNESCO heritage site, 

Banaue Rice Terraces. 

  

 
Figure 6: Elements of the new logo 

 

1.7. Tourism Industry and the COVID-19 Pandemic 

 

The UN World Tourism Organization published a comprehensive report amid the 

COVID-19 pandemic (UN World Tourism Organization, 2020). Published in May 2020, the 

report highlights the contraction of the tourism sector by 20% to 30% for the rest of the year. 

This contraction might vary for countries relying on foreign visits. This contraction is driven 

mainly by the 80% drop of air traffic. Furthermore, all of the countries in the world imposed 

travel restrictions, with 45% (97 destinations) implementing partial or total lockdown for 

international tourists, 30% (67 destinations) with air travel restrictions, and 18% (39 

destinations) implementing the closure of borders from particular countries of origins. 

The pandemic recorded a -22% decrease in international tourist arrivals, totaling to US$ 

67 million. The pandemic also affected exports, totaling to US$ 80 Billion lost. It is expected 

that the average recovery time for destinations, based on previous pandemics, is 19 months, 

thus the industry is expected to normalize by late 2021. When it comes to regions, Asia and the 

Pacific, the first epicenter of COVID-19, leads with a 35% decrease in arrivals. The second-

hardest hit was Europe with a 19% decline, followed by the Americas 15% decline, Africa (-

12%), and the Middle East (-11%). 
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1.8. Statement of the Problem 

 

 As brand campaigns are seen as a major driving force in national tourism efforts, this 

study aims to look at the current “It’s More Fun in the Philippines” Campaign. The main 

objective of the study is to analyze the effectiveness of the Philippines’ tourism campaign, as 

referenced by different media efforts employed by the tourism agency, and as reflected through 

the perception of the tourists.  

 

1.9. Objectives of the Study 

 

 The specific objective of study is to analyze the campaign’s strategy, main brand 

elements, and brand imagery, through the following: 

1. Campaign and messaging, It’s More Fun in the Philippines, as it is leveraged 

by related national campaigns 

2. brand stylistics, and its usage and appropriateness in crowdsourcing efforts; 

and  

3. perception of the tourists about the Philippines as a destination 

 

1.10. Significance of the Study 

 

 This brand analysis is designed to inform efforts to enhance the effectiveness of the 

Philippine Department of Tourism’s campaign by providing feedback. As seen in the case of “I 

Love New York”, and many other national tourism campaigns, it is the hope of the research to 

provide a review and recommendations to improve the implementation of the branding 

campaign and ultimately, to increase tourism in the Philippines.   

By looking at the effectiveness of the marketing campaign, the study hopes to provide 

an in-depth analysis not only in a technical sense, but from a viewpoint of a user and a tourist. 

As a government effort, it is due forethought for the research, to assess its effectiveness and 

sustainability. 
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2. Review of Related Literature  

 

This review of related literature is divided into four parts: (1) Models of brand 

effectiveness, (2) media channels and elements, (3) cognitive and behavioral effects, and (4) 

nations and destinations as brands. This structure aims to lay the foundations of a brand analysis, 

to build a model for assessing campaigns, identifying assets and elements that make a campaign 

successful, to study the effects of a successful campaign, and ultimately, the creation of nations 

and destinations as final products. 

 

2.1. Models of brand effectiveness 

 

2.1.1. Linear models.  

In general, advertising campaign effectiveness, more often than not, is measured by how 

certain media and formats (i.e. print, TV, or internet advertisement) stimulate the customers’ 

decision to buy or avail themselves of services. Such as in the case of destination branding and 

advertisement, whose effectiveness is measured by advertising tracking studies and measures 

of conversion (Kim, Hwang, & Fesenmejer, 2005).  

 Lee, Song, Lee, and Petrick (2007) applied the commonly used AIDA models in looking 

at the decision-making processes of pop culture fans. AIDA, or Attention, Intention, Desire, 

and Actions, posits that action, which is travelling in this case, is the final stage in the process 

of consumer decision making. The model describes the specific advertising efforts needed to 

attract attention, engage interest, continuously drive desire, and encourage purchasing.  The 

model clearly describes the persuasiveness of the tourism campaign to changes in the 

consumer’s behavior 

This focus on linear models, however, presents problems, as consumer behavior is not 

only limited to awareness to the advertisement (and consumer decision making is not always 

linear). This posits a problem in measuring the effectiveness of tourism campaigns as travel 

decisions are not made easily and quickly, unlike other services and products. Conversion 

studies fail to understand wholly the purchasing behavior as a whole, neglecting decision 

making and request for information – action steps of the consumer that may not lead to 

immediate destination visit (Siegel & Ziff-Levine, 1990). 
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2.1.2. Circularity of Destination Brand Equity.  

The linear models show that an increase in brand equity leads to competitiveness of a 

certain destination. However, destinations are deemed to be complex products, thus the 

acknowledgement that brand equity is driven by competitiveness (Weng, 2019). This circularity 

is defined by functional attributes being antecedents of brand equity, and abstract attributes as 

results of brand equity. Functional attributes are physical and measurable assets such as sites, 

locations, accommodation, while psychological attributes are abstract and intangible assets 

such as reputation, quality of service, etc. This circular relationship can help aid agencies to 

determine pain points to produce the marketing efforts for the right audience 

2.1.3. Brand Image.  

Commonly, a brand is made up of four image components: x-values: attributes and 

holistic (imagery), and y-values: functional and psychological characterisitics (Echtner & 

Ritchie, 2003). Attributes are defined as specific characteristics of a place i.e beautiful beaches, 

efficient transportation. Holistic characteritics on the other hand refer to general imagery that 

defines the country (or destination) as a whole i.e hospitality, warmth, safety, etc. Functional 

characteritics can be measured and observable making it an objective component (i.e. cost, 

climate, number of available tourist facilities), while psychological characteristics are those that 

cannot be measured and may differ depending on the individual visiting the place (i.e. fame, 

reputation, atmosphere). The researchers pointed out the equal importance of these four 

components in building a brand image and integrating both structured and unstructured 

metholologies to measure them.   

There is also the concept of House of Brands and Branded house (Harish, 2010). These 

highlights the importance of the brand name and identity – either referenced by the master brand 

or the product itself. House of Brands is a strategy wherein the name of the product, in this case, 

the tourist destinations, is highlighted more. Such as in the case of the Balears Isles in Spain. 

These four isles, namely Majorca, Minorca, Ibiza, Formentera, have very distinct brands of 

their own, seprate to that of Spains national tourism campaign. In contrast, Branded house is a 

strategy where the “master brand” takes precedence. A perfect example is New Zealand’s 100% 

Pure New Zealand. TV commercials feature different tourist spots and activities in different 

locations, and are branded in one campaign (see Figure 8).  
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Figure 7: Different activities and tourist spots all branded under 100% Pure New 

Zealand 

2.2. Media Channels and Elements 

 

2.2.1. TV, Internet, Crowdsourcing.  

Online social networks are great tools for creating engagement in destination branding 

(Lund, Cohen, & Scarles, 2018). The “democratization” of the brand shifts the control of brand 

development from the institutional firms and agencies, to the consumers. This follows the 

perspective of social media as a space - and opportunity - for storytelling by crowdsourcing and 

involving the destination goers in creating the brand story, and implementing open-source 

branding. In this case study, the researchers used the Denmark’s tourism campaign, 

VisitDenmark, where the tourist share their photos with the campaign’s Instagram account. This 

offers the campaign to show a more realistic and genuine tour experience. Since storytelling is 

deemed to be essential in destination branding, the researchers concluded by exploring the areas 

of improvement in crowdsourcing: destinations need to (1) recognize the impact of social media 

as platform, (2) constantly engage with the tourists, (3) treat the tourists as ambassadors of the 

brand, and (4) explore and cultivate individual experience storytelling as a form of marketing.  

 One study explored the emergence of new forms of ITAs (international tourism 

advertisements), whose content is created by the tourists themselves and are published via social 

media (Lee U. K., 2017). The characteristics of this new type of ITA contains not only pictures 
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but also in-depth narratives of experiences in form of videos often times uploaded on YouTube. 

The results of the study indicate that the quality and peer tourists’ (influencers with large clout 

vs. regular tourists with normal clout size) influence significantly affect the quality of ITAs. In 

addition, the content of ITA s increase tourist reaction, whether in form of replication of same 

ITA content, word-of-mouth conversations, or ultimately, lead to visiting the destination. 

2.2.2. Logo Effectiveness. 

 Country branding campaigns combine visual communication (logo, logo colors, and 

applications) and other marketing methods. Similar to other marketing and brand campaigns of 

goods and services, there are certain rules governing positioning, identity, customer perception 

and loyalty (Papp-Váry, 2010). Papp-Váry categorized examples of country slogans and logos 

and categorized them into several groups (see Table 7). The research concluded that it is 

important for both locals and foreigners to connect with the logo and slogans. Furthermore, the 

effectiveness of a logo and a slogan (the brand), however striking and aesthetically appealing it 

may be, is determined by the application of a comprehensive branding system.  

Table 7: Categories of country slogans and logos 

Slogans  Geographical feature 

 Weather 

 Nature 

 Water 

 Royalty 

 Treasures 

 Culture 

 Food 

 Discovery 

 People 

 Joy 

 Escape 

 Personal message 

 Self-expression 

 Vibration 

 Superego 

Logos  Abstract 

 Nature – Water 

 Nature – Sun 

 Nature – Landscape 

 Nature – Animal 

 Nature – Plant 

 Flag 

 Heart 

 Country name 

 Unique characteristics 

  

There are guidelines by which logos are suggested to be created or modified (Henderson 

& Cote, 1998), which determines the values that makes a logo good. The researchers 

categorized these attributes into two categories: dependent and independent variables (see table 

8). The study highlights the importance of identifying the general brand story, the goals in 

which the logo need to operate on, and the relevenace of customer feedback in the design 

process. 
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Table 8: Dependent and Independent variables in logo design 

Dependent 

variables 

1. Correct recognition. Consumers remember the logo.  

2. False recognition. Consumers believe that they saw the 

logo, when they have not. 

3. Affect. Emotions created by the logo 

4. Familiar meaning. Stimuli that easily evoke consesually 

held and familiar meanings within a subculture 

Independent 

variables 

1. Natural affects. Use of commonly experienced objects 

2. Harmony affects. Design elements that combined 

symmetry and balance 

3. Elaborate affects. Use of design to capture meaning of 

something 

4. Parallel affects. Use of multiple and adjacent lines or 

elements  

5. Repetition of elements. Use of elements that are similar or 

identical to each other 

6. Proportion. The relationship of horizontal and vertical 

dimensions 

7. Round designs. The use of circular and curved elements. 

 

2.3. Cognitive, Behavioral, and Conative Affects 

 

 According to Garner (as mentioned by Weng, 2005), there are three components that 

make up a destination image: cognitive, affective, and conative affects. Cognitive affects are 

the proof of awareness of a customer towards a certain destination (these are rather objective 

beliefs about the attributes of a destination – beaches, golf, museums). Affective affects are the 

emotions toward the destination, while conative affects are the actions done given the awareness 

and emotions that was felt. These affects represent the decsion-making behavior of the customer 

to visit the country. It is therefore important to determine the right marketing steps to address 

each of the three phases, aiming for the customer to visit the place.   

Top of mind awareness (TOMA) is an intial step in building a brand. Oftentimes used 

for benchmarking, it is the first brand name that comes to mind about a specific industry (Hoxha, 

2019). TOMA is considered to be an important value, whether by association or differentiation, 

in how potential visitors will eventually lead toward an actual visit.   

 Kim, Hwang, & Fesenmejer (2005) emphasized the importance of advertising platforms 

and selection of right mix for a tourism brand to achieve advertising awareness.  Braodcast 

media are low-involvement and emotionally involving channels. Print media, in contrast are of 

high-involvement and rationally involving channels (Batra, Myers, and Aaker, 1995). Platforms 

such as TV are non-targeted and mass-reaching. They can employ the essence of sound, visuals, 
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and colors.  Print media, on the other hand, is dependent on the pace of the reader. Persuasive 

messages using print media are said to have longer effects (Kim, Hwang, & Fesenmejer, 2005). 

It is necessary to find the right blend of each channel, as TV is designed to maintain familiarity, 

while print induces behavioral response. 

 Destination branding is a collection of images, feelings, and associations customers feel 

towards a certain destination. It can also be an imagery – a vision – that is communicated 

towards the customers (Pavlic, 2013). Thus, it is important to point out that destination branding 

covers both lived and perceived experiences. It is therefore necessary to look at psychological 

factors that are formed from various information and channels. Pavlic used the above 

assumptions in her study that aims to determine the importance of stimuli and socio-

demographic characteristics as driving factors of tourism in the city of Dubrovnik in Croatia. It 

was concluded that information sources have positive impact in the tourists’ perception of the 

destination, while demographic variables (i.e. age, education, and income) do not have 

significant impact. However, it has to be pointed out that cities and countries have different 

brand campaign guidelines, product specification, and offerings. 

2.4. Nations and Destinations as Brands 

 

2.4.1. Brand Equity Index.  

The consumer-based brand equity (CBBE)  model proposes metrics used to show brand 

performance as attibuted to customers’ attitude towards it (Pike, Bianchi, Kerr, & Patti, 2010). 

The CBBE Model is often presented in a pyramid, with the base needed to attain the topmost 

part (see Figure 7). The model features four dimensions: brand salience, brand associations, 

brand quality, and brand resonance. Salience is the foundation of the entire model, and is always 

in the mind of the target. Image refers to the perceptions and behavior attached to the brand. 

Quality refers to the reactions towards the characteristics of the destination as a brand: it may 

be in form of accomodation, safety, or hospitality. Loyalty is the topmost dimension, and is the 

goal of any branding effort. It aims to establish loyalty and encourage return for the destination 

goer.  
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Figure 8: CBBE Model 

Using the CBBE model, the same study by looked at Australia’s tourism campaign, 

“Where the bloody hell are you?”, it was found that destinations as brands needs to go beyond 

salience, as potential customers may recognize the destination, but will have no further affect 

that will encourage them to go. Thus, there is a continuous strive towards resonance (Pike, 

Bianchi, Kerr, & Patti, 2010).  

2.4.2. Destinations, Nations, and Brands. 

 Brand equity, in this case a nation or destination, refers to the competitive values of a 

brand, and its capacity to resonate to foreign travellers, attract them to visit, and untlimately,  

meet the traveller’s expectation of a destination. Thus, brand equity is something that is 

generated after the visit, will require many facets of the brand: nation’s infrastracture, 

experience, and value for money. Nation branding is a mix of perceived quality plus the 

employment of other elements, such as logos, taglines, and brand ambassadors to increase reach.  

It is the goal of a branding to show and sustain “memorability, meaningfulness, and adaptability” 

as tourist tastes vary over time (Donald & Gammack, 2007). 

Nation as brands are more complex and intricate to manage and develop because they 

are less tangible than consumer and corporate brands. However, it goes without saying, that 

branding, as a whole is a deliberate process applied to the shaping of a nation’s image and 

reputation on the global stage, in the heightened global competition for ascendancy. (Scott, 

Ashton, Ding, & Xu, 2011).  Through their research on Chinsa’s brand identity, Scott et al. 

defined differences between commonly interchanged concepts: nation image, nation branding, 

and nation identity. Nation image is the congregate sum of psychological associations about a 

nation from the perspective of outsiders and international stakeholders (Fan, as referenced by 

Scott, Ashton, Ding, & Xu, 2011). Nation Branding, on the other hand, refers to the applications 

Brand Resonance

Brand Quality

Brand Image

Brand Salience
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of branding and marketing to promote the nation image – making it a desired image. Lastly, 

nation(al) identity refers to the collective characteristic of a nation, built through time, by its 

citizens and residents.  

Destination branding goes beyond the efforts of a tourism office. Intial steerers, for 

example national tourism organizations, are those highly involved in marketing and promotions. 

On the other end are the rest of the nation: other government agencies, institutions, and citizens 

themselves to “manage the substance” of the destination (Donald & Gammack, 2007). 

Destination branding goes beyond promotions: it is indeed a hollistic effort that would require 

policies and infrastracture. 

These nation branding efforts are usually tightly tied to  national projects as tourism 

branding. Tourism brandings are more often than not based on desired imagery that a nation 

would employ to encourage visits in the country. It is also tied with national identity – as driven 

by politico-legal factors and are molded through time. Whether its for leisusre, eductation, or 

business, tourism branding efforts are part and parcel of the nation’s overarching branding 

efforts.  

Modern societies are concerned with how their reputation performs in comparison to 

other societies. One study looked at how country reputation was built and maintained in the 

Principality of Lichtenstein (Passow, Fehlman, & Grahlow, 2005). The study proposed that 

governments should consider their countries as corporate brands, thus highlighting the necessity 

to always maintain and improve it. Using the Fombrun-RI Country Index, a model devised from 

the Harris Fombrun Index, the study looked at 20 attributes sorted into 6 categories, and used 

them to measure country reputaions. These six dimensions include the following: emotional 

appeal, products & services, financial performance, vision and leadership, workplace 

environment, and social responsibility. The study also looked at the three-stage model in 

branding the country: diagnosing the current state, designing the future state, and managing the 

transition between the two phases (see figure 8). The study place tourism efforts within the 

three-stage model in nation branding. Whether these tourism efforts are by-products or causes 

of nation branding, will depend on the goal of the tourism efforts.  
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Figure 9: Three-stage model 
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3. Conceptual Framework 

 

Branding, brand Imagery, and brand image are often interchanged, because of the 

concepts’ interlink in the topics of graphics and aesthetics, consumer perception, adaption, 

feelings, and reaction towards the brand. As mentioned in the preceding chapters, the entire 

brand environment and its management has been deemed to be essential in making consumer 

buy, subscribe, or associate with the brand.  Ultimately, this chapter defines the three concepts 

in detail, outline its boundaries, to be able to determine the scope and constraints of the study. 

Lastly, this chapter outlines the framework of analysis that will be used to analyze the tourism 

campaign as a brand. 

3.1. Branding, Brand Imagery, Brand Image 

 

 Before defining the frameworks for analysis, it is highly important to define the 

boundaries of the framework. In reality, terms are often misused and interchanged, and overlaps 

often occur, it is necessary to define the three concepts that characterize branding efforts in the 

context of this research. 

3.1.1. Branding. 

 Branding is a practice in which an organization creates a name, symbol, or design that 

makes it identifiable from the rest or in relation to other brands, and associated to the company 

(Smithson, 2015). According to Kapferer (Maurya, 2012), goes beyond brand names or 

trademarks, or creating mere stamping of a corporate marking or imprint. Branding requires 

maintaining and transforming a “product category” that requires long term involvement and 

planning. Branding as a long term strategy, includes a wide set of activities that includes product 

innovation to marketing communications.  

3.1.2. Brand Imagery. . 

 Little is mentioned about brand imagery as a whole, but there have been several 

literatures to define Brand Imagery within the bounds of business psychology and consumer 

behavior. Brand Imagery is the concept that consists of elements and values that are ‘sensory’ 

about the brand. This includes perception and values that are brought by the human senses: 

sight, sound, touch, smell, and taste (Keating, 2016).  As seen in print, TV, and internet 
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advertisements, this also includes logos, color palette, typeface and typography, types of images, 

these values relate to the bigger brand image.  

 

3.1.3. Brand Image. 

 Brand Image are defined as the perceptions made by consumer regarding the brand. 

This is usually reflected in the form of associated (or disassociation) and brought about by 

marketing and advertising efforts. Collectively, brand image is defined as the consumer's 

sentiments and thoughts regarding the brand. Brand image can also be defined as the 

observations on a brand, as reflected by the brand association held in a consumer’s memory 

(Anwar, Gulzar, Solhail, & Akram, 2011). This also includes, in the context of destination 

branding, the post-visit sentiments that are acquired by the visitor. 

It is therefore important to point out the clear distinction between the three definitions 

as part of the outlining the bounds of this research: Branding refers to the management aspect 

that creates competitive advantage, Brand Image refers to the observations and feelings towards 

a product or service, while Brand Imagery are perception and values that can be observed by 

the five senses. These operationalized definitions are summarized in Table 9. 

 

Table 9: Operational definitions of branding, brand image, and brand imagery 

Term Definition Context 

Branding A strategic activity which includes a wide set 

of activities that includes product innovation 

to marketing communications. 

 

“It’s More Fun in the Philippines” 

Tourism Campaign 

Brand Imagery The elements and values that are ‘sensory’ 

about the brand 

Visual elements of the “It’s More Fun 

in the Philippines” TV commercial 

 

Brand Image The consumer's sentiments and thought 

regarding the brand 

Philippines as a top-of-mind 

destination for travel and leisure 

 

 

3.2. Framework of Analysis 

 

 This research will be facilitating three frameworks for analysis: Associative Neural 

Networks, Perceptual and Sensory Systems, and Meanings, to explain the branding, brand 

imagery, and brand image, respectively. The framework also follows the input, process, output 
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methodology, with the three concepts defining the process of deriving meaning. This aspect 

will be explained further in the next chapter.  

 

 

3.2.1. Associative Neural Networks. 

 Our perceptions of brand elements are explained by biological functions, specifically 

on how our brain functions in reaction to certain triggers, symbols, and sensations. Impressions 

as brought about by the five senses are stored in the brain in the form of neural networks through 

interconnected brain cells. Truths, perceptions, familiarities, memories, and values are stored 

in these neural networks (Burmann, Riley, Halaszovich, & Schade, 2017).  

These neural networks produce associative network. Simply put, these are the meanings, 

intended or not, that is ascribed to a certain brand. This can be brought by different factors 

controlled by the brand manager: whether through campaigns, advertisements, or strategic use 

of sensory triggers. This also includes factors that cannot be controlled by the brand manager 

such as prior knowledge, requested information, post-experience feedback, after sales 

experience, etc.  

It is important for a brand to develop an associative network, as this would command 

the elements that need to be present in its media and strategies. This relationship can be 

explained by the Gatorade and McDonald’s brands (Batey, 2008). Gatorade, a known energy 

drink, has always been associated to athletics, active lifestyle, refreshing undertones, and 

rehydration. This is why most of the Gatorade commercials have sports and athletic tones, 

exercise, sweating, and bright colors (see Figure 9). The same case can be applied to 

McDonald’s, a known fast-food chain. McDonald’s has always been associated with youth, 

family, fun, convenience, and joy. This is the reason as to why McDonald’s is often billed by a 

smiling clown, Ronald McDonald, adheres to quick and convenient value proposition, and 

sticks to happy meals (meals with toy freebies) as a pull strategy in driving customers towards 

their stores.  

Associative Neural Network proves that a “brand is a cluster of meanings” (Batey, 2008). 

While neural networks are results of consumer perception and interpretation of cluster of ideas, 

it is necessary for a brand manager to map out those associations to be able to use it in the 

brand’s advantage.  
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Figure 10: Gatorade’s Associative Neural Network 

3.2.2. Perceptual and Sensory Systems. 

 Developing an associative neural network is a goal for the brand. It serves as a guide 

as to what the brand is envisioned by the brand manager to be. To be able to achieve that goal, 

it is also important to map out the sensory systems that are associated with the brand. Batey 

(2008) outlined these sensory systems as tools to perceive the message that is overtly or covertly 

associated with the brand. This is facilitated by the use of sensory stimuli (i.e. sights, sounds, 

smells, etc.), received by sensory receptors (i.e. eyes, ears, nose, etc.), to which the consumer 

will derive sensation and meaning (i.e. destination as an enjoyable tourist spot), and ultimately 

the process ending in a response (i.e. visit the destination, defer visiting the destination). 

An analysis of the perceptual and sensory systems requires an investigation in five 

sensory stimuli: vision (colors and sights), sound (music and phonosemantics), smell (odor or 

the perception of smell), touch (perception of textures), and taste (perception of flavors). This 

system and elements are summarized in Table 10.  

This perceptual and sensory system is subjective. That is why symbols and scripts 

ascribed towards a marketing material (say, TV commercial or poster) varies depending on the 

target audience. There are however, universal sensory cues that relates to most culture, and such 

can be employed in general formats.  
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Table 10: Sensory system and various elements for analysis 

Sensory System Elements 

Sights Colors, Shapes, Figures, Landmarks 

Sounds Music, Natural sounds, Songs 

Smell Fragrance, aroma 

Touch Shape, Texture, Packaging 

Taste Flavors, Gustatory sense  

 

3.2.3. Meanings. 

 Now that it has been established that Associative Neural Networks can be an objective, 

and Sensory Systems can be tools to achieve that objective, it is necessary for a brand analysis 

research to conduct a scope of its results – though the lens of generated meanings. While 

conversion and purchase are the ultimate goal of any marketing and promotional effort, it is 

also important to look at how the campaigns are perceived, and how the consumers generate 

meaning through the neural association and sensory systems that were employed. Batey (2008) 

stated that meanings ascribed to brands by the consumers are important by adding value to it 

“above and beyond” economic value.  

From the same book, Batey (2008) stated that the meaning of the brand is determined 

by how it is perceived by the public at a conscious level, and how it resonates with the public 

on a semi-conscious level. Therefore, brand offshoots two meanings, both of which are equally 

important: conscious meanings (practical and overt) and subconscious meanings (symbolic).  

Going back to the example of Gatorade, conscious meanings are those explicitly bannered by 

the brand: active, physical, and refreshing. Subconscious meanings, on the other hand, are more 

symbolic. Using the same Gatorade example, the drink may always be associated to manliness 

and sports culture as driven by the use of Basketball as a flagship imagery. This can be 

explained by the introduction of women athletes (e.g. Tennis player Serena Williams) so as not 

to alienate the female consumers.  
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Figure 11: Conceptual Framework 
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4. Methodology 

 

This chapter describes the use of secondary data, thematic analysis, and social media 

research as vital elements of the research methodology. This chapter also outlines the 

limitations of the research given the timeframe, online platforms as locale of the study, and 

absence of necessary tools for big data.  

4.1. Content Analysis and Thematic Analysis 

 

Content analysis is a method wherein a set of data, in the form of words, images, or 

symbols, are analyzed and derive inferences from (Vitouladiti, 2014). Such method can be 

qualitative or quantitiave, with the latter focusing on inferences shown by the recocurence (or 

nonoccurence) of data. This rely mainly on frequency and association between the individual 

data. The stregth of content analysis as a research method is mainly anchored on its apllicability 

in various forms (as stated above), the ease of decihpering, usefulness when using secondary 

and archival data and does not require contacting the respondents. It has, however, some 

weaknesses too. Content analysis is purely descriptive and is limited to the data as it is shown.  

One way of doing content analysis, especially for larger groups of texts and images is 

thematic analysis. Thematic analysis is used in many disciplines, mostly by the social sciences. 

Thematic analysis is a means of analyzing qualitative data. It is usually used to analyze set of 

texts and images. The objective is too establish, among the large number of data, reoccurence 

of themes, topics, and patterns that may describe a certain characteristic of the research 

population (Hawkins, 2017).   

Commonly, there are six steps in conducting thematics analysis that a researcher must 

undertake the analysis (Caulfield, 2019): First, is familiarization, which happens after the data 

is tabulated and/or gathered. This includes a review of audio or text, and familiarizing with the 

entire dataset. The next part is coding, which requires grouping sections within the text, and 

coming up with labels that describe them. After this, is the generation of themes, which 

identifies patterns that are usually more generic than codes, which makes it encompassing and 

broad. The next part is the review of themes, which requires reverting back to the set of data 

and making sure that the themes are representative of the codes and is accurate. This would 
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give a summary of themes that we want to then operationalize by defining and naming. Lastly 

is the writing part where insights are given and elaborated.  

 

Figure 12: Theming 

 

Thematic analysis make use of qualitative data. Using this methodology poses 

challenges and issues too (Rosala, 2019). In the context of this research, where hashtags, 

captions, and themes will be used, it is expected that a large quantity of data needs to be 

analyzed. Data are also not limited to texts, such in the case of Instragram posts, which includes 

Emojis. This, however, can be treated as words, as they usually have unique equivalent unicodes. 

Few of the issues that thematic analysis often encounters is the subjectivity of the research and 

the lack of focus of the would-be results vis-à-vis the research objectives.  

4.2. Social media and consumer research 

 

The wide use of social media, and the generation of large datasets, makes social media 

platforms as focus of several consumer and market studies (Ares & Varela, 2018). Social media 

research has proven to be beneficial to businesses and management, providing insights for 

product development, creation of knowledge bases, and marketing strategies for brand 

management (Ngai, Tao, & Moon, 2014). In the case of It’s More Fun in the Philippines, or any 

tourism campaigns, it is important to understand potential, current, and past tourists by looking 
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at theur social media footprints, as this is the easiest method in connecting with them to get 

insights and derive market descriptions.  

 

Social media research can be conducted in two ways: either actively by interacting 

directly with the participants of the study, or passively, by gaining insights from the participants 

that is already generated. This study will facilitate the latter through the method of buzz mining, 

which entails extraction of user data and footprint that are related to the research questions.  

4.3. Instagram as the locale of the study 

 

 As mentioned in the previous sections, the study will be using both primary and 

secondary data. As for the primary data, it will be gathered from the official Instagram account 

of the Department of Tourism (@tourism_phl) and/or used the hashtag 

#ItsMoreFunInThePhilippines. To date, the account has more than 42,300 followers. The page 

also follows 101 accounts mostly influencers, media outlets, and other government agencies. 

The page also has 408 posts, since first utilized in 2017.  

 Using the website www.picodash.com, it was found out that there is 52,867 user tagged 

posts. This figure indicates the number of posts that tagged @tourism_phl and will appear on 

‘tagged photos’ section of the account. Using the same website, it was also found out that there 

has been almost 5,300,000 uses of #ItsMoreFunInThePhilippines. 

 

4.4. Methodology overview 

 

The research will be using a combination primary and secondary data from various 

resources. The previous chapter established that brand, brand imagery, and brand image, albeit 

related, are three distinct phases in brand recognition. These three phases will be the areas of 

focus of this study. These steps are summarized in Table 11. 

Table 11: Methodology Summary 

Areas of Focus Framework Data Data Processing 

4.1.1 Branding Associative Neural Network 

(Story, Concept, Guidelines) 

Brand Brief/Brand Story  

 

 

 

All of the areas of 

focus will be procesed 

4.1.2 Brand Imagery Sensations and Perceptions 

(Visuals, sounds, taste, 

texture, smell) 

Offical video ads and video 

campaigns 
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4.1.3 Brand Image Ascribed meanings 

(Feelings and Expressions) 

Instagram posts tagging 

itsmorefun_ph and/or bearing 

#itsmorefuninthephilippines 

through thematic 

analysis 

There are limitations in exporting data in a closed platform such as Instagram. These 

limitations will be discussed futher in the last section of this chapter.  

4.4.1. Branding. 

 In establishing the used associative neural network to map out the brand story, the 

research will be using internal government resources and related agency resources. Two 

materials will be used in this part of the research. First is the campaign guidelines that was 

authored by the Department of Tourism in collaboration with BBDO Guerrero in 2013. This 

internal document aims to guide departmental agencies locally and abroad, local government 

units (provinces, cities, and municipalities), and the private sector in implementing the brand. 

This encompasses the brand usage, colors, typography, variations, and renditions among others.   

Second is the book written by Tony Harris entitled Advertising: It’s More Fun in the 

Philippines. Tony Harris, together with David Guerrero lead the team behind the It’s More Fun 

in the Philippines Campaign. This includes the story and concept behind the campaign. The 

narrative, albeit an anecdotal one, gives insight on the intial intent of the campaign, the idea 

that started it, and the themes revolving its concept. 

These two materials aims to determine the values and intentions behind the brand before 

its implementation. As branding and brand story determines the brand imagery as portrayed in 

advertisments, print materials, and other media releases, this gives the research an overview of 

the the themes behind the campaign.  

4.4.2. Brand Imagery. 

 As for theming sensations and perceptions to map out brand imagery, the research will 

be looking at the official videos and video campaigns of the Philippine Department of Tourism, 

as published in the department’s YouTube channel. From the inception of the original It’s More 

Fun in the Philippines campaign, up to the time of writing this research (May 2020), initial 

research shows that there have been a total of six video campaigns, namely: 

 It’s More Fun in the Philippines Intro  

 It’s More Fun in the Philippines Sustained Campaign  

 Fun Facts PH  
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 iTravel Pinas  

 Tourism Decade  

 Wake up in PH  

The objective of the research is to course through these video campaigns, and to derive 

themes from them. Sensory patterns will be used as theme guides: visuals, sounds, taste, texture, 

smell. Since the methodology focuses on online media, in this case videos, the last three senses 

will be taken note on face value as  “appreance of such.” This may take in form of the feeling 

of taste (gusto, spice, savory, etc.), the feeling of texture (i.e roughness of sand, coldness of 

water, smoothness of river stones, etc.), and the feeling of smell (i.e smell of the sea, fresh air, 

etc.)  

4.4.3. Brand Image. 

 Lastly, for illustrating the brand image, the research will be utlizing social media posts, 

particularly Instagram posts which tagged the official Instagram account of the Department of 

Tourism and/or used the hashtag #ItsMoreFunInThePhilippines. Social media footprints may 

closely be related to feelings and emotions felt by the user (the account owner) towards the 

subject (The Philippines). Three data groups are lifted from each photo: hashtag used, visual 

themes, and captions. Posts were selected by random through number skipping by 45.  A total 

of 200 Instagram posts were lifted from the pool of 9000 recently tagged photos. Photos and 

photosets are the only posts included, and excluded videos as they are only relatively few and 

would pose challenge in analysis.  

 The post will be dissected and each part will be taken note of. This includes the visual 

themes (location and scenery), ascribed meanings through the captions, and hashtags that are 

used. Data will be then grouped into categories and then, ultimately, themes. An example of the 

post dissection is shown in Figure 11. 
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Figure 13: Example of Instagram post dissection 

 

4.5. Scope and limitations 

 

 The scope of the research will be primarily on brand themes associated with its 

conception, usage, and perception. The research also focuses within the timeline of the current 

campaign, which started in 2013. However, the research were posed of some limitations, mainly 

on research tools, current social climate, and political bureaucracies in the Philippine 

government.  

 The research was done during the time of the 2019 Novel Coronavirus Pandemic 

(COVID-19). During this time, most of non-essential travels are suspended indefinitely. Such 

as in the case of the Philippines, where only residents and citizens are allowed to enter the 

country. Parts of the country are also in a lock-down, and only essential industries are able to 

operate with certain restrictions. During normal times, researchers can access certain 

government documents and circulars by virtue of Executive Order no. 2, series of 2016, more 

commonly known as Freedom of Information Order. This mandates the Executive Department, 

of which the Tourism Ministry is a part of, to allow citizens’ right to information. This order, 

however, was suspended amid the pandemic. Such, the research will just utilize secondary data 

that are already made available. The said pandemic is also expected to affect the quality of 

themes that will be analyzed, as the past five months of 2020 have been characterized by a 

sudden drop in international and local travels. Thus, the social media footprints that were 

gathered are expected to be “throwback posts,” or recycled posts from an earlier travel. 

However, it is expected that travel-related themes will still emerge.  
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 Another limitation is the multitude of collateral that can be looked upon. The current 

campaign uses a number of marketing and advertising collateral, which includes but are not 

limited to, video advertisment, TV commercials, radio featurette, social media advertisment (in 

various form), and print adertisments. Adding to the complexity is the operation in various 

markets using different languages. As such, it would be easier to look at brand imagery in one 

specific facet, in this case video ads and campaigns uploaded on the Department of Tourism’s 

YouTube account. 

 

 

 

 Lastly, incorporating Instagram as a locale of the study had some limitations too. To 

date, without using tools, Instagram posts can only be sorted by recency (recent posts first) or 

daily top nine. The closed system of Instagram also post a challenge as there are no known tools 

that can export posts using date or timeframe. Hashtags as values are also seen as limitations 

too. Based from initial scoping and trial run, lifting posts using hashtags are less valuable and 

related to travel as compared to using posts tagging @tourism_phl. Hastags, in this case 

#ItsMoreFunInThePhilippines is often misused, having utlized in posts that are not even related 

to travel or the Philippines. 
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5. Thematic Results 

 

5.1. Branding 

To establish the branding’s neural association network, the study looked at two streams 

of literature that explain the intention and directive behind the “It’s More Fun the in the 

Philippines” campaign. This approach posits the importance of looking at the concept as it was 

built by the creator (BBDO-Guerrero and Tony Harris) and the user (Department of Tourism), 

and how it was intended to be reflected in its brand imagery and, ultimately, resonate with the 

target audience. These value-themes are then compiled and structured in an asociative neural 

network, as presented in Figure 13.  

The first literature that was referenced is the book of the campaign’s co-creator and 

BBDO-Guerrero CEO Tony Harris: Advertising: More Fun in the Philippines. Written in 2017. 

This autobiographical book narrates the idea behind the in campaign. The book outlines the 

intention and values of the initial 2012-2013 campaign. According to the book, the campaign 

was created under three (3) value propositions: competition, audience, product, which 

ultimately drove the brand promise and imagery.  

According to Harris, the first value proposition that was considered was the Philippines 

as a destination in relation to its regional counterparts. The tagline It’s More Fun in The 

Philippines is longer and wordier in comparison to its ASEAN counterparts.  Examples include: 

Malaysia: Simply Asia, #VietnamNow, Wonderful Asia, and Amazing Thailand. The 

campaigns describing competitive destinations  are purely descriptives. In contrast, the tagline 

was made to communicate comparison (by using the word “more”), and provide a value 

proposition that most of the counterparts does not offer (by using the word “fun”). It was also 

a decision to use a value proposition that cannot be measured and is subjective. Ultimately, 

according to Harris, the tagline was created to exude “Filipino humility”, by saying that there 

are other places in the world that might be “fun”, but “fun” in the Philippines is better and 

bigger.     

The second value proposition is the audience. The agency wanted the future campaign 

to be unique: reflective of local tastes but still responsive to international flavors. This is in line 

with the Department of Tourism’s strategy to attract both foreign tourists and at the same time, 

capitalize on the untapped potential of the domestic tourist market. That is why the campaign 
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was envisioned to promise uniqueness and cultural diversity by portraying local imagery (arts, 

music, local tastes). At the same time, the campaign relates to the international audience by 

showing imagery of adapatability (ease of travel), hospitality, and warmth of the Filipinos as 

hosts. 

Third value proposition is the product. It was clear to Harris that the campaign is a 

destination branding, not a country branding. Thus it was evident that they will be focusing on 

the destination, and the value it brings. Incorporating the concept of “Fun” in the center of the 

campaign, the idea is to use imagery of quirks (use of puns and jokes in materials), festivals, 

parties, and groups. People is also used as an imagery but in a deeper sense. The idea of being 

in a family (that all tourists are welcomed and treated as one) and community. This concept of 

the product relates well to the first two values: that the Philippines as a destination is a place of 

fun: of warmth, beauty, and hospitality.  

These values seem to reflect the branding guidelines as implemented by the Department 

of Tourism: materials need to follow the colorful undertones, the promise of both local and 

international flavors, adaptability (materials are required to be localized and translated 

depending on the market), all together use imagery that depict beauty, quirkiness, and warmth.  

 

 
 

Figure 14: Associative Neural Network 
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5.2. Brand Imagery 

5.2.1. Campaign Background. 

 Between 2012 to 2020, the Department of Tourism has initiated seven (7) video campaigns, 

including different TV commercials (hereinafter referred to as TVCs) each having a 

predominant theme. Each video campaign also targets specific audiences, mostly foreign 

tourists. One of the main observations that can be characterized in some of the campaigns do 

not refer to the “It’s More Fun in the Philippines” brand. This includes the “Visit Philippines 

Again” (2017) and the iTravel Pinas (2017) campaigns and there can be reasons for such. “Visit 

Philippines Again” targets repeat visitors, who most likely have seen the “It’s More Fun in the 

Philippines “campaign already before, or would not need to see it again. iTravel Pinas is focused 

on local flavors for local travellers, and would not need the intro spiel of the “It’s More Fun” 

brand.   

Another observation is that the campaigns are taking the “Branded House” approach. 

As referenced on previous chapters of this research, Branded House refers to the use of a master 

branding, in this case, the “It’s More Fun in the Philippines” brand. Most of the campaigns still 

treat the individual locations such as cities of Cebu, Davao, and Manila as part of the Philippine 

brand, and do not attempt to create location-specific brandings. This however, does not hinder 

the campaigns in featuring the unique offerings of each location. This can be seen in the “iTravel 

Pinas” campaign where it extensively featured each of the famous locations and islands of the 

country.  

The general descriptions of the campaigns are listed in Table 12, while detailed 

descriptions of the campaings are shown on the suceeding sections. In total, 33 videos across 

seven campaigns were analyzed and perceptual cues were taken note of. An extensive list of 

the videos of the sample pool is also presented on the appendices of the research. 

5.2.1.1 It’s More Fun in the Philippines (Intro). The main features of the first 

campaign are the quirkiness and uniqueness of the Philippine icons and destinations. 

Example of such as the “Eyeball TVC” which feature the world-famous tarsier, known 

for its big eyes and sharp stares. The TV commercial ended with the line: “Staring 

contests. More Fun in the Philippines”. Another example is the “Volunteer TVC”, 
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showing an interaction of a wild monkey giving merienda (or snack) to a working and 

seemingly hungry volunteer. The TVC shows how volunteer tourism is angled 

differently in the Philippines.  The end frames of these to examples are shown in Figure 

14. 

Table 12: Video campaigns from 2012 to 2020 

Video Campaign Inclusive dates Description 

It’s More Fun in the 

Philippines Intro 

2012 to 2013 Introduction videos for the campaign, featuring the quirks 

and uniqueness of the Philippines as a travel destination.  

 

It’s More Fun in the 

Philippines (Sustained 

Campaign) 

2014 TV commercials with a “house of brands” approach, 

showcasing the unique features of the Philippines’ top 

tourist destinations (i.e. Manila, Cebu, Davao, etc.) 

 

Fun Facts PH  2014 Campaign initiated for the 2015 Asia Pacific Economic 

Cooperation (APEC) Summit 

 

Visit Philippines Again  

and other campaigns 

2015 to 2017 Series of campaign that encourages return visits to the 

Philippines.  

 

iTravel Pinas  2017 Campaign targeted to local travelers. TV featurettes and 

interstitials following the “house of brands” approach. 

Similar to the 2014 sustained campaign, this series of 

TVCs showcases Philippines’ top tourist destinations   

 

Tourism Decade  2019 Targeted to both local and foreign tourists, this is the first 

campaign that features the people behind the tourism 

industry (artists, chefs, whale watchers, tour guides, 

textile weavers, etc.) 

 

Wake up in PH  2020 Campaign released in early 2020 amid the COVID-19 

Pandemic 

 

 

 

Figure 15: Eyeball TVC (left) and Volunteer TVC (right) 

5.2.1.2 It’s More Fun in the Philippines (Sustained Campaign). A year later, 

another series of TV commercials were made to sustain the initial campaign. However, 

this new series takes on a different storyline and value, introducing monickers for each 

of the locations (Manila as Capital of Fun, Boracay as Asia’s 24/7 island, etc)  while 
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still keeping the association with the “It’s More Fun” brand. The new series featured 

locations instead of icons and quirks, as showcased on the introduction campaign. This 

series of TVCs were made for foreign tourists – and aimed to advertise the features of 

the Philippines’ top locations. Some of the locations that were showcased are Manila, 

Palawan, Davao,  and Boracay. While here are no voiceovers, the branding was briefly 

shown at the end of the videos. See Figure 14 for frames featuring location-specific 

taglines. 

 

Figure 16: Location specific taglines 

5.2.1.3 Fun Facts PH. From February to November 2015, The Philippines 

hosted the 2015 Asia-Pacific Economic Cooperation  (APEC) summit. The summit ran 

for almost ten months, starting with economic ministers’ meetings in February and 

ending in APEC Economic Leaders meeting in November. Because of the summit, the 

tourism department intiated a series of video ads that targets professionals, diplomats, 

and attendees of the said summit. All of the storylines almost have the same structure: 

a professional working in an office, attending a networking event,  or sitting on a summit. 

Through an audio narration, each piece featured facts about working and recreation, and 

how, in a subtle way, Philippines can accommodate both work tours and leisure tours. 

See Figure 16 for the end frame featuring the tagline “Fun Works” 

5.2.1.4 Visit Philippines Again and other campaigns. The government 

declared that year 2016 will be the “Visit the Philippines again” Year. As such, most of 

the campaigns are targeted towards tourist that already visited the country. The 
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campaign is a backdrop of a bigger promotion which incentivizes these tourists to bring 

someone else (a friend or a family member) upon their return. This promotion sits in the 

center of the “Visit the Philippines again” TVCs. Both of the TV commercials feature 

the same storyline: a tourist who previously visited the Philippines, her desire to come 

back, and ultimately, her encouraging a friend or family to go back with her. This 

narrative element conditions the viewer to revisit the Philippines and bring along 

someone on their travel. 

 

 

Figure 17: Fun Facts PH TVC 
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Figure 18: Visit the Philippines Again TVCs 

Another standalone TVC that was released during this era is the award-winning 

“Anak”, a Filipino term for child or children. In this TVC, the subject is a young foreign 

traveller walking through a lush forest.  He then arrives at a table where a local woman 

offers him the food by saying “the fish are eating, you should eat too, anak”. After this 

scene, he asks another local of what the word “anak” means, and the local responded “it 

means my child”, implying that the woman sees the tourist not a mere tourist but a part 

of her family. The video ends in a testimonial that reads: “When you’re with Filipinos, 

you’re with family”. 
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Figure 19: Anak TVC 

5.2.1.5 iTravel Pinas. “iTravel Pinas” (short term for Pilipinas, or Philippines) 

is a web video series featuring travel destinations of the Philippines. Unlike any other 

campaign, this one uses Filipino as medium of narration as it targets local tourists. This 

is in line of the Department’s initiative of encourage local and inter-island travel. Also, 

different from other materials, “iTravel Pilipinas” capitalizes on YouTube as a video-

sharing platform. Episodes are uploaded every week, and simulatenously aired on PTV4, 

a state-owned television network. The decision to upload the episodes on YouTube were 

primarily because only few people watches the state-owned channel. The episodes are 

quite extensive having more than 20 episodes, and ran for almost a year.  

5.2.1.6 Tourism Decade. Like its predecessor, the “Tourism Decade” campaign 

also took a different route in destination advertising. Instead of introducing mere sights 

and locations, the campaign focused on the people as tourism subjects. Examples 

include Whang-Od, a world-renowned traditional tattoo artist in Luzon,  Laida Escoltura, 

a chef in Siargao, and the Dreamweavers, a group of traditonal textile weavers in 

Palawan. This campaign targets both local and foreign tourists. 

There were also attempts to add value proposition to the entire tourism 

promotion effort by inserting eco-tourism. This however, is quite new and has never 

been done, relative to scale. It was only in 2020, when the tourism department and 
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environment and natural resources department partnered up in building eco-tourism 

opportunities. This however, has yet to fly, as recovery and rehabilitation of the spots 

has just started. 

5.2.1.7 Wake up in the Philippines.  Lastly, a campaign was initiated in 

February 2020 amid the 2019 Novel Coronavirus (COVID-19) Pandemic. The scenes 

were shot before the pandemic, thus the campaign must be a result of an effort to both 

recycle the already commissioned footage, and at the same time facilitating awareness 

towards the Philippines as a travel destination after the tour. The  video campaign is part 

of larger campaign, with a dedication of a website that offers advance planning and 

booking to tour the country, e-tours, video content, and free merchandise (i.e Famous 

destinations as Zoom background images). 

 

Figure 20: Wake up in the Philippines video ad 

 

5.2.2. Perceptual and Sensory Systems. 

 The use of perceptual sounds of the sample videos are analyzed. Cues are then grouped 

in five (5) perceptual cues based on the sensory systems. The summary of the cues per campaign 

are presented on the table below. The suceeding paragraphs present the details of each 

perceptual system.  
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Table 13: Perceptual and Sensory Systems 

Video Campaign Visual Sounds Taste Texture Smell 

It’s More Fun in the 

Philippines Intro 

wildlife, warm 

colors, vibrant 

colors, rural 

images 

 

natural sounds, 

modern music 

None cool waters, 

warm weather, 

rough terrain 

None 

It’s More Fun in the 

Philippines (Sustained 

Campaign) 

modern and 

natural images, 

natural and 

bright colors 

 

Indigenous 

music, dance 

music; natural 

sounds, modern 

music 

 

Short 

appearances of 

images of food 

Cool waters, 

warm weather 

 None 

Fun Facts PH  parallel images 

of office and 

outdoors; 

“Fun” facts 

 

modern music Short 

appearances of 

images of food 

and drinks 

None None 

Visit Philippines Again 

2016 

foreign and 

local imagery, 

testimonials, 

nature 

 

Tagalog words; 

Foreign and 

local dialogues 

Longer 

appearance of 

local foods and 

drinks 

None None 

iTravel Pinas  local culture; 

People and 

sights imagery 

Filipino 

language as 

medium of 

narration; 

diverse sounds 

 

More images of 

food and local 

tastes 

None  None 

Tourism Decade  People 

profiles; 

Individual 

stories 

Modern sounds; 

English as 

medium of 

narration; 

 

None None  None 

Wake up in PH  wildlife, warm 

colors, vibrant 

colors, rural 

images 

Modern sounds; 

English as 

medium of 

narration; 

natural sounds, 

modern music 

 

More images of 

food and local 

tastes 

cool waters, 

warm weather, 

rough terrain 

 None 

 

5.2.2.1 Visual.  Since all of the sample marketing materials are TVCs and video 

advertisments, most of the perceptual cues relate to visual elements. While each  

campaign feature unique values, narratives, and elements of their own, the reaearch 

found some similar reoccuring themes. First, natural imagery seems to be the focus of 

each campaign. This can be attributed to the fact that the selling point of tourism in the 

Philippines are natural tourist destinations. Even in such cases that the subject of a video 

is a person, such as in the case of Fun Facts PH, where a professional/office worker is 

the focus, it cannot be denied that it still has the natural imagery as a backdrop. 
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Aside from natural imagery, one recurring theme is the use of people as subject 

of the video. This can be seen in the Anak TVC, the Fun Facts PH and the Tourism 

decade campaigns. This attempt to refocus the subject from scenery to people, taking 

the campaigns to deeper-resonating values: that people and community can be a 

destination too, and that warmth and hospitality is one of the biggest assets of the 

Philippines as a destination.   

Secondly, is the use of warm colors and warm filters. These color grading 

technique emphasizes the warmth of the place (temperature-wise) and exoticness of a 

tropical island such as the Philippines. The said color grading also bring out the colorful 

and brightness of the scenes. This technique is used especially when targetigng tourists 

from cold countries – mostly in Northern Asia, Europe, and America.   

Lastly,  there are recurring themes that present parallel but different imagery. 

This is  the case of “Visit the Philippines Again” campaign, where the cold and dark 

colors of South Korea (where the main character is from) and the warm colors of the 

Philippines beaches are contrasted. Parallel imagery can also be seen in Fun Facts PH 

campaign in its depiction of office life (seminars, trainings, workhours) and enjoying 

the outdoors (hotel’s outdoor ammenities). In addition, one of the most recurring 

parallel imagery is depiction of both foreign and local cultures, as seen  in the “It’s More 

Fun in the Philippines Intro” and “It’s More Fun in the Philippines Sustained” 

campaigns. These parallel images condition the mind of the audience that going to the 

Philippines will be a different and unique experience. By relating to the audience and 

their current way of living, and incorporting the warmth and fun, the advertisment hopes 

to induce travel behavior.  

5.2.2.2 Sound. Together with visual elements, sounds are the two of the most 

used perceptual elements in TV commercials. Most of TVCs use a mixture of both 

modern and indigenous music. Especially that most the the TVCs are utilized out of the 

country, a perfect blend of such music, to create uniqueness and local touch. Most of 

the music is produced through indigenous musical instruments. One key takeaway of 

this is that although the audience may not be familiar with the sound, he or she is little 

by little, getting familiarized and ultimately, be associated to it. Thus, the goal of the 

sound is not to inform the audience that this is a “Philippine sound”, but rather associate 
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that sound to that of the imagery of the Philippines and travelling to the Philippines. 

Parallel to the use of  natural imagery, the TVCs also use natural sounds. This is in the 

case of most TVCs, epecially in the “It’s More Fun in the Philippines” and the “Wake 

up in the Philippines” campaigns, where there are not dialogues or narration. 

Also, more into sounds is the use of world languages. The TVCs utilize the right 

mix of foreign languages, Filipino language (Tagalog), and other local languages 

(Cebuano of Cebu, Kapampangan of Pamapanga, etc.). This mix of languages is utlized 

to resonate with the audience and to induce association. This can be seen in the “Visit 

the Philippines Again”, where the TVCs utilized Korean to resonate with the Korean 

market. This is also aligned with the “iTravel PH”, where local languages are used so 

as to resonate to local travellers.   

5.2.2.3 Taste.  Food and drinks are not often depicted in the TVCs, except in 

some scenes, where they are shown briefly. Since most of TVCs hold on to destination 

and people as subject, including food as elements may serve as a distraction. The 

audience’s response on food is also a matter of preference – some people may not like 

Asian foods (or Filipino food, specifically), and that perference might affect their their 

decision to travel. Such is the reason as to why in limited cases where food and drinks 

are shown, they are portrayed in familiar and universal imagery: cocktail drinks, desserts, 

grilled food, etc. 

 

Figure 21: Food and Drinks portrayed in TVCs 
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5.2.2.4 Texture. Similar as to how natural images and sounds are portrayed, 

natural textures were also shown. This includes roughness of rocks, geoformations, or 

the warmth of the weather, or the coolness of the water. Most of the textures that were 

shown are natural textures. Given that the product that was being shown in the TVCs is 

the destination, there is not much texture that can be seen, except to the already 

preconceived knowledge of how, in these cases its natural texture, feels. It is thus 

important to point out that the value of texture as a perceptual element is not the priority 

of the TVCs.  

5.2.2.5 Smell. Like texture, smell is not something that can be portrayed easily 

in a destination TVC, except for some instances where freshness of air, mountainbreeze, 

or seebreeze is portrayed. Even for the images of food and drinks,the sense of smell is 

not of the focus. This can be pointed to the fact that, similar to texture, smell is hard to 

convey in a format such as TVCs. Moreover, common associations to smell are 

attributed more on visuals i.e freshness of air is attributed to cleanliness, or seebreeze 

can be atributed ot beautiful shores.  

5.3. Brand Image 

 

To analyse the current brand image of the Philippines as a destination, and how it relates 

to the current and past marketing efforts, the study looked at individual social media posts that 

are related to travelling in the Philippines. The study focused on 200 instagram posts as samples, 

and dissected them according to the post elements: Picture, Location, Caption, and Hashtags 

used. From this, thematics and groupings will be generated. The suceeding paragraphs will 

explain each element in detail.  The summary of the codes and themes are shown in Table 14.  

Table 14: Summary of Codes and Themes 

 Element 

Data 

Total data Codes Themes 

1 Geo-Tag 189 154 44 

2a Photo (Geographic Location) 200 37 4 

2b Photo (Subject) 200 36 8 

3a Caption (text) 181 - 2 

3b Caption (Language) 181 - 6 

3c Caption (Emoji) 198 87 6 

4 Hashtags 3626 1602 9 
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5.3.1. Location. 

 Most of the posts that are included in the sample are geo-tagged. Out of 200, only 11 

posts did not include any geo-tagging. Out of the 189 geo-tagged posts, there are 149 unique 

geo-tags that were used. Note that this does not mean that there are 149 unique locations as 

there are duplicates within this segment e.g “Manila City Hall” is similar with “City Hall, City 

of Manila.” Thus the themes are based on locations as often advertised in the marketing 

materials. Suprisingly, there was a total of 44 theme-locations. This means that there is a wide-

varierty of geo-locations used – and by extension, locations visited, by the tourists who made 

the posts.  Those with a significant proportion of more than 5%  of the total are  listed in Table 

15. While there is no clear top geo-location, Palawan is the most visited location (as it is tagged 

29 times). Cebu comes in at second (13 times used), while Negros, Batanes, Batangas, and 

Siargao follow (each being used 7-8 times). 

 

Table 15: Geo-location: Geo-location Themes (5% of total or more) 

Theme 
Number % of total 

Palawan 

(El Nido, Coron, Puerto Princesa, etc) 

29 19% 

Ccbu 

(Cebu City, Bantayan Island, etc.) 

13 8% 

Negros 

(Apo Island, Valencia, Negros, etc.) 

8 5% 

Batanes 

(Sabtang, Basco, Itbayat, etc) 

7 5% 

Batangas 

(Anilao, Batangas, Cuenca, Taal) 

7 5% 

Siargao 

(Siargao Island, Maasin River, etc) 

7 5% 

 

5.3.1 Picture. Intial scope has shown that most of the pictures are outdoor and scenery 

photos. This is why two sub-elements will be considered: the subject of the photo and the 

scenery. The subject is operationnaly defined as the main focus of the photo. For the subject, o 

200 photos are coded into 36 categories. These codes include river, mountains, beaches, animals, 

trees, family, people, etc. To refine the findings, the 36 codes are consolidated into bigger 

themes. The reasearch found out that there are eight (8) subject themes, as listed in Table 14. 

The top two subject theme-categories are sceneries and people, which together make up 68% 

of the total. 
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Table 16: Photo: Subject Themes 

Theme Number % of total 

Scenery 

(General scenery, sunset, mountain range, etc.) 

74 37% 

People 

(Group, individual, selfies, etc.) 

62 31% 

Activity 

(Swimming, canoeing, hiking, etc.) 

33 17% 

Flora & Fauna 

(Animals, turtles, flower, etc.) 

16 8% 

Structure 

(Museums, restaurants, churches)  

8 4% 

Food 

(Lunch, dinner, meals) 

3 2% 

Other nature 2 1% 

Others 2 1% 

In most of the photos, natural formations can be seen. Even though there are other 

elements as subjects, geo and waterformations can been seen on the background. These natural 

formations are also taken note of. Out of the sample size of 200, 37 codes were generated. This 

codes are further consolidated into three reoccuring themes: land formations, water formations, 

and man-made structures. Water formation make up more than half of the sample, while land 

formation accounted for  30%, and man-made structures mak up the remaining 17%..  

Table 17: Photo: Natural Formation Themes 

Theme Number  % of total 

Water formation 

(Sea, beach, ocean, deep sea, etc.) 

106 53% 

Land formation 

(Mountain, hills, valley, hillside, etc.) 

59 30% 

Structures 

(Museums, restaurants, cities, etc.) 

33 17% 

Others 2 1% 

 

5.3.2. Captions. 

 In practice, captions often accompany a post. The caption may or may not be related to 

the photo that is being used. A caption can also just be a description of the photo used, or a 

mere narration of the event relating to the photo. The caption can also reflect the feeling of the 

original poster (or “OP,” the owner of the content and the post). Thus, these captions are 

analyzed and categorized into two themes: (1) Descriptive/Semantic refers to captions that are 

mere narration or description of the photo, an event, or memory, while (2) Feeling/Symbolic 

refers to captions that exude feeling and emotions more than mere descriptions. 
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Table 15: Example of Descriptive/Semantic and Feeling/Symbolic captions 

Theme Example 

Descriptive/Semantic “Deep, deep, deep in the deepest water” 

 

“Palawan is not just all about beaches and island-hopping! It is also 

known as one of the ultimate hiking frontiers in the Philippines. Check 

out those mountains, and do some trekking if you’re in the area. 😉” 

 

Feeling/Symbolic “I caught myself beaten again; thoughts in shambles and emotions in 

disarray. I knew it was all up to me to control this but i let myself go and 

think about it all, feel it all because i can only take so much. Nothing 

changed after one or two uneventful evenings.. Just reminded me that: 

 

You can search for peace anywhere you want; but you know it can only 

be found within” 

 

 

 

The sample recorded 181 captions, varying in different lengths. Out of those 181 

captions, 97 captions are categorized into the Feeling/Symbolic theme, 66 captions into the 

Descriptive/Semantic theme, and the remaining 18 deemed as cannot be categorized.  The two 

themes are further dissected by looking at keywords associated with descriptions and feelings. 

For Feeling/Symbolic, the words often used were hope (12 times), paradise (5 times), beauty 

(5 times), and home (5 times). As for descriptives, the keywords often used were beautiful (9 

times), blue (8 times), best and natural (4 times). The associated words are listed on Table 20. 

Table 16: Captions: Main themes 

Theme Total 

Feeling/Symbolic 97 

Descriptive/Semantic 66 

Uncategorized 18 

No captions 19 

 

Table 17: Captions: Words associated with Feeling/Symbolic 

Theme Associated words 

Feeling/Symbolic 

(106 words) 

Affection, again, alive, appreciate, beauty, behold, bellieve, better days, blessed, bliss, calm, 

cannot wait, carry on, cheers, chill, colorful, control, cool, corona, crying, curiousity, declutter, 

delight, different perspective, direction, dream, energy, enjoy, euphoria, excitement, fleeting, 

focused, forever, forget worries, free, fulfillment, fun, good, grateful, happiness, happy, have, 

hold on, home, hope, imperfect, in the moment, incredible, independence, joy, keep breathing, 

life, looking forward, love, magical, memorable, missing, nature, need, never give up, new 
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beginnings, opportunity, paradise, patience, peace, perfect, perseverance, pleasant, precious, 

proud, quitting everything, recommendable, relax, relf-reliance, remember, remind, repeat 

again, rest, return, right place, safe, satisfaction, scary, self, sensitivity, simple, sleeping, slow, 

smile, speak, special, sweet, thank you, thankful, therapeutic, thriving, timeless, truth, unique, 

waiting, wake up, wander, wanted, wild, wonder, youth 

Descriptive/Semantic 

(71 words) 

Abundant, activity-based descriptions, aimless, awesome, banger, beautiful, best, blue, bonus, 

calm, cheesy, clean, color, comfortable, concrete, cool, crystal clear, deep, enjoy, epic, 

expensive, eye gripping, famous, fantastic, favorite, fresh, friendly, fun, gentle, glowing, golden, 

good food, green, hazy, healthy, high, hit, ideal, immersive, impressive, incredelous, interesting, 

jungle, lively, local, location-based description, luminescent, lush, magnificent, natural, not 

crowded, other offers, overlooking, poor quality, popular, relaxed, slow, sunny, surprising, 

sustainable, tall, trippy, tropical, vacation, vibrant, want, want to visit, welcoming, well-known, 

wilderness, wonderful 

 

It is also worth mentioning that captions are written in several languages: English was 

in 166 captions, Filipino/Tagalog in 6 captions, Italian in 4 captions, Spanish in 3 captions, 

while Portoguese and French are both used once. It has to be noted though that the language 

used cannot determine the nationality of the speaker, or whether he/she is a local or foreign 

traveller, as most Filipinos can speak (and uses) English in the vernacular sense.  

Aside from words, expressions and feelings in the posts are often expressed in emojis. 

Webster dictionary defines emojis as “any of various small images, symbols, or icons used in 

text fields in electronic communication to express the emotional attitude of the writer, convey 

information succinctly, communicate a message playfully without using words, etc.”. The 

research, upon the design of the methodology, did not anticipate that emojis will be included as 

subjects of analysis. Upon looking at the samples, it as found out that more than half of the 

posts have used one or more emoji. A total of 198 emojis were used in the posts. Thematic 

analysis was also applied on the emojis.  Six (6) themes emerged from the sample, with feelings 

and expressions as the top theme. Nature emojis were also used 64 times. Symbols, activities, 

food and beverage, and man-made strcutures were also used.  
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Table 18: Emoji: Emoji Themes 

Themes Total 

Feelings and Expressions 

(Hearts, smileys, etc.) 

99 

Nature 

(Tree, sunrise, mountain, etc.) 

64 

Activity 

(Camera, swimming, canoeing, etc.) 

11 

Symbols 

(Diamond, pins, hands) 

18 

Food and Beverage 

(Banana, mango, lemon, etc.) 

4 

Man-made structures 

(City, house) 

2 

 

5.3.3. Hashtags. 

 Hashtags are words, series of words, or phrases that are used on Instagram and other 

social media websites to identify a certain topic, event, or sentiment. Hashtags are preceded by 

hash signs (#).  From the sample, a total of 3626 hashtags were used. This means that on average, 

a singular post uses 18 hashtags. Of this 3626, 1602 are unique (codes). From this, a total of 

nine (9) themes emerged, as presented in Table 21. Philippines emerged as most used theme. 

Philippines, however, is utlized in many forms through transalations and abbreviation i.e 

Philippines, Filipinas, PH, Pinas, PHL, etc. The theme is often also integrated with descriptives, 

brands, feelings, as seen in the case of #AmazingPhilippines, #choosePhilippines, and 

#tuklas_Pilipinas (can be roughly translated to discover (the) Philippines). 

Moreover, the third largest thematic group is the location. Aside from the use of 

Geolocations, as mentioned in the previous section, user also tend to use the hashtag of the 

place i.e #palawan, #cebu, #davao. Aside from this, the Location theme seemed to be recurring 

when the relating words are used to describe or associate a certain destination i.e #divePalawan, 

#streetsofManila, and #BeholdBohol.  

Feelings as a thematic group was also often utilized, but to a limited extent. It was 

observed that users will opt to portray expressions of feelings in the caption in extent, rather 

than in the hashtags. Lastly, it can be observed that a large number of hashtags cannot be refined 

into a specific themes. These hashtags are often too personal or subjective, that it does not 

denote a public sentiment, event, or topic.  
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Table 19: Caption - Hashtag Themes 

Themes Times used 

Philippines 

(words relating to Philippines and its variations) 

1074 

Adventure 

(hashtags bearing travel, explore, discover) 

774 

Location 

(description or depiction of locations) 

682 

Uncategorized 497 

Photography 

(Instagram, gram, photography, etc.) 

371 

Feelings 

(emotions and expressions) 

333 

Descriptions 

(descriptive) 

166 

Activity 

(words that denote activity or action) 

157 

Brands 

(Brand names) 

108 
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6. Conclusion 

 

6.1. Insights 

Branding. The architecture of It’s More Fun in the Philippines as a campaign, wholly 

encapsulated “fun” as a defining value for the Philippines as a destination. No other taglines, 

as of the creation of the campaign, promises the value of “fun”. By setting this unique value 

proposition, the campaign was designed to standout among its peers. In an industry where 

everyone is promoting beautiful sceneries, safety, and well-known tourist spots, it was a 

challenge to come up with a unique proposition. It was also strategic for the agency to come up 

with a campaign that is true to its form, does not promise measurable values such as beauty, 

community, and warmth. These are values that can serve as enough hook, if implemented 

wisely, and encourage the audience to request more information, and ultimately, lead them to 

travel to the Philippines. 

It was also important to mention that by mixing international and local tastes, the 

campaign is designed to avoid either target marktet to be alienated. Putting too much local 

imagery and the international market might not resonate with it well, and might feel that it’s 

too foreign. Putting too much international imagery and the campaign loses the identity of the 

values of the Philippines as destination. 

According to Harris, the tourism industry is a competitive one. But the biggest challenge 

is to be able to portray, represent, and sell the values that define a destination, and that there 

can be can only be much that can be portrayed in a single brand.  Financially, it was also a smart 

decision to run the campaign through crowd-sourcing, capitalizing on the ability of social media 

to reach more people, and by enabling the tourists themselves to be messengers themselves. 

The position of the campaign as a people-centered one works well with Philippines, as it is one 

of countries with the wide-range use of social media.  Ultimately, the branding strategy 

capitalized and was designed to work well with the product: to promote the best values the 

Philippines can offer, and to communicate it in a way that it will stand out. 

Brand Imagery. It was established that It’s More Fun in the Philippines as a branding 

strategy works well with the product. As seen on the themes that are presented on the previous 

chapter, the same imagery is portrayed on most of the TVCs and related video materials. Quirks 

are still  portrayed with beauty and warmth as a background. This was reflected with the visual 
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and sound elements. All of the values that are pointed out in the Branding strategy (through the 

associative neural network) are aligned.  

The TVCs were not only able to portray descriptive elements (blue sea, mountains, 

beaches) but also relational and emotional affects. This is similar campaigns such as “It’s More 

Fun in the Philippines – Intro,” “Wake up in the Philippines, ” and “Anak” TVCs.  

However, it can be pointed out that most of the TVCs, while still relating to the It’s 

More Fun in the Philippines overarching campaign, often do not mention it. Such as in the case 

of “Wake up in the Philippines” and the “iTravel Pinas” campaigns, there were no strategic and 

apparent usage and mentioning of the overarching campaign. This makes it seem that these 

campaigns are stand alone ones. Moreover, the said non-use are reflective in the Department’s 

websites and channels – for example, “Wake up in the Philippines” has its own website separate 

from the main campaign website. This posits a problem because it was the intention of the “It’s 

More Fun in the Philippines” to be a banner and overarching campaign.  

Brand Image. Based from the results, it was found out that geolocations are often used 

albeit the numerous duplication e.g City of Manila vs. Manila City vs. Manila. As for the photo 

elements, it was found the the most reoccuring theme in the photos are scenic and natural 

formations – particularly water formations such as sea, beach, bay, ocean, etc. There is a high 

tendency that if someone will post about their travel in the Philippines, it will be a photo of a 

water formation. This can be pointed out to the fact that most of the famous travel destinations 

in the Philippines are beaches, islands, or near bodies of water. This is in contrast to travel 

destinations featuring land forms or man-made structures. 

As for the captions, it was found that people tend to be more expressive than descriptive. 

People tend to be more sentimental and communicative when writing their posts. Thus, the 

feedback on a destination, is expressed through symbols (hope, paradise, beauty) and feelings 

(calm, enjoy, happy). This is also reflective on the use of emojis as the main theme that emerged 

is Feelings (used 99 times) compared to Nature (used 64 times). As for the hashtags, three top 

themes emerged: Philippines, Adventure, and Location-based descriptives.  

Misalignment. As can be derived from the previous sections, it seems that the “It’s 

More Fun in the Philippines” is aligned with the intention (Branding) and execution (Brand 

Imagery). The only problem, as reflected in the data, is that the attributes of fun, warmth, and 

hospitality seem to be diluted when looking based on how it was perceived (brand imagery). 
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These three reasons point out to one thing: the brand’s concept of fun is not reflected in the 

current brand image.This can be attributed to several things:  

1. The concept of fun, in itself is broad and multidimensional. The reason why “fun” 

as an attribute cannot be found on the hashtag pool or caption-word pool is that 

people have different definitions and expression of fun and having fun. Case in point 

is that “fun” was only used twice as a hashtag. Synomyms such as entertaining, 

enjoyable, happy, were also not used. Ultimately, the non-use of “fun” as a hashtag 

does not indicate non-fun experience in the Philippines – it might just be because 

the word fun was expressed in other form or way. 

2. The official hashtag, #ItsMoreFunInThePhilippines was only used 60 times. This 

means that only 60 people out of 200 used it. This may be because there is no 

motivation for the original poster to use it. Some of the video campaigns do not even 

reinforce the use of the hashtag, which can explain as to why majority does not use 

it, or are unfamiliar with it.  

3. In relation to the first point above, the concept of fun cannot be easily captured in 

photo. Especially in capturing photos like of the Philippines, the tendency for an 

original poster is to use a scenic imagery instead. Even depictions of activities does 

not necessarily denote fun, but rather in-action moments. 

4. Lastly, the value proposition of the Philippines as a destination might be too many. 

As mentioned in the associative neural network, there are many values that were 

planned to be associated with the Philippines, but there are only few values that a 

tourist can resonate to.  

Social media as a tool. The Department of Tourism’s use of social media has been 

sucessful in terms of getting the word out there. Social-media ran crowd-sourced marketing 

cmapaigns have been proven to be more far-reaching and cheaper in terms of scope. However, 

as seen in the study, using social media as a tool merits the correct way of using it. If the goal 

is to expand visibility, but still control it by consolidation, the deparment should be able to 

utilize the segments of a post well e.g. by reinforcing the banner campaign hashtag, or 

encourage the use of phots that depict “fun” moments. Effective use of social media assets 

should also be benchmarked with that of the industry peers. 
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6.2. Recommendations 

 

Retain the message of Fun. The use of fun proved to be beneficial to the campaign – 

to some extent. It provided character and uniqueness. It gave the campaign a certain character 

by making use of simple, yet comparative set of words. Indeed, travelling to and within the 

Philippines is fun – but in reality, other feelings and sentiments take precedence. As seen in the 

study, Fun is just secondary to beauty, wonder, and adventure. As a recommendation, and in 

relation to the previous paragraph, the government should explore in retaining and reevaluating 

the campaign’s concept and messaging. “Fun” can still be the banner value, but there should be 

more exploration on the values that each of the individual destinations uniquely offer.  

There should be also a continuity and consistency in using the messaging. This includes 

the inclusion of the brand logo and tagline (and its translations) in all posters and materials. 

There should also be a unified application of the design, with proper implementation by 

utilizing a brand knoweledgebase that all of the stakeholders can use.   

House of Brands approach. The status quo implies that all of the locations in the 

Philippines, follows the banner campaign – that by extension, all of the places are “fun.” As a 

practical approach, it would be worth looking at creating the Philippines as a house of brands. 

Meaning, the banner campaign would not be strictly implemented, rather, the TVCs can 

showcase the local features of the tourist destinations. Instead of tagging all of them as mere 

“fun” places, resources should be put to build the branding of the local destinations i.e Boracay 

as a 24/7 island, Palawan as a diving paradise, etc. This is also aligned with the current 

government’s efforts to build infrastractures that would service the tourism sector. If a house 

of brands for the Philippines will be created, there is no need to group all of the destiantions in 

one umbrella statement.  

Added value. There has been increasing demands for travels that are worthwhile, 

sustainable, and responsible. This is the new trend to travel: one that is safe, earth-friendly, and 

responsive to societal good. As a third-world country abundant with resources and potential, 

the Philippines should explore sustainable travelling. Currently, the Department of Tourism has 

an on-going on-ground campaign called Save our Spots (SOS), in an effort to promote 
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sustainable travels. The government can continue working on these kinds of efforts, and putting 

more value on sustainability to be able to adapt to new trends in travel. 

 

6.3. Methodological recommendations 

 

Larger data size.  The scope of the study is to look at 200 recent instagram posts that 

are tagging the official account of the Department of Tourism. It is the primary recommendation 

of this study to explore larger amounts of data. On average, as of writing, there are 7 new posts 

that are added every hour to the tagged posts section of the account. It also has to be noted that 

this average is during the height of the COVID-19 pandemic where travel and mobility is 

limited, so higher averages should be expected during normal peak seasons. Thus, it is 

important for the future developments of this research to cover a larger sample size within a 

timeframe.  

Refinement of methodology. Content analysis and Thematic analysis, as seen in this 

study, provides a deeper insight into the perceptions and behavior of the tourists. By looking at 

their social media behavior, the research got an insight as to how the brand resonates to them. 

However, both of these methodologies rely on subjectivity and is prone to researcher bias. The 

future developments of this research should refine the analysis part to ensure objectivity, which 

can be done by a group of individuals doing the coding and theming process. Lastly, The study 

was made during the COVID-19 pandemic. The insights that are lifted and the posts that were 

gathered for analysis may or may not be affected by the current climate. Replicating the same 

research during normal scenarios in the future is highly recommended.  

Explore other similar social media platforms. There is also a need to explore other 

social media platforms, as they do not represent the entirety of the travellers’ insights and 

sentiments. There are also formats that are not explored i.e Instagram stories, Facebook MyDay, 

Tiktok posts, Snapchats, etc. These unexplored formats, howeer different to each other, will 

provide an extension to the themes that were discussed on this research. New themes may 

emerge as future studies analyze new social media interfaces and environments.  

Validate findings with insights thru survey or other methods. Aside from lifting the 

data and insights from social media posts (things that are already said and posted), it necessary 

to validate and cross-check the emerging themes through a designed survey. Focus group 
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discussions with establshed profiles will also be beneficial. Cross-analyzing with socio-

demographic attributes (nationality, economic class, gender, age, marital status, etc.) can also 

deepen the facts of the research. Establishing differences in patterns and similarities in themes 

will provide further insights to this research. 
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8. Appendix A 

Directory of all videos referenced in the study 
Video Name Date 

Published 

URL 

It's More Fun in the Philippines | Eyeball TVC | 

DOT Philippines 

10/08/2012 https://www.youtube.com/watch?v=DMd4SlCLxPg  

It's More Fun in the Philippines | Meme TVC | 

DOT Philippines 

08/10/2012 https://www.youtube.com/watch?v=CsxrfVuDp_w  

It's More Fun in the Philippines | House TVC | 

DOT Philippines 

12/10/2012 https://www.youtube.com/watch?v=JWEbKleE-ss  

It's More Fun in the Philippines | Lovers 15s 

TV Commercial | DOT Philippines 

17/01/2013 https://www.youtube.com/watch?v=9sYIIQBoJdk  

It's More Fun in the Philippines | Volunteer TV 

Commercial | Bayani Challenge 

20/03/2013 https://www.youtube.com/watch?v=P59eIskaHVc 

It's More Fun in the Philippines | Davao TV 

Commercial | Philippine Department of 

Tourism 

21/05/2014 https://www.youtube.com/watch?v=p_sUghuEPTw  

It's More Fun in the Philippines | Bohol TV 

Commercial | Philippine Department of 

Tourism 

22/10/2014 https://www.youtube.com/watch?v=FFsL8JBVWm4  

It's More Fun in the Philippines | Manila TVC | 

DOT Philippines 

12/06/2014 https://www.youtube.com/watch?v=jeuU5mE74jk  

It's More Fun in the Philippines | Boracay 

Island TV Commercial | Philippine Department 

of Tourism 

23/04/2014 https://www.youtube.com/watch?v=3MsU1V3X294  

It's More Fun in the Philippines| Diving 

Surprises in the Philippines | Department of 

Tourism 

08/07/2014 https://www.youtube.com/watch?v=7Fti7n4C8Xw  

Fun Facts | Outdoors TV Commercial | 

Philippine Department of Tourism 

18/12/2014 https://www.youtube.com/watch?v=u2BF9glI8o4  

Fun Facts | Fun Facts AVP | Philippines 

Department of Tourism 

17/12/2014 https://www.youtube.com/watch?v=6oNeSwATc8U  

Fun Facts | Happiness TV Commercial | 

Philippine Department of Tourism 

18/12/2014 https://www.youtube.com/watch?v=HAu-mYwIGgI  

Fun Facts | Warmth TV Commercial | 

Philippine Department of Tourism 

18/12/2014 https://www.youtube.com/watch?v=XawsjrqMP-Q 

HILARIOUS! THIS GIRL WILL SAY 

ANYTHING TO GO BACK TO THE 

PHILIPPINES 

17/01/2016 https://www.youtube.com/watch?v=_wZSB0b9OCA  

WATCH: GIRL LOOKS FOR ANY EXCUSE 

TO COME BACK TO THE PHILIPPINES. 

17/01/2016 https://www.youtube.com/watch?v=4va3G-CNNUo  

DOT ANAK TVC 2017 23/02/2017 https://www.youtube.com/watch?v=4Ted014d8Ls  

TOP TRAVEL PHOTO FAILS! 16/11/2015 https://www.youtube.com/watch?v=LFFYpYAx0zA  

Apl's It's More Fun in the Philippines Video 04/02/2016 https://www.youtube.com/watch?v=HlNsGR8043s  

iTravel PINAS (Ep 105 La Union 2017 plug) 18/04/2017 https://www.youtube.com/watch?v=nByeG7DRoTs  

TRAVEL PASS EPISODE "DUTY FREE" 26/04/2017 https://www.youtube.com/watch?v=BvbkA_ZwfWE  

iTRAVEL PINAS "ILOILO" PLUG (MAY 29, 

2017 EPISODE) 

25/05/2017 https://www.youtube.com/watch?v=YwWNKK-E2yE  

iTRAVEL PINAS Episode 12 "AKLAN" 

PLUG 

07/06/2017 https://www.youtube.com/watch?v=nG8Y2UE3f3s  

iTravel PINAS - episode 9 - Capiz (part 2) 21/11/2017 https://www.youtube.com/watch?v=XMKitS7PQo4  

The Tourism Decade | The Dreamweavers 30/09/2019 https://www.youtube.com/watch?v=LQK6DkhUbEs  

https://www.youtube.com/watch?v=DMd4SlCLxPg
https://www.youtube.com/watch?v=CsxrfVuDp_w
https://www.youtube.com/watch?v=JWEbKleE-ss
https://www.youtube.com/watch?v=9sYIIQBoJdk
https://www.youtube.com/watch?v=P59eIskaHVc
https://www.youtube.com/watch?v=p_sUghuEPTw
https://www.youtube.com/watch?v=FFsL8JBVWm4
https://www.youtube.com/watch?v=jeuU5mE74jk
https://www.youtube.com/watch?v=3MsU1V3X294
https://www.youtube.com/watch?v=7Fti7n4C8Xw
https://www.youtube.com/watch?v=u2BF9glI8o4
https://www.youtube.com/watch?v=6oNeSwATc8U
https://www.youtube.com/watch?v=HAu-mYwIGgI
https://www.youtube.com/watch?v=XawsjrqMP-Q
https://www.youtube.com/watch?v=_wZSB0b9OCA
https://www.youtube.com/watch?v=4va3G-CNNUo
https://www.youtube.com/watch?v=4Ted014d8Ls
https://www.youtube.com/watch?v=LFFYpYAx0zA
https://www.youtube.com/watch?v=HlNsGR8043s
https://www.youtube.com/watch?v=nByeG7DRoTs
https://www.youtube.com/watch?v=BvbkA_ZwfWE
https://www.youtube.com/watch?v=YwWNKK-E2yE
https://www.youtube.com/watch?v=nG8Y2UE3f3s
https://www.youtube.com/watch?v=XMKitS7PQo4
https://www.youtube.com/watch?v=LQK6DkhUbEs
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The Tourism Decade | The Oldest Tattoo Artist 07/10/2019 https://www.youtube.com/watch?v=EPlMYxaKKCY  

The Tourism Decade | The Siargao Chef 29/09/2019 https://www.youtube.com/watch?v=hCsk7xZNPFE  

The Tourism Decade | The Dolphin Watcher 29/09/2019 https://www.youtube.com/watch?v=JTUmzw-bN-I 

The Tourism Decade | The Deaf Tour Guides 29/09/2019 https://www.youtube.com/watch?v=dgsaOsBz198  

#BePartOfTheFun | ABAKADA Your Letter 

Guide To Philippine Culture 

27/02/2020 https://www.youtube.com/watch?v=8QsOcIsnERM  

SAVE OUR SPOTS 14/11/2019 https://www.youtube.com/watch?v=Ai2dFX7qybE  

Wake Up in the Philippines | Philippines 

Tourism Ad 

25/04/2020 https://www.youtube.com/watch?v=Pmf7YVK5Bus  

Wake Up in Bicol Region | Philippines 

Tourism Ad 

27/04/2020 https://www.youtube.com/watch?v=l73mjxjpPwg  

Wake Up in Zamboanga Peninsula | Philippines 

Tourism Ad 

27/04/2020 https://www.youtube.com/watch?v=64FqZOoZYpo  

Wake Up in Cordillera Administrative Region | 

Philippines Tourism Ad 

27/04/2020 https://www.youtube.com/watch?v=M1bpt0VslEI  
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https://www.youtube.com/watch?v=dgsaOsBz198
https://www.youtube.com/watch?v=8QsOcIsnERM
https://www.youtube.com/watch?v=Ai2dFX7qybE
https://www.youtube.com/watch?v=Pmf7YVK5Bus
https://www.youtube.com/watch?v=l73mjxjpPwg
https://www.youtube.com/watch?v=64FqZOoZYpo
https://www.youtube.com/watch?v=M1bpt0VslEI

