Marketing in Travel and Tourism
ASSESSMENT # 3                                                                                                   Total Marks: 30
Answer the following Questions:

1. What does a promotional activity aim at? 5

2. What does ‘GTA’ stand for? And what is its role in tourism marketing? 5

3. What is advertising and how is it different from marketing? 5

4. When preparing a promotional mate rial which points should be kept in mind? 5

5. What is collateral material which type of items are included in it? 6

6. Which type of information is contained in the travel agent’s manual? 4

ANSWERS #
1. The main aim of promotion is to ensure that customers are aware of the existence and positioning of products. Promotion is also used to persuade customers that the product is better than competing products and to remind customers about why they may want to buy.The aim of promotion is to increase awareness, create interest, generate sales or create brand loyalty. It is one of the basic elements of the market mix, which includes the four P's: price, product, promotion, and place. Promotion is also one of the elements in the promotional mix or promotional plan. 
2. GTA stands for Gullivers Travel Associates. GTA is a world leader in the provision of ground travel products and services to the fully independent travel industry.The private is sector is greatly caught up in each facet of marketing. Usually, in the well-known destinations, its marketing expenses are much more than those of the public sector. It only makes sense for the public sector to undertake the destination’s marketing programme in partnership. The GTA must hold on to the responsibility for portraying the basic image of the country’s tourism sector.The GTA has a main role in product development. GTA's national tourism strategy and planning is focussed on pro-poor and responsible tourism.
3. Advertising is the communication of any non-personal messages and ideas, normally paid, and with the function of selling goods or services. Advertising is just one component, or subset, of marketing. Public relations, media planning, product pricing and distribution, sales strategy, customer support, market research and community involvement are all parts of comprehensive marketing efforts.Advertising uses the data and research collected by marketing strategies to best communicate the brand. Marketing is a more controlled and wider-reaching process, while advertising is specific to brand communication. In a way, marketing is both research and practice, while advertising is straight practice. Some of the examples are Advertising is an aspect of marketing. It’s a ‘non-personal’ process where a product is put in front of the world through online ads or print media. Advertising only focuses on the paid promotion of the product. Marketing on the other hand encompasses a lot of elements such as market research, advertising, campaigns to engage people so that they remember the brand and the message it conveys and the next time a product is released, they go and check it out. For example, let’s take a look at Nike. The brand celebrates sportsmanship. See its Instagram posts for example, it’s full of posts commemorating legendary athletes. Now, this is marketing. Looking back into history, picking out the moments that defined sports and what can we learn from it, it’s all a form of marketing. Advertisements is a part of this process. Ultimately, brand is nothing but a way to tell how people feel about a particular company. Nike sell shoes, so does other shoe brands.
4. A large proportion of promotional material is generated without ever considering these questions thoughtfully. Material without specific function is a waste of funds. If a piece of material is going to be mailed, then its size and weight are essential considerations. for example

1. Assess Marketing Communication Opportunities

It's essential to examine and understand the needs of your target market. Who is your message going out to? Current users, influencers among individuals, decision-makers, groups, or the general public?

2.What Communication Channels Will You Use?

In the first step of planning, you should have defined the markets, products, and environments. This information will assist you in deciding which communication channels will be most beneficial. Will you use personal communication channels such as face to face meeting, telephone contact, or perhaps a personal sales presentation? Or will the nonpersonal communication such as newspapers, magazines, or direct mail work better?

3. Determine Your Objectives

Keep in mind that your objectives in a promotional campaign are slightly different from your marketing campaign. Promotional objectives should be stated regarding long or short-term behaviors by people who have been exposed to your promotional communication. These objectives must be stated, measurable, and appropriate to the phase of market development.

4.Determine Your Promotion Mix

This is where you will need to allocate resources to sales promotion, advertising, publicity, and, of course, personal selling. Don't skimp on either of these areas. You must create awareness among your buyers for your promotional campaign to succeed. A well-rounded promotion will use all these methods in some capacity.

5.Develop Your Promotional Message

You will need to sit down with your team and focus on the content, appeal, structure, format, and source of the message. Keep in mind that appeal and execution always work together in promotional campaigns.

6. Develop the Promotion Budget

You must now determine the total promotion budget. This involves determining cost breakdowns per territory and promotional mix elements. Take some time to break down allocations and determine the affordability, percent of sales, and competitive parity. By breaking down these costs, you will get a better idea of gauging the success potential of your campaign.

7. Determine Campaign Effectiveness

After marketing communications are assigned, the promotional plan must be formally defined in a written document. In this document, you should include situation analysis, copy platform, timetables for effective integration of promotional elements with elements in your marketing mix. You will also need to determine how you will measure the effectiveness once it is implemented. How did the actual performance measure up to planned objectives? You'll need to gather this information by asking your target market whether they recognized or recall specific advertising messages, what they remember about the message, how they felt about the message, and if their attitudes toward the company were affected by the message.
5. Materials like lighters, pens, writing cases, credit card wallets, and postcards are considered collateral materials. Common examples include:

Sales brochures and other printed product information.

Visual aids used in sales presentations.

Web content.

Sales scripts.

Demonstration scripts.

Product data sheets.

Product white papers.

Promotional pictures.
6. It must contain all inbound tour operators, hotels, travel agencies, tourist attractions, restaurants, sporting and recreational facilities, entertainment facilities, and the total range of tourism services offered. This makes available to agents an important tool. It is a priceless source of reference and the destination’s visiting card. It contains the needed information to make bookings and carry out business with a destination. While a costly item to put together, a significant portion if not all may be recovered through advertising. Information regarding rates and tariffs is better printed on a different sheet to accommodate reprinting and updating.
