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15.0 OBJECTIVES

After readingthis Unit, you will be able to:

e |earn the basic purpose of communication in promotion,
e understand the major elements of promotional mix,

“e identify the varioustypesof proniotional strategies,

e learn how marketersbudget for promotion, and
e have an understanding about promotional campaigns.

151 INTRODUCTION

Once you havedesigned and developed a product or service and priced it attractively as per
the requirements of your target market, what do you do now? Well you haveto not onlymake
it available to your target customers but also promote it among them. Remember that there
is intense competition among the suppliers of tourism products or services and success of
tourism business dependslargely on the use of an appropriate promotion strategy. The idea
istostimulate or motivatethetarget customer into purchasing your product. And it isthrough
different communication activities that you attempt to influence your target market. In
tourism it is not only the customers but also retail agents, suppliers, opinion makers (like
journalists, travel writers, politicians) and important professional groups that need to be
influenced. There are arange of promotional methods and you have to identify the required
method which ismost suitablefor your objective. This Unit defines promotion alongwith the
different elements of promotional mix It aso takes into account the aspects that are
considered while deciding your promotion strategy.

152 PROMOTION AS COMMUNICATION

There isneed to create awareness and to persuade tourists to step out of their homes and
visit adestination that attractsor intereststhem. There are many motivators which stimulate
their interest in taking atrip or tour to a place of attraction. However, these motivators may
remain dormant and therefore, there is dways a need to arouse them. In tourism, the
Promotion-Mix are the communication efforts made by adestination or service organisation
to create awar eness, arouseinter est, develop desir eand persuadetourists to act and take a
journey to places of attractions. All segmentsof the tourism industry use communication to
inform and persuade customers. For example, airlines or Road transport organisations
inform about routes, schedules and fares; Hotels create awareness about accommodation
and other related facilities available with them; Destination/attractions inform customer



about leisure, pleasure and relaxation activities offered at a given place etc. Hence, every
destination/principal supplierlproduucer of tourism product or service, to use the words of
Philip Kotler, "is inevitably cast into the role of communicator and promoter.” This
communication isaimed at not onlycreatingawarenessabout the productlservice but also at
persuading the customer to use and experience it. In other words the productlservice
promotion iscarried through communication and certain toolsare adopted for this:

e Advertising

e Direct Marketing

e SadesPromotion

e PublicRelations and Publicity, and
e Personal Sdling.

Kotler haslisted certain specific toolswithin these categories(see Table-1).

Table -1
Advertising Sales Promotion Public Relations Personal Selling Direct Marketing
Printing and Broad-| Contests, games, Press kits Sales Presentations Catalogues -
cast ads sweepstakes, Speeches Sales Meetings Mailings-
Packaging outer lotteries Seminars Incentive Telemarketing
Packaging inserts | Premiums and Gifts| Annual Reports Programmes Electronic
Motion Pictures Sampling Charitable Samples Shopping
Brochures and Fairs and Trade donations Fairs and trade TV Shopping
Booklets shows Sponsorships shows
Posters and Leaf- Exhibits Publications
lets Demonstrations Community
Directories Couponing relations
Reprints of ads Rebates Lobbying
Bill boards Low-interest Identity media
Display signs financing - Company Magazine
Point-of-purchase Entertainment Events
displays Trade-inallowances
Audiovisual mate- Trading stamps
rial Tie-ins
Symbols and Logos |

Here it must be noted that any form of communication isrequired to catch attention of the
receiver (customer). Oncethe attention iscaught, there must be something in communication
toarouseinterestincustomer about the productlservice. Thisinterest should beturnedinto
desire for the productlservice. Ultimatelyit should make the customer to buy/experience the
idea/product/service. The objectives of communication mix or the purpose of any
communication issummed in AIDA formulawhichis

Attention

Interest AIDA
Desire. .

Action

An important aspect in promotional communication is building of brand and product
awareness. A promotion campaign should provide necessaryinformation efthe product and
should try to develop afavourable image of the product in the market. Promotion campaign
has to be designed in such a way that the customer finds something special and crediblein
your product. In order to develop effective communications or promotion programmes,
Philip Kotler hasidentified certain aspectsthat haveto be accounted for stepwise. Theseare
equallyapplicable in the case of tourism products.

1) The target markets (customers) have to be clearly identified. For example the
destination wantsto attract up-budget touristswho are high spendersor budget tourists.

2) Communication objectives must be determined. This means that the marketeer must
haveclarityasregardstowhat hasto be put intothetourists mind toinfluencethetourist’s
decision making process. The objectives may vary as per the levelsof thetouristsstate

Promotion strategies

Promotion mix is
also known as
Communication mix.



Markéting Mix of readiness to buy. For example:

o Ifthetouristsareunawareofyour product theobjectivewill beto create awareness,

e The tourists may be aware of the ptoduct but may not be having any further
knowledge. Hence, in such asituati onthe objectivewould beto provideknewiedge,

This is Indla! Thetouristsmay havethe knowledgebut theYmay not havealikingfor the product. Here
Visit Indiat the objective will be to adopt such measuresthat may help in devel opinga liking,

India awaits Y ou! ® T touristsmay likethe product but may not prefer it to the'others available. The
Why ot India! “objective in this case may beto devel op preferences amongst the customers,

o The destination (product) may be preferred by the tourists but they may not have
- theconvictiontogothere (buy it). The objective ofthe communicationin thiscase
would beto build conviction.

o Lastlythere would be asituation where thetouristsin spite of havinga conviction,
may still not make thepurchase. The objective in this case would be to lead the
tourists towards makingthe purchase.

3) Aneffectivemessagehas to be developed for communicationkeepingin view the target
audience response levels. The message hasto beeffective in terms of gaining attention,
holding interest, arousingdesireand elicitingaction (AIDA model). For this:

e thecontentsof the message haveto be figured out,

e thestructureof themessagehasto be decided e.g. whether it should beconclusion
drawingor onewhich raisesquestionsand leaves it to the target audienceto draw
itsown conclusions,

e the message must have astrong format e. g attractive headlines in print or voice
qualitiesin audio etc.,

o the message should be delivered through an attractivesource, e.g. use of models,
celebritiesetc. by advertisers.

4) Thecommunicationchannelshaveto be selected with careto deliver the message. These
may be personal i.e. direct communication with customers which include:
e ‘face toface communication,
e telephonic communication,
e personto audiences, or
e direct mailing.
On the other hand there are non-persona communication channelswhich include:
e media,
e promotional events, or
e atmospheres or packaged environments.

Besides these aspects Kotler has laid stress on managing and coordinating 'the total
marketing communication process' and measuring "the promotion's results'. Decidingon a
promotion budget and the promotion mix to be adopted are other aspectsin thisregard. Each
of the promotion tools mentioned earlier have their own features and in the subsequent
Sectionswe shall discussthem individualy.

153 ADVERTISING ~ °

Advertising is one of the'most important and visible,elements of a promotional strategy.
Advertising is a communication that appears through non personal media to inform and
persuade customerstotry or buy an idea, product or service. Itispaid form of communication
as against publicity which is récegived because of being newsworthy. Advertising is dways
28 associated by an identified sponsor. Thus, accordi ngto Kotler Advertisingis "amy paid form



form Of non personal presentationand promation of ideas, goodsor servicesbyan identified

sponsor. Advertising is done to inform or persuade the cusomers to try or buy a
product/service or an ideq'!
AdvertisngProcess

Advertising Process like any other communicationinvolves, four elements. Theseare:

e Sender,

o Message,
e Channdl,
e Receiver.

i) Sender : Sender isthe organisation or party which wantsto communicatesome message
related to its product or serviceto its customers. Sender of course is advertiser but in
advertisement, the spokeperson is sender. Spokeperson can be a model, character or
celebrity.

Advertising, to be effective, needs right spokeperson. There are three requirements of
any sender / spoke person:

e Trust worthyness
e Attractiveness,and
e Expertise.
i) Message: Message in print media advertisements is copy. It involves Headline,
sub-headlineand copytext. The message is supported by visuasin case of prmt media,
by audio visua in case of TV media.

iif) Channd: Channel isthe mediathat isused for transmitting the message. The channel /
media used for advertisingare asfollows.

Print Media- Newspaper, Magazines, Hand hills.
Broadcast Media - TV, Radio, Cinema Slides

-

- Outdoor Media- Hoarding, Bill boards, Wall/ Roof Paintings.
~Transit Media- Bus/ Rail Panel, Sky writing, balloons.
" Point of Purchase (POP) - Posters, Cut-outs, dummys, shop signs, Window display.

iv) Recever: Receiver istarget customer who isto be informed or to be persuaded to buy
. .the product / service.

Advertisementsare classified on variousbasis. Some of the classification are given below.

Brand Advertisement Advertisement focused on product/brand.

Corporate Advertisement: Advertisement focused on buildingimage of the
company and not any specific product/brand.

Social Service Advertisement focused on Advertisement creating

awarenessabout social cause likeanti smoking,
Cancer care; safedrivingetc.

' . v
The advertisngmanager hasto takecertain decisions:
o Objective/s of advertisingaredecided. Thesecan becreatingawareness, increaseinsales
by given percent, to combat competitors, information about a new service, etc.
e . Appropriationi.e., how much money shall be allocated for advertisingbudget.

e What isthe messagefor communication?
29
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¢ MediaMix: What medium / media to be used. Thetiming or schedulingof advertisement
isalso to be decided. Besides the reach, frequency and impact of the medium are to be
considered.

e CreativeStrategy: What appeal to be used, Rational Appeal or Emotional Appeal.

e Evaluation Technique: Whether to use oneofthe pretesting and/ or post testingmethods
tofind ad effectiveness.

In small organisationsadvertising is looked after by sales or marketing people whereas big
organisations have their own advertising departments. Today there are professional
advertising agencies who offertheir servicesfor a price.

154 PUBLICRELATIONS

Public Relations (PR) is a broader (Publicity) concept which includes publicity. Earlier
marketeers were using the term publicity which is now being replaced by Public Relations.
We can define Public Relations as deliberate, planned and sustained activities of an
organisation to develop and maintain good relations with publics of the Organisation.

Every organisation hasvariousinternal and external groupswhich have an actual or potential
interest in the organisation. These groups are known as publics. It is necessary to develop
good relation with these public. We give below examples of the publics of two segments of
the tourism industry

1)  Publics of Travel Agency
Internal Employees, Share Holders, Managers, Trade Union.

., Exteenal Airline, Touroperators, Corporate Clients,

Individual Customers, Destination/E vents Managers,
Transportors, Government (DOT) Media, Hoteliers etc.

ii)  Publicsof Airlines

Internal Air Crews, Ground Crews, Managers, Share holders.

External Travel Agencies, Tour Operators, Suppliers
(Fuel, Food etc.), Government, Media, Competitors,
Hoteliers, Destination Organisations, Corporate Clients,
Individual Customers etc.

The Public Relations include:

)  Research (R)
2)  Action (A)
3) Communication (C)
4)  Evauation (E)

This process we explain through a case example of

1) Research: A research wasconducted among Indian Airlinestravelersto findout their
opinion about its service quality. One of the important findings of this research was
related to opinion oftravel ersregarding"Empty Seats'. Theyfelt that eventhough there
are empty seats Airlines does not offer seats.

2) Action: The opinion wasdeveloped because of lack of understanding about operations
ofanairline particularlyrelated toflight requirements. Thetotal load an aircraft can take
depends upon various conditions like type of aircraft, length of runway, air density,
temperature, etc. Therefore, at times because of these factors load to be carried by
aircraft isto belimited. Thismakesit compul sorytokeep few seatsvacanttoreduce load.
Lack of this technical information made people to believe that airlines is inefficient
regarding filling the empty seats.



3) Communication: Indian Air Linesdesigned an Advertising Campaign to make public
aware about thiscritical information. Even every issue of Swagat (In- flight magazine of
Indian Airlines) carriesthe message explaining why the seats may be empty..

4) Evaluation: A research wasconducted to find out the opinion of travellers. It proved
that the opinion oftravellers has become favourable and their perception haschanged.

Public relationsisimportant not only in obtaining editorial coverage but also in suppressing
bad coverage.

A typical opportunistic use of PR can be illustrated by the followingexample. Let usthink
that you are planning to open a holiday resort in Andaman. In the inauguration you should
tryto invitealeading personality, either politician or who matterstothe press. At theopening
ceremony, journalists and other guests would typically be invited to a reception and
information bookletswould begiventothem. Pressrel easeswithmajor highlightsofthe resort
would be available for the busy journalists. All the details of the opening should be
pre-planned with precision using every opportunity to secure good mediacoverage.

155 PERSONAL SELLING

Personal selling isone to one/ group presentation of service or product for the purpose of
making sales. Travel agents/ tour operators may explain clientsabout various destinations,
packages, choicesof hotels, cost, etc, so asto make asaleof travel / tour.

Personal selling becomesan art in thisservice industry aswhat issold isadream or a future
performance.

There are Three Csfor good Personal Selling:

e  Know your Customer's need/desire,
e Know your Company and its Services, and
e  Know your Competitors.

The tourists are either vaguely aware about their needs or they may not be able to verbalise
them. It is very important for tourism professional to understand the needs / wants and
limitation of their customers. Similarly they should have complete knowledge about the
destjnation, accommodation, transportation choice, cost, time and also facilities available.
The procedure involved 'in performing the services should be clearly known and
communicated to the clients. This becomes more important for international outbound
tourists. The clients have to be told about the Visa, passport, health, currency regulations,
social and legal practices etc. Finally, the salesforce should be aware about the competitors
and their offerings. For example, an airline sal esexecutiveshould knowwhat arethe services
and costsof these servicesthat are being offered by itscompetitors. Tomake Personal selling
be effective. There should be coordination between the effortsof suppliers and customers.

15.6 SALES PROMOTION

Sales Promotion isshort ttrm incentive provided by any organisation to customersso asto
makethem decidein favour of the organisation. Stressgiven insalespromotion isfor a short
term and on incentives. One night free stay for three days booking children under 12 no
chargesor afreeticket on every ten seatssold are the examples of sal es promotion schemes.

Thereare three types of sales promotion:

e Customer SalesPromotion  (Incentives are offered to customers)
e TradePromotion (Incentives are offered to middlemen)
e ' Sales Force Promotion. (Incentivesare offered to sales people)

Promotion Strategies
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SOME EXAMPLESOF SALESPROMOTION IN TRAVEL AND TOURISM INDUSTRY
ARE

Frequent FlyersProgrammesof Airlihes.

e Incentive schemefor group travel by Airlines.
e WelcomeGroup Hotel and Indian Airlineshave jointly started a scheme"Wefly your
spouseto you for week-end"for business executives.
e |ncentive tours to Singapore/Hongkong totravel agentsand tour operatorsfor achieving
agiven targeted business, etc.
Check Your Progress-1

1) How doescommunicationoccur?

.................................................

.................................................

..................................................

..................................................

.................................................
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157 PROMOTIONAL STRATEGY

The broader goal of promotion isto communicate between organisatior and customer.
Generally, communicationis meant to create a favourableimpressionof acompany, to raise
consciousnessfor an ideaor to influence legidation that may favourably affect an industry.
Whatever be the objective the promotion should be planned. Plan involvessetting goalsand
then designing strategies te.achieve those goals. StJrategi& used by marketeer to promote



product are asfollows:

o Push Strategy
e Pull Strategy

. Push strategyiswherebyasupplier promotes a product to marketing intermediarieswiththe
am of pushing the product through the channel of distribution. For example, airlines give
special incentivesto travel agentsfor promotingtheir product (seats).

Pull strategy iswherebyasupplier promotesa product to the ultimate customer withtheaim

.of creating demand and thus pulling the product through the channel of distribution. For
instance specia discount coupons given by some hotels for promoting product. Customers
are most familiar with the pull strategy.

Effective marketing plans generally make use of both push and pull strategy. The choice of
strategy isgenerally determined by:

e typeof product,

e customer's type, and

o .thestrategy of competitors.

158 PROMOTIONAL BUDGET

At the time of developing a workable strategy for the promotion of a product, due
consideration should be givento budgeting. Whatever the amount an organi sation can afford
for promotional campaign bycareful budgetingand selection of appropriate messages, media
and schedule, one can effectivelytransmit the desired message. Various methods have been
suggested for setting promotional budget. These are asfollows:

iy TheObjectiveand Task Method

Under the objectiveand task method, the budget is based on an estimate of the amount
needed to accomplish established objectives. Consider a promotion for a fast-food
-restaurant. Assumethat your objectiveisto establishitsbrand imagethrough advertising
withinayear. The tasksto accomplish thisand their costs may be likethis:

Advertising through television Rs.2,00,000/-
Advertisement in Newspapers and Magazines Rs. 1,00,000/-
Publicity Rs.1,00,000/-
Sales Promotion Rs.1,00,000/-
Total Rs.5,00.000/-

ii) Percent of Sales Appfoach

In thisapproach, the amount to be spent for promotion isfixed asa standard percentage
of sales. Thusif a hotel desires to spend 5 percent of salesrevenues on promotion and it
expécts to sell 100 crore, it will allocate 5 crore for promation.

ili) TheCompetitive Comparison Method
. Under thismethod, the amount isfixed based on what the competitors spend.
iv) TheFixed-Sum-Per-Unit M ethod
A specificamount isfixedfor the promotional purpose.

" These are some of the standard approaches to decide a promotion budget. However, by
having proper market information about your product and reading the market position
carefully, you can device your own method of fixing the budget for promotion.

—

Promotion Strategies
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15.9 KEY ASPECTSOF PROMOTIONAL CAMPAIGNS .

So far we have discussed variouselementsof promational mix and itsbudgeting mechanism.
In thisSection, we will explain how to devel op promotional campaign. Promotional campaign
isapart of acompany's promoti onal mix Promotional campai gnincludesservicesor activities
to achieve the desired objective. Different products need different approaches to convey
messages to the customers. A new product may require a promotional campaign which is
entirely different from an established product. The four mgjor approaches, suggested by
market experts, to devel op a promotional campaign are asfollows:

i) ImageBuilding: Under thisapproach, emphasisis given to communicatean image and
generate customer preference for a particular brand or company.

ii) Product Differentiation: In this promotional approach, the marketer stresses those
aspectsof a product or brand that set it apart from itscompetitors.

iif) Positioning: A positioningapproach promotesa brand in relation to other competitive
brands in the market.

iv) Direct Response Campaign: It expectsa direct measurabl e response from the market.
Personal selling activity fallsin this category.

Check Your Progress-2

1) How doespush strategydiffer from pull strategy?
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1510 LET USSUM UP

Promotion is communication designed to inform, persuade and remind buyers about your
product. The four key elements of promotion are advertising, public relations, personal
sellingand salespromotion. Promotional strategiesincludea push strategyanda pull strategy.
Proper budgeting of promotional activities and selecting a useful method of promotional
campaign are essential componentsin promotion. We hopein the light of this discussion, you
would be in a position to decide appropriate strategy to promote your product.

15.11 ANSWERSTO CHECK YOUR PROGRESSEXERCISES

Check Your Progress-1

1) SeeSec.152.
2) SeeSec.15.3.
3) SeeSec. 15.6.

Check Your Progress -2

1) SeeSec. 15.7.
2) SeeSec. 158,

3) See Sec. 15.9.





