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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. 

	 Promotional activities aim at marketing a specific tourism destination using a range of materials.  Such activities look at a range of ways to promote a destination and research the best marketing techniques in order to market a specific destination successfully.  These may be used whether the promotional activities are focusing on business, tourism, health or conventional tourism for example.

Research techniques will look at a range of options for advertising and promoting a specific tourism destination depending on the type of tourism they are promoting.  These include the media, trade shows, direct mail and travel writing.  The end result is to market a destination to potential tourists successfully through promotional material and activities, and therefore increase the market for potential tourists.

 GTA stands for General Tourism Authority.  The GTA is a public sector body which undertakes the marketing of a particular destination.  For example in Kent a number of bodies including Kent County Council have come together to promote the county under the “Visit Kent” branding.  Other versions of GTA’s include “White Cliffs Country Tourism Alliance” promoting Dover, Deal and Sandwich and the local council backed “1066 Country” covering the districts in East Sussex connected to the Battle of Hastings.  Such organisations bring together marketing policies and strategies and encourage the development of the tourism product for a specific area.  GTA’s are a positive way of promoting a tourism destination.  They are also a way a tourism strategy can be maintained across a specific area and therefore mean a destination has one overall branding which reflects the area in the best possible light therefore encouraging tourists to the area.  This also ensures there is a joint marketing committee which come together to promote a particular area as one tourism destination with one branding and marketing strategy.

Advertising communicates non personal messages and ideas in order to sell goods and services or to promote them to a particular audience.  Usually a company has to pay for advertising.  It is very important to use the services of a an advertising specialist who has prior knowledge and experience when devising a tourism advertising campaign.  This is because their experience can mean the difference between a successful or non successful advertising strategy.  Therefore it is also important that the advertising specialist knows the features of the tourism market and the business in order to be successful.  

Advertising differs from marketing as marketing is a combination of a range of techniques such as advertising, promotional materials and combined initiatives by GTA’s in order to promote and market a specific tourism resort or destination.  Marketing encompasses advertising within its remit whereas advertising is just specifically designed to sell products and services.  Marketing however can also be used to spread a specific message or pinpoint specific tourism attractions or destinations, not necessarily to sell a specific product.  

When preparing promotional material a range of points should be kept in mind and these considerations should be defined in order to design the most effective promotional materials.  This includes why the material is being produced (for example what is it promoting e.g. a museum for instance) and who the material is targeted at (its target audience).  Other factors to consider include what the material should say (the message it should convey to its audience), and what the outcome of producing such promotional material should be (for example to increase visitors to a particular attraction).

It should also be considered where the material should be distributed to for the target audience to obtain it from, for example the local tourist information centre.  From the onset of producing such promotional material the decision as to how the material should be distributed should be considered.  For example if it is a letter, leaflet, poster or online mail shot then this will impact on how such material is produced and distributed, and how the audience will receive the material.  Knowing the final output of such promotional material will also affect the total number of promotional materials needed to be produced and how the finished product will look, for example a poster will need to be designed differently to a leaflet.

These considerations all need to taken into account when designing and preparing promotional material which is effective when distributed to its target audience, in this case potential tourists.

Collateral materials are promotional materials that promote General Tourism Authorities.  This type of material must include the General Tourism Authorities branding and logo to ensure they market a specific tourism destination effectively.  This in essence is marketing material which advertises its message subliminally and its main use is not as a marketing tool.  This is because collateral materials in tourism marketing are items such as pens, lighters, credit card wallets, pencils, erasers, stationary and postcards.  Therefore such materials use is two fold - as an item which can be used for a specific purpose (e.g. a pen for writing) and as advertising. Therefore its advertising message is not always the first thing the user will notice as it is subliminal but does embed itself in the users consciousness enabling the message to be conveyed to the user in an effective but not totally apparent manner.

 The type of information contained in a travel agents manual includes a complete description of the destination it is promoting.  In essence a manual needs to contain the following:

Description of the destination.

All the details for inbound tour operators.

Travel agencies.

Tourist attractions.

Sporting, recreational and entertainment facilities.

The range of tourist services offered at the destination the manual is promoting.

The manual is essentially a guide or destination directory to promote and market a specific tourist destination or resort.  It is essential all the relevant information is included as such information is important for agents booking small and independent travel groups.
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