Lecture 2

Challenges:

-not only marketing ----but also work together with stakeholders on development and management

-Adapting to technological change

-lack of human and financial resources (do not have funding)

-itnernet technology is more than just a substitute for old ways of marketing

-web sites not catering to customers (volunteers for thesis) unique needs

Managing expectations

-audience is now more than vistors , selected officials

-leadership in small communities

Confronting new levels of competition:

-compete for increasingly limited funding with other sectors

Large number of stakeholders and need for partnering

-need for creating partnering ideas (in relation to volunteers)

-lack of incentives for partnering (in relation to volunteers)

-partnerships beyond geographical boundaries and /or jurisdictions

Finding new measures of success

-fidning the right benchmarks

-responsibilities changes but evualatation is still based on traditional methods (earthday)

(room nights, attendance numbers)

Goals

-attracting visitors

-longer-term prosperity and development of local communities

-profitability

-sustainability

-competiveness, success and performance

Carter and Faricius (2007)

Diagram – where are we now?

-goals, valules, offer to others, unique and different, where could we improve, how well are we organized

 –where would we like to?---how best do we get there----

what is happening around us?

(potential partners-regional partners, joint opportunities, etc.

-technology

-role of government/political- unrest

-natural environment

-economic trends-currency, gas prices, wages, taxes, 

-social

(adapt and use for analysis in thesis, also use a SWOT)

-brand gives a certain promise, and it has to be delivered while you experience your promise

Management
Leadership-strategic direction

Planning 

Organizing

Controlling-performance measurement

Another diagaram from Carter and Fabricius (2007)
How do we get there- marketing programme- product, price, program

-development plan projects , attractions

Measure success- always measure performance, feedback, adjustments of strategy, a big circle

Strategy Levels (Fabricius) 3rd diagram consider for midterm
-Macro (long-term) strategy---- Destination Policy (SWOT)

Business Strategy (medium –term) -----DMO Marketing/ Development Plan – Branding
-development trategy, HR, attractions, quality standards, infrastructure, etc.

marketing strategy

Operational Strategy (short-term)-----DMO Annual Business plans

-where is branding in all of this

Changing Competitive Environment
-largely outside the control of the destination marketer

-Key challeng is to scan and respond

-What are the trends, possible implications and what can the response be (thesis)

-the environment needs need to be on a micro and macro level

-technology

Use for thesis
4th diagram Old Tourism

Mass and Standardised

based on Consumers, Management, Technology, Production

-sun holiday branding

-mass

New Tourism

-Consumers –experienced travellers, changes in values and lifestyles, flexible and independent 

-management

-technology

-production

technology makes everything much convenient and easier

vountourism, eco-tourism, new products 

-mass customisation

Email her for the chart
Midterm
Comparative advantage vs. competivitve

Comparative – resource endowments –the one with more resources (compare them)

-say Russia vs. Singapore, - Russia

Competitive Advantage- resource deployment –how effective you are with using your resource , in this respect Singapore is better- really cater to business tourists, the culture, the transportation, the safety

-destination provides not only products or services but tourst/visitor experiences

-need for a critical mass of destination experiences that provide a competitive destination

-if you develop and promote more attractions, one will be more inclined to stay

Destination Competitiveness
-demand for more customized, experience based products

-customers choose a destination based on the type and quality of experiences

Diagram Richie
-Destination competitiveness and Sustainability

-how you build into that

Qualifying and Amplyifing Determinants

Destination Policy, Planning and Development

-development, collaboration, audit

Destination Management

Organizationg, marketing, …, research, human resource management, fianance, visitor management, resource stewardship, crisis management 

Core Resources and attractors

Hospitality-food, wineries, restaurants, transportation

Supporting factors and resources

Infrastructure, facilitating resources, hospitality (or can be core, same with transportation), enterprise

On each sind comparative advantage and competitive advantage

Product
-a business entity

(he’s not buying a drill, he’s buying a hole in his wall, because that’s his need)

-what benefit satisfies this (an innovative way, past the drill)

-to specified target markets

-tangible and intangible 

Services and Manufactured Goods –could be an midterm question

What is the difference between manufactured good and service?

-can be a combination of both 

-Intangibility: lack a physical form

-heterogeneity: services are not standardized

-Inseparability: services are consumed in the process of their production

Perishability: services cannot be stored

-The staff involved in producing and delivering the product are part of the product itself

-The surroundings of the service delivery process are a feature of the service

-The customers themselves are involved in the product or process

Diagram Product life cycle – Kotler

Introduction--------Growth-------Maturity----------Decline

Up---sales volume

Horizontal ---time

-may vary

Destination Product: Experience (*very important to remember*)

-begins with anticipation

-planning

-visit

-journey to and from

-time spent

elements that effect the experience:

-tangible

-service delivery element

-expectations , behaviour and attitudes of the customer

-factors which are largely outside the control of either the attraction operatore or individual customer

Tourism product characterisitces 

-tourism products offer shared use rights to the purchase (such as the Niagara falls experience, individual to tourism )

-buy only temporary use rights to tourism product

-customers travel to the product

Diagram (know who came up with , the visitor numbers, the stages
-Butler – most quoted research in tourism area

-for The Tourist Area Life Cycle

after decline----rejuventation

See hand out for complete details

Tourism Carrying Capacity

-branding all about the more the better

-but sometimes about certain target markets

-sometimes demarketing as capacity of the system

Tourism Carrying capacity-midterm or exam
All 3 points

-the level of human activity an area can accommodate without the areas deteriorating,

-the resident community being adversely affected or the quality of visitors experience declining

WTO- the maximum number or people that may visit a tourist destination at the same time, without causing destruction of the physical, economic, socio-cultural enviromnet and an unacceptable decrease in the quality

Destination Brand
Brand- name, term, sign, sumbol or design or combination

Identify and to Differentiate
From competitors

Exam give these 4 points

Destination Brand –identify and differentiate

Promise of a memorable travel experience – unique to destination
Reinforce the recollection of pleasurable memories (this is for loyal visitors and word of mouth)

Diagaram: Functions of a Brand
Berthon

-did originate in destination -, it did in fast moving consumer goods (FMCG)

-

Identifieds, Differentiates, Promise, Memories
-Think about different between brand and the image

Image- sum of beliefs, ideas and impressions that a person has of a destination

diagram Image projected and image received
-brand ---what they project, this is what we want to communicate

consumer---- certain images, or what they read, what people said, 

Brand Personality (would like us to know)

-when doing branding come up with a personality

-

Example

Whitsundays

Brand personaility

Upper class             honest               exciting                     tough

                                  reliable

                                 outdoorsy

Canada as a brand – Canada keep exploring

-values innovative, collaborative , respect

-nature, beauty, peace, personality, informal, authentic

Canadas personality

-intriguing, open , informal warm, witty, youthful

Bahamas

-wants individuality of islands, not once you’ve seen one island you’ve seen it all

-escape from everyday life

-in contrast to people’s dull lives

-bahamavention – as a way to solve marriage problems, through getting away and resolving issues

New Mexico

-land of enchantment

-uniqueness

-commercial plays reputation for attracting loony UFO spotters

-locals feel they are being misrepresented, feels there is a lot more to say about their natural culture

“edgy campaign, the aliens are intended to engage interest”

-targets the wrong audience

-objective was not as much to convey the uniqueness as tthere is competing destination, but rather to draw attention and influence travel decisions

-this one is not so direct to convey the brand

-try to get them to go see the website

-others are far more direct

