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Product Audience

Our package will offera one or two nightstayin Our target audience will include couples, families and
Leigh-on-Sea and will include coach transfersto  groups. Our product needsto appeal to all ages. We
and from London Liverpool Street, hotel stay, also want to target currentrail users i.e. commuters who
vouchersfor dinneratalocal restaurantanda  can influence otherindividuals and spread the word.
tour of the old fishingvillage and cockle sheds

alongwith a leaflet about local history. Wewill ~ Resources (Team)
keep our package flexible in order to suit our In order to execute our marketing campaign, we require
targetaudience. the followingroles:

Sales representatives, media planner, manager; and
analytics manager — to review market research findings
from desk research, surveys and MIS. Assess visitor
contentment, needs and competitor advantages.
Recognise and fulfil requirements for more information.
Research exact number of tourists to the City each
summer.

Channels
In order to get our message in front of our target
audience we will distribute through various
channels:
= Using websitesi.e. London Tourism sites,
train line websites.
= Social media,
= Advertisementsideally in “inflight Objectives
magazines” to lure tourists visitingLondon,  Our objective is to increase tourism in Leigh-on-Sea,
printed materials to be on display in tourist  Essex. We will target tourists in London, specifically
offices around London, promotions—offers  visiting the City where the link to Leigh-on-Sea is more

such as “stay one night and get one night convenient, and encourage them to venture further
free”, or free drink with each meal voucher  afield this summer. We need to measure our results
etc. and puta system in place that captures the data

= Direct mail via travel retailers customer needed and assign necessary team resources. Our
database, product will be available to purchase online via travel

= Representation—asking ourretail clientsto  agents, train stations and on the Leigh-on-Sea town
mention and promote the trip when making  website.

bookings to London. i .
Campaign effectiveness

Define our promotional plan in written documentincl.
situation analysis, timetables etc.

Measure effectiveness of campaign once implemented
i.e. how did performance measure to planned
objectives? Request feedback from target market as to
whether any specific advertising messages stood out
and how they felt about it and their attitude towards
the company.

Promotion budget

We will determine cost breakdowns by locations
i.e. railway stations linking between the city and
the southend coast.

We will breakdown allocations to help identify
affordability, percentage of sales and compare the
equivalent of our competitors to help gauge
success potential of campaign.
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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.

For high grades use examples and illustrations where appropriate. 
	(i)  Promotional activities aim at portraying the destination in a way which sets it apart from the competition.  It aims to “inform potential visitors about the tourism product offered, sharing with them its most attractive and innovative attributes” (Module 3, 2012).  It aims to get the right message to the right people.  For example, a social media marketing campaign offering a promotional activity with an incentive to consider or buy a product, gives followers a reason to return to the social media site and in turn drives other traffic to that website.
(ii)  GTA stands for “Government Tourism Administration”.  Its role within tourism marketing is to be responsible for portraying the basic image of the country’s tourism sector.  It should work with the private sector to bring together marketing policies and strategies.  It’s main role within marketing tourism is developing products and influencing the total tourism product to reach marketing goals.  They portray a country in the best light, building an image, to add to the attraction as a holiday venue.    
(iii)  Advertising is the process of communicating products to potential consumer; it’s main purpose is to sell and there are always costs involved.  Marketing is different in that it is the process of creating a product and involves research into who potential consumers are and what they want.  It is the collaboration of colours, logos and design elements which help produce an image with the intent to attract target consumers.  It defines brand.  While marketing convinces potential consumers that your product is the right product for them, advertising is the communication used to achieve it. (Lovering, 2018)
(iv)  When preparing promotional materials, the objectives must be clear.  The following points should be considered:  What is the reason for the material?  Who is it aimed at/what is the goal?  What is being said?  What does it want to achieve?  Where will it be available?  How will it be distributed?  Knowing how many copies need to be printed.  The appropriate media must be employed, for instance, size and weight need to be considered if material is being posted.  Brochures, as another example, can be posted or used for display racks, if the latter, they can be made larger and bolder to catch the eyes of the consumer.  By failing to acknowledge these points can lead to a waste of funds.
(v)
Collateral material is the collection of media used to support sales of a product.  Originally, the term referred to “brochures… developed as sales support tools”. (Wikipedia).  Items included are lighters, mugs, t-shirts, stationery, credit card wallets and postcards.  Such items would usually display a form of branding i.e. GTA and this must have a design and value that matches the image of the company.
(vi)
The types of information contained in the travel agent’s manual are, details about inbound tour operators, hotels, travel agencies, tourist attractions, restaurants, sporting and recreational facilities and a total range of tourism services that are offered.  It provides the information needed to make bookings and carry out business with various destinations.  It is geared toward retailers and small independent tour operators, rather than larger companies – as they are more likely to negotiate their own bargaining directly.
Activity (on next page)

[image: image1]
References

1. n.p. (October 2012), “The International Labour Office Toolkit on Poverty Reduction through Tourism Training Package Teaching Notes” Promotional and Marketing in Tourism. p.14 Accessed 3 July 2018. 
2. Lovering, N. (June 2018) “What is the difference between marketing and advertising?”, www.Smallbusiness.chron.com/difference-between-marketing-advertising-25014.html accessed on 4 July 2018.
3. n.p. “What is an inbound tour operator?” Reference.com. IAC Publishing, LLC. IAC Publishing, LLC. https://www.reference.com/business-finance/inbound-tour-operator.com. Accessed 4 June 2018.
4. Antipenko, A. (2015) “Inbound & Outbound tour operators” https://prezi.com/tylov2by8ylf/inbound-outbound-tour-operators/.  Accessed 4 June 2018
5. Halligan, B. (n.d.) “Inbound Marketing vs. Outbound Marketing” https://blog.hubspot.com/blog/tabid/6307/bid/2989/Inbound-Marketing-vs-Outbound-Marketing.aspx.  Accessed 25 June 2018
6. Goodwin, T. (2013) “Inbound Marketing vs. Outbound Marketing: What’s the difference?” http://boldthinkcreative.com/inbound-marketing-vs-outbound-marketing-whats-the-difference/. Accessed 25 June 2018.


Student Statement:

By submitting this assignment, I confirm that this is my own work.
	Student Signature
	Lucy Myers
	Date
	11/09/2018


For Tutor / Assessor Use Only
	Total Marks
	

	Marks Obtained
	

	Percentage / Grade
	


   Assignment Cover Sheet











