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Assessment 5 Marketing in Travel and Tourism
1. I. What does promotional activity aim at? (3)
Promotional activity includes; advertising, endorsements, sponsorship, brochures/leaflets, public relations, media including adverts on tv and radio and use of social media, sales promotion and press releases.  The purpose of promotional activity is to gain attention and interest, evoke a desire in prospective customers to want to buy and action them into doing so. All promotional activities have clear goals in terms of who their target market is, what their message is and which marketing criteria in terms of tactics and techniques that need to be employed in order to achieve this. 
ii. What does GTA stand for? And what is its role in tourism marketing? (3)
GTA stands for Government Tourism Administration. Its purpose is to assist and guide in the development of the travel sector by planning, coordinating, directing, organising and monitoring all its various activities. In doing so it helps build all the components of the private sector into one by encouraging sectors within the political and institutional framework to work together to set and work towards certain goals and objectives. The GTA has a main role in product development; needs to shape the product to keep up with reaching marketing goals aswell as portray the destination in a way that stands out from the competition.  
iii. What is advertising and how is it different from marketing? (3)
Advertising is an audio or visual form of communication that promotes and/or sells a service, product or idea. It is a component of marketing and its primary goal is to influence buying behaviour by promoting a product, service or company. To achieve this, they focus on creative positioning and media as it spreads awareness about what you have to offer. Marketing on the other hand refers to the means of communication between a company and its target audience. It involves techniques such as target group identification, market segmentation and market analysis to ensure that the correct strategy is implemented for customer engagement and appropriate product promotion. The 4 elements that form marketing are; product, price, place and promotion. Advertising, unlike marketing, is non-personal. 
iv. When preparing promotional materials, which points should be kept in mind? (3)
Promotional material needs to have useful or educational information included in it, or be useable for future reference, in order for people to keep it in their possession. It needs to include; what is its purpose, who is the target audience, what message are you sending in its content, what is the desired result you want to achieve, where will people be able to obtain it and in which locations, how will it be made available, will it be mailed or distributed, consider size and weight, how many should
Laura Baldwin 20252 Assessment 5 Page 2

be printed, how will it be used. Material distributed is a waste of time and money if it has no specific function. 
v. What is collateral material and which types of items are included in it? (3)
Collateral material refers to packaging, labels, press release, advertising, testers and promotional displays that are all produced in connection with a product. It is the collection of media used to support sales of a product or service such as pens, writing cases and postcards that carry the GTAs logo and is employed as giveaways. Most have a design and quality that corresponds to the image of the product. For example, there is no point using a photo of a dog when you are promoting a luxury hotel in the Maldives. 
vi. Which types of information is contained in the travel agents manual? (3)
A travel agents manual is a published material that is suitably produced to include a complete and accurate description of a destination. It needs to ensure it contains details of all hotels, restaurants, tourist attractions, recreational facilities, entertainment facilities, inbound tour operator, travel agencies and the total range of services offered for tourism. The manual is not only informative but also a source of reference as it contains all the information required for making bookings and to be able to conduct business with suppliers and destinations. It also includes information on price rates and tariffs, although this is often recommended to be printed separately from the manual making it easier to update due to ongoing price changes. The manual is typically used by retailers and small independent tour operators. 


Activity.
You are a tour operator and are organising inbound tours. You want to run a campaign for the summer season. Produce a detailed report about your plans including, but not limited to; the promotional material used, different types of packages available, and how the marketing campaign will be run (12)
As an inbound tour operator we are at a competitor advantage which gives us an edge and focus for our marketing activities. We are able to offer a unique customer experience, one that is tailored to them. We can develop a product for the niche market and offer superior facilities/services aswell as a price advantage due to our knowledge within the market and frequent use of suppliers. We need to positively
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stand out from our competitors and entice customers to use our products as opposed to other operators. 
There are 5 main points to consider when devising a marketing plan, these are:
1. What do you want to achieve?
This can be in relation to the number of bookings you are aiming to secure aswell as your target average per booking. Remember that with tourism many people book trips and tours based upon the reviews of others. For inbound tourism the main objective is to increase the number of visitors to an area.  Our aim is to offer the best experience possible for the best price. 
2. Who do you want to attract?
Who is your marketing campaign targeted at? Consider their lifestyles and interests and choose marketing channels and offers to suit this. It is important to ensure the customer remains at the center of the marketing campaign. Also consider that people's expectations are different, you need to focus on what their needs, requirements and budget are and suit accordingly. Whether it is for business or pleasure more people are searching for the best deals available. My campaign will be focused towards backpackers and will therefore be typically achieved on a lower budget, staying in cheaper accommodation such as camping and hostels and travelling via public transport or pre-arranged hired transport when moving destinations or attending planned day trips. Backpackers typically care less about the standard of luxury in regards to accommodations and transport and tend to focus more on the activities available to them. They are often on a small budget and would like to see as much of a destination as possible during their stay. They tend to look for more of an authentic experience as opposed to a luxury one. 
3. What do you want them to book?
Think about what tours and activities they would enjoy. Typically select 2 or 3 options to suit demand and create irresistible offers to coincide with this. Create discount codes for specific customer segments i.e. students or send vouchers to previous customers to encourage them to book with you again. Create value packages and allow customers to personalise their itineraries along with selecting dates and times to best suit their travel plans. Some backpackers will be on a shorter time scale than others and it is therefore important that they are still able to complete their trip despite this. You could suggest a time frame needed to complete the full trip to the maximum e.g. 5 weeks but explain that it is possible to move on from each
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destination sooner or maybe remove visits to certain places if required. At the end of the day not everyone is after the same experience and it is important to remember
this and accommodate it where possible. Ensure they are fully aware of all the options available to them and suggest alternatives where appropriate. For example, on the tour you could offer a surf lesson and boat trip including snorkeling but may have a customer who is afraid of open water so instead you could offer them the alternative to visit the local market or attend a traditional cookery lesson, something that would be more suited to their interests. Could say buy a full 5 weeks pass and get a week's free accommodation. Certain places you use may be owned by the same company so you could strike a deal with them to say if you offer them so many customers they could offer you accommodation at a more reduced rate. 
4. Consider your marketing message.
Note the brand and make your offer clear. This will grab audience attention as they immediately know what you are advertising to them. Sell the experience, tourism is a tangible product and based on emotion. It is hard to promote this in brochures but you need to try and convey the image of what they could achieve. Make the customer able to visualise the destination and understand the experience you are offering. You want to be clear that although the product is cheaper, the standard of tour is comparable to those others on the market that are more expensive. You are offering the same excursions with added extras such as discount codes at nearby restaurants or free meals when camping and providing free water bottles. Even get water bottles with company logo printed on and hand out to customers at the start of their tour so you can be advertising to others whilst the tour is going.  
5. How will the product be marketed? 
Options include social media, email, brochures, websites, trade shows, direct marketing etc 
Promotional material used will predominantly be brochures and website enhanced by email communication/direct marketing and via social media. Travellers typically rely on digital and online channels to help make their decisions when planning a trip. Whether this be using travel websites when researching an area or simply getting inspiration from friends Facebook or Instagram photos. 
When advertising through such channels you not only have to stand out but you also have to be modern and relevant. This includes setting the scene of the destination to prospective customers. An example being that if I was targeting at families I may include a picture of a large swimming pool at a resort with slides and other activities tagging in the hotel name and destination with a caption such as Thinking of your next family holiday? Kids of all ages will love it here. Customers want and respond well to personalised messaging. Use pictures and videos from previous trips. Include positive
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feedback quotes from customers. You need to evoke a sense of wanderlust in your customers. 
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