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INTRODUCTION

Curitiba is the capital of the Brazilian state of Parana,
with an estimated population of 1,933,105 (IBGE,
2020), making it the most populous city in the South
of Brazil. The city is well-known for its urban plan-
ning, environmental programs and public transporta-
tion system; elements that gave prominence to the
city both national and internationally. It is also an
urban tourism destination, and part of the Rota do
Pinhdo - Curitiba e Cidade Metropolitana Tourist
Region (Domareski-Ruiz, Horodyski & Carniatto,
2019; Municipal Institute of Tourism, 2020).

The brand #CuritibaSualinda is an initiative of Curiti-
ba City Hall, through an action with the Municipal
Institute of Tourism and the public transportation
company URBS (Urbanization of Curitiba). It was cre-
ated to replace the former brand of souvenirs, Leve
Curitiba, what had existed for nearly twenty years
and was located in strategic attractions of the city,
such as the Botanical Garden, Opera de Arame, Tan-
gua Park, City Center, Afonso Pena International Air-
port, and the Railway and Bus Stations. The current
brand has five physical stores in the capital of Parana,
two of them located in the city center, one in the his-
torical center, one in the Mercés neighborhood and
one in the Jardim Botanico neighborhood, close to
some of the city’s main tourist attractions, such as
Largo da Ordem, Passeio Publico, Curitiba Panoramic
Tower, the Botanical Garden, Municipal Market, Rail-
way Museum, Hauer Shopping Mall and Barigui Park.
However, unlike the former souvenir brand, the
stores of #CuritibaSualinda are concentrated in the
central area of the city, and at the tourist attractions
themselves (Image 01).

Figure 01 - Location Map of #CuritibaSualinda Stores
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The Leve Curitiba brand was managed by the Munici-
pal Institute of Tourism and the Pro-Citizenship Insti-
tute. This partnership favored the offer of unique and
good-quality products while contributing to social
projects, as all earnings from sales of articles were di-
rected to the actions of the Pro-Citizenship Institute. At
the beginning of 2018, with the end of the Pro-
Citizenship Institute's contract with the City Hall, the
Leve Curitiba stores were closed and replaced by
#CuritibaSualinda, created through a project under
the mandate of the current mayor, Rafael Greca
(Municipal Institute of Tourism, 2020).

Marketing is responsible for communication and medi-
ation between the company and its consumers. It is
not restricted to the promotion and sale of a product
or service, but is focused on consumer satisfaction
(Morrison, 2012). A marketing management plan that
includes product, price, place and promotion analysis
is important for strategic tourism marketing (Liu &
Chou, 2016). A good marketing positioning strategy
considers all these aspects (Adi, 2015). It is a rapidly
evolving field and requires professionals to be con-
stantly updated with the latest market trends (Kotler &
Armstrong, 2007; Kotler, Kartajaya & Setiawan, 2010).
The characteristics and activities of an organization
focused on hospitality and tourism marketing include
identifying client's needs; market research; knowledge
of customer perception; analysis of strengths and
weaknesses; long-term planning; internal cooperation
and liaising with complementary organizations, and
performing measurement (Morrison, 2012).

The main objective of this study is to identify the mar-
keting strategies of the #CuritibaSualinda brand. This
was done through the following specific objectives: a)
to analyze the marketing mix and b) to identify the
online strategies used.

This article is divided into 5 sections. The second sec-
tion describes the research methodology. The third
section addresses the concepts of marketing and digi-
tal marketing. In the fourth section, the data collected
regarding the marketing mix and the online strategies
used by the brand are analyzed, presented and dis-
cussed. The fifth section gives some final considera-
tions. Bibliographic references are given at the end.

METHODOLOGY

With the main objective of analyzing the marketing
strategies of the souvenir brand #CuritibaSualinda,
this research is characterized as exploratory, with a
qualitative approach and descriptive and analytical
analyses. According to Gil (2008), exploratory research
aims to clarify concepts and ideas, providing an over-
view of an approximate type, about a given fact, while



(ot 1D

descriptive research aims to describe the characteristics
of a particular group or phenomenon.

First, a literature review of the subject was carried out,
using the search terms: Curitiba; Marketing; and E-
Marketing. Next, documentary research was conducted
based on secondary data, as the main data collection
technique. This stage involved researching websites,
blogs and market research studies related to the object
of study. Finally, unstructured field observation was
carried out May 19, 2019, at the store located in the
Palacete Wolf, in order to analyze its products and
prices (Table 01).

Table 01: Phases of the research

Exploratory Research> Qualitative Approach

Municipal Institute of Tourism;
Docu- Curitiba City Hall;
Biblio- mhentar? | URBS (Urbanization of Curitiba)
Rg(-::e‘;rlcch Search Curitiba; Marketing; E-
terms Marketing.
Data Col- | Unstruc- | Performed on May 19, 2019 at
lection tured the store located in Palacete
observa- | Wolf
tion
Descrip- Market- | 4Ps Strate- | E-marketing
tive ing Strat- | gy: Prod-
Analysis egy uct, price,
place and
promotion

Source: elaborated by the authors (2020).

Through these phases, it was possible to gain an over-
view of aspects of the marketing mix of the brand
#CuritibaSualinda in the tourism destination, and to
analyze its e-marketing.

MARKETING

Marketing is the series of activities aimed at gaining an
understanding of, and meeting customers’ needs
(Kotler & Armstrong, 2007; Kotler, Kartajaya & Se-
tiawan, 2010). Marketing of tourist destinations can
contribute to the organization and structuring of tour-
ism products and services, promotion of tourism desti-
nations, tourist attraction, market segmentation, differ-
ential advantage, and visibility and positioning of
brand and market. It can also offer customization, cre-
ate targets, and other aspects related to the marketing
mix variables - product, price, promotion and place —
such as maintaining a good position on the market,
among other benefits (Kotler, Kartajaya & Setiawan,
2010; Chen & Mathews, 2014).

With the high levels of competition among tourist des-
tinations, analyses of ways to attract and retain con-
sumers have emerged (Schuster & Dias, 2019). There-
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fore, destinations should pay attention to the latest
trends and to their own positioning and marketing
strategies, in order to achieve their objectives of in-
creasing tourist flow and promoting products and
services. (Thomaz, Biz & Pavan, 2014; Roque, Fer-
nandes & Raposo, 2012).

According to Crescitelli & Freundt (2013), in order to
establish information channels that will influence
consumers to purchase something, communication
must be organized in a way that convinces them that
the goods or services will meet their needs or de-
sires. To this end, the company gathers marketing
tools that will produce the desired response in the
target market, influencing its demand (Kotler & Arm-
strong, 2007). With the popularization of the
McCarthy's (1960) marketing mix, practically all sub-
sequent marketing management manuals were orga-
nized around the “Ps". Thus, the strategies used are
known as “4Ps": Product, Price, Place and Promotion
(Mccarthy, 1960; Kotler & Armstrong, 2007; Kotler;
Kartajaya & Setiawan, 2010).

Kotler & Armstrong (2007) define the product as
something the company offers their target market to
meet a need or desire, and which is presented as the
basis of the relationship with the customer
(Mccarthy, 1960). Price “is the sum of values that
consumers exchange for the benefits of obtaining
the product” (Mccarthy, 1960; Kotler & Armstrong,
2007). It is considered the most flexible marketing
compound, as the change is easy and quick
(Mccarthy, 1960; Gabriel, 2010).

Promotion allows that companies to meet the de-
mand of potential consumers. Therefore, communi-
cation strategies are based on the five main tools of
promotion: advertising, sales, direct marketing, pub-
lic relations and personal selling (Mccarthy, 1960;
Gabriel, 2010). Promotion is considered to be ex-
tremely important, as it gives the product greater
visibility, influencing and creating expectations for
potential visitors. It is necessary to generate
knowledge of the product’s existence and its posi-
tioning in the target market (Mccarthy, 1960; Gabriel,
2010). The author also mentions that the increase of
digital platforms has turned promotion into one of
the most complex activities of the marketing mix.
Meanwhile, place covers issues such as the actual
sale of the products, and sale strategies for the target
audience, product and company (Mccarthy, 1960).
Various researchers have conducted studies on elec-
tronic distribution channels as marketing tools to
expand their businesses (Corréa, 2014; Junior, Sousa,
Demo, 2018) through online marketing.

Therefore, marketing is a topic of imperative im-
portance in tourism, as it represents the main influ-
ence of management that impacts directly on the
global market (Middleton, 2002), where communica-



iy

{ )
-

tion is multidirectional and multimedia and is in several
channels, simplifying access to information (Wichels,
2014).

ONLINE MARKETING OR E-
MARKETING

Nowadays, the internet is essential for our information,
as it has brought new forms of communication, with
the supply of direct, simultaneous content. It has trans-
formed the process of purchasing tourism products
and services. On a daily basis, the internet receives
thousands of important news items, meeting the needs
of a generation that is constantly searching for up-to-
date and specific content. Technological resources pro-
vide the development of innovative products, as well
as a new perspective for their distribution (Font, 2009).
So, the internet presents itself as a complete instru-
ment, mainly due to the possibility of consumer inte-
ractivity it affords, as well as offering access to an
enormous wealth of valid information for both custo-
mers and organizations (Akel, 2012). E-marketing is the
process of promoting online actions in order to reach
customers through internet-based tools (Li & Buhalis,
2005).

Placing marketing in the context of this new digital
scenario, we can see its importance in virtual spaces, as
society is becoming increasingly dependent on digital
technology, especially when it comes to social media
and forms of purchase and product sales. Therefore,
companies must adapt, and find new forms of con-
sumption and e-marketing (electronic marketing).
E-marketing, according to Reino (2012), is the applica-
tion of the marketing concept in the digital environ-
ment, including tools such as websites, advertisements,
e-mail ads and blogs, to understand and meet custo-
mers’ needs. Boaria, Anjos & Raye (2014) state that
investment in e-marketing brings a series of benefits.
For example, strengthening the brand, increasing con-
sumer interaction, and creating content, among others.
Within Tourism, Thomaz, Biz & Pavan (2014) emphasi-
ze that tourism organizations must be aware of new
social media marketing strategies to promote pro-
ducts, services and tourist destinations. The authors
also state that online information allows much faster
dissemination, generating interaction between people,
communities and organizations, which is an excellent
marketing strategy (Thomaz, Biz & Pavan, 2014).

As for social media websites, according to Gabriel
(2010), these are broad and complex social structures,
due to the evolution of information and technological
communications. However, the author also points out
that the essence of social media is people, and human
connections, not only technology. Social media sites
such as Facebook, Twitter, YouTube and Flickr are con-
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sidered the world's leading websites, each with their
different user bases (Gabriel, 2010). Therefore, the im-
portance of retail companies being present on the so-
cial networks is related to the use of these networks to
interact with people, in this case potential customers,
through electronic websites (Eugénio, 2015).
Technology has transformed the market and the way
consumers interact with brands, companies and pro-
ducts. The online format, based on digital platforms,
determines the strategies to reach this consumer
(Kotler, Kartajaya & Setiawan, 2010).

MARKETING MiXx

To identify the marketing strategies used by the souve-
nir brand #CuritibaSualinda, this study analyzes the
marketing mix proposed by the store, through its use
of the "4Ps”: Product, Price, Place and Promotion
(Mccarthy, 1960; Kotler & Armstrong, 2007).

Product

The brand #CuritibaSualinda offers a wide range of
products manufactured by over seventy-five artisans,
designers and artists from Curitiba and the surroun-
ding area that depict or refer to the city, its tourist at-
tractions and specific customs, such as the local dia-
lects. The purpose of these products is to stimulate a
creative economy and promote handmade production
(Municipal Institute of Tourism, 2020). The selection
and curation of products approved for sale is carried
out by a team from the Curitiba City Hall.

The products available for sale are produced by over
seventy-five artisans, designers and artists from Curiti-
ba and the surrounding area (Municipal Institute of
Tourism, 2020). Over two hundred unique, high-quality
products themed around the city and its attractions are
sold in the stores. The pieces are handmade, handcraf-
ted and exclusive, with a range of prices, starting from
R$ 2.00 (two Brazilian reals) (URBS, 2020).

The purposes of the products are to help tourists ma-
terialize and preserve their experiences during their
visit to the Parana capital, and to idealize the local resi-
dents’ sense of belonging. The items are selected fol-
lowing strict criteria, by representatives of the Munici-
pal Institute of Tourism, the Cultural Foundation of
Curitiba, and other local government organizations. It
is also emphasized that the products must have some
necessary requirements in order to be approved for
selection, such as quality, creativity, originality, agree-
ment with the legislation, innovation, environmental
awareness and association with tourism and local cul-
ture (Bem Parana, 2018).

Hence, the stores sell handcrafted, semi-handcrafted
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and artistic products, such as decorated eaves, and fir
cones placed playfully in niches and corners. They also
contain around a hundred and fifty items of clothing,
accessories, jewelry, decoration, housewares, books,
stationery, toys, key chains, luggage tags and fridge
magnets bearing classic images of the city, or humo-
rous local words and sayings (Municipal Institute of
Tourism, 2020).

Figure 01, 02 and 04 - Key chains and Fridge magnets
from the store #CuritibaSualinda

Source: Municipal Institute of Tourism (2020) and
URBS (2020).

The best-selling products are a custom-made mug with
a Curitiba Periodic Table and the petit-pavé umbrellas
(Mcities, 2018). The first depicts words in the local dia-
lect, such as vina, guria, japona, and bolacha. The
second, the umbrella, comes with two types of pattern:
one "with a pattern of colorful stylized pine nuts, crea-
ted in the 1920s by the sculptor Jodo Turin (1878-
1949), considered the father of the Parana style of ar-
chitectural decoration" (Curitiba City Hall, 2018) and
the other with the petit-pavé pattern in black and whi-
te, representing Curitiba's sidewalks, the work of the
artist Lange de Morretes (1892-1954), who was one of
those responsible for the creation of the Paranista mo-
vement (Curitiba Space, 2019).

Figure 05 and 06 - Curitiba Periodic Table Mug and
the Petit-pavé Umbrella

Source: URBS (2020) and Municipal Institute of Tou-
rism (2020).
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Besides the items already mentioned, the brand also
has permanent collections such as "City Attractions",
"Culture and ethnicities", "Four seasons in a single day",
"Geological Site and Zoo" and "#CuritibaSualinda".
During the year, other themed collections are launched
linked to the seasons - Spring, Summer, Fall and Winter
— and holidays e.g., Christmas and Easter (Municipal
Institute of Tourism, 2020). We can therefore see that
the tourist image of the city is associated with its urban
planning and in particular, with some of its parks, such
as the Botanical Garden and Opera de Arame, or with
cultural attractions, such as the Oscar Niemeyer Mu-
seum, which are depicted on the souvenirs offered by
the commercial establishments of these products
(Horodyski, 2014).

Price

Price is the only element of the marketing mix that ge-
nerates income, being one of the most flexible ele-
ments (Kotler & Keller, 2006). The prices of items in the
#CuritibaSualinda store at Palacete Wolf, one of five
stores in Curitiba, were analyzed. Prices range from R$
2.00 for a postcard, to R$ 3,800.00 (Brazilian reals) for a
framed picture. The table 02 shows the main products
and their prices, in ascending order.

Table 02: #CuritibaSualinda store prices

PRODUCTS PRICE (in
Brazilian
Real - R$)
Postcards; Magnets: wood and plastic; Key up to R$
chains; Bookmarks; Cup holders; Cups; Cus- 25.00
tomized socks.
Eco bags; Magnetic cup holders kit; Mugs; up to R$
4D Araucaria Puzzles; Key holders. 50.00
Ukrainian handcrafted crafts; T-shirts; Note- up to R$
books and diaries; Vanity cases, Cases, Wal- 80.00
lets and Coin pouches.
Umbrella and Pictures. up to R$
120.00
Pictures. up to R$
3,800.00

Source: elaborated by the authors (2020).

Based on this analysis, we find a wide range of prices.
There are products to suit those with high or low pur-
chasing power, and the range of products and prices
has the potential to increase consumer spending in the
store.
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Place

#CuritibaSualinda stores can be considered retail
outlets, as they sell products to the final consumer for
their personal use (Kotler & Armstrong, 2007). Success
in retail sales requires a good choice of location, as
ease of access is of primary importance to the target
market, aiming for areas that are compatible with the
positioning of the trade. (Kotler & Armstrong, 2007).
The chain has five physical stores in the Parana capital.
These are located in the city center, in the historical
center, in the Mercés neighborhood and in the Jardim
Botanico neighborhood. The stores are located close to
some of the city's tourist attractions, such as Largo da
Ordem, the Botanical Garden, Curitiba Panoramic To-
wer and the Municipal Market. Next to these attrac-
tions, there are also the Railway Museum, Hauer Shop-
ping Mall, Barigui Park, Passeio Publico and the sta-
diums of the main soccer clubs in the capital (Major
Antonio Couto Pereira Stadium of the Coritiba Foot Ball
Club, Durival Britto e Silva Stadium, also known as Vila
Capanema, home of Parané football club, and the Joa-
quim Américo Guimardes Stadium, popularly known as
‘Arena da Baixada’, home of Athletico Paranaense).

Figure 07 and 08 - Palacete Wolf and Jardim Botanico
Stores

" Q‘é‘l’ﬁ? ")

Source: Curitiba City Hall (2020).

The first store was opened on September 20, 2018, at
the Palacete Wolf, located at Garibaldi Square in the
Historical Center, where the headquarters of the Muni-
cipal Tourism Institute is now located. Its opening
hours are Tuesdays to Fridays from 9 am to 5:30 pm,
Saturdays from 9 am to 1:30 pm, and Sundays from 9
am to 2:30 pm (Curitiba City Hall, 2019).

The second store to be opened was the Curitiba Pano-
ramic Tower, located in the Mercés neighborhood. Its
opening hours are Tuesdays to Fridays from 10 am to 6
pm and Saturdays and Sundays from 12 pm to 6 pm
(Curitiba City Hall, 2019).

The third store was opened on January 21, 2019, loca-
ted in the Municipal Market. It opens on Tuesdays to
Saturdays from 9 am to 6 pm and on Sundays from 9
am to 1 pm. Like the other stores, it does not open on
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Mondays (Curitiba City Hall, 2019).

Located at David Carneiro Cultural Space - annexed to
the Pestana Hotel Event Center, the fourth store is the
largest of one. It has slightly different opening hours
from the other stores: Mondays to Fridays from 9 am to
6 pm. It does not open on weekends (Curitiba City Hall,
2019).

In 2019, the opening of 5 more units was planned to
serve tourist areas of the city such as: the Botanical
Garden, Tanguéa Park, Barigui Bistro, Cine Passeio and
the Zoo (Curitiba City Hall, 2020). Of these, the only one
to open was the one at the Botanical Garden, which
was inaugurated on December 3, 2020. It opens on
Mondays to Saturdays, from 10 am to 5 pm (Curitiba
City Hall, 2020).

Our analysis shows that the brand has very few sores
and consequently, even though they are in the most
central areas, they are poorly distributed throughout
the city. For example, of the twenty-three stops of Li-
nha Turismo, with its double decker buses that circulate
around the main tourist attractions of the city,
#CuritibaSualinda is present in only 4 of them: Palacete
Wolf in the historical sector, the Botanical Garden, the
Panoramic Tower, and the Municipal Market. The at-
tractions most frequented by tourists are the Curitiba
Panoramic Tower, the Oscar Niemeyer Museum, the
Botanical Garden and Tangua Park — of which
#CuritibaSualinda is present in only two. Embracing the
potential space of the other attractions would enable it
to reach a wider range of consumers.

Promotion

The promotion strategy for #CuritibaSualinda resulted
in the exhibition “Curitiba, Sua Linda”, promoted by
URBS, the Municipal Institute of Tourism and the Muni-
cipal Social Communication Secretary. The campaign
adorned the city's tube bus stops, emphasizing the
brand's name, throughout the first semester of 2019
(Curitiba City Hall, 2019). These spaces were used to
display images of tourist attractions in the city.

Figure 09 and 10 - Exhibition “Curitiba, Sua Linda” on
bus stops

Source: Curitiba City Hall (2019).
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It is interesting to highlight that the choice of locations
for this promotion — bus stops — are in themselves, a
symbol of the city. This directly impacted the quality,
marketing and sustainability associated with the tourist
activities in Curitiba, as stated by Souza & Gandara
(2013) in their study that analyzes the impact of urban
facilities on the tourist destinations of Curitiba. Monte-
negro (2005) points out that bus stops are considered a
national and international symbol, but for the local po-
pulation, they are esthetically accepted without the
innovative meanings attributed to them by the City
Hall. Therefore, local tourism is also promoted with the
display of images in the bus stops, as this is an oppor-
tunity to increase interest among the local residents,
who have not yet visited the attractions (Curitiba City
Hall, 2019).

The store openings were also used as promotional
events, with the presence of the mayor and the first
lady. The most outstanding one was the opening of the
fourth store at the David Carneiro Cultural Space, an-
nexed to the Pestana Hotel Event Center, which was
part of Curitiba's 326th birthday celebrations and was
marked by a conceptual fashion show with designs ins-
pired by artists from the city and pieces by local artists
(Municipal Institute of Tourism, 2019). Special promo-
tions are carried out in the stores on special comme-
morative dates, such as Mother's Day, Father's Day,
Valentine's Day and Christmas.

ONLINE STRATEGIES

The #CuritibaSualinda brand does not use e-
commerce, relying solely only on the five physical sto-
res mentioned above. Because it is a company that sells
souvenirs, the focus is on face-to-face sales; however,
the idea of electronic commerce has not been ruled
out.

Concerning social media services, #CuritibaSualinda
has an Instagram account (@lojacuritibasualinda) with
222 publications (as of the day of analysis) and appro-
ximately 1,700 followers. The page promotes products
through its posts and provides information about the
stores’ opening hours. The Instagram account also ma-
kes use of hashtags as a promotional strategy - the
main ones used are: #curitilover, #curtacuritiba,
#lojacuritibasualinda, #CuritibaSualinda and
#LojaCuritibaSuaLinda.

The account has low engagement, currently with an
average of around sixteen likes per publication, i.e,
engagement of 0.96% (average likes divided by the
number of followers). The local City Hall is considering
hiring an intern in the area of communications, to keep
the page updated.

While looking up for "#CuritibaSualinda” on Google,
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the initial results were from a blog with the same name
as the brand, Curitiba Sua Linda . The blog in question
has the rights reserved since 2016 and can be found on
other social media services, such as Instagram and Fa-
cebook. However, the website is not associated with
the souvenir brand; is a tourism blog with photos of the
main tourist attractions. Compared with the store's Ins-
tagram, the social medial of the Curitiba Sua Linda blog
has greater engagement, with over 1,400 posts and
more than 11,000 followers.

Searching on Google, the #CuritibaSualinda website
does not appear at first, and the easiest way to find it is
through the brand's Facebook page. The website is still
under construction, with little information about the
products and no area for online sales. Its Facebook
page has around 500 likes, and again, little public en-
gagement in its posts.

Table 03: Analysis of its presence on Social Media

Social Media Existing Number of likes / fol-
Account lowers / accesses
Facebook Yes 527 likes
Instagram Yes 1.737 followers
Twitter No -
E-commerce No -
Official Website Yes undisclosed

Source: elaborated by the authors (2020).

It is also interesting to point out that as a result of the
souvenir brand, the hashtag #CuritibaSualinda became
a tourist brand of the city itself. The hashtag on Insta-
gram had (as of the date of this study) more than
80,000 posts, the majority with pictures of tourist at-
tractions in the city of Curitiba.

FINAL CONSIDERATIONS

The main purpose of this study is to identify the marke-
ting strategies of the brand #CuritibaSualinda, analy-
zing its marketing mix. The analysis of the "4Ps” was
created in a scenario where physical products, physical
distribution and mass communication prevailed. Nowa-
days, with the transformation of the business environ-
ment brought by the new digital contexts, the marke-
ting mix model is changing (Dominici, 2009).

Despite bringing a proposal to valorize local producers
and artists with products that represent the city of Curi-
tiba, it can be seen that the brand #CuritibaSualinda
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needs to focus on new market trends and its positio-
ning (Thomaz, Biz & Pavan, 2014).

Having identified the marketing mix using the strategy
known as the "4Ps": Product, Price, Place and Promo-
tion, some conclusions can be drawn. Product, accor-
ding to Kotler and Armstrong (2007), is something the
company offers its target market to meet a need or
desire. Therefore, for #CuritibaSualLinda this is the stra-
tegy that most stands out, as the products express the
identity of the city, with images of the main attractions
depicted on the souvenirs and produced by local ar-
tists. For this reason, marketing is not only focused on
the price of the product, but contributes directly to
new product dimensions, such as value, identification,
image and brand reputation (Kotler, Kartajaya & Setia-
wan, 2010).

Regarding price, it is known that this is directly related
to customer satisfaction. With the increasing availability
of information, and high levels of competition in the
tourism sector, today’'s consumer is more demanding.
Companies define their prices based on market moni-
toring and competition analysis (Machado, Camfield,
Cipolat & de Quadros, 2012). Thus, #CuritibaSualinda
presents a wide range of prices, catering for different
types of consumers. As it is a souvenir brand, all other
local souvenirs and handicraft stores are its direct com-
petitors, especially those located in the historical cen-
ter, at tourist attractions and at the points of arrival and
departure of visitors, such as the airport and bus sta-
tion.

Place, on the other hand, is seen as the most fragile
strategy of the marketing mix for the brand, as it has
only five stores, and these are located only in the cen-
tral area of the city. As many of the most popular at-
tractions are distributed all across the city, this concen-
tration of stores means there is no outlet, for example,
at the main points where tourists arrive and leave — the
airport and the bus station. Placing the products of the
brand at these points is essential to catch last-minute
purchasers, i.e., tourists who forgot to buy a gift or sou-
venir, and end up looking for one at the last minute.
Promotion is, essentially, focused on the points of sale
— the physical #CuritibaSualinda stores, as the brand
has little online participation. Its Facebook and Insta-
gram pages could highlight the artisans who produce
the handicrafts, perhaps focusing on particular souve-
nirs that are directly related to the image of Curitiba.
While conducting this study, some inadequacies were
noted in relation to the network’s marketing planning,
as well as a lack of strategies for its dissemination and
promotion, especially online. The research concludes
that digital strategies in social media websites are not
reaching their goal of generating interaction between
people, communities and organizations, which are an
excellent marketing strategy (Thomaz, Biz & Pavan,
2014).
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This research highlights the need for better manage-
ment of the #CuritibaSualinda brand, accentuating the
brand’s name and emphasizing its unique features: ori-
ginal and exclusive local handmade products. The onli-
ne strategy could be potentialized by the use of
#hashtags to engage potential customers and promote
the artisans, and the brand. A social media campaign
could be run, to promote new products and or explain
more about the history of the artisans.

It is hoped that this study will add to theoretical discus-
sions that will enable marketing in souvenir stores to be
extended and strengthened, reinforcing the dissemina-
tion of products via both digital and physical platforms,
creating a direct connection between the brand and the
consumer. As practical implications, digital marketing is
highlighted, as a tool for promoting sales expansion,
brand visibility and engagement.

A suggestion for future research would be a detailed
study of the target audience and the potential demand
and further studies on the online reputation of the
#CuritibaSualinda and comparing it with similar stores
that sell souvenirs.
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