Assessment 5 







Total Marks: 30
1. Give short answers for the following questions: (18)
I. What does a promotional activity aim at?
Promotional activities have 2 main aims which are to achieve result and to be clear to the customer.
promotion activities also aim to:
· Persuade customers to buy the product
· Inform current and potential customers about the existence of products
· Explain the potential benefits of using the product
· Help differentiate a product from the competition
· Develop and sustain a brand
II. What does ‘GTA’ stand for? And what is its role in tourism marketing?
GTA stands for Government Tourism Administration. It guides the development of the tourism sector through planning, organizing, coordinating and monitoring its different activities. This helps the private sector by building all the pieces into a whole.
GTA guide the development of the sector by setting directions, providing support and creating the right conditions. GTA does not manage in ant sense, but in an indirect way.
The GTA management of the sector as a whole is of central importance to the private sector, since it helps to set the conditions in which all tourism development takes place.
III. What is advertising and how is it different from marketing?
People often confuse advertising and marketing. The two share some similarities, but there are many differences.
Even the most appealing product or service requires some form of promotion in order to maximise sales and financial return. Advertising can help raise awareness about a product, create an appealing image and increase sale.
Advertising in the tourism industry can be somewhat different to advertising in other
industries. In relation to a holiday for example, the customer is being sold an intangible product they can’t see or touch before they buy. Often customers will pay for products before experiencing them.
Advertising is the method companies use to promote their business to potential customers using the various forms of media. Advertising can make or break a business. Any money that somebody spends on advertising may be the most important expenditure he /she make each year. It is best to have an advertising plan in place before anybody spends any serious money.
To construct an advertising plan companies need to look at the various forms of advertising and chose which ones are best for their operation. There are many ways to advertise businesses and how and where they advertise will be a personal decision based on their unique circumstances.
Advertising takes on many forms and ranges in cost and can be done through:
· radio and television commercials
· newspaper and magazine have selective readership and are usually “special interest” in nature. They can help to advertise to a specific audience.
· Travel guides and travel writers
· Brochures and posters are standard forms of advertising in the tourism industry and probably the most important means of advertising. Of all types of advertising, brochure is most likely to make the sale. It is the product that customers are buying since, in most cases, they can not see the actual product that they are buying, therefore, brochure must realistically represent the establishment.
· Emails (mail list and direct mailing)
· Web advertisements, any potential customer on the planet can be reached in seconds if they have a computer and access to the web.
· Collateral material
· Radio and television
Marketing is a broader range of activities for a product or service. It is an essential part of running tourism. Businesses need to undertake marketing initiatives to be successful. The best hotel, tour or attraction in the world will not succeed without a planned approach to marketing.
Marketing any product involves planning around the customer’s needs. It takes a bit of research to effectively market a product or service. To successfully market a business companies must develop their operation’s images. The competition can be check out in the relevant area. Appraise their operation as well. Note any differences in what they offer to their customer.  
Businesses must examine the market and determine who they are going to sell to, then direct 
their advertising towards attracting those customers. Design their product (their vacation package) so that their market will notice it. Price it accordingly, and tell their target market that it is available.
IV. When preparing a promotional material which points should be kept in mind?
Every time the consumer comes into contact with the organisation they should receive the same clear, consistent message about the brand. This applies to the use of the corporate logo, the colours, the positioning of the product, the messages in advertising, the style of ads, the stories or editorials produced for publication, down to the uniforms worn by the staff of the company.
The following important points should reflect on any promotional material:
· Keep promotional materials simple and always provide contact details of the business on the products (email address, tel.no. Etc.)
· Use the AIDA formula (Attention, Interest, Desire and Action)
· Get noticed! A promotional item needs to be more than just something that customers glance at before moving on to the next shiny thing, it has to make them want to act on it.
· Be aware your budget! Only use expensive promotion material if you can afford it.
For example, a brochure should capture a person’s attention, get them interested in the operation, create a desire for the vacation package and then move them into action by telling them how to book the vacation package at the operation.
There are several types of promotional materials where the above points can be used. These materials are:
· Advertisements
Brochures and leaflets
Posters and other point of sales items
Merchandising
Promotional videos
Press release

Internet
V. What is collateral material which type of items are included in it?
Collateral promotes tourism by providing information about destinations, attractions, events and festivals, accommodation or activities. It is the collection of media used as part of an organization’s marketing strategy.
The term ‘collateral’ in this policy refers to printed promotional brochures, flyers and other literature, including maps, booklets, magazines and tourism publications.
The production of marketing collateral is an important component in any business’ marketing communication plan.
Common examples of tourism marketing collateral include:
•
 Sales
brochures and other printed product information

•
 Posters
•
 Visitor’s guides
•
 Business cards
•
 Posters and signs

•
 Web content
VI. Which type of information is contained in the travel agent’s manual?
The travel agent's manual is packed with helpful information. This is a printed material which contains accurate, reliable, and comprehensive information for agents. Another key factor is attention to detailed data.
The manual is designed for simplify selling, providing important information about the following listed bellow:
•
 Contact list of inbound tour operations
•
 List of available transportation to travel around the country / area
•
 List of different type of accommodations such as hotels, hostels, B&B etc
•
 List of entertainments and activities such as museums, out and indoor activities
•
 Tourist attractions
•
 Mayor events through out the year which can attract even more tourists.
Activity (12)
You are a tour operator and organize inbound tours. You want to run a campaign for summer season tours. Produce a details report about your plans; the promotional material used, different types of packages available and how the marketing campaign will be run.
Marketing Plan
Hévíz is the centre of spa and health tourism in Hungary. Hévíz Spa Hotel is a well established spa hotel with many years of experience in the region.
The hotel located on the side of the Hévíz Thermal Lake, a flowery park redolent with age awaits visitors within a nature reserve area and offers them warm-hearted hospitality in a familiar setting.
The hotel complex consisting of 2 buildings gives the impression of cosiness not only from outside but between its spacious walls everything can be found that guarantees the comfort of the guests and their substantial relaxation.

1. Business Overview
Bathing in hot springs may be the oldest "spa" experience in the world dating further back than Roman times but it is also incredibly on trend. There's never been a hotter moment for thermal springs, with more and more people seeking out this affordable, social, beneficial and natural therapeutic spa experience.  
The Spa Hotel industry is a vital part of the tourism industry providing accommodation to both domestic and international visitors. It is centred on providing short or long stay visits to the traveling public who use these facilities for recreational purposes (usually with a significant landmark or eating out), thus taking a break from their regular lifestyle. The key to a successful Spa Hotel is the natural hot water and the ability to attract visitors to a region providing the purpose for a visit.
The traditional hotel industry has been in decline for several years, particularly domestic tourism in Hungary, as it has to compete with not only other forms of accommodation but also with the changes to destination of the traveling public.
The hotel has learned that it requires a location with a natural attraction to visitors, and then provide a health service that complements the reason for people visiting the area.  
This Marketing Plan is designed to identify the target market for Hotel Spa Heviz and enable it to attract clientele through careful promotion and sales support.
1. Business Information


Hévíz is situated in south-west Hungary at the western corner of Lake Balaton. The region is famous for it's excellent wine region.
Hévíz is the second most popular destination in Hungary after Budapest. The distance from the capital is 193 km on motorway M7, but Hévíz has an international airport too. The number of international tourists have been increased year after year due to the opening of Heviz-Balaton Airport in 2010. Since then, many European scheduled flights have been operating.
The Thermal Lake of Hévíz is the world's largest biologically active natural thermal lake. It has a 4.4 ha water surface, and the hot spring under the lake produces 410 litres of fresh thermal water / sec. This means that all water of the lake replaced completely every day.
The water temperature is around 35 °C in summertime and never drops below 22 °C, even in the depths of winter.
The largest spa complex in the country is located in Heviz. Also, the major natural attraction is the Lake Balaton with many fine walking trails through old growth forest. In addition to the beauty of the location, the region has several wineries, and specialized food manufacturing operations which have seen the opening up of five excellent restaurants in the last three years.
Hotel Spa Heviz plans to target two distinct groups:
1. Couples and/or families in the 20 to 40 age group, who have an interest in spa and water activities and are looking for the comforts of excellent accommodation and relaxed spa experiences. It is expected they will be from the mid to higher economic scale and have ready access to disposable income. Their decision to visit the region are based on the need to get away from the pressures of city living and indulge themselves.
2. Couples  in the 55 to 70 age group who needs physio therapy which covers a wide range of locomotor diseases such as osteoporosis, degenerative spinal/joint diseases, Bechterew syndrome, inflammation diseases of the joint in their chronic phases, post treatment of injuries and locomotor operations as well as tender tissue rheum, secondary diseases of the joints, chronic, peripheral, nervous, mechanical-related complaints, pre- and post treatment of operations on the joints and discs as well as chronic conditions.
All family members can find the best programs for their needs under one roof. Heviz Spa Hotel  offers thermal pools, leisure pools and some kind of family fun areas (kids' pools or slides of all lengths and curves).
The hotel also offers cosmetic and beauty treatments of the highest quality, combining the beneficial effects of healing thermal water, professional know-how and the latest treatment trends. Many Hungarian beauty products and treatments are being used during some of the treatments, which are based on natural active ingredients (mineral-rich thermal waters and mud).
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0. Marketing Information


Based on data from Tourism BHungary, market share of international visitors has increased by 6.2%  and by 20% of native Hungarians since 2010 in Hévíz.
The couples market is the major sector of the Spa Hotel industry with a 45% share, which is double the next market of friends and relatives. With the pressure of inner city living continuing to create a need for convenient short term breaks, location like Hévíz is ideally placed to meet this market.
Competition in the area for accommodation is high with 4 large and 8 medium sized Hotels, and 20 small B&B within a 50 km radius of Hévíz Spa Hotel.
None of the other 12 hotels give guests free entry ticket every day to the source of the health-giving water, to the Lake Spa like Hévíz Spa Hotel or are as conveniently located to the lake. This is a major advantage point of the Hévíz Spa Hotel. This is a great opportunity to use in promotion arrangements.
0. Objectives
The key objectives for Hévíz Spa Hotel are:
· To gain an occupancy rate of 70% for weekend traffic and 50% for weekday traffic during the main summer season (from early May until September), by marketing the 4-star quality of the accommodation, Spa facilities and Beauty treatments in a location that has high appeal to both target markets.
· Also to gain an occupancy rate of 60% for weekend traffic and 40% for weekday traffic during the winter summer season (from end of September until March).
· To develop a rose garden as a destination for tourists visiting the area. During the first year have a minimum of three special events to promote the garden as well as hosting functions such as weddings, parties etc.
· To become the main Spa Hotel destination of the region for the above listed health treatments both internationally and locally in the next 5 years.
· To provide the Hotel owners the opportunity to extend and improve the recreational center and activities.
0. Strategy
Hévíz Hotel Spa will provide the customer with the finest experience Spa Hotel available in the south west region of Lake Balaton by blending superior accommodation and world class health treatments with friendly personal service in a breathtaking setting by the Lake Hévíz, that is as beautiful as it is tranquil. While the local sights and destination provide the reason to visit the area the aim is to make the visitor remember the uniqueness of the property and the treatments first when they recall their visit.
Part of the strategy is to provide the guests with a seamless arrangement of being able to blend their needs to visit and use other parts of the regions facilities such as wineries, restaurants, nature walks etc with the provision of the facilities at the hotel. This will be achieved by the development of strong relationships with other service providers and delivering information and assistance to the tourist to help them with their planning of their day.
1. Product


Hévíz Spa Hotel has two primary product offerings:
· To provide 4-star guest accommodation. The facility has 10 deluxe double rooms; each is furnished in a classical modern style and soft comfortable tones. Each room has its own private bathroom and toilet facility which has been recently refurbished. There is a light and airy feel to each room as double doors take the guest onto a large balcony overlooking a private section of the Lake. In addition guests have access to a large well appointed lounge with an open fire for winter warmth and atmosphere, along with an extensive selection of books about the local area and information about all facilities and treatments in the hotel. A wide selection of wines from the local wineries is available for purchase and consumption by guests in the surrounding garden.
· Free breakfast is served in the dining area, which is set for 50 people and consists of cereals, fruits, breads and an extensive hot selection including choice of eggs, tomatoes, mushrooms etc. These are all sourced from local suppliers and will vary depending on session.
Lunch and dinner is also available in the Hotel's restaurant. This opportunity gives a great chance to each guest to explore traditional Hungarian foods and flavorful world cuisine in the hotel own restaurant!
A key part of the product offering is the knowledge of the owners and their offer to assist guests in making arrangements to visit other attractions of the region. Each local restaurant and winery has information available at the Hotel as well as direct dial access to assist in making bookings. Conference room serves is also available as an ideal place for family gatherings, friendly get-together or business meetings.
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To provide health and beauty treatments for the guests of the hotel such as:

- Finnish- and infra-sauna which guarantees not only relaxation and recreation but improvement of our immune system capabilities, as well.
- Alternative massages with curative power as well for aficionados of special pampering services.
- Thermal pools and Jacuzzi which are available to all hotel guests free of charge
- Pedicure-manicure.
- Beauty Salon which provides exclusive cosmetic treatment for its guests.
- Last but not least, the hotel has medical and therapy specialists who are available for the guests, employing centuries-old traditions in an environment that is up to the latest professional standards.
The hotel also gives special attention to the comfort of its guests with disabilities and to accessibility of the environment. The hotel does have sufficient off-street parking for 20 vehicles, which is separate to the parking for guests of the house.
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0. Pricing


Prices for accommodation have been set at the higher end of the market as the client base is seen as in the mid to higher socioeconomic sector. Pricing scheme is based on a room rate per night, which includes breakfast.
Standard double room  4 star - 

131 euros / person / 2 nights per room
Classic double room 3 star - 


126 euros / person / 2 nights per room
Classic economy double room 3 star -
114 euros / person / 2 nights per room
0. Promotion


Website:
The use of the internet is essential in providing information and access to any business. A fully functioning site is already available which enable perspective clients to see what accommodation is available as well as allow them to book online. The site has a virtual tour facility and links to the other attractions in the region.  
Search Engines Optimisation:

To maximise the discoverability of the website the hotel will arrange for links with the key internet search engine sites. These will include accommodation sites, tourist sites and wellness sites.
Advertising:
· The target market for using the accommodation facility is able to be reached with careful use of both online sites and information being posted in key travel magazines such as the Travel Hungary and Spa Hungary.
· Hévíz Spa Hotel will be offered for placement in the Wellness Hungary. Also promotions highlighting the hotel spa and beauty facilities and health treatment package deals for the summer period.
· Representatives will be present at the Visit Hungary Trade Show in February with an offer of a 10% discount for members quoting the name of the trade show in their booking.
· Advertisement will also be placed in the WizzAir flight magazine in the April monthly addition. Paid advertorial will also be placed in this magazine highlighting the hotel as a place to visit when touring the region.
Promotions:
· A high quality multi-folded brochure is to be promoted and distributed to all tourist information centres within 100 km of the Hotel. In addition to this is to be provided to all other tourist facilities within the region, and in return for having them made available the Hotel will carry the brochures of these facilities and actively direct clients to these locations for a visit. A discount of 5% is offered to those who mention this cross-promotional arrangement.
· To support their summer marketing initiative, Hotel Spa Heviz has launched the Discover Heviz contest. Guests will have the opportunity to win the ultimate summer package. All they have to do is select from one of the three custom itineraries they would like to win. Each consists of seven days of sightseeing, relaxation and adventure and also accommodation.
· Hotel Spa Hevis is also offering early bird saving opportunities. Those who book their summer vacation through the website by May 30 will receive a third night free on select accommodation.
· The hotel website also will allow guests to customize vacation packages, taking care of flights, ground transportation, accommodation and activities.
· Special discount is available. In “OUR RETURNING GUEST PROGRAM” - if the guests spend at least 3 nights – they can earn a 5% discount from accommodation prices after 3 times, which grows to a 10% discount after 7 times and to a 15% discount after 15 stays!
Branding:
All documents and information placed into the public hands are to have a consistent look and feel that highlights the superior accommodation, treatments and beautiful setting of the Hotel. The branding should leave the impression of indulgence and pampering.
This branding is to carry over to the provision of monogrammed uniforms for the staff, linen ware on tables, glasses and bedding used on site. These items will also be available for sale at the Hotel.
Direct Marketing:
The use of a high quality brochure is seen as essential to providing potential client’s information about the hotel and its surrounds. This is to be available at all tourist destinations in the region. It is expected to be delivered by the representative of the hotel which gives a great opportunity to discuss offering of the hotel. In addition, the hotel will gather information about other facilities they can pass onto their guests.
The use of a bulk mail-out either via post, fax or email is not seen as productive as it does not provide the personal touch.
However, all guests to the hotel will go onto a direct email database (provided they give permission) and promotions offering discounts to previous users will be offered on a regular basis. These will be in the form of a reduction in price per night.
Online Marketing:
The internet is seen as a critical tool to reach customers. During the March and April phase of the program special deals will be on offer. These will be repeated if consumers accept these offers.
The website is fully functional and enable clients to request bookings and be able to make these in real time. On receiving the bookings the customer will receive a personal confirmation along with information of things to do in the region.
All tourism websites will be advised of the change to ownership and the offers being made to customers.
This Marketing Plan has been designed to provide a business which produces a sustainable income as well as allowing the hotel to invest in more heath treatments and extend their spa treatment range.
