XX|I SEMINARIO
ANPTUR A

02 a 04 de Outubro de 2024 | Sdo Paulo/SP s
Turismo na América Latina: Desafios e Oportunidades

ANPTUR  Eroree

Organizagéo e promogio Organizacao local

O papel dos plane spotters no marketing aeroportuario

Giovanna do Moinho!
Thiago Allis®

Jessica Frazio®
Rafael Castro*

Resumo

Nas ultimas décadas, os terminais aeroportuarios passaram a ser geridos como estruturas
multifuncionais, o que os levou a adotar estratégias de marketing semelhantes as de qualquer grande
empresa. Desta forma, os aeroportos comegaram a utilizar as redes sociais online para reforgar as suas
marcas, tendo os plane spotters como parceiros importantes na criagdo de contetidos. Este estudo
examina a forma como os plane spotters - entusiastas da aviagdo que procuram observar, registar e,
emgeral, compartilhar contetidos de aeronaves - retratam os aeroportos no Instagram com base nas suas
percepcdes de diferentes terminais aeroportudrios, utilizando técnicas de analise de publicacdes e
entrevistas em profundidade. A seguinte pesquisa, ajuda a cobrir a lacuna na literatura académica
relacionada a esse objeto de pesquisa e, mais importante, suas implicagdes para o marketing
aeroportudrio. Focando nosso estudo no Brasil, identificou-se que os aeroportos sdo capazes de motivar
a producdo de conteudo por meio da realizagdo de agdes especificas para spotters (spotter days,
exposicoes, spotter points, terrago panoramico, mailing, airport tours); além disso, os aeroportos mais
bem avaliados pelos spotters entrevistados foram tratados com conteudo textual personalizado em
publicacdes (posts no Instagram). No entanto, as imagens analisadas, em geral, retratam os aeroportos
como parte do sistema de transporte aéreo - 0 que representa uma potencial limitacdo da estratégia se o
objetivo for divulgar conteudos visuais dos aeroportos mais especificamente. Por fim, os tipos de
discurso identificados nas postagens corroboram o entendimento dos plane spotters como possiveis
influenciadores do setor, dependendo das estratégias dos operadores aeroportudrios para articular a
qualidade do conteudo produzido. Os resultados deste trabalho podem contribuir para melhorar a gestio
dos aeroportos e as suas estratégias de marketing, nomeadamente através do envolvimento de novos
stakeholders nas estratégias de comunicagdo nas redes sociais. No entanto, para entender melhor o
alcance, as limitagdes ¢ o potencial dessa ferramenta como fonte de marketing aeroportuario, ¢é
necessario realizar mais pesquisas, em especial mapeando os impactos das atividades dos spotters nas
midias sociais para os planos de marketing dos aeroportos. Embora os dados recolhidos se limitem ao
Brasil, as iniciativas observadas no meio da gestdo aeroportuaria local podem ser relevantes para uma
analise mais aprofundada em outros contextos.
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Abstract
In recent decades, airport terminals have come to be managed as multi-functional structures, leading

them to adopt marketing strategies similar to those of any large enterprise. In this way, airports began
using online social media to strengthen their brands, with plane spotters as important partners in
content creation. This study examines how plane spotters - aviation enthusiasts who seek to observe,
record and, in general, share contents of aircrafts - portray airports on Instagram based on their
perceptions of different airport terminals, using publication analysis and in-depth interview
techniques. By doing so, it helps to cover the gap in the academic literature related to this research
object and, more importantly, its implications for airport marketing. Focusing our study in Brazil, it
was identified that airports are capable of motivating the production of content by carrying out
specific actions for spotters (spotter days, exhibitions, spotter points, panoramic terrace, mailing,
airport tours); also, airports best evaluated by interviewed plane spotters have been treated
personalized textual content in publications (posts on Instagram). However, the analyzed images
generally portray airports as part of the air transport system - depicting a potential limitation of the
strategy if the purpose is to spread visual contents of the airports more specifically. Finally, the types
of discourse identified in the posts support the understanding of plane spotters as possible influencers
in the sector, depending on the airport operators' strategies to articulate the quality of the content
produced. The results of this work can contribute to improving airport management and its marketing
strategies, in particular by engaging new stakeholders in social media communication strategies.
However, in order to better understand the scope, limitations and potential of this tool as a source of
airport marketing, further research needs to be undertaken, in particular by mapping the impacts of
spotters' activities on social media for the purposes of airports' marketing plans. Though data
collected are limited to Brazil, the initiatives observed in the local airport management milieu can be
relevant for further analysis in other contexts.
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