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Recap

Last week gave an
overview of..

HOSPITALITY
AND

TOURISM
MANAGEMENT

The marketing mix or 7 P’s What
were they?

Who wrote the first 4
P's?

THE MARKETING MIX

Who wrote the other 3
P’'s and why? =N\ ALIDNDA
@ Process

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

MARKETING REPORT 4
3 i

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
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HOSPITALITY
AND

TOURISM
MANAGEMENT

OBJECTIVES

what is to be ObjeCtiveS

done?

STRATEGY

mree ) Strategy

done?

TACTICS

How exactly it is to Ta Ct i C S

be done?

CONTROL

Control
management?
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Let’s finish of
last weeks
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Process

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
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Before
sales

During
sales

After
sales

What the customer sees
e Information delivery
¢ Education and information

¢ |ssue resolution

(Blythe, 2014).
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Question

What processes are involved for
customers if they want to attend the
arena event??
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CU stomer pa rtiCi patiO N All services are co-produced in some way. Depending on the nature
. of the service, the customer will have varying levels of participation.
in the process:

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

Low Medium High

e Systems do most of e Customers must e Service is highly
the work, give input (personal customized
customers turn up information, being e Output cannot be

and pay present etc.) proper|y given
e Qutputs are highly e Qutputs are usually without actively
standardised customized to a working with the
degree customer
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What is service blueprinting

4
"
/ 1 Process ﬂ} Service blueprinting is used to shostack (1992):

e,

" Senvice

~.
'.'. blueprint | Points of contact >

I - * Develop new services

il
;} * Improve existing services
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Physical evidence

Customer actions

Line of interaction

Onstage contact
Employee actions

Line of visibility

Backstage contact
Employee actions

Line of internal interaction

Support processes

HOSPITALITY
AND

TOURISM
MANAGEMENT

Man Geni Addysg Uwch yng Nghymru
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How It
Works

This basic map
demonstrates key
considerations.
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Contact with staff, uniforms

Physical

evidence/

environment BuiIdings,'Io_gos, even colour
schemes inside

Almost all services will
leave physical evidence
that a transaction has
taken place, even if the
bulk of what the i .
consumer is paying for is Websites and other digital content

intangible. Examples such as emails

Product packaging, receipts

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?
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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.

HOSPITALITY
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TOURISM
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Payment

Billing

Exceptions
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Information

Consultation

Hospitality

Safekeeping
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Task:

HOSPITALITY
AND

TOURISM
MANAGEMENT

Information

Consultation

Payment

Order

Billing
Taking

Exceptions Hospitality

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

Servicescapes

“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.”
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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.
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A model of servicescapes (sitner, 1992)

Environmental
Dimensions

Ambient
Conditions

Space/
Function

Signs, Symbols
& Artifacts

HOSPITALITY
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Moderators
Holistic Environment

Employee
Response
Moderator

Perceived
Servicescape

Customer
Response
Moderator

Internal Responses

Cognitive
Emotional
Physiological

Employee
Responses

Customer
Responses

Cognitive
Emotional
Physiological

Man Geni Addysg Uwch yng Nghymru
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Behaviour

Approach
« Affiliation
* Exploration
« Stay longer
« Satisfaction
Avoid
(opposites of approach)

Social Interaction
Between Customers
& Employees

Approach
* Attraction
« Stay/Explore
« Spend More $38
« Satisfaction
Avoid
(opposites of approach)
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Attention to detail —=—
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Theatre Style:

Image R = et T GNPV —
themin 009 ¢ o
& Cge “ge oo

Colours oOa oo
Av Vg ¢ge

T

Banquet Style:

Weddings, evening events, sit-down meals, entertainment events

Ligt h i ng Cabaret Style:
Meals with presentations of performances e.g. award evenings. luncheons, workshops, conferences
e e
Music 09 ¢

T o ] O
flexibility '» a | (s
O . ®
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0 00 0 O ; 0 000 O
Boardroom Style: _ U Shape:

Meetings, conference breakout sessions, smaller sessions, brainstorming | Interactive conferences and meetings, debates, workshops, training sessions
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OBJECTIVES

what is to be ObJeCt|VeS

done?

STRATEGY

How it is to be Strategy

done?

T TACTICS

How exactly it is to Ta Ct I CS

be done?

CONTROL

Control
management?
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Setting
Objectives
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Market Research:

“The systematic design, collection, analysis and reporting of data relevant to a
specific marketing situation facing an organisation”
(Kotler 2014)
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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
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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:

Primary Research

Observing the source of
information directly

Secondary Research

Gathering information
from research that has
already been conducted

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

* Interviews
* Focus groups.

* Questionnaires / surveys
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Quantitative vs Qualitative

Quantitative Qualitative

Numbers Words

Point of view of researcher | Points of view of participants
Researcher distant Researcher close

Theory testing Theory emergent

Static Process

Structured Unstructured

Generalization Contextual understanding
Hard, reliable data Rich, deep data

Macro Micro

Behaviour Meani ng Based on numbers (measurement or counting) Based on observations (involves the senses)

Artificial settings Natural settings

Quantitative Data Qualitative Data

There is 46.5 mL This solution
of liquid in this smells exactly like

test tube foses

ﬁ ~ -
vl A
The mass of the When | combined
copper carbonate the reactants, the
is 21.23 mg! solution got very
’ < hot
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B YES, | Love REsOMpIinG,
TO SLRNENYS

8 NO, | o5 THEM N THESIN

Y \WE. RECEINED S00 RESLPONSES AND
FOULND THAT PEOPLE LOVE RESPONDING,
o suvueNexs!®

THIS IS THE DOGBERT
RESEARCH COMPANY.
HAVE YOU EVER BEEN

)

www.dilbert.com scottadams®acl.com |

MY TAINTED RESEARCH
SHOWS THAT YOUR
PRODUCTS HAVEN'T

KILLED BY A POORLY KILLED ANYONE. PERSON.
DESIGNED PRODUCT? I DON'T WANT
...NO?

=134 62004 Scott Adams, Inc./Dist. by UFS, Inc.

FOR AN EXTRA
$50,000, I CAN
CALL A SECOND

l TO JINX IT.

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

I DON'T HAVE ANY
UNCONSCIOUS
BIASES...

‘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)

..AT LEAST,
THAT I'M
AWARE OF



ACTINITY
Wl L

Qualitative Data

Quantitative Data

Based on numbers (measurement or counting) Based on observations (involves the sense:
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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.
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What now?

We have identified from market research and our
situational analysis where we want to go-

Lets be SMART!




S.M.A.R.T.
Goals are...

Specific - Specific goals answer the following questions:
Who: Who is involved?
What: What do | 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.

Realistic/s The goal must be an objective toward
which you are both willing and able to
Relevant work.
Again, it must be “do-able”

People must believe it can be
accomplished

Address the marketing objectives

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

*  How much?
*  How many?

«  How will | know when it is
accomplished?

Attainable * The goal is “do-able”
« |t is action-oriented

« ltis “within reach”

You should establish a
timeframe

The timeframe must be
realistic

Everyone needs to know the
timeframe...make it public
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~ OBJECT
) what is to be
done?

> 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 “Manage a promotional campaign targeting (Customer
specific, don’t be vague) segment/profile) addressing the concerns raised from examining

customer feedback and reviews (Found from your situational analysis
5C’s)......”
¢ Measurabl_e - What. will be achieved? “I'will attract 100 customers and 1,000 online customer interactions
Quantitative metric. over a 2 month campaign.......”
« Attainable - This is ‘Do-able’ because? “100 new customers, 1,000 interactions over 2 months....”

“This will elevate customers concerns, raise brand awareness and

» Realistic - what's the likely outcome? - ”
attract a realistic return.......

Timely - What is the deadline? “By When?”
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Task 10 mins

Craft a personal SMART goal

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

SMART goals

Specific Measurable  Achievable Realistic Time-bound
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HOSPITALITY
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TOURISM
MANAGEMENT

STRATEGY

How it is to be
~  done?

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!)
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The Ansoff’s Matrix

SO s Valrx

- e e >




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)
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Market Penetration

Objectives
* Existing products to existing markets — only better

 To seek assertively to increase market share
Products/services

* Maintain existing customers and reduce defecting customers o
Existing New

What does it involve? y B

concentrating on core capabilities Exict Market New products
xistin : .
investment in brand, brand identity, functionality, 9 penetration and services

support tools, and bundling

Knowing customers Markets

D
Advantages

e strategy based on known skills and capabilities --> very low Market C_onglc_;mer_ate
risk strategy..! development diversification

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

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

Existing

Markets

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

= o R »&f» r»

* Can be expensive and risky
* Need to master new technologies & capabilities
* Delays and increased costs
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AND Man Geni Addysg Uwch yng Nghymru

.I{AOUR'SM Where Higher Education Began in Wales
ANAGEMENT

Products/services

Existing

N

Market
penetration

(=)

New products
and services

Market
development

L)
%

D

Conglomerate
diversification
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Market Development

Products/services

.. Existin New
Objectives J

* to recruit new customers for existing products

What does it involve? - Market New products
. Existing : .
* Tapping into related market areas penetration and services

Key themes Markets

good option when product development is risky and/or \(-3) D
expensive

small modifications to increase attractiveness to new segme Market Conglomerate
(remember: modification always increases cost of productior development diversification

new uses for a product or service

appropriateness for different countries with particular tastes
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..!
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Summary

Increase market share New products to existing
markets

*  Sales, promotion, Products/services R&D

advertising ‘o
* Dominancein \ abedllc — : * New dimensions to old
growth markets products
N B * Insight into customers

Market New products
penetration and services

Product development

Existing

Markets
D

Market Conglomerate

Selling exist!ng to new markets Ne/w development diversification A mt_)re corporate decision
* International expansion looking at new products to

* New distribution channels new customers.
(i.e. online) Mergers & acquisitions

Portfolio management
New brands new
business models
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Strategy

THE MARKETIMNG MIX

PRODUCT

TARGET
MARKET

Bernard & Mary
(Booms & Bitner, 1981)

HOSPITALITY
AND

TOURISM
MANAGEMENT

Jerome-
(McCarthy, 1960)

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 | 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.
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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).
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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?).

HOSPITALITY
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Assessment structure.

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!)

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
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Assessment 2 structure.

Be specific, you will increase website Objectives(100 words)

traffic by 5000 visits/ social media -SMART target: Summarise the aims of your
followers by 8000 etc, how will you marketing plan in one short paragraph.
measure if the plan is working
KPI's/metrics? by when?

Strategy (250 Words)

Discuss and explain the events value proposition.
What strategy will the business use? Ansoff's |dentify which strategy from Ansoff's
matrix. matrix you will be following for the

e.g —if the organisation decides that we need to event to grow. Existing products into
focus on changing the brands reputation due to new markets etc..

poor reviews you will need to select a strategy to

overcome this . . : .
Marketing mix: Discuss the marketing mix, pricing?

-Product - What is the destination currently offering? New processes, (online) new place
-Place (Distribution) — How will customers locate the . . .

area? Which channels will be used? (DIStI‘IbUtIOﬂ) etc..
-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?
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Assessment 2 structure.

Tactics (250 Words) examine the Arenas current
communications/social media/

What strategies? RACE/ Communications Mix emails/Similarweb results, how can you
Discuss how you will use new communications improve? Where are they lacking what did

tactics to address the issues identified in the they miss? Use this to guide your steps. What
situational analysis. We will discuss this next will you do now?

week!

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.
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Assessment 2 structure.

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!!

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..

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

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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Next Week!

‘Tactics’ Communications mix RACE and
communications channels.

‘Action’ Gannt charts for comms schedule

‘Control’ metrics and measuring success.
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References!

The CRAAP Test

Ask yourself the following. Is the information:

Currency: is it up to date? Does it reflect any changes that

might have occurred?
Relevancy: who is the intended audience?
Authority: what are the author’s credentials?

Accuracy: can the information be verified?

Purpose - Is the information objective? Are they trying to

persuade you to see a particular perspective?

Academic and InfoSkills

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.

J J

The reference list is
presented in alphabetical
order (by author’s surname
or organisation)

A Text Book:
Williams, M. (2019) Referencing today. London: Pavilion Press.

An Online Source:

Makortoff, K. (2019) ‘Lidl attains its biggest UK grocery market
share at 5.9%: Sales at discount German retailer jump after burst
of store openings’, The Guardian, 20 August. Available at:
https://www.theguardian.com/business/2019/aug/20/lidI-

attains-biggest-uk-market-share (Accessed: 19 June 2022).
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Providing full details leads the reader to the original source.
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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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