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Marketing assumptionsMarketing assumptions

� No one goes into business to become a 
marketer .. unless they are a little crazy

� There is no such thing as a marketing 
budget
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What does marketing mean?What does marketing mean?

� Advertising
� Promotion
� Publicity
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What is marketing?What is marketing?

� Marketing is the process of matching
All you do when you market is match

you, 
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Marketing generates revenueMarketing generates revenue

� The closer you get the match the more 
revenue you will generate

� Advertising, promotion, publicity, image, 
selling and pricing are simply the things you 
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process happen

� The strategies you use to match are called 
the “Marketing Mix” or the “Five P’s of 
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Seven tourism P’s for successSeven tourism P’s for success

� Product

� People 

� Pricing

� Product
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Secret OneSecret One

� Focus on the visitor not the 
product

� Focus on the visitor not the 
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People not product focusPeople not product focus

� The benefits of visitor versus product 
focus
� Clearer direction
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Secret TwoSecret Two

� Understand that not all visitors 
are equal

� Understand that not all visitors 
are equalare equalare equal



Not all visitors are equalNot all visitors are equal

� Develop a profile of the different types of 
visitors you see in your business

� Ask yourself
� Who are they?
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Typical tourism customersTypical tourism customers

� Known Segments
� Compatriots
� Pampadours
� Wanderers
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� Baby boomers 
� Live your lifestyle
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Select your target visitorsSelect your target visitors

� Review your visitors spending habits
� Average spend by each group
� Average spend by postcode or area
� Products purchased by each group
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Choose your target marketsChoose your target markets

� Allocate time for proactive marketing
� Don’t try to be all things to all people
� Develop profiles of target visitors
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Secret ThreeSecret Three

� Tailor your product to suit your 
target markets
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Product developmentProduct development

� Make sure your product meets the needs and 
wants, worries and concerns of target visitors

� Look for an additional service you can offer which 
visitors will be willing to pay for
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Don’t forget pricingDon’t forget pricing

� Pricing is the fastest way to position yourself 
in the marketplace.  Ask yourself
� What does my pricing say about my business?

Am I pricing from the bottom up or top down ?
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PackagingPackaging

� Look for ways of marketing your 
product in multiples
� Longer stays

Add on services
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profiles – name them for more impact
� Team up with other operators
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Secret FourSecret Four

� Tap into the power of positioning 
with a strong image and brand
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What is image?What is image?

� Business name
� Logo
� Positioning statement 
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�� Image is all about perceptionImage is all about perception



What is a brand?What is a brand?

� A brand is simply the values your clients 
or customers attach to your image
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How do I measure up?How do I measure up?
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� Ask yourself
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How do I measure up?How do I measure up?

� Conduct an image audit on your marketing 
material.  Ask yourself:
� How many businesses are represented?
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How do I measure up?How do I measure up?

� Conduct an image audit on your marketing 
material. Check for:
� Logos used in non standard ways

Inconsistent paper colours/quality
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Image and branding strategies Image and branding strategies 

� Tailor your image to suit your target clients
� Remember needs, wants, worries and concerns
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PositioningPositioning

� Position yourself in relation to competitors in 
your marketplace
� Identify direct and indirect competitors
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Create a clear positioningCreate a clear positioning
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� Check their website
� Monitor advertising
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� Customer focus
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Position, position, position! Position, position, position! 

� Be consistent with your market positioning
� Position to appeal to your target markets

� Pricing
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� Pricing
� Products and services range and mix
� Premises or vehicles
� Staff
� Image
� Customer service
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Secret FiveSecret Five

� Use target marketing to 
attract more of the visitors 
you want
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AdvertisingAdvertising

� Before you spend money ask yourself
� Will this put me in front of my target visitors? 
� Will this harm my image?
� What will it cost to reach those potential 

visitors?
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� Is it likely to generate sales - if not, will there 

be significant goodwill or publicity?
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PromotionsPromotions

� Have clear goals for your promotions
� Use promotions to increase sampling of your 

product
� Use promotions to increase average spend or 

number of visits
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Secret sixSecret six

� Plan for success� Plan for success



The marketing planning processThe marketing planning process
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The marketing reviewThe marketing review

� Internal
� You
� Your Business

� Internal
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� External
� Marketplace
� Competitors
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� Your product or 
Service
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Service
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Create your vision for successCreate your vision for success

� Plan from the future to create a 
detailed vision of your business in 2 –
3 years time
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Use a gap analysisUse a gap analysis

� Ask yourself. “What has to change to 
make my vision a reality?”

� Check your marketplace
What are the key opportunities?
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Identify the gapsIdentify the gaps
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� Product development
� Pricing 
� Packaging
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Get the success you deserve!Get the success you deserve!

� Share your vision
� Don’t ignore the big picture
� Don’t go it alone
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Thank You!Thank You!


