
International Travel, Tourism, Events, Festivals 
and Leisure Resort Management

BMTP4014
Niche Marketing And Social Media - Level 4



Aims for today

The Marketing mix 



~                   

Recap

Last week gave an 
overview of..

The marketing mix or 7 P’s What 

were they? 

Who wrote the first 4 

P’s? 

Who wrote the other 3 

P’s and why? 



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



Objectives

Strategy

Tactics



Let’s finish of 
last weeks…..



Process

Before 
sales

• Information delivery

During 
sales

• Education and information

After 
sales 

• Issue resolution

What the customer sees

Processes need to be:

• Consistent (people need to know what to expect)

• Easy to navigate (confusing processes are bad for 
employees or customers)

Processes differ for each organisation, but all need 
improvement following:

• New product or service offerings (from the 
organisation, or competitors)

• Changes in customers’ needs

• New technology 

• New processes in other parts of the chain

(Blythe, 2014).



Question
What processes are involved for 
customers if they want to attend the 
arena event??



Customer participation 
in the process:

All services are co-produced in some way. Depending on the nature 
of the service, the customer will have varying levels of participation.

Question: what level of participation is required from the customer 
attending the event? 

Low
• Systems do most of 

the work, 
customers turn up 
and pay

• Outputs are highly 
standardised

Medium
• Customers must 

give input (personal 
information, being 
present etc.)

• Outputs are usually 
customized to a 
degree

High
• Service is highly 

customized 

• Output cannot be 
properly given 
without actively 
working with the 
customer



What is service blueprinting?

Service blueprinting is used to Shostack (1992):

•  Develop new services

•  Improve existing services 



How it 
works

This basic map 
demonstrates key 
considerations.



Physical 
evidence/
environment

Almost all services will 
leave physical evidence 
that a transaction has 
taken place, even if the 
bulk of what the 
consumer is paying for is 
intangible. Examples
include:

Contact with staff, uniforms

Buildings, logos, even colour 
schemes inside

Product packaging, receipts

Websites and other digital content 
such as emails

Things given to a consumer which 
prove they are entitled to 
something e.g. a table number

What evidence will exist 

from the arena event?



The flower of 
service

This model explains that there 
are two types of service:

• Facilitating service

• Supplementary service

Competitive advantage comes 
from the supplementary parts 
and includes things like quality, 
ease of use, and the value 
given to the consumer. 



Task:

• Prioritise each part of the flower of service for the arena event

• Why have you put them in that order?

• What physical evidence can be provided at each stage of the flower of service? 

• Which types of physical evidence are the most important to the consumer?



Servicescapes

Servicescapes play the same role as product packaging 
for a tangible good. Booms and Bitner (1981, p.36) 
describe servicescapes as:

“the environment in which the service is assembled 
and in which seller and customer interact, combined 
with tangible commodities that facilitate the 
performance or communicate the service.”



Servicescapes

Servicescapes relate to the customer’s physical surroundings, and the 
other experiential parts of the service process. 

They can have a huge influence on the consumer’s perception of the 
service. 

The theory is about managing the physical evidence part of a service, 
and also helps explain consumer behaviour in a service setting.



A model of servicescapes (Bitner, 1992)



Attention to detail

• Layout

• Image

• theming

• Colours

• Av

• Ligthing

• Music

• flexibility



Objectives

Strategy

Tactics



Setting 
Objectives

• Objectives should be quantified in terms of 
success or failure criteria

• Timescales should be set

• Communications objectives relate what 
effect there should be on the mind of the 
consumer,

• Objectives are often determined through 
examination of the situational analysis and 
market research. 



Market Research:

“The systematic design, collection, analysis and reporting of data relevant to a 
specific marketing situation facing an organisation”

(Kotler 2014) 





Market Research

Allows a company to determine whether a strategy, product 
or service is feasible
Helps companies identify and develop new sectors in the 
marketplace

Enables companies to test the demand for a new service, 
product or feature before actually launching it

Boosts the overall success of marketing, advertising and 
promotional campaigns
Assesses current market trends to allow companies to 
develop strategies to adapt to these trends

Helps companies determine the optimal product placement 
for a product



Primary and secondary data

Secondary research involves: 

Assessing data that has been collected and published by others. 

• Online statistical information

• Books, library, published company information etc,

Primary market research include:

Gathered first hand from the target markets / customers/ source you want to know about.

• Interviews

• Focus groups. 

• Questionnaires / surveys



Quantitative vs Qualitative 



Sample 
Selection • The marketing researcher should not just choose the nearest 

convenient sample, since “without a defensible sampling strategy, the 
results of the study may be ambiguous or misleading” 

(Lonner and Berry, 1986)



Response Bias

Bias is a generic term for all nuisance 
factors threatening validity” 

(Van de Vijver and Leung, 1997) 

Response bias consists of two 
phenomena                                                  

‘response sets’ and ‘response style’. 

‘Response sets’ Desire, at either a 
conscious or an unconscious level, to 
give a particular picture of oneself by 
the way one responds” and includes 
social desirability bias and 
acquiescence 

‘Response style’ Respondent’s 
tendency to answer in a manner that 
is unrelated to test content, but which 
is related to the form of the stimulus, 
is referred to as response style  

(Watkins and Cheung, 1995) 



Take 20 mins in groups to create some market 
research questions 

Think about the arena event and their customer 

profiles/segments!

What questions would you aske them to better 

market the event to them?

Think about what you would like to know about 

the target market- identify Needs and wants 

Put together 10 market research questions- 

(5 qualitative 5 quantitative)

What would you need to know if you were to 

introduce the event to that target market.



We have identified from market research and our 

situational analysis where we want to go-

Lets be SMART!

What now?



S.M.A.R.T. 
Goals are…

Specific - Specific goals answer the following questions:

Who: Who is involved? 

What: What do I want to accomplish?

Where: Identify a location.

When: Establish a time frame.

Which: Identify requirements/constraints. 

Why: Specific reasons, purpose or 

benefits of accomplishing the goal. 

- To determine if your goal is measurable, 
ask questions such as

• How much? 

• How many? 

• How will I know when it is 
accomplished? 

• The goal is “do-able”

• It is action-oriented

• It is “within reach”

• The goal must be an objective toward 
which you are both willing and able to 
work.

• Again, it must be “do-able”

• People must believe it can be 
accomplished

• Address the marketing objectives

• You should establish a 
timeframe

• The timeframe must  be 
realistic

• Everyone needs to know the 
timeframe…make it public

Measurable

Attainable

Realistic/

Relevant

Timely



Objectives
For assessment 1:
Set objectives based on what you 
have found in the situational analysis 
and market research.

• Specific - What are you going to do?  (be 
specific, don’t be vague) 

• Measurable – what will be achieved?  
Quantitative metric. 

• Attainable – This is ‘Do-able’ because? 

• Realistic – what's the likely outcome?

• Timely – What is the deadline?

“Manage a promotional campaign targeting (Customer 
segment/profile) addressing the concerns raised from examining 

customer feedback and reviews (Found from your situational analysis 
5C’s)……” 

“I will attract 100 customers and 1,000 online customer interactions 
over a 2 month campaign…….”

“ 100 new customers, 1,000 interactions over 2 months….” 

“This will elevate customers concerns, raise brand awareness and 
attract a realistic return…….”   

“By When?”



Task 10 mins

Craft a personal SMART goal

Use the S.M.A.R.T. techniques



15 mins



Strategy

• Seeking opportunities to 
minimize costs and maximize 
benefits often identified through 
customer interactions, market 
research and internal audits  

• Marketing strategy is the way 
organizations create value 
through the coordination and 
configuration of its activities 
(The Marketing mix!)



35

Selling what to whom?



Ansoff product/market growth matrix
• Purpose: help managers consider whether/how to grow their 

business through existing or new products or in existing or new 
markets
• Evaluate degree of risk 

• Risk increases proportionally to the degree of change

• Demonstrates four basic corporate level strategies
• Market penetration (existing products in existing markets)

• New product development (new products in existing markets)

• Market development (existing products in new markets)

• Conglomerate diversification (New products for new markets)



Market Penetration

Objectives

• Existing products to existing markets – only better

• To seek assertively to increase market share

• Maintain existing customers and reduce defecting customers

Advantages

• strategy based on known skills and capabilities --> very low 
risk strategy..!

• production and marketing skills can be developed and 
improved to create a competitive advantage.

• Costs can often be effectively identified (i.e.
advertising/promotions)

What does it involve?

• concentrating on core capabilities

• investment in brand, brand identity, functionality, 
support tools, and bundling

• Knowing customers



Product Development
What does it involve?

• making substantial modifications or additions to present products in order to
increase their market penetration within existing customer groups

• i.e. new edition of a textbook

• most material remains the same and only incremental changes are implemented

• often linked to an attempt to extend or prolong the product life cycle

• Can be expensive and risky
• Need to master new technologies & capabilities
• Delays and increased costs



Market Development

Objectives
• to recruit new customers for existing products

What does it involve?
• Tapping into related market areas

Key themes
• good option when product development is risky and/or 

expensive
• small modifications to increase attractiveness to new segments 

(remember: modification always increases cost of production!)
• new uses for a product or service
• appropriateness for different countries with particular tastes or 

requirements
• marketing and branding skills vital for attracting new customers
• coordination challenges (similar products for different tastes)

Important to remember what the main market is..!



Summary

Increase market share
• Sales, promotion, 

advertising
• Dominance in 

growth markets

Selling existing to new markets
• International expansion
• New distribution channels 

(i.e. online)

New products to existing 
markets
• R&D
• New dimensions to old 

products
• Insight into customers

A more corporate decision 
looking at new products to 
new customers.
• Mergers & acquisitions
• Portfolio management
• New brands new 

business models



Strategy

Jerome-
(McCarthy, 1960) 

Bernard & Mary 
(Booms & Bitner, 1981) 

SOSTAC Strategy summarises how your objectives 
will be achieved –

We will need to revisit the brands value proposition. 
A value proposition is the “the full mix of benefits on 
which a product is differentiated and positioned. It is the 
answer to the customer’s question ‘why should I buy your 
product?’” - Kotler et al. (2018, p.232)

How will you communicate the value proposition, 
how will it be delivered – The Marketing Mix!

Once SMART targets are identified each ‘P’ will need 
to be examined to gear towards the strategy. 

e.g – if the organisation decides that we need to 
focus on changing the brands reputation due to poor 
reviews we may need to find out which area is 
lacking in performance and re-address.

If we are to implement one of Ansoffs strategies we 
will again need to identify what in the mix will need 
to change.



Internationalisation, Advertising 
& Branding Strategy  



Current 
Advocacy: 
Three 
Approaches  

• Global- One message no change but translated.

• Glocal - standardized creative strategy with highly adapted execution depending on 
audience.

• Local Highly adapted creative strategy accompanied with highly adapted execution, 
often made and managed locally to capture the social prevalent trends and idealisms 
(large scale coordination). 



The 
International 
Problem 

Advertising messages should be congruent with the values of local culture has been long 
advocated (Zhang and Gelb, 1996; Boddewyn et al., 1986; Belk et al., 1985; Harris, 1984; 
Hornik, 1980; Buzzell, 1968). 

Pollay and Gallagher (1990) summarized this position by noting that cultural values are 
the core of advertising messages and typical advertisements endorse, glamorize and 
reinforce cultural values. 

Empirical studies have found that advertisements reflecting (some) local cultural values 
are more persuasive than those that ignore them (Gregory and Munch, 1997; Taylor et 
al., 1997; Han and Shavitt, 1994; Hong et al., 1987; Madden et al., 1986; Marquez, 1975).



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 themarket 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.



Next Week!
‘Tactics’ Communications mix RACE and 
communications channels. 

‘Action’ Gannt charts for comms schedule  

‘Control’ metrics and measuring success. 



References!

The reference list is 
presented in alphabetical 

order (by author’s surname 
or organisation)

Within it you will complete 
the information provided in 

the citations, so that the 
reader has all the necessary 

information to find the 
original sources.

Academic and InfoSkills 

https://www.uwtsd.ac.uk/library/infoskills/


Appendix 

Things you will want in your Appendix!

PESTLE table – You can refer to this for your main points and arguments rather than listing in 
the main body to save your word count (you will still need to reference the information in the 
PESTLE table/Poster!)

Similarweb graphs – Put screen shots of your tables and graphs as evidence for your analysis 
and refer to these in the main body. 

Perceptual positioning Map

Marketing examples for your bands and the Arena – Screen shots of the brands 
advertisements and social media posts to highlight promotions and identify the target 
audiences
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