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Aims for today

What is Social Media/Digital Marketing

Communication & promotional Mix 



~                   

Recap

Last week gave an 
overview of.. In Ansoff’s matrix what 

strategy would the 

Cambodia case be?

What sorts of things 

would you put in an 

appendix? 

We discussed SMART, what does it 

stand for?

 

What is the difference 

between primary and 

secondary data? 



Aims for today

What is Social 
Media/Digital 
Marketing

Communication & 
promotional Mix 



Assessment -1
Due:25th November 23;59
A marketing report of 1500 words -/+ 10%

MARKETING REPORT

As a Tourism Destination Marketing and Events Team you are required to use academic and 
industry research to prepare a Report using SOSTAC to market, promote and publicise The 
Arena Event!!!

You will need to use market research to develop an effective niche Marketing and Events 
Report to effectively promote the Arena Event



Any Questions?



Tactics

Action 

Control 



Communications Mix
 
A company’s overall marketing 
communication strategy is called the 
“Communications” or “Promotional” 
mix.

“The specific blend of advertising, 
public relations, personal selling, and 
direct-marketing tools that the 
company uses to persuasively 
communicate customer value and 
build customer relationships.” (Kotler 
& Armstrong, 2018) 

In the era of mass communications 
and emerging mobile technologies, an 
organization must build an adequate 
mix of marketing communications 
(Todorova, 2015)



Its a social World
What was the first thing you did when you woke up this 
morning?

(Lee & Calugar-Pop 2016)

You wouldn't be alone one survey of people from 31 countries 
reported that 96% of them use their smartphone within an hour 

of waking up often before they get out of bed

What time of day is 

best to post on social 

media? 



When? Generally, the best time to post on social media overall is 9:00 AM PST (12:00 
PM EST) on Mondays. But every network has its own sweet spot.

Best Time to Publish in Hootsuite Analytics (vidyard.com)

https://share.vidyard.com/watch/PHAGcdZduUAjzuZr3DeKLs?


So how connected are our customers?



Social Media Marketing & Platform Courseware - Hootsuite Academy

30 mins to get as far as you can in 

Hootsuite academy? 

Complete in your own time to get 

certificate

https://education.hootsuite.com/


Benefits for tourism and events?

Traditional marketing gives businesses total 
control of the conversation. Methods like direct 
mail, billboards, and print ads serve to deliver 
information that is purely promotional, and do 
not offer consumers the chance to respond or 
ask questions.

Around 70% of leisure travellers say they start 
their travel planning process with search 
engines.

Online channels have made it easier for 
travellers to get information about 
destinations. 

The travel industry is greatly influenced by 
online reputation and reviews. That is because 
more people depend on them for choosing 
their destination, planning their itinerary, and 
more.



We are going to take a 15 
min break…

See you soon!



Communications Mix 
as an online strategy

Utilising internet marketing in 
the communications mix, we 
use the RACE digital planning 
framework 

• The RACE mnemonic 
summarizes the key online and 
multichannel marketing 
activities that need to be 
managed as part of digital 
marketing communications. 
RACE covers the full digital 
touch points in the customer 
lifecycle or “Funnel”.



Reach

Reach involves building awareness of 
a brand, its products and services on 
other websites and in offline media 
in order to build traffic by driving 
visits to different web presences like 
your main site, microsites or social 
media pages. It involves maximising 
reach over time to create multiple 
interactions using different paid, 
owned and earned 
media touchpoints

SEO – Search engine optimisation



How to Reach 
Build a recognizable brand – Stand out -Brand voice/tone, Brand aesthetic/consistent look, Brand 
values/what we stand for/ personality.

Tell a brand story – takes values further  what is our narrative, values beyond the products 

Create shareable content – posting consistently at the right time, that followers will want to share 
(exemplifies their aligned values)

Contribute to your community -like sponsoring events, offering corporate donations, or facilitating 
employees’ participation in charity work

Promote - Offer freebies, social media contests (reward engagement) collaborate with other content 
creators

Work with the social algorithms - “Right now, about 15% of content in a person’s Facebook feed and a little 
more than that of their Instagram feed and 80% of Ticktocks feed is recommended by AI from people, 
groups, or accounts that you don’t follow. We expect these numbers to more than double by the end of 
next year.

Instagram algorithm

Facebook algorithm

Tiktok algorithm

Twitter algorithm

9. Run awareness ads -  Ticktock is king!

https://blog.hootsuite.com/instagram-algorithm/
https://blog.hootsuite.com/facebook-algorithm/
https://blog.hootsuite.com/tiktok-algorithm/
https://blog.hootsuite.com/twitter-algorithm/


Act

Act: Act is short for Interact. For 
most businesses the main aim of Act 
is to generate online leads. So, it’s 
about persuading site visitors or 
prospects take the next step, the 
next Action on their customer 
journey when they initially reach 
your site or social network presence. 
It may mean finding out more about 
a company or its products, searching 
to find a product or reading a blog 
post. 



How to Interact
Create an Interactive Experience

Create experiences in which they need to click on (or touch) the screen. Physically 
involving them in the experience is a key step in a compelling interaction.

Let them Explore and Discover

Customers love to feel in control of their experience. When you create an 
interaction that drives in a linear manner, you lessen the excitement. You’re simply 
asking them to click through screens. Instead, open up the navigation of the 
interaction. Let them freely explore at their own pace and leisure. This dynamic is 
often described as “pull the information” rather than “pushing” it to them

Provide Feedback

After they make a choice, they should receive immediate feedback on their 
decisions. Think of this dynamic as challenge, choice, consequence. As a result of 
that choice, they receive feedback that lets them know its valued and rewarded. 

Keep Your Content Relevant and Short

It’s hard to get excited about material that doesn’t mean anything to you. So the 
goal is to make the content real and relevant. Help them understand why this 
content is valuable and how it will benefit them. And keep it short. If you get 
verbose, attention will wane.



Convert

Convert: This is simply 
conversion to sale, online 
or offline. It involves 
getting your audience to 
take that vital next step 
which turns them into 
paying customers whether 
the payment is taken 
through online e-
commerce transactions or 
offline channels. 



How to drive conversions

Use the right calls-to-action - Remember that the “Contact us” form is one of 
the least effective CTAs. There’s no need to rely on only this option to increase 
conversions but do make links to purchase sites easy to find and use.

Testimonials, experiences and reviews - Sixty-four percent of consumers read 
testimonials before ending up in the buying process.

Create quality content - There’s no question that creating quality content is 
king on the internet. Quality content means not only providing fresh and 
interesting information, statistics, proofs, tips, guides and more, but also 
knowing well your target audience and the subject you’re writing about.

Adopt the herd mentality - Have you ever noticed that how people move in 
herds? If many people are doing something, other people want do it, too. 
Showing how other people are jumping on the bandwagon with your brand 
can help you increase conversions and signups.



Engage
Engage: This is long-term 
customer engagement and 
communications that is, 
developing a long-term 
relationship with first-time buyers 
to build customer loyalty as repeat 
purchases using communications 
on your site, social presence, 
email, and direct interactions to 
boost customer lifetime value



How to drive Post purchase engagement
Thank you emails -Sometimes, a simple “thank you” message is all you need to let 
your customers know how much you value and appreciate them. But why stop there? You could 
sweeten the message with a free gift, a discount, or a coupon code that incentivizes them to come 
back to your store — even if they weren’t ready for another purchase

Engagement with notifications via email or text -to alleviate 
“buyer’s remorse” validates the customer’s purchase and sets proper expectations about the next 
steps.

Survey feedback requests -It’s often a good idea to send customers a single-
question survey that asks them how likely they are to recommend your products/services to others. 
It shows them that you value their opinion and are keen to improve

Personalized product recommendations - Post-purchase emails 
containing personalized product recommendations are a great way to stay top-of-mind and 
even create opportunities for repeat sales especially as 35% of consumers want to see 
products and offers based on their past purchases in promotional emails.

Exclusive promotions and discounts -Offering exclusive promotions, 
discounts, or freebies to your customers is a great way to remind them about your brand 
and recognize their loyalty. Sending post-purchase emails on their birthdays or other 
milestones with a surprise freebie, bonus, or discount code can reinforce any positive 
feelings they have about your brand.

Personalized loyalty rewards - Post-purchase emails are particularly great 
for communicating your loyalty program and its rewards to your customers. This can pave 
the way for repeat purchases from them.

Exclusive promotions for reviews and referrals - Word-of-mouth 
marketing is undoubtedly one of the most effective forms of marketing. Of course, if you 
give your loyal customers a little incentive, this can work even better







Digital Marketing Applications

• An advertising medium  

• A direct-response medium  

• A platform for sales transactions  

• A lead-generation method 

• A distribution channel 

• A customer service mechanism 

• A relationship-building medium

• Data capture opportunity 



Create content designed to 

get customers to ‘Act’ for 

the Arena Event 

Think about who you are 

making it for which social 

media channel‘s’ you 

would use. 

Be prepared to discuss

45 mins!

Show me your marketing art!



Types of Media 



Action



Action!

• Now you have an idea of what your audience wants and what 
channels they use  and thought about the types of communications 
we want to send ‘RACE’ now we have to deliver!

• Now we must create a timeline of our communications (Just the 
communications!)

• Think about at what time of year we should release what types of 
messages for our brand?

• E.g if we are a beach resort in Spain, should we use promotions in 
summer or winter?... 

Is a ‘Promotion’ likely to be 
Reach, Act, Convert or Engage?

What channels would you use for a beach 
resort in Spain when targeting 
promotions to British holiday makers?  



Plan your communications mix with a Gannt 
Chart

A Gantt chart is a project management tool assisting in the planning and scheduling of projects of all 

A Gannt chart template has been provided for you on Moodle Which must be used for your assessment!.



Action!
In groups make a Gannt chart of 
marketing activities and channels for the 
case study. Gannt chart template is in the 
learning materials on Moodle- You must 
use this template for your assessment.
Consider the issues this organization is 
facing? How will you structure their 
communications to be the most 
effective?

Case study – 
The Cosy cottage

In late 2022, The Jones family purchased the Cosy Cottage Hotel in South Devon coast (An 
existing hotel that had gone out of business during the Covid lockdown). The Hotel has a 
basic website and a little used social media page with a good number of followers from the 
previous owners (400), The hotel is a 15 mins walk from the beach and a 20 min drive to 
Torquay which has many attractions, The Jones family are keen to get their hotel started on 
the right foot and have asked you to design a communications plan for next year January to 
December that will attract new users to their website and social media and increase bookings 
in the quieter autumn and winter months and reach out to the customers who have been to 
the hotel under the previous owners.
-Consider RACE (what is the aim of the message)/ and what Channels you will use for which 
groups of new and existing customers? 
-What times of year will need which kinds of strategies?   



Control



Big Data, Social footprints & 
The Goldmine! This is the impression or mark that we make 

when we visit sites.

When we visit websites and web communities, 

we leave a digital trail behind… your 

footprints become a source of Big data 

Much research on what can be revealed about 

you by the footprints that you leave has been 

carried out, one notably by Dong (2015) who 

found that personal traits are clear  including 

whether your parents were divorced could be 

established!



Control
• Plans should include control systems – 

performance must be monitored, measured and 
controlled (how will we measure success? Think 
about your SMART target and what was identified)

• Identify USP, Features and Benefits

• On your Gannt there is a space for “Metrics/KPI’s” 
for each channel you use, this is what you will 
measure to know that the process is working, 
consider what can be measured and how

• Discuss how we will measure success? Why? 

• What is the objective-New customers, positive 
attitudes towards brand, Increase profits etc.. 

• In this section you will discuss your use of metrics 
and justify your choices, 

e.g

“Promotional discount codes have been used to 
measure radio communications effectiveness as 
each time a promotional code is used this can be 
traced to a successful engagement of the channel.”



Next Week!
Situational analysis

Competitors and collaborators

Positioning and competition



I look forward to seeing you 
next week.

If you have any questions in 
the meantime, please send an 
email from your student 
account

C.wilkin@UWTSD.AC.UK
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Assessment  structure.
Introduction (100 words)

The purpose of your marketing plan/what it is about

Who it is being prepared for?                                                                                                

Briefly introduce the key Frameworks you will use in your 

marketing plan SOSTAC, Marketing mix, Bowmans etc..

Situation Analysis (300 words)

5 'C's
-Company: SWOT analysis (Micro 
analysis)  (tables excluded from wordcount)
-Customers: Segmentation and Targeting/ 
Customer profile’s’ SimilarWeb!!
-Competitors: Perceptual positioning map.
-Collaborators: Demonstrate an awareness 
of Relationships, Partnerships, in regards to 
your marketing channels and distributors
-Climate: PESTLE (Macro analysis) 
- Value Proposition

Be concise and to the point, introduce 
the event and a short background. (Top 
tip write your introduction last… no 
point introducing what you don’t yet 
know!)

Use the Appendix for tables e,g PEST SWOT, 
Use SimilarWeb to identify customer segments! 
this is a requirement!  Look at review sites to gain 
an understanding of the customers thoughts 
about the brand.
Make perceptual positioning map for the event 
based upon what you think the target market 
value (add in your Appendix). 
Collaborators- again Simmilarweb will tell you 
some of these, you will also need to research.
you do not need a full pestle just the main points 
that affect your hotel  be specific/relevant and 
provide examples. 
What is the ‘Value proposition’, current 
promotions and communications?). 



Assessment 2 structure. 

Objectives(100 words)
-SMART target: Summarise the aims of your 
marketing plan in one short paragraph.

Strategy (250 Words)
Discuss and explain the events value proposition.
What strategy will the business use? Ansoff's 
matrix.
e.g – if the organisation decides that we need to 
focus on changing the brands reputation due to 
poor reviews you will need to select a strategy to 
overcome this
Marketing mix:
-Product - What is the destination currently offering?
-Place (Distribution) – How will customers locate the 
area?  Which channels will be used?
-Price – What is the pricing strategy within the area?  Linked to 
market research and/or marketing environment analysis and/or 
customer value, are there a variety of price points for visitors- 
how will this be displayed/shared.
-Promotion – How will the event be advertised?

Be specific, you will increase website 
traffic by 5000 visits/ social media 
followers by 8000 etc, how will you 
measure if the plan is working 
KPI’s/metrics? by when? 

Identify which strategy from Ansoff's 
matrix you will be following for the 
event to grow. Existing products into 
new markets etc.. 

Discuss the marketing mix, pricing? 
New processes, (online) new place 
(Distribution) etc.. 



Assessment 2 structure. 

Tactics (250 Words)

What strategies? RACE/ Communications Mix
Discuss how you will use new communications 
tactics to address the issues identified in the 
situational analysis. We will discuss this next 
week! 

examine the Arenas current 
communications/social media/ 
emails/Similarweb results, how can you 
improve? Where are they lacking what did 
they miss? Use this to guide your steps. What 
will you do now? 

What types of communications should the 
organisation create to address the new mix 
and strategy? What channels? Use examples 
from other brands you may wish to emulate.  



Assessment 2 structure. 

Use the template on Moodle!!!!!!
Only discuss the market research, 
planning marketing channels and metrics, 
Be relevant not just random channels 
think RACE think about the best channel 
for the task!!

Discuss the Metrics/KPI’S you have 
selected for each channel, why have 
you chosen these, why will they be 
effective? Justify your choices.

Action (100 Words)
Gannt Chart of marketing activities: Marketing 
channels schedule
Justify your marketing channels schedule, what 
informed your decisions. (next week!)

Control (100 Words)

Discuss how we will measure success? 

New customers? Positive attitudes 

towards brand? Increase profits? etc..

Conclusion

(100 Words)

Summarise your main points, what did you change what 

effect will this have and outline any further recommendations 

you have.
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