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ABSTRACT

This paper explores destination marketing with special focus on the significance of Information Communication Technologies (ICTs), and the changes and emerging opportunities originating in the development of Web 2.0. The revolutionary effect of the Web 2.0 can be in particular seen in smaller, more isolated and less recognised destinations (the long tail), which now have a greater exposure and a better chance to be discovered and explored. A conceptual model is further developed to investigate the nature and aptitude of User Personalised Content (UPC) as a new form of customised information access and streaming, facilitated by content aggregators and widgets. This is followed by a qualitative online exploratory study of 170 widgets(small bundles of software which can easily be downloaded, personalised and forwarded ) representing tourism destinations.  The actual and potential value of widgets and UPC in long tail destination marketing is examined. Based on the analysis, an Open Global Destination Marketing System (OGDMS)  built on the open and collaborative nature of a Social Media database combined with UPC, is then suggested. The system hasthe potential to enable and optimise the marketing of long tail destinations and attract tourists with the provision of efficient and effective personalised information.
 
