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LAST UPDATED 09/04/2012
How Do I Promote my Business?
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	There are a number of ways that you can think about promoting your business.  These should all be part of your marketing plan.

The 4 Ps of marketing Product, Price, Promotion and Place provide a good framework for thinking about the way in which you promote your business


	[image: image3.png]' KEY POINTS





	•  Promoting your business is more than just advertising.

•  You need to take a strategic approach to promoting your business.

•  Use the 4 Ps to help you think about how you promote your business to your markets.


Promotion and marketing is not just advertising! In the tourism business, especially for small independent operators, the amount of your budget that you will spend on advertising will represent a small proportion. What must you consider when choosing ways to promote my business? Think of the 4 Ps

- Product,

- Price, 

- Promotion,

- Place.

Product

Aspects of presenting a Product to the Marketplace

· Developing a statement and an image for the business that reflects its integrity and who it is aimed at. This should be carried through in all aspects of the business.

· Positioning (where is the business positioned in the marketplace e.g. an affordable family attraction or a small hotel accommodating leisure guests on short breaks)

· Quality (Visit Wales see link)

· Develop a brand for the business, which emphasises certain qualities and assets of the business. What does your brand mean to your customers and the outside world?

· Development of the business to meet customers' needs, this may include bespoke facilities for particular markets.

· Interpretation for all customers.

Price

Setting the right price (see link for advice on this)

Packaging the price (include in the price items other than entry/admission/bed night to emphasise good value)

Special offers or deals to drive business into slow selling periods. (offers should always show good value for money)

Incentives (advice used again to encourage future business e.g. come back in the winter and receive a discount)

Promotion

Print 

A key tool to promote your business; ensure that it truly and professionally reflects what you are offering. Ensure that all text is well written and accurate with no spelling mistakes and photographs are clear. The brochure is still an important medium to promote the business and to provide information to prospective customers. Research shows that the customer may well do their research on the web but will usually ask for a brochure on the places that they are most interested in.

Web marketing (see link)

An increasing number of visitors will look up the web for ideas of places to stay and visit. Your website has the potential to reach an international audience at a relatively low cost 24 hours a day. It also allows you to develop niche markets promoting specialist packages. Ensure that your website is competing well and is quick and easy to access. The website has not replaced the brochure. Many will look up the website before requesting a brochure should they like the look of the business. An online booking service can help to 'close the sale' more quickly.

 Web marketing is a tool to attract potential customers and to inform past customers, encouraging them to return). To expand the potential market consider inclusion in other sites that can drive business to your site via a link or be included on a site that is co-ordinating a business drive on behalf of hundreds of similar businesses. 

Advertising 

It is standard practice to advertise in the local guide plus Yellow Pages, Tourist Boards/commercial guides but you have to be selective since there are so many of them! Local advertising also helps to promote special events to the local market. Advertising to niche markets such as cyclists and walkers can also work if you have the right package for the market. Web advertising on complimentary sites is another option

Public Relations 

It is important for a business to have a good profile in the local community, it can achieve this by building up good relations with local media and informing them of new developments and events. When experience has been built up in a local area it can be extended to regional or national newspapers or magazines. It is more difficult to interest the national media in a story and some businesses employ a professional PR company to help them. Consider creating a series of special events to promote business and to create interest from the media.  Let your local tourist association/VisitWales know if you have an interesting story (see link)

Partnership marketing - consortia

Building relationships with like-minded businesses can be fruitful and new business may be confirmed through such networking. There are both formal and informal consortia (see links) and it is important to select the right one for your business. The advantages of working with a consortium include;

· Networking and shared information/intelligence (sometimes benchmarking).

· joint marketing sharing the costs

· group purchasing in some cases

· a group for lobbying

B2B  (business to business) 

Attending trade fairs and dedicated trade or corporate events may help to increase group or corporate business.

Direct Sales

Refers to going out into the marketplace and selling usually face-to-face. There are only some markets that you can target in this way; the prime one is corporate sales.

· The best form of sales promotion is to provide the visitor with a warm welcome and a problem-free visit. This will result in happy customers who will return and recommend your business to friends and relatives. Word of mouth is the best and most cost effective form of promotion. Schemes such as Welcome Host (see link) are attended by all sectors of the tourism industry. 

· Some businesses will have a sales strategy to directly influence sales e.g. appointing a sales manager or part-time sales person. The person may be employed to influence a specific market such as groups, education or corporate.

Cross selling

Is there an opportunity to sell your product through a consortia (see link) or with a complimentary business? You may be able to pick up referral business.

Leafleting

Door to door leafleting can be used for specific promotions. For example if you are wishing to encourage local membership for a leisure club it is a method that may be used to target households in an area who are more likely to be interested and who have the disposable income to purchase. Local newspapers usually offer such a service. Another option is to insert leaflets in a local newspaper covering your target area.

Attending trade fairs and public exhibitions

It is not usually cost effective for an independent business to attend such an event. By working with a destination a business can gain representation. Check with Visit Wales/Regional Tourism Partnership (RTP) or Trade Association which exhibitions may be suitable (see links). 

Working with third parties

In all areas of tourism there will be the potential to increase individual and group business through third parties. Such business opportunities may come from:

· Travel agencies in the UK and overseas, such as conference/event management, travel

· Travel agencies from overseas have more business for UK tourism businesses than UK agencies who tend to concentrate on outgoing holidays.

· Tour operators including coach operators, incoming tour operators bringing in overseas groups, specialist tour operators (interests or activities).

· Group organisers who bring together a group of individuals who have a common interest.

· Agencies specialising in placing corporate business, conferences, incentives, events.

· Agencies who can send out your information to a specific market.

Tourist information centres may also be a source of help; they are at the sharp end responding to visitor enquiries about the destination.

Place

Print such as brochures should be well distributed. (Quick turn around of requests, bulk distribution through specialist companies).

Website (Besides well-presented details of the business, booking information etc. contact and directions information is essential).

Coverage in travel articles will also influence the customer in the marketplace and encourage them to book or seek further information.

Enquiry and booking systems must be efficient 

Making the service accessible to the customer. Location to must be fully accessible to all customers including coach groups, if applicable.

Signposting must be clear and helpful to customers without contravening the local authority criteria.

Should I make price-led or added value offers?

It is probably easier to put together a discount when trying to fill a trough period or date but is this right for the product? Does it devalue the product? The alternative is to create an added value offer aimed at the target market. This demands more thought and planning but can fill the trough period with more profitable business.
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