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PREFACE

he Westernt Cape is blessed with the natural resources and physical
T infrastructure to provide tourism products for domestic and international
tourists. SMME's (Small, Medium and Micro Enterprises) have been recognised
as key drivers of growth in the tourism industry. These businesses have the
ability to create employment and income which is fundamental to the economic

well-being of communities and South Africa.

The objective of this document is to provide owners and managers of tourism
businesses with an understanding of the marketing process, explain the issues
to consider and provide a description of the tools used in marketing tovrism
businesses. The document provides a number of quidelines to assist businesses
to develop a successful approach. The guidelines require careful application

to your own business situation.

Understanding that small businesses require a wide range of business and
marketing skills, to operate successfully, it is hoped that this guide will serve
as a reference for the key elements of marketing your business. The document
is written to be used in the day to day running of a small business, but also
aims to provide operators with the necessary understanding of marketing

terminclogy and processes.
Remember, for every 8 tourists hosted, I job is created!

Wishing you every success in your venture

/}

Dr Mike Fabricius
CEO - WESTERN CAPE TOURISM BOARD




Section 1:

Understanding Tourism Marketing

1.1 The Distinguishing Characteristics of Tourism Products

Marketing tourism “products” is different from most other products because what is being sold is the
consumption of an experience rather than a tangible product, The “product” is primarily service-based.
This means that the customer often walks away from the tourism offering with only a memory or experience.,
An example of this would be a tourist’s overnight experience at a bed and breakfast. The bed and breakfast
establishment will offer a meal, a wake up call, or possibly advice on local tourist attractions in the area,
all of which are forms of services. So when we talk about “tourism product” it means the combination of
products and particularly services, which make up the total experience. Thc marketing of tourism
products poses some challenges to the tourism business. The main characteristics defining tourism products
are shown in Figure 1.

FIGURE 1: DEFINING CHARACTERISTICS OF TOURISM PRODUCTS

EXPLANATION

Most tourism products cannot be touched or tested

EXAMPLE before they are bought and consumed. The challenge
How docs someone know whether or not they is to minimize the consumers’ perceived risk in
will enjoy the Table Mountain Cable Car ride purchasing something that they cannot test before
before the ticket is purchased and the ride is buying.

experienced?

EXPLANATION

EXAMPLE Tourism products are produced and consumed at the
same time and are thus inseparable. Therefore there
is greater reliance on service to deliver the expected
high quality product.

The service reccived at a restaurant is produced
by the waiter and consumed by the customer
simultancously, so the service plays a critical
part in ¢nsuring cusiomer satisfaction.

EXPLANATION

The tevels of service received by a customer may

EXAMPLE differ from one employee to another. Variability is a
The quality of a tour guide will impact on the great threat to tourism businesses as consistently high
type of experience the customer has. A vibrant, standards of service are necessary to ensure customer
iriendly, knowledgeable guide will ensure a satisfaction. Managing customer perceptions and
more satisfying experience than a boring guide expectations is a challenge for tourism businesses.

who acts as driver only.




. T EXPLANATION
A scheduled flight on an acroplane will leave whether
EXAMPLE . . . .
the plane is half empiy or filled to capacity. Once the
The perishable nature of a tourism product can plane takes off the empty scats can be seen as
be illusirated by the following explanation. unrealized profit.
) EXPLANATION
. _ L The product offering is one of many in the destination
e L he experience. Many different tourism products may
— . complement one another in the destination context
EXAMPLE Understanding the “drivers” of v1s1tau<‘)n is important.
o _ . In other words, what are the attractions or reasons
A.cummmdall(m is an important clement ot a that motivate people to visit your area?
visit, but people visiting the Western Cape will
come 10 experience the heritage attractions

or the wineries, as well as a range of other

attractions.

Discovering ways to market your offering with these attractions, will make the experience more attractive
for the visitor.

¢

e EXPLANATION
Factors which influence people’s decisions include:

e Disposable Income

e Time Available
EXAMPLE e Children/No Children

At any one time, cvery person has more than « Travelling Companions
one place they would like to visit, for a range e Special Interests
of reasons. A range of lactors will determine
what is at the 1op of the list and therefore which
experience will be the next to be undertaken. A single woman who is an executive with a high
At any one time, a person witl have a list of: pressure job is on the lookout for special deals on
weekends away, as she needs regular short breaks to
‘recharge her baiteries’. She has a special interest in
art, so direct-mailing her your specially priced

s Perceptions of a Destination or Experience

« “Holidays™: trips away {rom home for one
month or more

* “Breaks”: between 1-4 weeks toa accommodation packages, which include entrance
destination away from home to local art galleries, will capture her attention and
« “Short Breaks”: quick getaways close to may prompt her 1o book while the special price is

available.

home, which aim te ‘recharge the batteries’

Tt is a challenge for tourism marketers to hit the right “iriggers” (or motivators) which will convince the
customer that the product will meet their needs now. As a tourism operator, it is impossible to control some
of these determinants, but il you have an understanding of your customer this knowledge can be used to
influence the customer,




1.2 The Tourism Product Marketing Mix

Many sinall businesses mistakenly understand marketing to be just promotion and advertising. In fact,

marketing is a much broader concept that can be applied to all parts of a tourism business. The marketing
concept is about satisfying needs of customers by creating and selling a product or service that meets these
needs. A customer-driven approach is crucial to an effective marketing effort. Knowing what the customer

wants and being able to provide it is what marketing is about.

Marketing tangible products has traditionally been exercised in four broad areas, the marketing mix.

The marketing mix is also commonly known as the “Four Ps” {Product, Price, Promotion and Place). Because
tourism products consist primarily of services in addition to the rraditional, the tourism product marketing mix

requires three additional areas that are of specific importance to tourism marketing.

The seven “Ps” of tourism marketing are described in Figure 2.

FIGURE 2: TOURISM PRODUCT MARKETING MIX

one product from another.

The price of a particular product

Defining and communicating the distinguishing characteristics of
the product to consumers is the key to successtul marketing.
A tourism product consists of two components:

¢ SUNFEOWER
COTTAGE

PRODUCT

“attributes” such as rooms,
transport, conference facilities.

“benefits” which are what the
customer achieves as a result of
buying the product, such as
relaxation, learning and exploration.

Defining the standard product, additions, special complementary products, atiributes and benefits is an
tmportant part of the marketing process. By manipulating this ‘product mix’ it is possible to differentiate

incorporates a range of considerations:

The Actual Cost of providing
the product

Siaff time, commissions and

-

overhead costs such as electricity,

water, and rates.

Industry Standards

What other establishments in
the region charge for a similar
product, combined with what
the market will sustain.

Profit Margin

Once all your costs are
determined, what margin will
provide a reasonable profit?

considerations to bear in mind
when selecting communication ¢
channels and tools are:

Image and Standard

The type of product, e.g.
luxury, standard or budget
accommodation.

value for Money

Ensuring that the combi-
nation of price and other
elements of the marketing
mix creates the perception
that the quality of the product
is high relative to the price
paid.

PROMOTION

¢  What is the best type of communication
channel to usc that will reach target
market(s)?

The most important

* What is the communication objective?

What is the most cost-ctfective type of
commiunication channel?




Distribution is concerned with how to get the product to the
market. Two main categories ol distribution methods are:

¢ Direct distribution means that
the company takes full control of .
1aking the tourism product to the
market. For example, it you were
trying to attract business for an
airport transfer shuttle company,
you may need to utilise personal
selling. This would involve meeting
potential clients at their offices.

In indirect distribution, the company exercises less control
over the process of reaching your market. For example, a small
attraction may be able to utilise a local tourism authority or
tourism bureau. They may be able to take bookings for you or
put potential customers in contact with you directly. A charge
may be levied for such a service.

There are many different types of processes involved in running
a tourism business, for example, adminisiration, training,
planning and strategising, recruitment, distribution, purchasing
and service delivery. It is important to ensure that these processes
are planned and carried out properly so that operations run
smoothly and problems are rectificd quickly.

For example, a hotel needs efficient front and back office
communications to ensure high quality service and an experience
without inconvenience for the customer.

A great deal of attention needs to be paid to processes in a service-oriented business. Dealing with staft
turnover, sick leave, suppliers and distribution channels all have an impact on how ihe service is delivered.
Implementing clear procedures will ensure that the best possible service is delivered at all times.

Internal marketing is the act of marketing one’s business through
onc’s staff and is a common practice amongst service-oriented

In tourism businesscs, service forms a  companies. It is crucial to ensure that stall *buy into’ the promise

large part of the product offering. Service
invariably involves {ront line people and
it is here that a 1ourism offering can really
do well or fail miserably. It is extremely
important to ensure that all staff dealing
with customers carry out excellent service
delivery art all times. Due to the strength
of word-ol-mouth promotion in the
tourism industry, service excellence is
paramount.

Stalf professionalism can be boosted and

of customer service excellence. The staff must be familiar with
the goals and objectives of the business so that their duties are
carried out in the correct manner.

grown through solid training and employee reward systems. Discussion sessions with stall that deal
with customers on a daily basis can be usetul te bring about improvements to the service/product.

The physical evidence of a tourism
product refers to a range of more
tangible’ attributes of the operations.
‘Tangibalising” the product is a good way of giving positive and artractive
hints or cues to potential customers with regard to the quality of the product.
For example, il you run a shuttle service then it is important to ensure that
your vehicles are spotlessly clean at all times. Elements such as qualiry and
attractiveness of décor, effective layour of establishment, iidiness of
surroundings and quality of promotional material are all importani.

PHYSICAL EVIDENCE




Section 2:

An Overview of the Tourism Marketing Process

Considering the complexity of marketing a tourism business, it is imporiant to have a logical approach
to collecting the infoermation required to make informed decisions, and thea planning your marketing
activities. The four primary phases are: gathering background information, developing a marketing plan,
implementing a marketing plan and reviewing your success. The 15 steps involved to ensure that your
marketing efforts are successful are explained over the next few pages.

2.1 Phase 1: Gathering Background Information

STEP 1 PRODUCT DEFINITION

6

THE CORE PRODUCT

Delining 1the core product oftering as well as additional
services, 15 an important {irst step 1o understanding the
Lotal picture of what you are selling. For example, a tour
operator whose product is an accommodated tour could
define the product as a camping tour for 16 days, including
meals. Additional services would include transfers to and

THE COMPLEMENTARY PRODUCT

The complementary product should also be identified,
i.c. which products or services in the area/region
complement your product. For example, a B&B may
consider a local winery, restaurant and car hire company
as complementary products which may make up an
attraclive package for their targer market.

from the airport.

THE BENEFITS OF USING THE PRODUCT

Defining the benefits of using the product is important since these intangible aspects will trigger the interest
of potential customers. You may wish 10 compile a list of words which describe various elements of the total
experience or benefits which your product provides. This will help to identify which markets will be more likely
to purchase your product and will provide the basis for design and production of promotional tools and activities.
Examples of phrases describing different experiences or benefits are:

¢ Gourmet dining

* Boutique accommodation * Stimulating workshop environment

ADD MORE DESCRIBING PHRASES




STEP2 MARKET RESEARCH

MARKET INFORMATION IS IMPORTANT!

Market research is essential to doing business in
tourism. The information gathered from market research
reduces the risk of doing business by enabling you to
make informed decisions. The extent and depth of
research is dependent on the level of detail you
require and the financial and technical resources
you have available. Market information is impeortant
for a number of reasons.

RESEARCH REVEALS NEW SEGMENTS

Market research validates “gut feelings” about markets
that should be targeted or reveals new market seg-
ments with potential. Marke1 research assists in applying
marketing budgets effectively.

Guidelines for marketing research are included in this book.

* Understanding national and regional tourism rrends will help you identify the markets you should be attracting

and the markets with the most potential for your offering.

¢ Understanding specific segments within the overall markets, such as age, marital status, children, where they live,
their occupation, perceptions, attitudes and interests, will help you to tailor your marketing to meet their needs

and therefore increase the likelihood of selling your product.

* Understanding competitor offerings, visttation figures and pricing structures will help to predict sales, potential cash

flow and help (o determine differentiation strategies.

STEP 3

UNDERSTANDING THE MARKET

IDENTIEYING PROFITABLE SEGMENTS

Successful marketing depends on identifying potentially profitable segments of the total market, targeting these
segments with messages relevant to their needs and positioning your product so that the segment believes your
product is a better choice than competing products. This approach focuses and improves the effectiveness of a

company’s marketing effort.
The three basic aclivities are:

» Segmentation: Break up broad markets into groups
of people with the same, clearly defined
characteristics. There are many ways to segment
a market. :

A few relevant characteristics are:

~ Demographics: age, income level, marital status,
culture, etc.

— Geographics: continent, country, region or
climate

— Psychographics: lifestyle, personality type,
attitudes, elc.

— Special Interests: birdwatchers, backpackers,
art lovers, etc,

WHICH MARKET SEGMENT IS YOUR TARGET?

Targeting: Select segments that are most likely to
purchase your product offer and deliver the greatest
potential revenue for your business as the main focus of
your marketing activities.

Positioning: Communicate how your product meets their
needs in a way that is different to your competitors.
Positioning is the consumer’s image of your offering in
relation to other competitor offerings in the marketplace.
Two of the strongest elements in positioning are price and
service. The perception that a consumer forms can also be
based on a range of attributes, benefits, past experiences,
location and the image that the product portrays.

HOW DO YOU MEET ITS NEEDS?




STEP 4

DEVELOPING A STRONG BRAND IMAGE

CONSISTENT APPLICATION OF YOUR BRAND

To develop a strong position with your target markets,
a clearly defined and consistently applied brand is
required. A brand is a tool to communicate a consistent
message about your product. Brand values are what
your tourism business or product stands {or - the qualities
inherent in your business. The brand personality is
the image or character that you want your product
to portray.

Brand elements in communication include:

+ The company logo and corporatce colours;

¢ Fonis used in brochure and stationery design;

* “Tonc of voice” used in copy;

e Types ol images used to promote the offering; and

e Overall feel ol any graphic design elements used.

DESCRIBE YOUR STRONG ELEMENTS

Define approximately six key words which describe the
strongest elements of your brand values and personality.
Brand values should be reflected in all aspects of business;
communication, promotional tools, distribution
and service delivery.

GENERAL NOTES




2.2 Phase 2: Developing a Marketing Plan

A marketing plan is a comprehensive plan for marketing activities 10 be undertaken to ensure the growth
of your business. It is a combination of a review of the present, a vision for the future and defining the steps

required to ensure your vision is achieved.

STEP 5 UNDERSTANDING ENVIRONMENTAL INFLUENCES

TAKE A CRITICAL LOOK

In order to plan for the future it is necessary to take a critical look at the environmental elements which will
impact on your business in both a direct or indirect way. Two aspects should be considered:

1. An external or macro-environmental review will
highlight issues that may impact on your business
indirectly and over which you have little individual
control.

Figure 3 describes some of these factors.

2. Aninternal or micro-environmental review will
describe factors internal to your business over which you
do have control. The main factors that are directly
controllable include the “Seven Ps” of the tourism product
marketing mix. The aim is to utilise these internal resources
to their best potential so as to improve competitive
advantage and at the end of the day profits.

FIGURE 3: MACRO ENVIRONMENTAL IMPACTS

POLITICAL

Political issues such as elections or unrest in
neighbouring countries ali bave an impact on
tourism in South Africa and the Western Cape.
An example of this would be political unrest in a
nearby country that uses South Africa as a main
fecder route. International tourist arrivals may
drop and South Africa may not receive the benefits
of thesc tourists passing through our country.

SOCIO-CULTURAL

Socdio-cultural issues cover a wide range
of factors including urban tetrorism,
crime and consumer trends, which can
potentially have a big impact on a
tourism business.

If a business is operating in a township
environment offering iownship tours,
then issues regarding the community
may have an impact on your business
and it is prudent to take these into
account.

TECHNOLOGICAL

Technology is constantly improving and
impacting on the way industries operate.
For instance, tourism booking facilities are
becoming increasingly automated due 1o
computerised systems.

It is important to be aware of technological
improvements and how these can improve
your performance in the marketplace.

ECONOMIC

Many economic issues ¢an have an impact on
a small tourism business. The exchange rates,
interest rate and inflation all affect tourism
businesses to some or other degree.

An example of this could be a continual decline
in the value of the local currency, which may
make a destination more attractive,

LEGAL

Legislation and government regulation
may allect the running of your business.

For exampile, liquor licensing restriciions,
wraining requirements or environmental
laws may impact ¢n some activities,
Be aware of any laws which may restrict
the service you provide or influence the
way in which the service is provided.

COMPETITIVE

Understanding the top two or three
competitors and their main strengths and
weaknesses will help 1o position your
offering more successfully against theirs.

SEASONAL

Tourism offerings are subject to the cffect of
seasonality. This is often the cause of small tourism
business failures, as they cannot meet running and
overhead costs during periods of low turnover, due

to small tourist volumes.
For example, businesses focusing on the tamily
market need ro understand the impact of school
hoelidays and the periods of high and low revenue.




STEP 6

CONDUCT A SWOT ANALYSIS

A SWOT analysis is used to analyse how the internal and external environmental factors impact on

a business.
ASPLCTS TOr CONSIDER

1. Strengths and weaknesses target the internal
activities ol the firm. For instance, a tourism concern
may identity as a strength the ability 1o offer an unique
product lor which there is strong demand. A weakness

2. Opportunities and threats are external factors that
may hinder or aid the business” success and include issues
such as competitors, legal matters and political and
cconomical factors.

may be the lack of a distribution network required to
rcach their potential customers.

A comprehensive SWOT analysis is a positive step towards reducing and possibly eliminating risk that faces
your tourism business, hy enabling you to take advantage of strengths and opportunities and preparing against
weaknesses and threats.

STEP7 DEFINE YOUR BUSINESS VISION AND MISSION

A broad, long-term vision provides overall direction for the business whercas a mission statement focuses
on the daily activities of the business,

BUSINESS VISION MISSION STATEMENT

A husiness vision is a statement that outlines the future
desired stare of the business, whether it be stated in
financial or qualizative terms. The vision provides all staft
with an understanding of the ultimate aim of the business.

A mission statement describes the type of activity that
the business wishes to undertake as well as a broad
statement ol how the business aims to achieve this.

Together, the vision and mission provide common goals and focus for everyone to work towards, and should be
reistforced regularly to maintain direction,

STEP 8 SET BUSINESS & MARKETING GOALS AND OBJECTIVES

Establishing clear and measurable goals is the best start after deciding what long-term business goal you
are trying (o achieve. Quantify what needs to be achieved over the next 1-2 years, to move you closer to
your vision.

EXAMPLES OF OBJECTIVES

*  Tosustain ocenpancy fevels of 65% {accommodation facility) ,

Time frames and measures of these
goals are important for planning and

evaluation of the effecriveness ol
your activities.

o Tobreak even within two years
s Toretain and increase repeat business

¢ Toincrease market share of the local business market

+  Toincrease average length of stay of visitors, from I night to 2 nights

.

Set long-term
business goals
and draw up a
plan of action.
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STEP9 FORMULATE STRATEGIES

TYPES OF ACTIVITIES

In this stage you will describe the types of activities that you need to undertake to achieve your goals and
objectives. Strategies describe activities and processes not tools or tactics.

Examples of strategies are shown in Figure 4,

Strategy 1 S S
Strategy 2 _— e = e — e -
Strategy 3 S Ll

Strategy 4

Once straiegies have been formulated, classity each strategy as short, medium or long-term and determine whether
the strategy will require low, medium or high resource investment (costs and labour).

TERM HIGH RESOURCE INVESTMENT

Short  Medium  Lonmg CLow  Mediom  High
Strategy 1 L | i | f _i ‘j L j |g |
Strategy 2 ‘ ; ; \il D L—|, [ |
Strategy 3 o o _ L .|
Strategy 4 b B 7' T | [ j I:‘ l j

FIGURE 4: EXAMPLES OF DIFFERENT TYPES OF STRATEGIES

Explanation

New market and target Identify new markets and/or segments and describe how you intend to try and
segment development | grow these markets.

strategies
EXAMPLE
‘Develop the European Backpacker market by providing them with information
and attractive packages.’
Explanation
Existing market Identify ways of making existing markets larger.
expansion strategies
EXAMPLE

In a business to business operation, the strategy might be ‘Network with more
wholesalers in Asia’.

Explanation

Product development Identity ways that your product can be improved to make it more appealing 1o
and packaging strategies | a particular market or segment.

EXAMPLE

A small touristn merchandiser may decide to develop a range of corporate gifts
for companies, conducting business with foreign people to leave them with a
small gift as a reminder of the presentation.

Figure 4 continues on page 12




Pricing strategies

Explanation
Identify ways that your product can be attractively priced to suit a particular market.

EXAMPLE

An accommodation establishment which is full on the weckends, may develop
a ‘mid week breakaway’ package for shift workers who work on weekends,
bul want o get away during the week.

Promotion strategies

Explanation

Identify various ways ol communicating with your target markets, using the
triggers that you have identified.

EXAMPLE

Usc the jazz festival to encourage the young, professional market to visit
the area.

Customer database
and relationship
building strategies

Explanation

These strategics identify the most important segments for your business and
establish ongoing communications with them.

EXAMPLE

The local caravan park has a database of families from Gauteng which have
stayed more than once. The strategy they implement is one of a special customer
systern where they offer repeat customers a special rate for staying a whole
week in the school helidays, if they beok in advance.

Public relations
and networking
strategies

Explanation

Identily the important media contacts to regularly scnd press releascs or special
olfers.

EXAMPLE

Host 1 or 2 journalists free of charge to promote luxury mid-week winter escapes.

Co-operative
partnership strategies

Explanation

Identify activities which involve working with other business in the area for
mutual benefit.

EXAMPLE
Develop a food and wine touring route in the region.

Distribution strategies

Explanation

Identity all the different ways in which your preduct can be disiributed. This
can include co-operative distribution, distribution through agents or direct
distribution.

EXAMPLE

Ensure that your husiness meets the guidelines to receive distribution through
the local tourism authority. Ensure that your B&B is included in the regional
central booking service. Set aside 500 brochures for the Holiday and Travel Show.

Resource strategies

Explanation

Highlight ways that resources can be employed effectively for periods of different
demand or improved for particular requirements,

EXAMPLE

Staff to be continually trained in customer service and silver service table
waiting skills. Succession straregy to be developed.




STEP 10 IDENTIFY KEY TACTICS

Tactics are the specifics of how cach strategy will be carried out. For example:

TYPE OF STRATEGY SPECIFIC STRATEGY SPECIFIC TACTIC

Public relations and
networking strategy.

Target journalists from Getaway

of charge, to promote luxury magazine and Fair Lady

Host 1 or 2 journalists {free }
mid week winter escapes.

Approach wineries and
Co-operative Develop a ‘food and wine’ restaurants and local producers
partnertship strategies. touring route in the region. in the region and form a

committee.

STEP 11 IDENTIFY KEY PERFORMANCE INDICATORS

It is important that your marketing plan contains measurable performance indicators to evaluate the
effectiveness of your campaign. The type of indicator will change depending on the type and objective of
your activity or communication, and may include:

v Increase in awareness of product

= Increase in publicity (articles, web site hits, e-mail enquiries)

s Increase in product use {number of bookings)

EXERCISE: EVALUATING THE SUCCESS OF YOUR CAMPAIGN

Performance Indicators Target Date Budget Responsible Staff Member




2.3 Phase 3: Implementing a Marketing Plan

To effectively implement a markeiing plan, a budget needs to be committed tor the year ahead and carefully
allocated; the right tools selected, definitive action plans produced and performance results to different activities
collected at various stages throughout the marketing process.

STEP 12 DEFINE AND ALLOCATE A MARKETING BUDGET

FINANCIAL CONSTRAINTS

Your financial constraints will help dictate the detail and complexity of your marketing mix. All costs
relating to the marketing process should be factored into your marketing budget. Marketing costs do
not only include the cost of producing the marketing materials or placing an advertisement, but also
include a range of associated costs. Examples include: general administrative costs, such as stationery and
postage to mail customers brochures following an cnquiry; salaries and wages associated with stalf answering
telephones or conducting promotions; and travel costs associated with attendance at trade shows, or meeting
with distributors of your product.

CHANGE OF FOCUS

The focus of your marketing activities will change over
time and will depend on whether your markets will
require motivation, detailed information about your
product or incentives 1o book. Regular review ol your
budget and the way it is allocated is essential. It is morc
important to consider how to effectively spend the
budget you do have, than to be overly concerned about
the actual amount.

—————
—————
e ——
———
———
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New businesses should spend every available resource on
marketing in order to attract customers.

GENERAL NOTES




STEP 13 SELECT TACTICAL TOOLS

UNDERSTANDING COMMUNICATION

Understanding the customer communication process and considering the communication objective
with each of your target markets is essential to choosing the most effective tools (Figure 5).

Marketing tools vary in terms of cost, time and resources required for effective use. In selecting tools,
the most important criterion is cost-effectiveness. Cost-elfectiveness needs to be measured in relation
to the communication objective to be achicved. The two most important questions to continually ask
vourself are:

v v

Through which avenues are my target what combination of media will ensure my customer is first
markets meost likely to be exposed 1o, and motivated, then provided with enough information to make a
be receptive 1o my message? decision and finally, given casy access and the appropriate

tools to be able 1o make a booking?

A guide (o the strengths and weaknesses of a range of marketing tools and helpful hints in their development is
provided in the next section.

FIGURE 5: CUSTOMER COMMUNICATION CYCLE

* Lovalty programmes » Advertising

* Regular communication * Direct mail

‘ Word of Mouth!
* Stable, effective _ * PR / Networking

distribution channels : - “e.g ¢ e E-mail / phone intro
&

* Web surfing

4
Regular No knowledge
Client /advocate of your product

3 2
Experienced once/ Introductory @9
Ad hoc visit knowledge of '
product

L2 .
L * Promotional

% brochure / pack:
» E-mail / Web info * Specific web pages
¢ Special customer deals Initial Experience * Database marketing
* Tailored packages @ Gl e * Business proposals
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STEP 14 DEVELOP ACTION PLANS FOR EACH TARGET MARKET

An action plan for each campaign aimed a1 each particular target market should be developed tor all
campaigns throughout the year. Development of an action plan should start at least two months in advance
of when you wish to start communicating with your target market. An action plan details each step in
the development and execution of the campaign and allocates a time period and timeframes for each step.
Responsibility is allocated to a person{s}. The action plan is an important tool to ensure that everyone is
accountable for their part in the process.

AREAS IN YOUR ACTION PLAN FOR WHICH THERE SHOULD BE MANY INDIVIDUAL STEPS INCLUDE:

—— —— —— T——
compilation of planning of media development of finatising
product/packages/deals or delivery channels communication distribution
{for example, direct mail details
During the various stages of the action plan, results pack or ad creation)

can be collected and reviewed to determine the
effectiveness of tools used and the responsiveness

of the market to particular messages. This can Figure 6 indicates specific activities and their
highlight problems early, with the potential for associated measures which should be collected
minor changes to the campaign to be made. on a regular basis.

FIGURE 6: KEY PERFORMANCE INDICATORS

Television Advertising

* Reach (the number of potential customers who are exposed to an ad)

* Frequency (the average number of times that potential customers
are exposed 10 an ad)

+ Indicators of reach and frequency include:

— Ad awareness

— Target Audience Reach Points (measured by television, provided
by media buyers)

Print Advertising

« Reach (the number of potential customers who are
exposed to an ad)

» Frequency (the average number of times that potential
customers are exposed to an ad)

¢ Indicators of reach and frequency include:

— Consumer response  — Bookings via ads

Brochures

¢ Numbers produced

* Numbers distributed

*« Number of brochures requested
e Consumer reaction to brochure




Web Sites

» Number of hits or visitors to sites
o« Number of e-mail addresses collected

* Number/value of bookings madce
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Direct Mail

« Numbers distribuied
« Number ol responses

¢ Number/value of bookings generated

Public Relations and Publicity

» Rand value ol exposure generated ic. normal
cost per column centimetre in newspapers

and magazines, which was free editerial
e Number/value of bookings gencrated
* Number of entra:ts in competitions

¢« Numbcer of enquiries for information

Travel Shows

« Number of visitors to show
o Number of visitors 1o hooth/stand

« Material distribuied

Familiarisations

* Number of participants
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2.4 Phase 4: Review of Success

STEP 15 MARKETING CONTROL AND STRATEGY EVALUATION

REVISION OF MARKETING STRATEGIES

Marketing strategies need te be reviewed periodically and changed if necessary. Marketing control can
uncover problems and show where improvements can be made to a business. This could happen quarterly,

half yearly, or annually, but depends on the lifespan of your strategies and activitics.

Remember to give a strategy enotigh time to prove or disprove itself.

This process includes not only evaluating the success of individual strategies, but also reviewing changes
in consumer trends, market reactions, awareness and intention to travel, visitation and expenditure.

Regular reviews of strategies and broader industry trends will ensure that you continue to make your

marketing activities more and more successful.

Figure 7 will help you understand the different stages in a marketing campaign, and how you can evaluate their

overall effectiveness.

FIGURE 7: EVALUATING MARKETING EFFECTIVENESS

STAGE OF
EVALUATION

Input Costs

Marketing Activities

Consumer Trends
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Marketing Budget
{Incl. advertising expenditure and
operational expenditure)

SOURCES OF INFORMATION

* Financial data » Annual report

Production of brochures,

advertisements, consumer shows, etc.

SOURCES OF INFORMATION

Marketing plan and performance indicators
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Target Markets

SOURCES OF INFORMATION

Domestic and International visitation statistics

and profiling information
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Target Market response

Market Reactions .
to components of campaign

SOURCES OF INFORMATION
Pre-testing e.g. focus groups to measure

consumer response to brochure or advertisement

Knowledge S ) )
Attitudes ai d' Qﬁgg%ﬁ?%i’?%@gg%ﬁ Increased awareness, improved
BT i ‘ ' i
s wedBBELEEEELT perceptions, increased intention to travel
Aspirations “ ”T “% percep

SOURCES OF INFORMATION
Local visitor surveys,

focus groups

Practice/
Behaviour
Change

Visitation, length of stay

SOURCES OF INFORMATION
Regional, local visitor surveys,

accommodation statistics

Tourism expenditure,

End Result . .
economic impact, jobs created

SOURCES OF INFORMATION
Domestic & International visitation statistics

and economic impact studies

GENERAL NOTES
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Section 3:

An Overview of Marketing Tools

3.1 Tactical Tools in the Marketing Process

Selecting the most effective tactical tools 10 use in your marketing activities is one of the most critical and
most challenging parts of the marketing process. Not every tool will suit all businesses, but the following
aspects will help establish some basic guidclines as to which are the most suitable tools for your business.

v v

It is necessary to ensure that the The nature of your tourism business will also dictate which tools are better
tool you use is reaching vour suited to your circumstances. For example, if you sell tourism products to
requircd target segment or other businesses then the attendance of particular trade shows will be
markel. beneficial as opposed to buying ad time on television.

v

The type of product that you are offering will also tend to influence the type of tools that you use. For example,
if you are offering an accommodation product then a brochure would definitely be necessary as it would inform
the potential wourist in a visual format.

3.2 Networking and Building Relationships

Networking and building relationships with people in the industry takes more time and creativity than
money, but still takes much commitment and planning. Physical promotional material, such as brochures
and dircet mail, have limitless options for complexity and size of investment. Wide audience media can be
more expensive forms of marketing, but returns can be large if developed shrewdly and effectively. And of
course, on-line promotion; perhaps not yet demonstrating its full potential, but begging for marketers to take
advantage ol its flexibility and ability to reach a wide audience which is able to be segmented.

Marketers sometimes use the terms “above
the line” and “below the line” to distinguish
between jormal and more informal marketing
activitics.

v

“Below the line” marketing efforts are less formal and more
creative. These include give-aways, flyers and special event

v

20

“Above the line” marketing efforts have
been traditionally defined as any form of
advertising or promotion that is of a formal
and structured nature. These are characterised
by television, print and other mainsiream
media types, which are relatively expensive
marketing tools,

They are called “above the line” because
generally a specific budget is allocated for the
production and placement of these mediums
and results can, to a degree, be related directly
back to the “bottom line”, or profit margin
of the business.

promotions. In most cases the cost “of below the line” efforts
are much lower than in the case ol “above the line”, but it is
very difficult to gauge the impact which these mediums have

on the “bottom line”.

Traditionally marketers viewed the selection of marketing tools
as a choice between above and below the line tools. With markets
today becoming much more fragmented, new media such as the
interntet, and consumers having a much wider choice of products
and scrvices, the challenge is now getting the right mix of these
mediums working fogether... this is what is now called working
“through the line”!
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3.3 Industry Partnerships

Industry parinerships are an extremely valuable resource to fourism businesses in terms of gaining exposure
to markets, being a part of broad destination marketing and supplementing your marketing budgets by
combining funds with industry partners.

ELEMENTS TO CONSIDER:

Time: * Rescarching initiatives/ways of  Project involvement
being involved
» Mcetings ©» Provision of information
Cost: » Siall time » Provision of material such
¢ Co-operative funding contribution as photos
Skills Required: » Negotiation skills + Self-promotion skills
Benefits: ¢ Larger amount of marketing * Being part of marketing of a
supporl from larger industry broader area, regional or national

organisation or industry partners
» Depth and breadth of distribution

A number of different ways of working with industry partners are outlined in the following points and should be
evaluated on the above criteria.

3.3.1 Local Tourism Organisations

It is important for small tourism companies to * Distribution;
form strong relationships with local tourism » Regional brochure production;
organisations. More benefits can be achieved

- ) * Representation at trade and consumer shows;
through pooled effort than would otherwisc :

be achicved ¢ Obtaining editorial on regional experiences which
then provide a relevant and attractive environment
Local tourism prqanisations can provide support in the for advertising; and

ollowing areas: . . o :
Joltowing are. » Having an on-line presence within which operators

can have a listing or links to their web site.

3.3.2  Industry Associations

Industry bodies such as the Guest House Association or the Tour Operators Association for Cape Town can
provide a range of benefits for members, including marketing initiatives, professional development and
education and quality standards.

3.3.3  Co-operative Marketing with Local Tourism Operators

Co-operalive marketing is a concept that can be extremely beneficial to small tourism businesses when
carricd out correctly, The main thrust of this concept is the ¢reation of partnerships across regions and
industry. Typical alliances would take the form of private businesses participating in a regional market strategy
through collaboration with local tourism organisations.

Pooled resources enable strong regional marketing efforts to support a destination area and integrates all
the complementary tourism offerings into one, unified destination offering 1o the tourism consumer. If the
destination is randed on its key strengths, with support from related products, then all partners stand to win.
The poeling of resources is a key driver of such a marketing approach.

Py
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Packaging is an important part of co-operative marketing. Packaging involves combining a number of
component products to form a package, which can then be sold to interested trade and consumers. It is
important to tailor the elements of the package to a particular target market and keep their needs in mind

in both the development and promotion of the package.

A package should contain complementary products such as accommeodation, transport, entry to attractions,
meals and touring. Packages can also prompt people to use your product in low season ot off-peak periods.
Attractive pricing of packages can be a powerful motivator of travel at these times.

Example of a model package

Daimler Collingrove Escape
in the heart of the Stellenbosch Wine Region
invites you

Visit our grand homestead, Collingrove
{circa 1856} where our personal service will
— cnsure your stay is a memaorable occasion.
After a peaceful night, spend a stylish day
in our world renowned wine country.

For the true wine explorer, travel in the
classic comfort of a 1962 Daimler and visit
local wineries and art galleries. Enjoy a
gourmet lunch and savour local wines.

OUR PACKAGE INCLUDES:

Hosted quest house accommodation

Fudge and flowers
Cooked breakfasts daily

Full day use of a vintage car

Tour of winery and 2 course gourmet lunch

including wine on day of tour

The above model package can be analysed in the following way:

10% discount at local art gallery

The elements of a model package should motivate customers, provide all information required for them to make
a decision and finally make it easy to book if the contents of your package have convinced them to take action.

MOTIVATION
attention grabbing

package title

MOTIVATION

of the experience

captivating description

22

INFORMATION
inclusions in package

s Antique furnishings ¢ Cedar hot tub
+ Wine tasting and tour = Classic car
» Gourmet tood « Local gallery visit

PER PERSON COST FOR 2 NIGHTS:
* Twin Sharc RI1250 pp
+ Extra Night R320 pp

TO BOOK.: Ph/Fax: (021) 555 5555

CONVERSION
clear/easy method
of booking

CONVERSION
incentive to book/perceived
value for money

INFORMATION
product attributes




3.3.4  Working with the Travel Trade
(Wholesalers and Agents)

Wholesalers and travel agents provide vital links
in the distribution and sale of travel otferings. If you
wish to work with travel agents, booking offices, 1our
wholesalers and mbound tour operators, you must be
prepared to pay commission.

Commission levels range from 10% for a retail agem
or booking service, 10 20% for a wholesaler, to 35%
for an operator working in the international inbound
arena. Commission is essentially the cast to distribute
your product, but remember, you only pay a commis-
sion if you get a booking.

This commission must be included in your rack
or retail rate and should not be added on top of this
rate. For example, if your product sells for R440 (before
tax) the commissionable rate you would provide to a
retail agent would equal the total less 10% i.e. R396.

Being a part of ‘packaged product’ {a group of
compatible products such as accommodation, transport,
attractions, meals and touring offering a total
expericnce aimed at a particular target market), can
mean your product is more likely to be taken up by a
wholesaler. Packages will also need to be fully
commissionable. Use of a central booking number
for the package makes it more attractive for the travel
industry to make one call to book all products, rather
than having the expense of calling each single operator.

3.4 Public Relations

3.3.5 Trade and Consumer Shows

Trade shows are organised events where companies
from an indusiry assemble and go about meeting
potential clients, suppliers and possible future partners
in business. It is not likely that tourists will attend this
type of event and it is often impractical {or individual
businesses to attend. However, local and regional
tourism organisations often attend in order to
promote their tourism region. From a co-operative
marketing point of view these events are very important.

There are some holiday shows {such as camping expos
and backpacking shows} that consumers do attend and
these should be evaluated on the potential market that
is likely to attend, Some consumer shows have visitors
collecting brochures but not really being interested in
everything they collect. To prevent giving away
large amounts of brochures at a show, have one
on display and print a small response card, which
describes the brochure content. This allows customers
to fill in their contact details, leave it at the stand, or
mail it to you and you will send them a brochure. This
is also the benefit of having a web site address to
give to people so they can obtain the information from
the web, rather than receiving a brochure which
eventually gets thrown away. The response card can
be used with a group of operators and the cost split.
A kit of all operator info can be compiled and sent out
from one location.

Trade and consumer shows are also important
venues for networking with trade, industry
partners and other operators,

Public relations activitics can involve building relationships with media to facilitate editorial exposure, co-
ordinating special prometions and competitions or hosting agents and journalists in the hope that they will

provide additional exposure for your product.

ELEMENTS TO CONSIDER:

Time: . Rcsearching relevant contacts . PT()jt‘Ct involvement
and publications
* Meetings + Provision of information
Cost: * Stalf time » Provision of material such
* To accommodate and feed journalist as photos
Skills Required: * Negotiation skills « Self promotion skills
+ Development of unique story lines » Development of interesting
or angles prizes/promotions
Benefits: ¢ Targeted/interested audiences + Credible information
= Breadth of distribution = Action orientated content

These activities take much more time and effort in building relationships than direct costs, and must be reviewed

on this basis.




3.4.1 Edilorials 3.4.2  Special Promotions and Competitions

Editorials are an inexpensive or free way ol receiving  Innovative ways of getting your message across and
press coverage. This marketing tool enables you to mortivating customers 1o act in some way, ¢an be
conmnunicate a farge amount of factual information  beneficial for launches, highlighting special deals,
about your olfering that may not fit into a small  cducating and building relationships with agents.
and expensive advertising space. Editorials can be
difficult to organise and the tour offering must be
ol some signilicant interest.

For example. to promote a range of wholesale
products to agents who are always bombarded by faxes,
a box of chocolates thanking them for their support is
Destinations are often the subtect of editorials and it more likely to grab their attention!

Is here that co-operative marketing can help the smaller

tourisim businesses who operate in the area. Popular

attraciions or reputable tourism services will

often be quoted in these editorials,

3.4.3 Familiarisations

Agents and journalists are more likely to promote your establishment if they have experienced it first hand.
As the tenm suggests, encouraging agents and journalists to become familiar with your product, increases the
likelihood of themn including it in future promotions. Accommodating these important “salesmen” free of
charge will assist with the education process and encourage personal anecdotes to sell your experience.

But be selective and try to focus on what makes your product different and arrange for the person 1o experience
the most spedial aspect. Sometimes quirky or entirely unique things stick in their minds. Finally - don't
cross your lngers and hope — continue 1o follow up and develop the relationship which has now commenced.,

3.5 Promotional Tools

Promaotionat tools are tangible items which display elements of your product. Promotional 1ools play different
roles in how they display product atiributes and benefits, and vary in investment and importance.

ELEMENTS TO CONSIDER:

Time: « Compilation of relevant content * Project & supplier management
* Mectings * Design and production process
Cost: * Stafttime * Printing/Other materials or
» Design cost production cost

s Distribution cost

Skills Required: + Design/layout skills » Seclection of insipiring visuals
* Project managent skills

Benefits: + Tailored information provision * Breadth of distribution

* Makes product tangible and
something for consumer 1o keep

Tools such as brochures and exposure through web sites are generally considered essential methods of
communication in today’s environment. Other tools such as promeotional videos, banners and merchandise
are additional tools to utilise if budget permits, but again, each has diffcrent merits for different businesses.

3.5.1 Brochures

A brochure is a good way of communicating
vour tourism offering to your target market, It
olfers the best opportunity [or a potential
cansumer Lo preview the tourism offering [rom
the visual display and the text. Brochures can be
very simple or extremely sophisticated.




3.5.2  Web Sites

Having a web site is a great way to put your offering to the
market in an interactive and creative format. It is a useful
tool for information provision to a wide audience, but
production of a web site will not produce instant business.
There are two jobs to do with a web site. Production of
the relevant information for your markets; and
promotion of your site, so that your markets will find their
way to your web site. There are millions of small businesses
out there with a presence on the Web, so have a clear idea
of who you are trying to attract and do not fall into the
trap of trying to be everything to cveryone.

Creating fully operational transaction based web sites, where bookings and payments are handled, can be
an expensive exercise for an individual business. However, if a number of small companies pool their
resources it may be viable to establish such a web site. This can also be achieved through an initiative by the

local tourism organisation.

3.5.3 Promotional Videos

Videos also require a reasonable investment for a good
quality production, but promotional videos have a wide range
of uses, from trade and consumer shows, to in-flight viewing,
in-house hotel TV channels, or an introductory presentation
video for any meering. Short duration and succinct
messages are essential elements for a punchy production:
6 minutes maximum duration, to maintain audience
attention sparn.

3.5.5 Merchandise

354 Banners

Banners are a versatile form of promotion that
can be utilised at launches, trade and travel shows,
at seminars, events, sponsorship events and in
window displays. An important branding tool, but
remember that banners are a low direct
response driver.

Promaotienal or corporate gifts can be used as attention grabbing items, appealing thank vou gifts or ways of
adding branding to many elements of business. In manv cases, for a low unit cost, the additional goodwill

generated is of significant value.

GENERAL NOTES

25



3.6 Direct Marketing

Communicating with customers in a direct manner by utilising a number of diflerent 1ools, is becoming
increasingly impeortant for businesses which need o portray different messages 10 more specific segments of
the market. Custonier databases, personalised mail, customer reward programmes and special offers and incentives
are all tools 1o build a trusted relationship with the customer and encourage repeat visitation,

ELEMENTS TO CONSIDER:

Time: « Compilation of relevant content ¢ Project and supplier management
» Time to segment and maintain e Design and production process
database/mailing lists
s Meetings » Distribution/mailing process
Cost: e Statf time ¢ Printing/Other materials or
production cost
e Design cost * Distribution/mailing cost
Skills Required: * Desien/layout skills * Selection of insipiring visuals
* Project managent skills * Database management
Benefirs: « Highly 1argeted information « Breadth of distribution

provision

Makes product tangible and « Action orientated conternt
something [or consumer to keep

All of these tools involve research, planning, production and distribution processes, but if executed effectively,
¢an produce invaluable and sustainable rewards.

3.6.1 Your Most Valuable Tool: The Customer Database

By far the most cost-effective form of promotion is that of word-oef-mouth. Satislied customers will always
tell their friends and colleagues of the excellent service and experience that you provided. Your customer
database is a most valuable tool.

Common wisdom in the marketing world alleges that it is 3 times more expensive to find a new customer
than it is to get an existing customer to buy again. This is especially true with tourism marketing, therefore
it is very important to understand the characteristics and attitudes of your existing customers, as well
as keeping in regular contact with them.

Keeping a customer database with not only their name and contact details, but also details of age or life
cycle, occupation, intended length of stay and activities they plan to do while in the area, can help to
build a profile of your customers. This information can be conveniently stored on your computer in a
spreadsheet or in a database programme.

This information is then useful in tailoring further communication with customers to demonstrate personal
service, offer special rates or extra benefits if they visit you again, or recommend a friend. Even if they're
unable 10 visit you again themselves, being proactive with personalised communication €an encourage
word-of-mouth to friends.

A customer database can be an extremely valuable toaol, but the information must be used regularly to justify
the collection of the information. Criteria must be developed for defining the most valuable customers and
segments on your database and then you must plan communications tor an extended period.
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3.6.2  Direct Mail, Postcards and Flyers

Inlormation can be tailored to specific segments and
cither letterbox dropped in particular areas, or
personalised and sent directly to individuals.
Communication through the mail is a highly effective
way of getting specific messages across to segments.
“Junk” mail is the term given to material, which has
no relevance at all for the recipient. If the message
portrays how a product can meet the needs of the
consumer and captures the attention of the consumer,
its impact and potential conversion rate will both be
very high.

Direct mail has the potential to motivate, provide
information AND convert interest into a booking
by providing prices and a strong call-to-action.
Direct mail can consist of simple, but attention
grabbing formats, such as postcards and flyers, or
more sophisticated mail packages consisting of covering
letters, brochures and other promotional tools such
as discount vouchers.

3.6.3  Special Customer Reward Programmes

Reward programmes for your customers do not need to be as sophisticated as the bonus points systems
of the airline frequent flyer programmes. They can be as simple as identitying potential repeat visitors, offering
them benetits for repeat visitation and then regular communication to provide reasons and incentives to visit.

FOR EXAMPLE

+  Visit 4 times in a year and receive 1 night free.

* Because you've stayed with us before, we have a special for June, July and August.
Book two nights in any of these months and we’ll give you a free picnic hamper for an
indulgent lunch, filled with a range of local cheeses, fruit, fresh bread and wine,

* Book three conlerences in a year and receive free catering for your next conference.

3.6.4  Special Offers and Incentives

Special offers and incentives are a great way to boost visitation in low scason, extend length of stay or
to increase bookings around a special event.

FOR EXAMPLE

»  “Couples Winter Escape”: Book two double rooms this winter and receive a 5%
discount and 2 free bottles of wine.

s “Wine Festival $pecial”: Two complimentary wine glasses and transport to the festival,
which showcases the region’s wincs and local jazz talent.

¢ “Garden Route Spectacular”: Book yourself and two friends on a tour during January
and you'll receive a complimentary bungi jump!

Ensure that you research what kinds of product would appeal to your target market and what price
they would be prepared to pay. Test your concepts with a couple of people you perceive to fit your farget
market profile.
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3.7 Wide Audience (Traditional) Media

Advertisements can come in all shapes and sizes in many different media types, from newspapers to
television commercials, to billboards. Advertisements are used to inform and raise awareness of a product
01 service,

Advertising can be expensive, so it is important to make sure that you will be reaching your target market
when choosing the media type. For instance, if your main target market is international tourists then it
may not be practical to advertise in local community newspapers. However, a bright poster at the local
tourism organisation, where many international tourists are likely 1o visit, may be a very fruitful form of
advertising.

Wide audience media can play an important role in the marketing mix, by cstablishing vour brand in
the marketplace and reaching substantial numbers ol people with your messages. Below is a set of ¢riteria
which will help you to make decisions regarding use of the media. But vou must also keep in mind the
other marketing tools you are using to communicate to your target markets, your target market’s use
of each medium and your overall communication objectives.

Definitions of Criteria

1 Reach: Number or percentage ol people in the targer market who are exposed to vour message,
2 Impaci: The ctleaiveness of the media in cutting through the cdutter” and grabbing the attention of

the consumer.

3 Cost of Production: How expensive it is 1o physically make the ad or communication tool, For example,
design and production costs associated with a newspaper advertisement or planning, filming and
cditing a television ad,

4 Cost of Placement: How expensive it s 1o purchase the space or tiime in a particular medium, so that it
is debivered to the consumer. For example, the cost of television airtime — the longer the ad, the more
expensive the airtime. The cost of the space to place an ad in a magazine. The cost of the biilboard space
lor outdoor advertising.

5 Targetability: The capacity of the medium to target a specilic segiment of consumers.

6 Conversion: The ellectiveness ol the medium in betng able 1o prompt consumets 1o take action and
request more intoermation or make a booking,.

ELEMENTS TQ CONSIDER:

Time: * Developing overall concept s Finalising script ar ad concept

* Meetings Design and production process

Cost: « Statf time

Printing/other materials or
production cost

e Cost of production including talent, = Cost ol placement, including physical

araphics, images, props, production copies of the ad or 1o provide the
company or designer and editing advertisement electronically, as well
suile time as the purchasce of air time or space in

the publication

Reach/ ¢ Reach — Which proportion of your  * Frequency — How many times will your
Frequency: target market will be exposed to larget market see your ad and how
your ad at a particular 1ime? many times are required [or your

message 1o sink in?

Which programmes or sections are* Consider the implications of shorter

your target markets most likely to - campaigns with higher frequency,

see and be interested in? or longer campaigns with frequency
spread out




3.7.1 Television

Advertising on television can be an effective medium if
you want to reach a broad market, but it can be an expensive
medium it you want to reach particular segments.

For television to be effective, two factors must be successfully
achieved:

* Reach — this means that at the time your ad is running, the
highest possible number of your target market needs to be
vicwing that particular channel.

* Frequency - this means that your target market must see the television ad enough times in a week to be able
to remember and understand the messages your ad is trying to get across. If your total airtime is going to be
over a shorter period, then very high frequency per week will have the biggest impact. If your campaign is
running over a longer period of time, then an accepted benchmark is your target audience sceing the ad on
average 3-4 times per week.

Therefore, a clear description of your target market is required for both production of the ad and selection
of the airtime, including programmes and the time of day.

Media companies and buyers can provide in-depth analysis of reach and frequency, but local television
stations can provide this information direct to the consumer.

Overall, television advertising will not be worthwhile if your budget is not large enough to sustain
reasonable reach and frequency over a decent period of titne. The recommended minimum period to advertise
at any one time is two weeks. It would be preferable that two-week blocks are repeated over time, if
conlinuous advertising is not possible.

Television may be a viable option for larger local tourism organisations or conference venues, but [or
the small tourism operator, a promotional video may be a more viable option.

PRODUCTION TIPS

For the significant investment in television production, sufficient tirne must be
put into development of the script and creative concept. Research on the target
market is imperative and pre-testing with a sample audience is advisable.

PLACEMENT TIPS

Again, in relation to the cost of production, ensure that there are enough funds
to ensure adequate airtime exposure for sufficient reach and frequency to your
target audience.

Benefits » Ability to reach large numbers of people

e Applicable to branding objectives

s High impact in terms of television’s ability to atiract attention and engage the senses

Weaknesses * High cost of production and placement

* Generally does not prompt immediate action

* Length of production time




3.7.2 Cinema

Cinema advcrtising space is cheaper to purchase than television
and has the advantage of playing 1o a captive audience, which also
means that slightly longer ads are effective. It is also quite casy 1o
segnment the audience based on the type of movie that is screening
and the geographical location of the cinema. The format ol a cinema
ad is slightly different from a television ad.

Production guality and costs for a cinema ad vary and can be as
sophisticated as a television ad, but can also be produced at a
lower rate by the companies that sell the advertising space.

Consideration of reach and frequency here is also important, but
cinema advertising may be able 1o have an impact over a longer
period of time because of the limited number of ads being shown
and the captive audience.

PRODUCTION TIPS

Cinema ads can have high impact if the captive audience and increased air time
are incorporated into the creative concept effectively. Concepts which provoke
and engage the audience are very cllective.

PLACEMENT TIPS

Research the types of movies showing and the demographics of the areas where
the cinema is situated and you can be quite targeted with placement of ads.

Benefits .

Ability to reach a captive and somcewhai targeted audience
High impact and ability 1o engage the audience
Flexibility in the investment required {or production

Elfective brand building teol

Weaknesses .

Ability for quick conversion
Generally does not prompt immediaie action

Need to run a campaign over a significant period of time to
achieve sufficient frequency
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3.7.3  Magazines / Journals

This is a cost-effective method of
advertising, because of the reasonable
reach, targetability and life span of
the media. Certain monthly publications
and tourism or travel journals may target
your market segment accuraiely.

PRODUCTION TIPS

Magazines are high impact publications, therefore evocative, thought-provoking
ads work well here. Magazines can have varying levels of advertising in them,
S0 more innovative concepts are sometimes required to capture readers’ attention.

Consecutive ads portraying a message and then asking for action can add intrigue
and have high impact.

PLACEMENT TIPS

Magazines usually have detailed readership information, so carefully compare
research. Remember that certain sections of a magazine will have more impact
than others.

Benefits .

Ability to target broad audiences as well as niche markets
Ability to intrigue readers by using ads on consecutive pages
Readers actively involved in content

Good prospects of conversion

Travel sections in relevant magazines can be excellent environments where the
audience is highly receptive 10 your messages

Weaknesses .

Need to ensure distribution of publication consists of a number of outlets and is broad
enough geographically

Need to physically see a previous copy to ensure the images, printing and paper stock
are of sutficient quality

Need to run a campaign over a significant period of time to achieve sufficienst frequency
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3.7.4 Travel and Destination Guides

There are many travel publications which are printed annually or periodically and often contact tourism
businesses to purchase advertising space. Accommodation guides, regional and local visitor guides, camping
and walking guides and touring guides are all forms of travel publications.

PRODUCTION TIPS

Advertising messages should be relevant Lo the section in which the ad is placed.
These publications often have a long (ime between the commencement of
advertising sales and actual production of the publication, so ensure that the
information contained in the ad will not date.

PLACEMENT TIPS

Questions that you should ask advertising sales representatives when they
phone are:
*  How many copies of the publication are printed?

*  How are they distributced and how many were purchased last
time it was produced?

*  Which markets does the publication target?
*  What form of advertising will be used 1o promote the publication?

*  Are there other forms of promotion supporting the marketing of
the publication?

*  What are the different sections in the publication and where will
the advertising be placed in the publication?

*  Can they provide testimonials from other advertisers who have
experienced an increase in enquiries or bookings as a result of
advertising in this publication?

The best way of dealing with unwanted advertising salespcople is by identifying publications in which
you arc going 1o advertise throughout the year, based on the strategies vou have identified in your marketing
plan. Suggest that once you've reviewed the success ol your planned advertising, you may be prepared
to review their advertising proposal.

Benefits + High travel interest from people purchasing or sourcing these guides

» Shelf lite of publication is usually longer than magazines and newspapers

= High ability 1o motivate enquirics and bookings

Weaknesses ¢ Need 1o ensure distribution of publication consists of a number of outlets and is broad
cnough sgreographically

* Need to physically see a previous copy to ensure the images, printing and paper stock
are of sullicient quality

* Necd 10 run a campaign over a signilicant period ol time 1o achieve sufficient frequency
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3.75 Newspapers

With newspaper adverlising frequency is important.
It has broad reach but sections within newspapers
provide vehicles to segment the readers. A great
medium for conversion, because readers take note
of special deals and contact details.

PRODUCTION TIPS

One single message with a strong call to action is the most important factor
of a newspaper ad. Ensure the ad is not too cluttered.

PLACEMENT TIPS

Research the readership of different sections of the newspaper and place ads in
the most relevant sections.

Benefits .

High prospect of conversion especially in travel section

Flexibility of size and cost of ads

Ability to reach a wide audience

Spectal features and editorial provide a good environment for tourisin product

Weaknesses .

Ads can get lost in the clutter of many other ads surrounding your ad
Short life span of publication
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3.7.6 Radio

Radio is an underestimated medium. It is a medium
which can attract high consumer involvement,
therefore the potential for conversion is quite high.
The production process of producing a script {or radio
is not as complex, time consuming or costly as
other media. Specific stations and radio segments can
allow reasonably effective targeting to occur.

PRODUCTION TIPS

When using a radio script ensure it has a unique way of promoting the product,
using specific triggers related to the particular target market.

Understand as much about the listening audience for particular segments as
possible and then choose carefully.

A number of operators can develop a radio campaign together, which can run
over consecutive weeks. For example, in a travel segment, a group of B&Bs can
take turns to advertise or talk about their offering. One call-to-action would
provide consumers with a flyer summarising the details of the B&Bs. One B&B
will get their “day in the sun” each week, but all B&Bs will get exposure through
the flyer.

Short campaigns can often be very effective

Relatively short time required to produce a script for airing

Humeour can work weil on radio 1o capture people’s attention if executed properly
Specific segments 1o reach particular audiences

PLACEMENT TIPS
I
Benefits .
»
L]
I
Weaknesses .

No tangible refercnce for the customer to keep
Only particular markets listen 1o radio regularly
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3.7.7 Outdoor Billboards and Posters

The main formats for outdoor advertising are bill- VISIT THE

boards and posters, but other methods can also SUNFLOWER COTTAGE

include bus or taxi advertising. In a society where for a tasteof -
Sunny South Africa

driving to work is a necessary evil and heavy tratfic
is a daily occurrence, outdoor advertising provides an
opportunity to communicate a clear message.

All visitors welcome!

Because at any one time, only one or a few outdoor

messages will be in a person’s view, there is high \
recall of clever advertising. With people often D
travelling the same routes every day, there is often SUNFLOWER
high frequency and reinforcement of the messages. O, _ COTTAGE —

PRODUCTION TIPS

One single-minded message is even more important in billboard advertising.
Clutter on a billboard is disastrous! Strong images are also important.

Humour can be quite effective on a billboard and if executed properly will
ensure recall is high.

PLACEMENT TIPS

Outdoor advertising companies can pinpoint areas where your target market may
commute and provide data on the demographics of the audience of particular
outdoor sites. Ensure that one message is up for a reasonable period of time and
consider the use of multiple messages over time.

Benefits = Highly visible medium, free of the clutter of other mediums

s Strong branding tool

s Can target particular suburbs or areas with a certain demographic profile and the
message is reinforced regularly with people who travel the same route daily

e Humour can be effective in achieving high impact on outdoor advertising

—
Weaknesses » Relatively low ability to facilitate direct bookings as a result of the ad
+ Sometimes expensive production costs (but street lamp posters would not be too bad)
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Section 4:

Case Studies

4.1 Accommodation Supplier

Mrs Adams retired from her primmary school teaching
post in 1996 and decided to invest in opening up a
B&B. She made alterations to her house located in
Hout Bay, Cape Town. She offers four double
bedrooms with en-suite bathrooms and sea facing
balconies. She also serves breakfasts in a communal
dining area. Her main market segments include foreign
independent travellers and domestic tourists from
outside the Western Cape.

4.1.1 Product

Before planning any alterations Mrs Adams contacted
the Guesthouse Association of South Africa to
determine what a B&B establishment should ofter. She
also visited many guest houses and B&Bs in Cape
Town to get a feel of the market in terms of the following
aspects: size; style, décor and furnishings; location;
type and level of service being offered; occupancy
levels and average length of stay for the high and
low season and prices being charged and details of
discounts being offered. After gathering this information
Mrs Adams was able to establish the require-
ments for starting a B&B. She was also able to
calculate the potential income of her B&B and went
ahead with drawing up plans for the alterations to
her house.

4.1.2  Pricing

The rack rate is slightly higher than the average
B&B rates being charged in the market. The sea facing
balconies, the attraction of the village of Hout Bay
and relatively high demand for accommodation,
justifies the higher rates. She advertises her ‘rack
rate’ (standard rate) in her brochure but offer
varying discounts, depending on the state of business,
to people booking stays of over 1three nights. She offers
tour operators, who could provide her with a
substantial volume ol tourists, discounts that were
also negotiated. Mrs Adams has established a good
relationship with two tour operators who supply
her with roughly 40% of her bednights. Mrs Adams
increases her annual ‘rack rates’ from season to
season according Lo related running costs such as her
municipal rates, electricity and utilities, food prices and
general inflation levels.

4.1.3

Promotion

Initially, Mrs Adams thought that a full colour
brochure and an advert in a national weekend
newspaper for the menth of November would
generate enough interest from upcountry tourists.
After receiving quotes for the costs of such an
advertising exercise she soon realised that she would
not be able to afford it. Given her cost constraint she
limited her promotional activities to creating a three
colour brochure and visiting the local tourism
bureaux and talking with the censultanis when she
dropped these brochures off with them. Mrs Adams
makes sure that, on leaving, all guests are given
a brochure to give to their friends or family.

Mrs Adams has established a good relationship with
the Cherry Lodge B&B in Knysna. Cherry Lodge
recommends that their guests use Mrs Adams’ B&B
when they visit Cape Town while Mrs Adams does the
same for her guests. Details of Mrs Adams” B&B were
included in a House ¢ Leisure magazine feature on
tourism in Cape Town. The local tourism  organisation
approached Mrs Adams to host the journalist.
In return for the accommodation Mrs Adams” B&B
was included in the story.

4.1.4 Distribution

Bookings are taken by telephone at the B&B.
Mrs Adams ensures that the local tourism offices
always have her brochures at hand. She often pops
into the Cape Town Tourism Information Centre to
make sure that her brochure is visible. Mrs Adams
also has an arrangement with a couple of travel agents:
she offers them a commission of roughly 15% on
all bookings made through their offices by tourists.
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4.2 Conference Venue

John and Eileen Peterson own a 50-hectare farm nestled
against the Helderberg between Somerset West and
Stellenbosch. They have run a successful agricultural
business selling various grape varietals to the local co-
operative wine producer. The couple decided to develop
a small conference facility using existing farm
buildings, located 5 minutes drive from the R44.

4.2.1 Product

They built a main conference hall accommeodating
80 peoplc in cinema-siyled seating. Attached to the
mairt room are three smaller ‘breakaway’ rooms
for smaller groups. All rooms are air-conditioned.
The facility also has a terrace and outside bar with
breathtaking views of the mountain and the vineyards
of Stellenbosch.

They take bookings for office functions and
weddings and offer full catering facilities which
are outsourced. A comprehensive range of audio-visual
equipment is available. A typical conlerence package
includes three tea/coffee breaks and a three
course buffet lunch, as wcll as post-conference bar
facilities. Ample accommodation facilities are
available in the area for overnight stays. Their main
market segments include corporate meetings,
planning sessions and client functions as well as
office parties and weddings.

4.2.2  Pricing

John and Eileen price on a per head basis when
catering is included and on a standard venue hire
fee if no catering is required. As they are fairly new
in the market they have decided to price more
competitively than similar conference venues in
the Stellenbosch area, so that they can capture a share
of the market. They also intend to increase prices
in relation to other venues in the Cape Town arca
in the future, which is an example of competitor
based pricing. They have an agreement with various
accommodaltion establishments to olfer pre- and post-
conference nights at a slightly discounted rate to
encourage increased length of stay.

SUNFLOWER
CONFERENCE CENTRE

4.2.3

Promotion

The confcrence venue is a member of the South
African Asseociation for the Conference Industry
(SAACI). They are listed on SAACI's database and
they have their own web site linked to that of
SAACI's. However, they have learnt that the best
form of promotion for their business is that of word-
of-mouth-advertising. Good word-ol-mouth is
generated as a result of delivering a consistently
high quality of service 10 clicnts,

The local Stellenbosch wine route guide offers good
rates for advertisers. A small ad promoting the
facilities with breathtaking views of the area is
affordable [or the owners. A sign on the R44 also
directs customers to the conference venue.

4.2.4 Distribution

Eileen used to work for a major insurer and has
extensive experience in dealing with clients.
She makes sales calls to human resources and
marketing departments of firms, in and around
Cape Town. Personal selling is the most effective
form of distribution for them. They also make use
of a telesales exercise every year in September
and they mail information packs to firms outside
of the Cape Town area.
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4.3 Tour Guide

David studied tourism at the Sivuyle Technical College.
As a student he worked as a driver for a small company
that operated an airport shuttle business. During this
time he spoke with international tourists and
gained a good understanding of their needs in terms
of tourism activities while in Cape Town. After he
graduated he decided to start his own township
tour company focussing on ‘Gugs’. His main target
segments include international backpackers and
international organised groups.

4.3.1 Product

From his cantact with foreign tourists David knew that
they would be interested in half-day tours in the
township. He offers a mini-bus tour with the
following format:

+ hotel pick-up alter breaktast a1 9 am.

¢ a drive through the heart of ‘Gugs’ in an air-
conditioned mini-bus with commentary
by himself.

* a visit to the home of a local family to gain
experience of township living followed by a trip
to a local market where tourists could purchase
items of interest o them.

« g visit to a local tavern or shebeen 10 enjoy a
traditional home cooked lunch with a perfor-
mance by a marimba band, before taking the
tourists back to their hotels.

4.3.2 Pricing

David has priced his township tour in line with
other cultural tourism offerings in Cape Town.
He charges a standard per person rate, inclusive
of the meal cost. He does offer discounts on an
informal basis to parties of four or more, depending
on how busy the business is at the time. Some tour
operators use his services and he charges out to
them at a reduced rate of up to 30% per person.
David’s price increases depend on the price of fuel
for his mini-bus and the cost of the lunch
that he offers.

SUNFLOWER
BACKPACKER
TOURS

We'll take you
to your place
in the sun

433

Promotion

David had very little to spend on promotional
activities and has produced his own small, two colour
pamphlet which he leaves at local accommodation
facilities and tourist information centres, such as
Cape Town Tourism and Tygerberg Tourism of which
he is a member. He olten visits more established
tour operators to promote his business in the hope
that they will include his hall-day tour on their itinerary.

David has taken part in the “One City Festival”
and often includes tour operators in his tours so
that he can show them what he offers. Due to the
tact that David’s eperation is recognised as a high
quality tour, visiling dignitaries often book tours
with David. He makes sure that this fact is mentioned
in his brochure.

4,3.4 Distribution

As David receives a lot of trade from the backpacker
market he has arranged that tickets can be booked
at certain backpacker centres in the city. David
gives a commission to the backpacking hostels for
doing this. Alternatively all bookings are made
through his home-based office where his mother
acts as an assistant.




4.4 Tour Operator

George Selborne started Hamba Tours in 1998. He has
expanded from running one inbound tour group
in his first year of business to running 15 in 2000.
George based his business on experience and market
knowledge gained as a game warden at Umfolozi
Game Reserve,

4.4.1 Product

George designs tailor made week- or two-week
long holidays for Germans visiting South Africa.
He specialises in eco-tourism products and
contracts some 30 suppliers of tourism services, e.g.
accommodation, attractions, eco-tourism guides,
etc. The packages are sold to eco-tourism interest
groups.

4.4.2  Pricing

George uses a focused or niche marketing strategy,
and charges a premium for his tours. He is one of

a tew specialists in this area and can comfortably
charge high rates.

4,5 Tourism Merchandiser

Thandi Mputle is an artist and traditional art retailer.
She has been running a small stall at Green Market
Square for three years. She started selling her own
work at Cape Town station but soon realised that
the passing pedestrian traffic does not represent
her target market. She then set up shop at Green
Market Square in order to target international
visitors to the city.

4,5.1 Product

She makes and sells her own, and other people’s,
rock and wooden sculptures of various sizes,
traditional jewellery and watercolour paintings
of township settings.

4.5.2  Pricing

Thandi's curios are priced in line with the many other
similar stall holders at the market and are cost-plus

based. She negotiates prices with some flexibility in
order to secure business.

4.4.3 Promotion

George visits Germany twice a year to meet with
his major distributors (travel agents) and establish
new contacts. The full colour glossy brochure is
updated annually and sent to the German agents.
Mainstream advertising is not used, as it is unlikely to
reach the target market. Much of his business is achieved
through word-of-mouth promotion.

4.4.4 Distribution

Mr Selborne has four official agents in Germany
who promote his tour. The agents are specialists
in world eco-tourism holidays. and he enjoys a
mutually beneficial relationship with them. He is
also establishing links with agents in France
and England.

4.5.3

Promotion

Thandi does not undertake any promeotional
activities, as the market itself is a drawcard for the
tourists in Cape Town,

4.5.4 Distribution

Thandi’s retail stall at Green Market Square is her
only distribution point at the moment, but she hopes
to set up another stall at another high volume tourist
area in the Peninsula in the near future.
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4.6 Local Tourism Organisation

A local wourism organisation is typically a public-
private partnership, jointly funded through a local
government grant and membership fees. The main
target markets are local tourism businesses and
visiting tourists.

4.6.1 Product

In servicing their members, LTOs will carry out broad
marketing activities to promote tourism to the
area and in so doing, promote their members’
businesses. The service that they offer to tourists
is information about tourism services in the
surrounding areas.

4.6.2 Pricing

No price is charged to tourists for the information
and advice they receive. However, information
booklets and brochures published by the organisation
may be charged for and some form of merchandising
will be undertaken by the organisation, e.g. postcards
and small gifts and souvenirs. Local businesses
that benefit from the service offered by the organisation
are generally required to become a listed member
of the organisation that will involve an annual
membership fee.

. |
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4,6.3 Promotion

Within the co-operative marketing context it is easier
for an LTO to approach publications for the possible
inclusion of editorials regarding their regional tourism
offering. Publishers rarely provide this type of
opportunity to small individual businesses. L.TO
attendance of trade shows, on behalf of tourism
businesses in the arca, is a further benefit of co-
operative marketing.

4.6.4 Distribution

LTOs act as distributors of informatien for the various
private businesses that are members of the organisation,
This is achieved through a centrally located regional
office. This serves as a direct distribution point to
the tourism public.

GENERAL NOTES




Section 5:

Guidelines to Developing a Web Site

5.1 Obtaining a Domain Name

Computers on the Internet have a unique Internet Protocol (IP) number which is their address. A domain
name is a reference to that IP address on the Internet, and may contain your company name, indicate
the type of organisation and the country where your web site is registered.

WWW.Mmycompanyname.com

indicates the organisation mycompanyname

has a web site on the World wide Web.

5.1.1  Reading the Internet Addresses

It may help to read the Internet addresses
backwards. Most web addresses indicate the country
of registration by the characters after the last dot
on the right. South Africa uses .za and Australia .au

5.1.2  Finding the Organisation’s name

Reading further 1o the left you may find the
organisation’s name, brand or business activity.

5.1.3  Registering your Domain

Many Internet Service Providers (ISPs} will register
a domain name for you, and host it on one of their
servers. Ask the ISP to provide a full list of costs
and indicate the lengih of time the domain name
will be hosted for the advertised fee. Or you can
register a domain name over the Internet.

The benefits of registering a domain name
include the use of your business,
organisation or brand name as a web
address. Owning your own domain name
also means that in future you could
physically move your web address and
web site files if you change your ISP,
without changing your web site and e-
mail addresses. This would become an
cxpensive exercise if the address printed
on all your stationery needed changing.

More importantly, you will want your
customers to continue using the same e-
mail and web address details whenever
they want to contact you, Having your
own domain name helps ensure your
customers can reach you even if your

http://www.mycompanyname.com

means people can access the mycompanyname
web site information using a web browser
{such as Netscape or Internet Explorer).

The following three letter suffixes identify the
type of organisation that owns a domain name.

.com commercial

.co company

.edu educational

8oV government

.net network administrative organisations
.mil military organisations

.org organisations that don't fit anywhere else

Your registered domain name is on the ISPs server, but
remains your propetty, and vou can move it to any server
that you require. However, domain name registrations
expire after a period of time so be careful to renew the
registration.

BOOK ONLINE AND
WIN A FREE HOLIDAY!

business, or that of your ISP, should move,
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5.2 Selecting an Interet Service Provider (ISP)

An Internet service provider will not only allow you access to the Internet, but will form an important
communication link with your customer base. Your ISP will allow you to have access 10 ¢-mail, the World
Wide Web (WWW), as well as a few other information sources.

When selecting an ISP the following factors need to be taken into consideration:

ACCESS: SPEED:

Some ISPs offer unlimited access to the Internet, others Speed or bandwidth of the ISP’s
will limit the time you are allowed on the Internet. connection to the Internet,
This can affect your company communication.

COST: CALL COSTS:

Some 1SPs offer free Internet Make sure that you can connect to your ISP with a local
access which can be slower than : phone call. If not, then choose an ISP that is based as close
some of the other paid ISPs. ' to you as possible.

Some ISPs offer you free web space to host your web site.
Around 5-10 Mb for a simple web site.

E-MAIL ADDRESSES:

Most ISPs will offer you more than
one e-mail address which can be :
used for promaotional feedback. Important when you are having problems, especially
if you are new to the Internet.

24-HOUR TECHNICAL SUPPORT:

It would be good practice to talk to a few people about their Internet access and compare the results.

5.3 Creating a Home Page or Web Site

This is usually the first page you will view of a web sile. A web site can be one page or multiple pages
that are linked 1ogether. A competent computer user should be able to create a simple, effective web site.
There are numerous web sites that provide reference material and software 1o help.

The pages of a web site are written in Hypertext Markup Language (HTML). This allows the computer
to read and interpret the format of the page and display the images on the page. Many of the word
processor packages will allow you to save a document in html format, ready to transfer to your web server.
A basic understanding of the html tags is needed if you arc going to build the web page yourself.
Alternatively, there are numerous companies that will design the web site {or you. Remember, general
design principles that apply to brochures also apply to the web pages.

Certain factors need to be taken into consideration when designing your web site:

Information from your existing brochure
needs to be customised to fit on the
computer screen, which is a different size

Texl on a computer screen is harder to
comprchend; therefore you may need 1o shorten
some of the sentences in your brochure text

Images need 1o be of a lower
resolution, this will make the pictures Background colours can
download faster make tex1 hard to read
LR
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5.3.1 Links

Links are used to move from one web page to
another. It is important to link your web site 10
other web sites 10 ensure that visitors view your site.
The local tourism body may arrange tor a link to
their page. Linking (o co-operative partners in the
industry will increase the number of visitors. Special
interest sites, rclating to your product or advertising,
on another web site {e.g. travel site) can be beneficial.

5.3.3  E-mail Advertising

5.3.2  Banner Advertising

Banners are small adverts that appear at the top
of a web page. The customer would click on the
banner and it would then link to your web site.
These banners are a good method of promoting
your web site, but should be approached with
caution. It is difficult to monitor the results, and
can be costly.

This is a cost-effective method ol rcaching a target, but it needs 1o be approached with caution. Ultimately
you need to seek permission from the intended recipient, before sending 1he message. Olten unsolicited
e-mail or “spam” is frowned upon and may causc more damage than good. E-mail is a good method
of keeping in touch with your past clienicle or to send out special offers 10 travel agents.

Characteristics of a good web site

Appropriate balance between
aesthetic appeal and the time
it takes to download a page.

A descripiion of the image comes up when an image is

downloading so that the customer knows what is coming.

Careful selection and use
of essential images only,
as too many images slow
download time.

Clear and concise
information.

Information the custonier is
seeking is within 3 links.

For example, a home page
maotivates a customer to seek
more information, (hen the
next page provides a selection

Site is easily updateable and
gives clients reasons (o return
to see new information.

All information fits onto the
screen or is no longer than 2
screens; people get frustrated
scrolling back and forth.

ol different information and
the third page should show the
customer enough detail to be
able to make a decision about
your product.

Divide the site into categories
and provide a logical flow of
information. Navigation is
constructed around these
calegories.

Download time per page is
no longer than 10 seconds.

Use complementary, rather
than clashing colours, and
minimise the use of too
many different colours,

WHAT TO AVOID!

Frames on your site, as they cause major problems lor
search engines and will inhibit your rankings.

Extended tables, as they can increase download tine.

Busy backgrounds, which distract the eye from your content, images and logos.

Abbreviations and incorrect grammar.
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5.4 Search Engines and Meta Tags

A search engine is a database of web sites. Your customers will use a search engine to help locate your
web site on the Internct. The search engines use key words from your web site to help index the web sites
in its database. When a customer uses a keyword to search, the search engine will select the web sites
in its database that have those keywords.

Meta tags are used to place keywords in a web page in a specific section. These are hidden and used by
the search engine to index the site. Keywords should describe your service or product. Keywords are case
sensitive and should not be repeated more that 3 times.

A tour operator conducting tours to The Kruger National Park would include some of the following
keywords: “tours, lion, elephant, kruger national park, Kruger National Park, camping, Camping”.
The keywords should be repeated in the text of the web page as some of the search engines will check
for these.

5.5 Promoting your Web Site

Once you have created your web site, promotion is required so that your customers can discover your
Universal Resource Locator (URL) or web address.

This will include registering your web address with scarch engines, adding your web address to your
brochure, all outgoing e-mail, business cards and any other promotional material.

5.6 Registering on Internet Guides and Search Engines

Search engines register web sites in various methods. Most have a web page that is a specifically designed
form that you need to complete and submit to them. This form will ask for details of your product, key
words describing your product, contact details of your company and details of the owners of the web
site (you). Oncc submitted, the search engine will catalogue the information and the keywords.
www.yahoo.com, and www.altavista.com both have pages to register your site. It may take a few weeks to
have your registration appear in the index.

It is recomimended that you return to the search engine every few months to check on your ranking by
scarching for your website. If it does not appear try to register it again.

GENERAL NOTES
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Section 6:

Guidelines for Marketing Research

6.1 Obtaining a Domain Name

Marketing research is used to systematically design, collect, analyse, and report data and findings relevantto a
specific marketing situation, facing a tourism business or organisation.

6.1.1 What Kind of Information is Important?

Different tourism businesses will require different types of infermation. There are two main sources of
research, primary and secondary. Primary research is when research is conducted to achieve your specific
objectives, and is also often called field research. Secondary research is information that already exists
and can be sourced from another party. Another name for secondary research is desk research.

Some examples of the types of research are listed below:

Primary Research Secondary Research

« Self Completion Questionnaires
¢ Telephone Surveys

¢  One-on-one Interviews

»  Accommaodation Surveys
s International Visitor Statistics

e Domestic Visitor Statistics

s Observation Methods « Regional / Local Visitor Surveys

* Focus Groups + Booking Data Contained on your Databasc

The data contained in research is defined as quantitative or qualitative. Quantitative data usually reflects
numbers, percentages and averages. Qualitative research reflects the perceptions, feelings and thoughts
of consumers.

Quantitative Qualitative

s  Qccupancy rates of accommodation « Consumer perceptions regarding specific products

establishments * Suggestions for how a product can improve

s  Visitor numbers to a region, .
attraction or event

Consumer perceptions of service quality

« Expenditure Statistics

« Impressions of a destination

6.2 Useful Sources of Secondary Market Research

Secondary market information can often be obtained at low cost from a range of organisations, for ¢xample:

s Statistics South Africa has information with regard to hotel occupancy rates and international arrival
numbers and trends. This data is compiled from national surveys.

» Most tourism bodies will have research on file for public use. These institutions are a good place Lo siart
with to achieve a broader perspective of the research concerned. These organisations include, among others,
Tourism South Africa, Western Cape Tourism and Cape Metropolitan Tourism.

¢ The Tourism Research Unit at the Cape Technikon regularly undertakes research that is available at a
nominal cost. The TRU can also conduct specific primary rescarch for tourism businesses for a {ee.
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6.3 Conducting your own Primary Market Research

Research can also be conducted by yourself, and need not be expensive. You can find out a lot about your
market by obtaining information from your current customers, or by talking to the type of people who
you want to be your customers. Not all market research needs to be formal. Most of the best market research
and intelligence is gathered over years through experience.

Which questions should T ask?

Your questions should relate directly o the objectives of the research and the information required. For example:

1 To identity and understand your target markets will require information on customers’
demographics and leisure and travel interests.

2 To evaluate arcas of your product / service that need to be improved and developed,
requires questions regarding prior perceptions of your product / service and how the
experience measured up to these perceptions.

3 To cvaluate the eflfectiveness of various marketing tools and distribution channels requires
questions regarding what prompted the consumer to make a booking and their interpretation
ot the communication piece, for example an ad or brochure. What message did they get from
the piece? Was it easy (o obtain more information or to make a booking?

6.4 Who do I survey and how many?

You should aim to obtain information from both current customers and potential customers.
When embarking on rescarch with regard to your target market it is not necessary to interview all the
individuals that make up the target market (population}. Trying to interview all the potential customers
of a restaurant would be futile as there could be thousands of people who fit the profile. In this case it is possible
to interview a small section of the population {potential restaurant cusiomers). This is known as a sample
survey. If you carry out a simple survey of your clients, for instance, it is important to make sure that the
sample (amount and rangc of people interviewed) is representative of the total population (actual total
client base). It must be reasonably assumed that the individuals interviewed make up a similar but smaller
picture of the whole client base.

If you require assistance in developing questions. the marketing staff at most tourism bodies should be
able 10 provide advice. Or if you need assistance in understanding the sample size required, academic
institutions or specialised market research companies can provide advice.

OTHER QUESTIONS I COULD ASK




6.5 Simple Methods

People are usually willing to provide feedback, if they know you want to improve your service.
Making it easy for the customer to give you honest, confidential feedback and not asking too many questions

will ensure that you obtain the maximum number of responses.

Simple methods of obtaining information are as follows:

Questionnaire

Follow up telephone call

Direct mail response

Face to face interviews

Print a self-completion
questionnaire on a
card or flyer with a
maximum of 6 10 8
questions. Leave it in
the room and request
it be handed in at
checkout, or give it to
the customer at the
end of his/her stay, or
experience and
suggest they fill it in
privaicly. Ask them to
insert it inlo a box at
reception or mail it to
you on their return.

A week after the
customer's checkout,
follow up with a
phone call to see if
they enjoyed their
stay and then ask if
they would mind
answering a couple of
questions 10 help you
lmprove your service.
50 as 1o respect the
customer’s private
time, 3 or 4 questions
plus an opporturity
for them to provide
extra commerts, are
enough for a phone
Survey.

Follow up with direct
mail to thank the
customer for their
patronage and include
a response card or
flyer, which they then
mail back to you. This
medium allows room
for extra questions.
Offering a prize as an
incentive will
encourage customers
to answer a series of
more in-depth
questions.

Face-to-face inter-
views with repeat
customers, with
whom you have an
established relation-
ship, can give insight
into product strengths
and weaknesses. It
may be worthwhile to
engage an indepen-
dent person to
conduct the inter-
views. Customers may
be more willing to talk
about the areas for
improvement with an
independent person.

6.6 How do I formulate questions?

Questions can be formulated in a number of ways and the format will depend on the objective of

the question.

The following are some different ways of capturing responses:

» Tick a Box One response only or multiple selections: Customers select one or a number
of answers out of a list. These can be specific responses, or degrees of agreement or satisfaction.

*+ Open-ended questions Customers provide their own verbal response that you record
in their words. It s much more difficult to correlate a number of these responses into a

definitive result, but sometimes these questions pick up issues which previous questions have
failed to touch on. Recurring themes in these answers will provide valuable information.

6.7 How do I compile results?

It is generally best to compile the results on computer software such as a Microsoft Excel spreadsheet,
Microsoft Access database or another database programme, so that you can easily tally up figures and
calculate percentages.
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Section 7:

Conclusion

Marketing tourism products is different from most other products because what is being
sold is the consumption of an experience rather than a tangible product. This means
that the customer often walks away from the tourism offering with only a memory of
an experience. Many businesses mistakenly undersiand marketing to be just promotion
and advertising, but it is a much broader concept that can be applied to all parts of a
IOUTiSH busiress.

Considering the complexity of marketing a tourism business, it is important to have a
logical approach when planning your marketing activities. You, as a tourism product
owner, cannot operate in isolation. The importance of networking and joint marketing
campaigns cannot be over emphasized. Building partnerships with other tourism
product owners and roleplayers, is “the name of the game”.

Remember that tourism is a dynamic, ever-changing industry. Keep up to date on all
tourism issues, including new policies, trends and statistics.

Always be determined and strive for success.

Good luck with your Tourism Venture.
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LIST OF ABBREVIATIONS

DEAT
SMME'S
SATOUR
WCTB
RTO

LTB
BABASA
GHASA
SATSA
ASATA
SETA
NQF
FEDHASA
TOACT
SAACI
WECBOF

TBCSA

Department ol Enviromaental Allairs and Tourism
Small, Medium and Micro Enterprises

Tourism South Africa

Western Cape Tourlsm Boarnd

Regional Tourism O ganisation

Local Tourism Bureau

Bed and Breakfast Association of South Africa
Guest House Assodiation ol South Africa

South Alrican Tourisin Services Association
Association for South Alncan Travel Agenis
Sector Education and Traming Authority

National Qualificaiions Framework

Federated Hospitaiiny Assodiation ol South Alrica
Tour Operators Assoddation ol Cape Town

South African Association tor the Conterence Industry
Wesiern Cape Business Opportonides Forum

Touristn Business Council ol South Africa
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SOURCES OF BUSINESS ADVICE

The Local Business Service Centres (LBSCs) provide non-financial support services to entrepreneurs.
These services include: entrepreneurial and business training, business linkages and marketing
assistance, research, referrals. The LBSCs listed below have been accredited by NTSIKA.

Table 1: Sources of Business Advice

Local Business Service Centre Telephone Number
Atlantis Business Information Centre ..o 021 - 5720254
Centre for Opportunity DevelOpImeIll ... s 021 - 448 7501
Cape Town Job Creation PTOJECL ...ii i e 021 - 31 6100
Cape Town Small Business CEIITE ...oooiviiiiiiieiriiiiiiiirrre e e e e e 021 - 919 3242
L0115 (= G U USROS PO U TP PRUTRUPI 021 - 448 8936
Isibane ReSOUTCE CRIMIIE ..oooviiiiiiiiiicectt v e e e e ee e e eroe et s e e s ee e e e eecnmgsn saeaeeeaes 021 - 696 2028
Nicro Small BUsiness CETITE coooouiiiiiriiieeciieeii e erarccniaecere e s resies e e e s s 021 - 397 6063
South Cape Business COIITE ... it ee et tre e e e e eea e e e asae st e ae e 044 - 873 3431
South Cape SKIlls CONMIEC .ovviiiiiiii e e st e s smeaaaeaae 044 - 880 2067
Stellenbosch Business Hive ...ttt e e i 021 - 883 8344
Zenzele ENTCTPTISES oo as e e st e e me e e ra s e e e e e e e e eeeanns 021 - 361 1840
JUST EXCRATIZC .ottt et e e 021 - 448 6672
Mag Trailting COTIITE ..oooiii it iee it rrr s e e e e e e e e s e e e e e 023 -614 1175
West Coast Business Development CENETe ..o e e 022 -714 1731
Other

Western Cape Business Opportunity Forum (WECBOF) ..o, 021 - 951 6852
University of the Western Cape Enterprise Development Unit ..o, 021 - 959 2244
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REGISTRATION

REGISTRATION WITH THE DISTRICT COUNCIL
Institution

Cape Metropolitan Council ...

Breede River District Council ... ...
Klein Karoo District Council

Overberg District Coundil oo e,

Central Karoo District Council

wWest Coast District Council ..o ST TR

Garden Route District Council
Winelands District Couancil
REGISTRATION WITH THE DEPARTMENT OQF LABOUR
Institution

Department of Labour ... e e e

REGISTRATION WITH THE LOCAL AUTHORITY
TRADE NAMES
Institution

Registrar of Copyright Designs, Patents and Tradematks o

Annesure 11

Telephone Number

.................. 021 - 487 24911
.................. 021 - 347 6411

L0449 272 2241

.................. 028 - 425 1157
................. 020 - 151150

T 22 - 433 2380
e A 3T 4040
................. 021 - 887 2904

Telephone Number

................ 021 4605911

Telephoite Number

......... e 012 - 310 9791

Annexure 111
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SOURCES OF FINANCE

The availability of finance to develop and promote your business is important. The institutions and
organisations listed below have increased their financial commitment to Small Business Development,
Rerail Financial Intermediaries (RFIs) specialisc in providing small loans from R1000,00

1o R50 000,00.

Table 2: Scources of Finance

Small Business Units at Banks Telephone Number
ABSA New Enterprise Banking Unlit oo 021 - 914 2550
FBC Fidelity Bamk ..o e e 021 -5522122
Mercantile Bank of LIShon .. 021 - 4199402
A & 5 T OO OO OO UR TR OTPTORRRPSORRTN 086 - 03 3311
Nedbank NED Enterprise Uit oo e s s e 021 - 683 8410
Standard Bank oo e 021 - 401 2511
Retail Financial Intermediaries Accredited by Khula

BUsIIess FITLANCE Lot 021 - 683 7656
11210 1 LU U TP UP S P DR O PR TSORT T 021 - 361 6222
Y D L o T 20 00 3 Yo S O O PP PP 021 -9751745
Masincedane COmMIMUINITY SCTVICES i eiit e een it e 021 - 854 6303
TEEPIE TIUST ©ooeeiiii ittt e et e e e e b a s e oe e e ce s e s aanre b e e e e e ettt e e e s e s raen e e s e st e e s as e seeaaeeas 021 - 689 6000
Stellenbosch Busintess and Learning CENtIe ... 021 - 883 8344
GOt ARCAU e e e 021 -310621
South Cape Educational TIUSL i 044 - 873 3433
SOULI Cross DevelOPITIETIT TTLIST Lot ieret et e e ey rue e e renae e eaeeae aennennas 021 -683 7100
Landelike Omwikkelingsmaatskappy (LANOK) Lo e 021 - 863 5000
INALIOTLS TEUIST 1eiiiii ittt ST 021 - 424 5853
Other

5 PO UP U ORISR 011 - 269 3000
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TOURISM RELATED INSTITUTIONS

The institutions and associations listed below may be able to provide you witly additional insight
into the specilic business you are embarking on:

Table 3: Tourisin Related Institutions

Tnstitution Telephone number
South African Touisi Scrvices Association (SATSAY ... .. .. TR 011 - 8839103
Federated Hospitality Association of South Africa (FEDHASAY ... LG0T - 886 2394
Westerny Cape Tourism Board (WCTB) o i i 021 -914 4613
Touristi South Atrica (SATOUR) .o e TSP ull - 778 8000
Department ob Economic Affairs, Agriculiure and Touristin oo, 021 - 483 4165
National Departinent of Environmmental Affairs and Teurisin (DEAT) ... 012 - 3103716
Bed and Breakfast Association of South Africa (BABASA)Y 012 - 344 0594
Guest House Association of South Africa (GHASA) e, e D21 - 762 0880
Association For South African Travel Agents (ASATA) 011 - 930 6144
Landelike Onowikkelingmaatskappy (LANOK) e 021 - 863 5000
Industrial Development Corporation (IDC) Ol1 - 269 3000
Craft ACLION Body oo e e e e e 021 - 447 0489
Tour Operators Association of Cape Town (TOACT) ... s 021 - 434 8401
Black Association ol Travel Agents of South Alrica (BATASA) i 011 -773 9040
Hospitality Indusiries Training Board (HITB) ... e PSRN 021 - 595 1730
Regional Tourism Organisations

Winclands ... P PRSPPI PR 021 - 872 0686
Breede River o RO e e TP RO 023 -347 6411
L0 N o T O PP UUPEP SRS USRPRRPRR 028 - 214 1466
Rlein Karoo e, 044 - 279 2532
Central Karoo ... e RO I, L.023 2414 3001
Garder ROULE ..o e oot e oo ee et e 044 - 873 6314
................................................................. e e 04 - BT 36355
Cape Metropolitan TOUTISITT s e 021 - 487 2718
WWEST COASL oo T e 022 - 433 2380
Local Tourism Bureaux

Albertinia Tourisin Bureau ... e T ..028 - 735 1000
Amalienstein / Zoar Information Oflice ................... TR e 028 - 361 1000
Ashton Tnformation Otffice ... e e e 23 -615 1100
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Aurora Infornation Ofice e OIS
Barrydale Inlormation Office ...
Beaufort West Intornmiation OHIce e
Bittertontein linformation Offfce oo P
Blaauwberg Touristn Bureau i S
Bonnievale Information OfHce e
Caledon Tourism Bureau ... s e e TTRTUURRTITI
Calitzdorp Intformation OIHICe e e
Cape Town Tourism Bureau ... SRR TP PO P P TIR
Ceres Information Olfice ... e et
Citrusdal Information OHICe e e
Clanwillian TouTisI BUTCAU ...l OT
Darling TOurism BUCAU oo et e
e Doorns Hex River Valley Information OHice e
De Rust INformation OCe .o et
Doringbaal /7 Strandloniein e
Elandshaai Tourisr: Burcau ... e
Dysselsdorp Information Office
Ebenhaczer Information Oftice .............. e e U
Elim Information OFfice ... e
Franschhoek Valley TOUTISIIL Lo e
Gansbaal TOUFESIN BUrCatl oot e
Genadendal Information OHfice oo e
George Information OIIce e,
Goedverwachil Tourtsnn BUTCAU oo e e
Graalwater [ Leipoldivilie Tourism Bureau ... PO
Grabouw / Elgin Valley Information Office i
Greyton Tourisin BUFeat .o e e
Groot Brakrivier Tourisin BUTEAU oo aveme e
Haarlem Information OHICe o e e
Hangklip / Kleinmond Information Office ...
Heidelberg Intormation Office o OUOTU TR OU TP POR
Helderberg TOUTISIN BUFEALL oot et e
Herbersdale Tourisim Bureall oo ee e e ve e s e e r e e
Hermanus Tourisim BUFCALL oot e
Hopetield Tourism BUrcatl .o e
Klawer / Trawal TOUTISII BUTCAW oottt e s v ee e aen e ecen e et eaan e
Knysna TOUISITT BUTEAU oo e
Ladismith Information Office ... et eyt e e e e e ety e e e s aan e e eeats

Annexaie vV

022 -952 1703
028 - 572 1572
023 - 1487
027 - 642 7017
Q21 - 557 8600
023 - 616 2078
028 - 212 1511
044 - 213 3312
021 - 426 426778
023 - 36 1287
022 - 921 3210
027 - 482 2024
022 - 492 3361
023 - 356 2041
044 - 241 2109
027 - 215 1321
(322 - 972 to4u
044 - 251 6201
027 - 217 16le
028 - 482 1806
028 - 482 1705
021 - 876 3603
028 - 384 1439
028 - 251 8582
044 - 801 9296/8
022 -912 4784
027 -422 11us
027 - 422 6ol
021 - 859 9030
028 - 254 9414
044 - 620 3338
044 - 763 1071
028 - 271 5657
028 - 722 1917
021 - 851 4022
044 - 651 leus
028 - 312 2629
022 -723 0500
027 - 216 1367
044 - 382 5510
028 - 551 1378
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Laingsburg Information Office

Lambertsbaai Tourism Bureau

Langchaan Tourism Burcau ...

Lutzville / Kockenaap Tourism Bureau
Malmeshury Information Office

Annexure V

(23 -551 1019
027 -432 2335
027 - 432 1000
022 -772 1515
027 - 217 2825
022 -487 1133

............................................................................................................................. 022 - 487 2996

McGregor Information Office

Montagu [nlormation Office ...

Moorreesburg Tourisin Bureaun
Mossel Bay Inlormation Olfice
Napier Intormatien Olfice

Oostenberg Tourism Burcan ...

Oudishoorn Information Oflice
Paarl Tourism Bureau
Peninsula Tourism Burcau
Piketberg Inlormation Ofiice
Pletenberg Bay Tnlormation Olfice
Pnicl Information Oilice
Porterville Tonrism Burvatu

Privicy Albert ilons

Redetivehiiees T 7 eau L.
Riversdate Informratios 1 0iee ...
Rivicrsonderend L
Roboersont Inddove v o 270
Sabdo b a0,
Scohnti LT e el

Startord Tenrisse
Stellenbosch indors aties s oince
Stilbaai Tourism B
Suidpunt Inlormation Qtlice
Suurbraak Inlormation Ollice
Swellendam Information Oflice
Touws Rivier Information Ollice
Tulbagh Information Ollice
Tygerberg Tourisi Burcau
Uniondale Information Ollice
vanrhynsdorp Information Olfice
Velddrif Infermation Oflice
Villiersdorp Information Oflice
Vredenburg Greater Information Office

023 -
023 -
022 -
044 -
028 -
021
044
021
021
€022
(14
0B21
022 -
023 -
022 -
028 -
028 -
023 -
022 -

025 1738
014 2471
433 1072
h9] 2202
4233325
988 1151
279 2532
872 3829
788 6193
913 2063
533 4065
885 1500
931 2100
541 1306
962 1650
713 2418
261 1511
026 4437
714 2088
044 - 343 2658
028 - 341 0340
021- 833 3584
028 - 754 2549
028 - 424 2584
028 - 522 1806
028 - 514 2770
023 -358 1192
023 - 230 1348
021 -970 3172
044 - 752 1266
027 -219 1552
(22 - 783 1821
028 - 840 01069
022-715114

i
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Vredendal Tourism Bineau o PO PP P PN 027 -213 3678
Wellington Tourisi Barean .. e e 021 - 873 4604
Wilderness Inlormation Office ... e e 044 - 877 0045
Witsand Information Otlice O P TSP T OO 028 - 537 1011
Wolseley Information OHICe L e e 023 - 231 1028
Worcester Information Office ... U e e e 023 - 347 1408
Wupperthal Information Ollice L S O DSOS 027 - 482 3410
Yzerfontein information OHice L e 022 -451 23606
...... e i 022 45 2211

Anmexure Vi

INSTITUTIONS OFFERING TRAVEL AND TOURISM COURSES IN THE WESTERN CAPE

Table 4: Tourism Education and Training Insiivutions

Institution Telephone Number
Boston Business School e VPR e U P e 021 - 426 1450
Boston Comptier Schoal - Bellville o . e 021 - 948 67061
Buoston Computer saiesd - Wanbere oL e 02 - 797 3336
Cape College for carcer pducation . e 021 - 462 2053
Cape TecNIIKON o e e e 021 - 160 3292
Cape Town Acadelny - Bellville . RO USPPPO 021 - 949 8324
Cape Town Academy - Clty Canipus oo e e 021 - 419 6333
Damelin College - Cape TOWN e e 021 -419 1818
Durbanville College ... e e TPV S PP UR PP 021 - 975 1038
TMID COIERE « GROTEE ©oooiiies teiee e e eee e e ae s e ee e e 0441 - 73 3920
Intee Callege B O O PP TRV OPROI 021 - 426 U626
Montrose College o e S e T 021 - 683 4170
Qudtshoorn Technical College 0 o i s i U443 - 22 2109
RODIOrd Colleme oo e e e 021 - 674 3288
Sivuyile College ... PSSP UT PSSO e e v e 021 - 637 3606
Stellenbosch Techrical Colleoe o 021 - 887 3027
The Tourisin Acadeiny e e s 021 -422 2034
Tourism Spectrunt ... e e e e 021 - B87 8153
Travel Agents Trailning o e O UP SR TP 021 - 6851321
Travel Traltting IISHTHIC oo e m s 021 - 26 2293
Tygerbery College o 021 - 58 1050
University ol the Western Cape e i ee e 021 - 959 2259
Varsity College - Cape TOWTT L e et eee e 021 - 424 4462
Varsity College - Rondebaschy o 021 - 685 5021

Annexure Vi
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MORE USEFUL ASSOCIATIONS TO CONTACT

TOURISM SIGNAGE
Institution

Thie Provincial Depariment of Transport
South African National Roads Agency
Cape Metropolitan Council: Birecterate Transponation and Traffic

Annexure VII

Telephone Number

021 - 483 2137
021 - 425 1510
021 - 418 6830

USEFUL ASSOCIATIONS IN ESTABLISHING AND OPERATING YOUR BUSINESS

Inistitution

SATSA
SATOUR
FFIIHASA
UHASA
HABASA

Telephone Number

011 - 883 9103/4
011 - 778 8000
011 - 886 2394
021 - 762 0880
012 - 344 0594

TRADE ASSOCIATIONS IDENTIFIED BY SATQOUR (see Annexure D for full names)

fiistitution

SATSA
ASATA
TOACT

SUPPLIERS TO THE INDUSTRY
Institution

South African National Craft Council
National Arts Council of South Africa
Cralt Action Body

Zenvele Enterprises

SHUTTLE SERVICES SOURCES OF INFORMATION
Institution

The Provincial Department of Transport

South African National Roads Agency

Cape Metropolitan Council: Directorate Transportation and Traffic
Local Road Transportation Branch

EVENT AND CONVENTION MANAGEMENT
Institution

SAACI
Cape Technikon Tourism Division - Debbie Smal

Telephone Numbers

011 - 8839103
011 -930 6444
021 - 434 8401

Telephone Numbers

011 - 728 3070
011 - 838 1383
021 - 447 0489
021 -36 1184

Telephone Numbers

021 - 483 2137
021 - 4251510
021 - 418 6830
021 - 592 4713

Telephone Numbers

Q31 - 764 6977
021 - 460 3911

Annexure V1I
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Annexuare vIil

ACCREDITED TOURIST GUIDE TRAINING INSTITUTIONS FOR THE WESTERN CAPE PROVINCE

ORGANISATION CONTACT

PERSON

Tourist Guide

Institute

Superior Tourist Kirsty Kotze

Guide Training

Andre de Waal

TELEPHOUNE |

021 - 948 3441

Durbarville Elen St
College

Livingstone wally Brand:

Tourisim Academy
Alive! PTL

Outeniqualand Keith Burton

Tourist Guide

Training
7’,,7, R I
Serapins Mildergard
Serapins
Cape Technikon Centre for
Continued
Education
Robford College Rob Hicks

J— 4‘7,7 N

Cape College ¢ Salch Booley

Imbizo Tourism Michelle Gav

Joleen du Plessis

021 -53113395

021 -975 1038

021 - 96 3971

0832121125

044 - 577 834

021 - 797 8836

QA1 - 400 3074

21 - 686 7652

- —t

021 - 462 2053

romn

021 - 531 6803

FACSIMILE COLURSE

021 - 948 3443 Cape Town, Garden Route and
Litrle Karco, Namaqualand,
EBaster Cape, Western Cape,
Northern Cape, Wine Course

021 -53%1 1572 Cape Town, Western Cape

021 - 96 17210 Cape Town, Western Cape

021 - 975 2425 Cape Town, Western Cape.

Fastern Cape

08382121125 Conuniunity gutdes

041 -577 834 Garden Route and Litle Karoo

021 - 797 8836 Cape Town

021 - 401 3709 Cajpre Town

021 - 6867652 Cape Town, Western Cape

021 - 1ol 1608

T

021 - 531 6803 | Western Cape

Cape Town

B owow
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