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Creating a Non-conventional Urban Tour

The aim of this unit is to give practical guidelines for creating a non-
conventional urban tour with different approaches to gamification and
engaging storytelling, focusing on how to narrate the content.
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This unit talks about:

1) How to apply storytelling to digital urban tours,
step by step 

2) How to apply gamification to digital urban tours,
step by step
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Just like many aspects behind content creation,
creativity, the ability to inspire action or

emotion and the ability to connect to the
audience are competencies to cultivate to

become an engaging storyteller.​



Storytelling for digital urban tours​
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Know your target/s and where they are. Define what their 

Do they prefer video content? Podcasts? Blogs?​
Do they use specific apps?​
What kind of tourists are they?​

Here some general guidelines to keep in mind while creating 
a digital urban tour:​



1.

      preferences are and what type of content they consume.​



Storytelling for digital urban tours​
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Are your targets mostly on social media? Which platforms?
What are the most common formats used on such platforms?​
What is the existing content related to tourism on these platforms?​

2. Choose the right channel to share your content. Once you have your
target, start to define where they mostly are located, and how to reach them
with your content.




Storytelling for digital urban tours​
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Storytelling for digital urban tours​

To do this, work on the lesson behind your story.​

3. Make the content shareable. Pursue the creation of a sense of 
connection with the audience in order to engage them and 
motivate them to share the content with others. ​
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Experiment with trending formats according 

Pay attention to the audio and video quality of your tour​.
Get creative, playing with different points of view 

4. Make your content interesting and appealing.

      to your content type and channel.

      (for example, narrate the story of a place from different 
      points of view)​.

Storytelling for digital urban tours​
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Some useful questions to keep in mind are:​

Define the story behind your urban tour

 Video (YouTube video?
Instagram videos? Whaich
format? Vlogs? Reels or Tiktok
videos? etc.)
 Audio (Podcasts? Are there
some additional materials? In
which formats?)​

What type of tour are
you planning?​

1.

2.

 Who or what is telling the
story? (Is it me? A fictional
character? An object? The place
itself? etc.)​
 From which point of view is
the story narrated?​

Who is the main
character?​

1.

2.

 Recommendations (Tips on
what to see? Eat? Do? etc.) ​
 Informative (Historical facts?
Curiosity? etc.)​
 Entertainment (Exploration of
a neighbourhood? Thematic
tours? etc.)​​

What is the purpose?

1.

2.

3.
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 Maintain consistency with the
stated purpose​.
 Maintain consistency with the
point of view of the character
who is narrating.​
 Make sure to grant good
quality of the content (see
video and audio tips in part 2 of
module 3)​
 Keep an engaging pace of the
narration in order to appeal to
the audience and keep their
interest.

DEVELOPMENT
1.

2.

3.

4.

Build a basic storyboard 

 Start with creating an
appealing title. It has the
function of a “hook” to catch
the attention of your audience
and leads them to keep
following the tour​.
 You may want to state the
purpose clearly in the headlines
(i.e. "3 secret spots in the
suburbs of Rome".)​

START
1.

2.

 Make sure to give closure to
your narration​.
 Make the end as catchy as the
beginning​.

END​
1.

2.
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Storytelling must be persuasive and highly convincing. 



In fact, the more your audience is involved, the more it is willing to buy. 



This willingness is only a small part of your marketing strategy. After
capturing readers’ attention, you have to convince them to buy. 



According to Inbound Marketing strategy, after having written a good

story, add a call to action to lead the customers to your website.​

“Stories drive people to action”
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Gamification for Engagement
Although you can literally experiment and play with games, applying their

mechanics to your urban tour, here some tips that can be easily applied:

 Use online platforms that allow
you to create scavenger hunts for
your audience to try.​
 Create your own mission to be
followed by the audience (i.e. a
series of videos or podcast
episodes that lead to a particular
spot where the audience can look
for clues that allow them to open
the episodes, whose titles contain
keywords only revealed by the
clues…) ​

Scavenger Hunt format​
1.

2.

 Engage your audience in small
challenges while exploring places
(i.e. Find the oldest restaurant in
the square…)​
 Build up a contest (photo contest
of a place, video contests, story
contest, etc.)​
 Invite your audience to follow a
suggested schedule (3 days in the
suburbs of Rome: Day 1….)

Challenges or Contests
format​s 

1.

2.

3.

 Remember to include one at the
end of your tour .
 Use it to invite your audience to
share their participation in the
scavenger hunt, challenges or
contests​.
 Invite them to share your
content.​
 Invite them to share their
comments and open a dialogue
with them​.
 Lead them to other resources
(additional material or similar
contents)​.

Call To Action​
1.

2.

3.

4.

5.


