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[bookmark: _Toc101545520]Introduction
Travelers may pick how they want to travel with Costsaver tours in UK. The value vacations cover all of the fundamentals while also giving tourists the cornerstones to customise their fantastic experience. It is the quintessential individually packaged holiday, allowing visitors to customise their adventure.
[bookmark: _Toc101545521]Market Segmentation
Market segmentation has evolved into one of the most important marketing techniques for identifying separate groups of customers. These groups have common requirements, wants, attitudes, purchasing patterns, media consumption, price sensitivity, and other traits. The purpose of segmentation is to identify homogenous groups of customers so that you can better meet their wants, desires, and preferences than you could with a mass marketing plan while also enhancing marketing efficiency and effectiveness. Market segmentation data is critical in the strategic marketing planning process because it allows managers to design goods and services for specific groups of customers, giving them a competitive edge (Hakeem and Khan, 2018). Marketing efforts become more efficient and successful as a result.
[bookmark: _Toc101545522]Market Targeting
The appraisal of market segmentation and the selection of target market segments are both part of this stage. Firms should examine the market segment size, growth (e.g., sales and expected profitability), and structural attractiveness (e.g., competitors, suppliers, substitute products, and buyers' power) of each segment while taking their resources and strategic goals into account when evaluating various market segments (McKercher et al., 2022). These factors aid businesses in determining the number and types of segments they can better and/or profitably service. Undifferentiated marketing (targeting the entire market with one offer), differentiated marketing (targeting several segments with different offers for each segment), concentrated/niche marketing (targeting one or a few small segments/niches with a large share), and micromarketing (tailoring offers to specific individual consumers or locations) are all options available to businesses. Differentiated marketing is the most frequent market targeting strategy in tourism today.
[bookmark: _Toc101545523]Positioning
Costsavers UK's determination on its value offer to the targeted category is the final step in target marketing (s). 'Positioning is the work of developing Costsavers UK's offering and image so that they hold a meaningful and unique competitive position in the eyes of the target customers,' according to Rodríguez et al., (2018). As a result, businesses must decide how they will create distinct value for their target categories, as well as how crucial value proposition qualities will be positioned in the minds of customers in those segments in comparison to rivals' goods. Marketers must choose positions that will provide them a competitive edge, create marketing mixes that match the targeted positions, and then deliver and convey the chosen position to the target segments. By 'doing things differently from rivals, in a way that gives a unique form of value to clients,' positioning should adopt a strategic approach (Teixeira and Piechota, 2019). However, a marketing strategy cannot be only focused on product differentiation, since this would only provide the marketer with a small portion of a large and undifferentiated market. Effective market segmentation is a precondition for a successful marketing strategy because it adds depth to the positioning of the market (Camilleri, 2018). There are a variety of placement options to choose from. The most well-known ways include positioning by characteristics, usage, user, advantages, product category, price/quality, and competitive positioning.
[bookmark: _Toc101545524]Marketing mix in tourism 
Marketing, as a crucial aspect of every economic activity, plays a key part in attaining the competitive position of Costsavers UK and tourism. It produces the most appropriate marketing mix combination through operational performance. The marketing strategy used changes depending on how certain aspects of the marketing mix are combined. The purpose is to satisfy the demands of customers in the market segment to which it is targeted more efficiently. This success is mostly determined by the organisational and financial resources available to a particular tourist business, which are comprised of four factors in the tourism industry: product, pricing, distribution, and promotion. The tourist organisation adjusts to the demands of the tourism business in the best possible way based on these aspects. 
[bookmark: _Toc101545525]Tourism product 
The tourist product consists of a diverse combination of physical resources, activities, and services. The client purchases a desire for experience, for a certain experience, by purchasing this combination of natural resources, activities, and services. It is without a doubt a leading and carrying instrument in the commercial and tourist industries. It is described as the total of numerous details, commodities, and services that help to meet consumers' travel demands outside of their trip destinations and residency at resting sites. If there are typically five tiers of products: considerable utility product, generic product, expected product, enhanced product, and prospective product (Gajanova et al., 2019), it may be separated from the perspective of tourist marketing:
The core product - the primary purpose of marketing is to determine the fundamental usefulness that customers anticipate from a product, and then to emphasise features based on that.
Expected product - contains products and services that must be available in order for guests to utilise the underlying product, and it is determined by the target market and current expectations.
Additional product - An additional product that complements the primary product distinguishes a product from the competitors.
Expanded product - An expanded product is a set of situations for providing a customer with a service. The environment, a customer's engagement with the serving system, customer participation in the production, and client mutual interaction are all examples of these conditions. The environment is a contributing aspect in the tourist marketing product offer since it draws potential consumers' attention by conveying messages and affecting their behaviour (Reinartz et al., 2019).
[bookmark: _Toc101545526]Price of tourism products 
When we talk about the pricing, as the element of marketing mix, it should be underlined that only it, unlike the other aspects that imply expenses, creates money. Tourism product pricing (as well as any other) is a delicate task. In a highly competitive environment, rising pricing may result in a decrease in sales, affecting total income. The price, on the other hand, must cover manufacturing expenses and generate a profit. What will be the price of a certain product? It will be determined mostly by the objectives to be met by a set price. Tourism firms can define and create prices that will principally allow them to survive in such unfavourable conditions due to changes and increasing competition, changes in visitor requirements and tastes, and huge underused capacity. If Costsavers UK just has rudimentary business competencies, it can set objectives that will maximise short-term earnings. In this approach, it will set pricing that will assure the best potential profit, taking into account the present demand situation. Tourism enterprises intending to ensure high market participation might define low beginning cost. This is especially true when Costsavers UK enters a new geographic region with the goal of achieving high market placement through participation. The so-called penetration rate comes into play in this situation. When a tourist company, such as Costsavers UK, places a high-quality goods first, that product's quality is characterised by a very high price, which is referred to as the "price that removes the cream" for this reason. These prices will cover the expensive cost of producing such a high-quality product; yet, they are founded on the notion that a high price generates the perception of a high-quality product in the eyes of the customer. There is one thing that is certain. The price of a product must cover its manufacturing expenses, which is the bottom limit of its definition. What the ceiling price will be is entirely dependent on the market. A market that is increasing will condition the formation of prices at a greater level, but a market that is stationary would have the reverse scenario (Reinartz et al., 2019). When it comes to pricing, particularly the costs of tourism products, price elasticity demand, which often swings in the opposite direction of price fluctuations, should be addressed as an inescapable concern. The degree of price elasticity will be determined by a variety of factors, including the consumer's perception of product value and the availability of an alternative for the particular product. When it comes to pricing, it's important to remember that it's impacted by a variety of state-level economic, credit, monetary, and fiscal policies. Based on the foregoing, it can be concluded that pricing is a determinant of a tourist organization's resource allocation and placement.
[bookmark: _Toc101545527]Promotion in tourism 
Promotion, as a marketing mix element, is meant to aid in the positioning of a product in the tourist industry by raising awareness, creating an image, and, most significantly, conducting its positioning in the market. In a nutshell, the promotional mix's purpose is to present a positive picture of the tourism product to potential visitors, allowing it to become their first option. Given the foregoing, it is reasonable to conclude that the goal of tourism promotion is to: 
· Improve the tourism organization's and destination's image, consequently boosting their standing in the tourist market.
· When purchasing travel services, provide the appropriate information at the appropriate time.
· Assist distributors in developing an appropriate offer for tourist sites that are less integrated (products).
In a nutshell, the promotion's purpose is to encourage people to prefer one or more of the tourist organization's or destination's offerings, which is accomplished by sending out a clear, consistent message. Determining the exact instrument of a stated promotional activity, as well as funds and media, is critical. Economic propaganda, public relations, sales promotion, personal selling, publicity, and direct marketing are only a few of the promotional mix's various instruments. If we define economic propaganda as any type of promotional action with the effect of quickly capturing a big audience and a large number of repeats, its significance in the total promotional operations of tourist organisations becomes evident. Press, radio, television, and direct mail are among its resources. The importance of the public in the process of creating value for the touristic offer is highlighted by the promotional tool, public relations, which has long-term interests for a certain tourism organisation. Fostering public relations helps specialised tourism organisations build and improve their image, and so indirectly impacts their positive posture in the eyes of potential tourists. Sales promotion motivates people to buy more, thus it's all about getting results right away. As a result, long-term objectives should be considered and not jeopardised. It is especially appropriate when tourism is involved, as well as for hotel chains. Publicity is an important aspect of public relations. It entails the placement of commercial news or news in the mass media at no cost to Costsaver UK (Yang and Evans, 2019). Then it becomes evident that the success of PR is dependent on effective media relations. Direct marketing, as a new type of direct connection with consumers, entails the provision of products, information, and promotional incentives to target customers via interactive communication in a way that allows for measurement of their reaction. It is distinguished by a high degree of precision in targeting, obtaining direct and prompt client reaction, as well as easy and quick measurement of marketing activity results.
[bookmark: _Toc101545528]Distribution in tourism 
There are several different types of travel mediators that accomplish the distribution role. Travel agents, tour wholesalers, specialists, hotel representatives, national, federal, and local travel companies, consortia and reservation systems, the Internet, and receptionists, according to Kotler (Yang and Evans, 2019). Given that travel agents charge a fee for their services, which raises the ultimate cost of tourist products, a decrease in demand for this sort of mediator appears to be a global trend. Their declining popularity is due to the Internet, which allows direct connection between a bidder and a tourism service user. Tour wholesalers put together vacation packages for the tourist industry. Transportation, lodging, food, and entertainment are frequently included in a tourism vacation package. Tour operators' main business is travel arrangements, which includes the organisation, selling, and execution of travel arrangements. Tourist is promoted by national, federal, and municipal tourism authorities, each within their own geographic destination. The Consortium is made up of a number of hotel organisations that have come together for the mutual benefit of its members. It provides its members with ownership autonomy and management with the ability to conduct collective marketing. The booking system allows you to make a reservation by dialling a local phone number. 
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Even though it is well understood that the task of distribution is to connect the producer and the consumer, a distinction should be made between distributions in the production process, which aim to make the product available to the consumer, and distributions in tourism, which aim to bring the customer to the service system. The importance of distribution for Travel Service Costsaver UK and for the customer is precisely the reduction of transactions and communication channels, which makes the entire product availability process more convenient. Because it is a specialist activity, the cost distribution will be significantly lower than if the tourism businesses arrange the process themselves. 
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