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Fig. 014,

PROJECT SUMMARY

INNOVIMENTOR supports the capacity of
tourism SMEs in remote, peripheral and
sparsely populated aeas to grow in
regional, national and international markets
and to engage in innovation processes in the
tourism sector. To enhance the capacity of
tourism SMEs towards entrepreneurial,
social and business innovation skill needs of
tourism actors and demarl-supply trends
are mapped. Stakeholder fragmentation is
addressed in order to achieved cross sector
cooperation for product and process
innovation. To build the capacity of tourism

BMP/1.2/2619/2017/INNOVIMENTOR
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Source: Author

SMEs embrace innovation and business
transformation a work based learning
training for major stakeholders and key
players results in the EQF certification of
tourism professionals.

A new business model on customer insights,
key experiences and stakeholder
participation is applied to advance the
tourism competitiveness in the pioject area.
The ICLOUD MUSEUM supports tourism
SMES in remote peripheral and sparsely
populated areas to exploit growth assets
and access key markets by delivering

WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES
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process and product innovation in the tourism market in 2018. A creative tourism
highly  competitive  tourism  market route with 60 unique selling points first
respective COP21 agrement on climate hand authentic experiences; a booking app
changes and resource efficiency. and an iBook for iOs and Android users and

a new byercommunity is established by

2018. A permanent tourism business
network exploits project Legacy with 176

highly replicable deliverables, the Rovingpage |6
Business Schoolwith 8 branches in the
Project Area and the Creative Tourism
Network ensure the sustainability of
achieved results, the post project operations

and the follow-up activities.

Fully in the spirit of the Grand Societal
Challenges 2020 INNOVIMENTOR designs,
delivers and packages a full scale creative
tourism product to enter the global tourism
market with 80 wunique selling points
reforming and reshaping both the demand
and supply pattern. The iCLOUD MUSEUM
designs, delivers and packages a full scale
creative tourism product to enter the global

1 INTRODUCTION

M4 DESTNATION BRANDING@rovides a working collaboratively to deliver their part
road map that will help the IINOVIMNTOR of the picture. A holistic destination
Transnational Partnership and  the management approach that includes
cooperating SMEs identify, engage and planning, implementation, regular reviews
communicate with the Project Area ID and and assessment is needed.Also to consider
the iICLOUD MUSEUM alonthe way. The and manage the unique natural
process of destination branding doesné O environments, the cultural attributes and
happen in isdlation. It involves arange of the community of interest at the heart of the
sectors, stakeholder groups and delivery tourism destination, is a prerequisite for
partners ? such as government agercies, success.

communities and husiness goups ?

Fig. 02: London, UK
Source: Eurgean Best Destinations
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2 DESTINATION MANAGEMENT

2.1 Definition

Destination management is designed to
guide sustainable growth and help ensure
the viability of the tourism industry,
enabling it to become resilient to external
shocks and changes in a dynamic nd
competitive market. It is an ongoing pocess
in which tourism, industry, government and
community leaders planfor the future and
manage a destiation. It is also a holistic
process that ensures tourism adds value to
the economy, social fabric and ecolyy of
our communities. Tourism can be an
economic driver, generating jobs and
contributing vibrant lifestyle benefits to our
communities. But equally tourismcan leave
a heavy environmental footprint, if
unplanned. Thus itneeds to be managed to
ensure tha it leaves a positive legacy for
current and future generations. The
INNOVIMENTORourism result needs tobe
considered in the broader context ofthe
BALKANMEDITARRANEAN Cooperation
Area. To be effective, planning, development
and marketing activity must be based on

research and the needs of the consumer.

The Destination Management Process will
integrate both demand (the visitor or
consumer needs) and supply (the product
or experience). A suchintegrates four key
delivery areas:

Research & Analysis
Conailtative Planning
Experience & Product Development

Marketing & Promotions

Adopting a holistic destination management
approach the COLLABORANDO Tourism
Business Networkwill ensure that industry
objectives are planned and managed to
meet the needs and agsrations of the
involved communities and the particular
context unique to each destination.
Importantly, one of the key outcomes ofa
holistic destination management the case

BMP/1.2/2619/2017/INNOVIMENTOR
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resilient tourism industry with dyn amic and
adaptive product and experienceofferings
that adapt to the needs of the visitorsand
the involved community as the destination
evolves and matures.The use of primary
and secondary data collection to inform
both planning and implementation will
contribute to a well-managed destination
(Project Area) with constantly updated
offers. Through good destination
managementthe COLLABORANDO Tourism
Business Network will foster a viable and
diversified tourism offer which will open up
new opportunities across the economy for
growth investment, job creation, cultural
and lifestyle outcomes and potential income
sources to manage and maintain cultural
and natural heritage assets of the
destination. It is common knowledge that
tourism, if well managed, can lewvage other
sectors of the economy to open up new
markets for the products and services on
offer. There is no single template or one
size fits all approach to Destination
Management. Destinations vary in size, type,
structure and aspiraion for their touri sm
future. However, there are some common
processes and fundamental concepts that
need tobe considered:

Defining the destination as part of
the destination management
process by drawing notional
boundaries and points of access.

Understanding ther  marke t
(customers Ivisitors) and
offer s(key product or experiences)

Adapting or creating a strong
community vision for the future of
the destination

Develop a destination

management structure with a
clear communication process that
links all relevant stakehoders and
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seeks their engagement in the tourism offers, consider the best
delivery of the vision. process, theplace to which it

relates, thepeople involved and
In summary, Destination Management is: the product on offer - all
' anongoing process that engages determined by the needs and
delivery partners in a strong expecttions of those who will visit
collaborative network to deliver " is based on a frameworkhat
on a clear vision for the future; integrates five key delivery areas: Page |8
occurs when all stkeholders take a research and analysifottom up
collaborative and holistic approach planning, product development,
to developing andmarketing the marketing and evaluation.

2.2 Destination ManagementPractice

There is no onesizefits-all solution or A Which is the travel pattern? Are they
template for destination management. coming as singles, couples without
However, the basic processes are the same. children, couples with children?
However the relationship below is an A How long are they staying?

important principle: A What are they looking for in an

experience?
Place z Target Market zKey Actors- P

Product

Key Actors

The Place

It is not a simple task to identify tourism
partners in each geolocation or Pilot Project
Area, Activity 3.1 and 6.2 shall help set up
the Stakeholder Map: their mission is to
engage and communicate more broadly
including also stakeholders not
directly/t raditionally involved in tourism
and consider external partners not
currently engaged in tourism but who
directly or indirectly impact upon the
tourism product and experience in each
Pilot Project Area The relevance of a person
or an agency may not alway be obvious
within the destination management context.
They might be responsible for the planning
or delivery of components of the destination
management process. There may be
stakeholders who work for a local councibr
an archaeological authority andwho are
responsible for the planning orthe issue of

Visitor s determine in their mind what they
perceive the destinaton to be, even prior to
their arrival . The destination can be defined
by a geographical attribute such as the
island of Corfu and Chios in Greece or the
rural parts of the Rhodopi Mountains in
Bulgaria. It could be theproduct indication
such asa label determining a wine region,
or by regional or state boundaries. Not
every community that receives visitors can
be regarded as a destination in the
destination management context. A region
may be the core attraction or thecenter of a
destination; a community may be part of a
broader destination; or it may be part of the
journey to get to a destination.

The Target Market permits and authorizations.
To gain an understanding of the stakeholder
To gain an understanding ofthe target landscape the following questions shall be
market the following questions shall be asked:
asked _ o A" Who is the community of interest?
A Who_ is currently  visiting  the A Who are the key destinatn
destination”? management delivey
A Where are they coming from?How are partners/ stakeholders; and do they
they getting to the destination? understand their role in the destination

BMP/1.2/2619/2017/INNOVIMENTOR
WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES
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management? (land use planning ad
development  assessment;  natural
resource  management; economic
development planning and activity ;
recreation facilities and services;
community services; the arts, events
and cultural heritage agencies; the
environment and sustainability; relate
to support or impede our destination
management goals?
A whoare the key staff in a business; have
they got the right skills and experience
for their destination management role?
how to find common ground or a shared
interest as a basisfor a productive and
mutually beneficial relationship with
this key contact?

A

Bottom up approach

Planning is about working together to share
knowledge and ideas aboutcreating the
COLLABORANDO Creative Tourism Area as
a result of the completion of the
BMP/2619/Project INNOVIMENTOR
defining what they can offer, and agreeing
on what their values are. These values
should be expressed in the tourism vision
and brand of the COLLABORANDO Tourism
Business Network Vision and values have
already been establisled by the Partnership
during the Project planning process,
however the implementation has its own
dynamics and the in situ community,
cultural,  environment or  economic
development interests can be also taken
into account

The Product (Experience is the Product)

D $toné&4 O 6
Aob

4EA OOI OOEOI
Abuoh OEA OOI OOEOI
live and remember. The tourism product
includes z accommodation, attractionsand
tours that tourists purchase, participate in
or consume. Thetourism experiencez the
emotional feeling or personal achievement a
tourist derives from the purchase,
participation or consumption of the tourism
product(s). Thus the question for the e
COLLABORANDO Tourism Business
Network shall be: What is it that the
destination is offering and can it deliver on
the expectations of the visitor?

BMP/1.2/2619/2017/INNOVIMENTOR
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To gain an understanding of the experience

landscape the following questions shall be

asked:

A what experience does the destination
offer?

A What is promised in the marketing

campaign?

Which is the region to be called®@d€ 9

destination? (80 geolocations in

GR/BG/CY/AL/IFYROM)

What do visitors expect to see and do in

the region; what are the core attractions

or the reasons visitors come to the

destination?

How do visitors get tothe destination?

Which is the travel pattern: b visitors

travel in family groups, special interest

groups, couples or singles?

Which is the accommodation pattern?

Where dothey stay?

Which is the consumption pattern?

What do visitors eat and drink? What

do they spend their money on?

Which is the mobility pattern? How do

they move around?

Which is the satisfaction patternAVhat

do visitors do and experience?Doesthe

destination deliver on expectations?Are

visitors satisfied with the destination?

It is of crucial importance to understand

what the destination is offering, its tourism

o o

productor‘ ~~~~~~ o .
experiencch DAOOEAOI AOI U £OI
DPAOOPAAOGEOAS '1 AGPAOEA

be a product. It might be the excellent
customer service and quality presentation
of your destination. Understanding the
Project Area offersis critical as it is at the
core of the iICLOUD MUSEUMyrand and

The Process

An important parameter isto determine the
best processesn order to achieve best
results8 ) 080 EI BT O0OAT O Ol
other factors first because given the
different approaches, roles, stakeholders,
delivery partners, and circumstances in
each Pilot Project Area (destination), there
is no a single approach, but one with
multiple parameters. There are processes
and fundamental conceptsto consider at

WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES
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every step. The best process to employ is
one that will help each Partner Areao focus
on the product and experience and compare
it to the visitor expectations and community
aspirations or vision. Each Partner will
thereby identify any gaps in service delivery
and consider mechanisms for measuring
quality and visitor satisfaction. Access to
and the availability ofthe local product and
experience offering need to be considered in
the mix as well.

The process should beevolved in the
broader context, considering the relative
size, scope and scale of tourism in each
Project Area, eah destination within the
Project Arearegion is very different. Not all
communities see tourism as the answer to
their dreams. Some regions will be satisfied
to deliver a modest tourism experience.
Other destinations will embrace tourism as
the major economic driver for themselves
and strive to deliver on the pomise - and

Project cofunded by the European Union and National Funds of the participating countries (S

achieve beyond expectation esp. on an

experiencebased product: a experience

AT A1 60 EAOA O

excellent customer service and quality

presentation ofthe destination. Through the
iCLOUD MUSEUM and the i/eBook.

Understanding what you are offering is

critical as it is at the core of your brand angpage [10

brand values.

To gain an understanding of the destination

management approach the following

questions shall be asked:

A What is the level of maturity of the
destination and where is it in terms of
its destination lifecycle?

A What is the overall impact of tourism on
the local economy and how does it work
with, leverage or support other sectors?

A What are the size, scale and scope of
tourism in relation to the destination
management model a Project Area
community may need?

% REJUVENATION A
//, 8
Critical Range of STAGNATION ___——
Elements of Capacity = “-Q\‘\‘— C
CONSOUDATION / \‘ -D
""""""""""""""""""" 7 e INE. E
-~ ) L+
,//
DEVELOPMENT /
///
INVOLVEMENT —___.-"'
" EXPLORATION

Fig. 03: Adapted from Miller and Galucci, 2004.

Destination  management involves a
constant and ongoing process of planning,
implementation, review and assessment to
ensure that the vision is optimised and
objectives achieved. For this reason best
practice  approaches to  destination
management have been designed to foster
collaborative approaches with key delivery
partners. An Integrative Destination
Management Framework is based on four
interlinked areas of effort:

BMP/1.2/2619/2017/INNOVIMENTOR

k.
' o

Inform z Research, Analysis &
Evaluation

Plan z Bottom Up Planning
Develop z Destination Development

Communicate z Marketing

Research andanalysis and a bottom up
planning process shall<in-form > all parts
of the best practice destinatiormanagement
process. They inform and show how the
traditional delivery areas of destination
development and marketing can Yyield

WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES
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tangible results that develop products and
experiences in a destination; and
communicate the results to visitors. To
drive a cdlaborative approach, it is
important to establish a clear language
commonly understood by all stakeholders
Contemporary tourism planning needs to
engage a broad cross section of destination
stakeholders. These include community
groups, industry associatons, all levels of
government and the media. The product
development alias the  destination
experience is about creating and
maintaining visitor experiences, saleable
products and services that meet visitor
needs and expectations, reflect the
destination brand and facilitate the
elements of a journey within a destination.
Development may not be restricted to hard

infrastructure such as transport,
accommodation and  attractions. A
destination might require investment in soft
infrastructure such as cultural

communication, - the case of the iCLOUD
MUSEUM, to make experiences more
accessible to ad interesting for the visitor.
It might also need to onsider existing
products and experiences; identify gaps in
the tourism product and experience
offering; and discower opportunities to
attract investment to develop new or to
enhance existing product or experiences.
Marketing and Promotion are about
growing visitor and community awareness
and demand for the destination in line with
the destination brand. It involves clearly
AT A AEEAAOGEOAT U AT
offer, the unique proposition both before
visitors arrive and once they are in the
destination. Marketing and promotion are
also about providing a sales opportunity for
the destination, especially utilizing the
COLLABORANDO online booking
(Activity 6.4) , that could be incorporated
into the i/eBook (Activity 5.4). Marketing
should not ignore  with internal
stakeholders and community to whom the
main  message shall be  properly
communicated This ensures that the
Project Arearemains in focusalso in the
post-Project operation phase that achieved
results during destination management
process remain a priority after the final
delivery date of the Project and that the

managers of the COLLABORANDO Tourism

BMP/1.2/2619/2017/INNOVIMENTOR
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Business Network the can keep abreast of
their progress.

The key is to communicate how tourism

AAT AAT EOAO 11 OEA AlTii @&
vision for the future.
Page |11

Destination development is about creating
and maintaining visitor experiences,
saleable products and services that meet
OEOEOT 006 TAAAOG AT A
facilitate their travel and stay within a
destination. Traditionally this focus has
been on assets and products. Increasingly
visitors are looking to enjoy unique and
fulfilling  experiences that bring a
destination to life and make it memorable.
The most authentic visitor experiences may
be developed outside the regular tourism
offering. These will provide opportunities
for visitors to experience the landscape,
people, way of lfe, culture and food enjoyed
by the local community. Make sure to invest
in soft infrastructure rather than just hard
infrastructure such as transport,
accommodation and transport.

D

Aob

. S sie it ot AR
: Gouda Destination, Amsterdam
Source: European Best Destinations
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INFORMATION MATRIX

] QUESTIONS SOURCES

What is the place? Define the place as per Local Pilot Project Visitors tend to aeate destimation boundaries aound
experience clugers. Crossregional and -sectora
collaboration will maximize the opportunity of attracting

[EVNVVIPN A

What information already exists about the place you have definedasyour destination? GovernmentTourism Organisations,
related National and Regional Authorities;
Ministries of Culture and Education;

Park Management and Environmental Authorities;

Is it a destiretion or part of a journeyto, or from a destiration?

What physicalattributes (natural and manmade) addto or detract from the attraction of the destination?
What historical (natural and social) irformation is available about the destiration?

What plans, reseach or information are relevant to the destimation? Business Clusters and Organizations;

International Cooperation (UNESCOICOMOS, CC
WWEF etc.)

Private Sector

Investigate Authority Management Plans andReports of relevance (local, regional national)

T  To T T I To To

Is there an EEonomic Development Plan (ED) / Regional Operation Programme (ROP)?
What other industry sectors feature in the ED/ROP plan?
How doestourism relate to or leverage these setors?

If the environment is a key aspet, is there any natural resource managemet, catchment management or sustainability information

A
A
A
[\
A Is there acommunity plan or strategic plan that sets out a visionfor the community?
A
A
A
A
that may berelevant?

A

What land use planningregulations are in place that may impact tourism?

Table 1: Info Matrix

Project cofunded by the European Union and National Funds of the particifiag countries
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QUESTIONS

SOWRES

strategy?

Who can contribute to the Stakeholder Map?

Consider stakeholders with place linksto the place(cultural groups or
economic interest grours; authorities A

Does thecommunity have a vision?
Do does Pilot Project Area pursuit adestination brand and brand

Dominant

environment; dominant natural environment and manmade assets ray
leadto communities of interes;

Visions can be mtegrated into community or Local or Regional Operation
Programmes (ROPs) or@nomic development strategies

Activities/i nterests/features; dominant landscape/uban

Page |13

Who is theExisting Audience?

A Why are theycoming?

Consider the curent visitor demographic and pychographics;
A Where ae visitors coming from?

A Is this information current and consistent?

Too I

Visitor data can be obtainedfom the national/regional authoriessEUROSTAT

toursm operators and the local visior information centres can to provide
information

information

What staffand ill base isavailable to collate the information?
A Consider skilled works needed to help lring together the required

Do they have the time and capabiliy (skill) to collect the information?

Undertake a skills audit to assess the capabiliy of the teams involved in the
processand to identify gaps.

Trace potential organisations that can assist in this aea (universities,
academies, research centersmay be able to provide information or
resources via nternships orreseach projects)

|
g
W .
00
71
T
¥
Ik
<u

Who arethe key partners?

A Who to collaborate with to bring together the iformation needed pocess?
A Define the type and level of involvement;

A Define other individuals or stakeholdersto assist (vho are they and wtat do
they require or receive by their involvement in process)?

Too 3]

Identifying key partners throughout the process;

List the prominent sources or information or resouce agenciesyou have
identified thus far as a stating point.

BMP/1.2/2619/2017/INNOVIMENTOR

Table 02: Info Matrix
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QUESTIONS

SOURCE

How doesthe iCLOUD MUSEUM Aress a wholepresent as atotal product
or experience?

What are the iCLOUD MUSEUM offers?

What is its unique selling proposition?

Is this in line with the values and vision othe involved communities?
Is this in line with the setbrand values?

What are the individual products andexperiences on ofer?

Do these natch the needsivants ofthe target maket?

Too oo o o o Do

A
A

A

Product audits

Information can be collated via council data lists, busines
directories, arganisationsd membership information, and loca
industry actors;

An online review of information promoting the iCLOU
MUSEUM Areds a great way of identifying wh at experiences ae
being promoted and oferedto visitors.

Page |14

Table 3: Info Matrix
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PROCESS MATRIX

QUESTION SOURCE
What processes will you need to put in place to facilitate consultative A Collate baseline data to produce situation analysis to
destination planning? document current scenarios as a first step in planning.

A Isthere a communityvision and how does tourism contribute to this? Leverage
it? Add value to it?

Is there abrand statement ard identified values?

How do yau plan to integrate the vision and brand into yourdestination
planning process?

What stage of thedestination lifecycle is your destination?

What is thesize and scale of tourism in relation to its economic, social or
environmental impact?

What level of planning is required to enable a suitable management approach
to be esablished in your destination?

What planning is in place already that you gaincorporate into a DM Plan?

Are there gaps in planning and if so who should complete this work, how will it
be resourced and when does it need to be completed?

What is the scope for growth in the current size and scale is tourism? A Investigate land use planning and natural resaee
How does thk relate to the vision? management requirements

How does this relate to your brand values and statement?

What social, economic and environmental impact is this likely to have?
What physical planning issues need to be considered?

Page |15

PROCES

| d BV AN @
E

ToPoToToTe| ToTo Do Doe oo

Table 4: Process Matrix
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PLANNING MATRIX

- QUESTIONS SOURCES

Who needsto be engaged in the destiation planning process? Draw input from the:

A the Information Matrix

A local peope
community leaders

A influencers.

A How will be engagedhe communities of interes, stakeholders and key
delivery partners in the planning of the Project Areglanning?

Is the current visitor profile achieving sufficient return on investment to
support the current size and scaleof tourism?

A Access vistor profile data
A Accessstrategy documents
A Does the vistor profile needto or is it likely to change in the futue? A Conduct an Experience Audit to inform the
A What will be the catalyst for changing the visitor profile (eg. is demand g Packground for the planning reasons
supply the driver?) A ConductConsultationsin the Project Aea (WP4)
A What type and level of investment are required to initiate and mantain theA  Involve industry and economic development actors;
change™Vho will resource it and is it sustainable?
A How will the COLLABORANDO Tourism Business Netwodommunicate
with visitors andcommunity?
A What information and messageseeds tobe shared?
What staff and <ill base do you have available to assist with planning Skills and capabilty assessmat/audi t.
processes?

SKILLED WORKERS

A If there is a &ill/capabili ty gap, how will you fill this and how will you
resource it?

A" Who arethe Key Delivery Partners and what is their role? Refer to Information Matrix

Project cofunded by the European Union and National Funds of the particifiag countries
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What product is currently on offer?

A Are the Project Area offesr adequate to sevice curent and future
markets?

A How will the COLLABORANDO Tourism Business Netwonkaintain the
product and experience offering to ensure visitor satisfaction?

A How will the COLLABORANDO Tourism Busiss Network change the
product and experience offering to ensure visitor satisfaction

A

A

Product experience Audits (Activity 3.1/Output
1: Joint Survey Study to investigate entrepreneurial
needs and skill needs of human Capital in the Project
Area

Visitor satisfaction reseach (Activity 3.5/0utput 1:
Satisfaction Survey on the supply side offers in the
project area

Table 05: Planning Matrix

BMP/1.2/2619/2017/INNOVIMENTOR
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DESTINATION DEVELOPMENT MATRIX

What information can you use to assess the current stagf destinaion development? | A product and experience audits;
A Ensure datasourcingto in-form an assessments; A SWOT and/or PESTEL Anadys
A Ensuresufficient supply of product on offer of the right standad to meet current | A Tourism Opportunity Plans or StrategieWP3:
visitor needs; Tourism Accessibility Plan; WP4: Tourism Exp&tagectl
A Where are the product and experience gaps? Diversity Matrix; Thesaurus of Experience
" A 1s customer service up to standard? Opportunities);
7 A What are the key tourism opportunities for future development? A Visitor satisfaction data/reports (WP3: Satisfaction
O A What size and scale pamaeters need to be considered? Survey on the supjy side offers in theProject Area)
8 A What are the intenced growth targets/parameters? Economic development plans (WP3: Tourism
o A What other organisations/initiatives are involved in product or business ACCGSSIbI.llty I.Dl.an);
development? A Commun!ty vision gnd B_ran(_j strategy:\(_VF_’_Z
A s growth represented by increases in visitor nights, expenditure, yield or a Communication, Dissemination and Visibility Plah
mixture of the above?
A How will this be achieved?
A How will this be measured?
A Does this level of development fit within the community vision & brand values?
m A What physical assets, sectors or activities have potentito link to tourism? ] ] ) .
®) A What are the physical planning, environmental or heritage considerations? Review Tourism Opportumty Plans or strateg|c_:
< development plans Investigate land use planning and
o natural resource management requirements

BMP/1.2/2619/2017/INNOVIMENTOR
WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES




interreg @

Balkan-Mediterranean

M4: DESTINATION BRANDING

Project cofunded by the European Union and National Funds of the participating countries

SKILLED WORKERS

Who needs to be engaged in the desation development process?
How will s/he be engagel?
Can the community/s of interest contribute to poduct and experience offering?

Who is responsible forProject AreaDestination Development? (What
organisation and indvidual s?)

Is there acknowledgement of this role and the relationship with tourism and other

delivery partners?
Do they have the skills, resoures and networks to achieve this?
Who are the Destination Development Key Partners?

Too oo o

Refer to Information Matrix
Skills and capability assessment/audit

Refer to the COLLABORANDO Tourism Business
Network

Page |1
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Is the industry viable? A Regularly review the visitor profile;

Is the industry providing the level of customer service that meets visitor A Regularly review satisfacton data;
expectations? A Regularly review strategy documents such as
Is the current visitor/market profile achieving sufficient return on investment to Experience Audits to inform action as you progress;
support the current size and scale of tourism? A Involve industry and economic development
Does this need to change in the future to meet growth targets? stakeholders

What will be the catalyst for changing the visitor profile(e.g. demand or supply

driven)

What strategies/initiatives are needed to achieve change?

What type and level of resourcing/investment is required to initiate and maintain

the change?

Who will resource it and is it sustainable?

What product is currently on offer and is it meeting visitor needs and expectation A" Product and experience audits

What initiatives will you put in place to maintain the product and experience A Visitor satisfaction research.

offering to ensure it meets current and futurevisitor needs and expectations?
Does the existing product and experience offering need to be refreshed?

Is the level of customerservice meeting expectation?

Is sufficient interpretation occurring?

Is itin line with the brand statement and values?

How will this be resourced?

Is your product development activity in line with the vision and brand?

Table 06: Destination Development Matrix
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CONMMUNICATION MATRIX

QUESTIONS SOURCES
A Isthere a marketing and communication plan to guide the work ithe Project Are& A" The INNOVIMENTOR Communication,
A Is there a brand strategy? Dissemination and Visibility Pan
0) A How does this relateto the vision of the involved communities? A" The Internal CommunicationProtocol page [20
0 A How does this relate to other regional or state brands (both tourism and other related A The setup of the CREATIVE TOURISM
products such as food and wine)? BUSINESS NETWORK (WP6)
n A Which processcanensure your brand message is communicated and delivered op in A The Booking App
O the visitor experience? A" The numbers of downloads of the i/leBook
O A Which processesre in place to assess this?
[I A How to coordinate and fund thepost projectimplementation?
0 A What resources are required and who will contribute?
A Istherea strategy or system to monitor and evaluate the effectiveness of your
marketing and communication?
A Which arecritical success factors(Saturation in key markets Response to call to action
Conversion to salesTotal sales outcomeYield; Return on investmeny)
A Refer to the Marketing Plan (Activity 3.6)
(W A Referto Information, planning and
O A Doesthe branding and marketingplan reflect the physical and industry offes of the A product ma_tnxes, . .
< Project Are® Crea_te stories and images th_at mtegrate
o . . . physical aspects of your destination
- A sit linking to or leveraging other industries or sectors? A
0 il/?:é%rotl? the narraive structures of the
A Refer to the AR App

Table 07: Communication Matrix
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Does your Branding and Marketing Plan reflect the values and vision of the communit
and industry?

Refer to Information, planning and
product matrixes;

e 21

o To  Io  DoDodw

communication with potential and engaged visitors?

Is industry skilled in using technology to communicate with visitors beforeduring and
after their visit?

Are sufficient data collected from the use of technology?

A
A Isthe industry engaged and active in destination markatg? A Create stories and images that integrate
A Is the industry delivering on the brand message? the characters of your destination and the
A Who is responsible for the Project Area Marketing? sorts of visitors or you are trying to
A What organisation and individuals participate the works? attract
A s their role acknowledged? A Visitor satisfaction data. Mystery sho%
A Do they have the skills, resources and networks to achieve tRis A programs
A Who are the Key Partners? Skills and capab|!|ty assessmer.n/audlt
A Refer to Information and Planning
Matrix/ People.
Is the product currently on offer reflected accurately in the marketing and branding? A Product & experience audits
Is the service offering meeting current visitor/expectation? A Visitor satisfaction research
Is the marketed productin line with the communication methods and media used by the A No of downloads at the Appstore/Google
key target markets? Play (i/eBook)
Is investment required to improve the use of technology to enable effective A AH apgications downloaded

BMP/1.2/2619/2017/INNOVIMENTOR

WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES




interreg H

Balkan-Mediterranean
INNOVIMENTOR

2.3 The Components

The Destination ManagementComponents
(DMC)include the vast array of documents
and processes that can be produced or
employed to produce a destination
management plan and guide the process of
implementation. Not every destination will

need all of these and some may already have

much of this information in other plans or
information resources. The DMCTable can
be usedas a referenceframework to assist
the Project Area SMEdind the information
they need for an gpropriate destination
management processin the context of the
iCLOUD Museum

Destination management requires
collaboration around a shared vision.
Tourism may be just one contrilutor to
achieving that  vision. [@stination
management is an ongoing processRight
from the outset the key conceptsneeds to
be considered, which arehe:

place that makes ughe destination ;

- /5
Fig.06: Porto, Portugal with Clerigos Tower
Source: European Best Destinations

human resources that need to be
involved or considered;

products/services/offers on
sale/available

process tobe undertaken

Which compments a region integrates into
its destination management process will
largely depend on:

the level of maturity or development
the desired intensity of tourism activity

the skills, knowledge and experience of
the key people charged with
developing and delivering destination
management

the resourcing of the destination

Project cofunded by the European Union and National Funds of the
participating countries
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DESTINATION
MANAGEMENT KEYA%?:AI\\\Q{’ERY KEP\;gEII\'IE/A,EgY DESCRIPTION
COMPONENTS

Planning Community A Sets the vision for the future of tourism

Development LTO/RTO/NTO tourism vision should link / contribute to a broader community or regional vision.
A Marketing
Q0 <« A LTORTONTO | A oOutlinesthedestmA OET 1 80 T1 OET T Al A@PAOEAT AA
= % A Planning profile and product offering.
LEo A Development
a) o
_ %) A Planning A LToRTOINTO | A Is designed to provide destination managers with an analytical tool to identify
",'_" > A Development different macro-environmental factors that may affect business strategies and
ot e how they may influence tourism performance now and in the future of Political,
o <Z( Economic, Social, Technological, Environmental and Legal (PESTEL) factors.
g A Planning A ) A Analysis of the destination (and organisational environment) via an assessment ¢
> A Development LTO/RTO/NTO; its Strengths, Weaknesses, Opportunities and Threats (SWOT).
3 A communiy
Z A Industry

Project cofunded by the European Union and National Funds of the particifiag countries
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Planning A LTo/rTOINTO | A Ensure planning and development contols on all categories of appropriate land is
Development consistent with the community and tourism vision and enable the development of
appropriate product and experience development (e.gestaurants to play live
music);
Consider n addition to tourism and business »nes, the types of activities and
potential tourism experiences to encourage in notiraditional tourism areas such
as agricultural and conservation land;
Often tourism-related activities in these zones are prohibited, nomefined or F
attract onerous conditions (this will limit the product diversification and
experience development options such as adventurégod and nature based
tourism etc.)
Research A state List/catalogue of transport services and facilities
Planning infrastructure
Development planners/
managers;
A Industry
A LTO/RTOINTO
Research A state Identify infrastructure assets and needs including the number, variety and
Planning infrastructure standard of hard andsoft infrastructure;
Development planners/ Conduct @mparative analysis of audit information compared to market research
managers; and visitor profile information.
A Industry;
A LTORTOINTO

BMP/1.2/2619/2017/INNOVIMENTOR
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KEY DELIVERY | KEY DELIVERY DESCRIPTION
AREAS PARTNERS

DESTINATION
MANAGEMENT
COMPONENTS

ASSESSME
NT OF THE
PROJECT

CRITICAL
AREA

TOURISM
PRODUCT
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>
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Q

TOURISM

POTENTIAL
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A Research LTO/RTOINTO; A Review of offering or potential offering with development
A Planning Industry A Consider other sectors that may provide opportunities to creater enhance the
A Development offering or market e.g. specific sectors suchs food, wine and agriculture;
A Promote environment, heritage, arts and cultural sectorcommunity festivals and
events
A Research LTO/RTOINTO; A Develop audits on available product/services
A Planning Industry A Main asinventories available product and service categories;
A Development A Review the quality/ standard ofthe Project Area offerdn line with rati ng or price
category
A Include specific sectors(food, wine and agritourism;fish to® O E ®ICE;
community festivals and events; business special interesteducational tourism,
etc.)
A Planning LTO/RTO/NTO; A Articulate opportunities for the development of experiences based on visitor
A Development Industry profile, trends andthe Project Areaassets or strengths.
A Marketing Relevant sectors or
community orgs
A Research LTO/RTOINTO; A List and assesshe experience/skill level and quality of both industy and the
A Planning Industry tourism organization;
A Development A Include anskills audit and analysis
A Planning Related Ministries | A Apply public risk management a to every aspect of thgestination management
A Development process.;
A Apply business riskmanagementin terms of taking decisions that could adversly
impact upon market and trade;
A Apply crisis management from an imustry and visitor perspective
Research > LTO/RTO/NTO,; A Communicates the values and essence of whte Project Area offers and
Planning > Industry expresses;
Development > | Relevant sectorsor | A articulate how to protect and build brand resilience
Marketing community orgs

BMP/1.2/2619/2017/INNOVIMENTOR
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Destination Key Delivery Key Delivery Description
Management Areas Partners
Components

Market Research A Research Universities, Tourism data and trend information used to inform decisioamaking.
A Planning RTOILTO,
A Development | 'ndustry Page [26
A Marketing
Visitor Profile A Research Universities, Research that povides insights into what current and potential visitors want to
(preference and A Planning RTOI/LTO, experience and the how/when they make decisions to transact.
behaviours) A Development Industry
A Marketing
Competitor Analysis =t e Universities, Review of competitor destinationsand other discretionary spend competitors.
A Planning RTOILTO,
A Development Industry
A Marketing
Marketing plan A Research Universities, ' Pl AT OEAO 1 OOI ETAO Aii 1 OTEAAOGEITT EITEO
A Planning RTOI/LTO, products/experiences and convet interest into sales to improve yield and turnover.
A Development Industry
A Marketing
Distribution plan A Research Universities, A plan that details how products will be distributed to the market via traditional and
A Planning RTO/LTO, digital methods.
A Development Industry
A Marketing
Benchmarking, A Research Universities, Sets baseline data to enable measurement of change or impact of activity through regul
Monitoring and A Planning RTO/LTO, and consistent data collection and analysis.
Evaluation A Development Industry
A Marketing

Table 09: Destination Management Components
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2.4 GoodPractices

impacts of development on
communiy/social valves

Fig 07: Adopted from Mullis and Figart Global Tourism Achieving Sustainable Goals, 2011

2.4.1 GoodPracticeTank 1. Strategic Vision

Destinations aiming to excellence strive to
establish longterm strategic planning

processes

to guide the sustainable management,
development and marketing of tourism.
Thus they seek the support of local
community championsor visionary leaders

that have thetechnical, communication and
facilitation skills, are well respected bythe

community, and that can effectively tap into
local networks to leadthe strategic planning

process. Theyengage experiencedhuman

resources if tourism planning expertise is

lacking at adestination level and seek the

support of governments
(local/regio nal/national ),  industry  and
business  groups and commnunity

stakeholder organizations. They establish
effective consultation processes to erage
and consult with interested governments,
business, community and Indigenous
stakeholders across local, regionaktate and
national levels. Theyengage the community
in all stages of the planing process to
ensure community ownership of the
Destination Management Plan. They
establish and communicate a shared vision
for tourism amongst all stakeholders, while
undertaking and utilizing research to inform

decisionrmaking. They undertake an
assessment of the current and future
market situation, e.g. audits of existing
tourist facilities, identification of tourisO O 6
preferences and behaviors. Theyidentify
competitors and consider the broader
issues such aschanging environmental
conditions and resources, ailine capacity,
visitor markets, sustainability, prediction of
future trend. They define realistic time
frames for the implementation of the
Destination Management Plarwith a short
term (1z3 years), mediumterm (3z5 years)
and longer-term (5z10 years) vision. They
identify priority actions and identify
implementation  strategies (e.g. local
government employment of a Tourism
Officer, formation of a Reference Group).
They integrate with local and state
governments plans andpolicies, e.g. natural
resource management, town and land use,
social and cultural, economic development,
infrastructure and risk management plans.
They establish a regular review framework
(e.g. annualy) to identify areas where
strategiesand actions need to changdue to
changing conditions and they dcilitate
learning amongst stakeholders about
sustainable tourism.

Project cofunded by the European Union and National Funds of the
participating countries
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2.4.2 Good Practice Tank 2Stakeholder Involvement

Destinations  striving  for  excellence
establish an dfective destination
managementstructure to lead and facilitate
stakeholder cooperation br the sustainable
development, management and marketing
of tourism. In this vein they encourage and
support local leaders with extensive
tourism or professional expertise who
foster and drive collaborative approaches to
tourism management through sound
decision-making, analytical capabilities and
engagement with stakehotlers and the local
communities. Theyidentify clear roles and
responsibilities for stakeholder
organization involvement (e.g. Local
Tourism Organizations (LTO); Regional
Tourism Organizations (RTO); National
Tourism  Organizations (NTO), local
govenments, local and intraregional,
national or foreign business groups, other
local government agencies,and significant
community groups. They establish an
overarching board structure comprising

representatives from local governments,
busineses and community stakeholdes
and tourism professionals. Theyprovide a
structure for communication and

information exchange about tourism
amongst  stakeholders and establish Page |28
specialist committees €.g. marketing,

events, policy). Theyshall develop strategic
and operational plans to guide the
development, management and marketing
of tourism and utlize experts, where
needed to ensure professional advice on
tourism (e.g. strategic planning, issues).
They ensure support by fulktime and part-
time staff (eg. marketing, event
management administration, finance and
commercial services). Theyfoster on-going
collaboration between business, local
governments and community acrosslocal,
regional and national levels, while working
collaboratively with surrounding regions
and their LTO/RTO and locagovernments.

2.4.3 GoodPracticeTank 3: Govenment Support

Destinations looking for excellence must
ensure a strong level of support from
government authorities and local/regional
tourism organizationsthat can provide with
strong leadership and strategic tourism
expetise to  support local/regional
destination development, manayement and
marketing and facilitate strategic
destination planning proceses including
financial support. They shall planand lobby

for investment in public and private
infrastructure for tourism hand in hand
with the development and implementation
of strategic marketing plans ad tactical
marketing campaigns And last, but not least
they facilitate cooperative networks across
public private and public sectors involving
relevant government departments and
agencies, local governments, tourism and
business ogerations and local communities.

2.4.4 GoodPracticeTank 5: Governing Bodies

Destinations looking for excellence shall
ensure a good level of support from their
local governments so that they work
cooperatively with local and regional
tourism organizations to support
sustainable tourism development and
enhance the planning and marketing
initiatives. The setup of Tourism Council is
recommended and the appointment of a
tourism manager to guide andinform the

BMP/1.2/2619/2017/INNOVIMENTOR
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the implementation of the tourism strategy
is ensured. The Council shalprovide for
financial support for the operation of a
Visitor Information Centre (VIC) and the
development of other infragructure and
support facilities. Also is has a mission
develop policies b support sustainable
tourism development.
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2.4.5 GoodPracticeTank 4: Transparency

Destinations looking for excellence must be
supported by effective regional tourism
organizations and/or local  tourism
organizations that lead and coordinate
tourism and business involvement thathave
effective visionary leaders and a clear
vision with identified values that underpin
the role of the organization in tourism.
These support organizations must have
effective board structures with expert
members in business and tarism, and shall
establish clear roles and responsibilities for
their board members with longevity of
people in executive positions and plasa for

2.4.6 GoodPracticeTank 8: Funding

Destinations establish methodsto improve
funding for tourism. They should consider
and introduce tourism and business levy
scheme, they carapply for national and EU
grants; they cancollect membership fees for

succession. They shaléxhibit transparency
and accountalility in their decision-making
and develop effective partnerships with

local/regional/national tourism
organizations, local and regional
governments, business groups andage |29

communities. Theyshall foster a good level
of cooperation amongst local ad regional

tourism and businessoperators, coordinate

and train local operators (e.g. service
quality excellence, cooperative marketing

initiatives) and integrate the achieved
results with other initiatives and networks

in their broader region.

the local andregional tourism associations
and establish commercial booking services
as pat of visitor information center

operations.

2.4.7 GoodPracticeTank 7: Researching and Reporting

Undertaking research to support decision
making for tourism requires budgeting for
research and understandingthe need for
research to inform decision making and
develop a research program to establish
effective systems at the destination levellt
is also important to gather information
about visitation and visitor needs and
satisfaction levels and utilize research
undertaken at regional or national levelin

order to avoid the duplication of works. In
the same vein there is a need t@stablish

performance indicators to measure
economic, environmental and sociocultural
impacts of tourism and undertake

continuous and consistent data collection.
Reporting and communication mechanisms
shall ensure that findings are regularly
communicated to interested stakeholders.

2.4.8 GoodPracticeTank 9: Heritage Significance

It is a priority for sustainable development
to educate and ommunicate the
significance andlocal values of tourism to
visitors, the community, governments and
busines=s. It is recommended to developa
Cultural  Communication Program to
educate visitors about the environment,
community values, and provide guideline
for appropriate visitor behavior, safdy and

BMP/1.2/2619/2017/INNOVIMENTOR

security issues. Within this vein it is
necessary to educate the community and
local business aboutthe significance of
heritage resources to ensure their
sustainability. Of equal importance is to
educate local government employees and
stakeholders about sustainable tourism and
the significance of local heritage
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2.4.9 GoodPracticeTank 6: Recreation and Leisure

Collaboration is require with government
bodies of protected areas, park management
biddies and NATURS 2000 reserves inn
order obtain advice in strategic planning
processes 6r tourism and acquire
assistance in establishing planning and
management systems to preservenatural,
heritage and cultural assets and effedve
visitor management systems anddevelop

2.4.10

To foster service excellenceis required to
recognize the importance that all
businesses, diretly and indirectly involved
in tourism, are educated and trained as to
the need D provide quality customer
service. It is recommended todevelop or
adopt a Service Excellence Program to
ensure the delivery of exceptional and
consistent services for all business and
tourism operations. Thus it is needed to

2411

A crisis management plan is an
indispensable  parameter  within  the

Destination Management Plan. Thus it is
needed to develop a crisis and risk
management strategy for tourism 6 ensure
an immediate response to crisis situations
and work cooperatively with relevant
agencies and stakehalers to develop crisis

BMP/1.2/2619/2017/INNOVIMENTOR

infrastructure and facilities development

that enhance and better manage theatural
environment and contribute to the visitor
experience. It is also a sine qua non
condition to plan and develop accessible
spaces for recreation and leisure; andPage [30
provide the VIC with quality interpretive

services to enhance thevisitor experience.

GoodPractice Tank 10: Service Quality

identify and implement appropriate service
quality training programs for business
owners and their staff, to monitor visitor
satisfaction with service quality as partof
destination visitor surveys and benchmark
visitor satisfaction against other leading
regional tourism products. To achieve this
goal local businesses have to bencouragel
to become members of relevantindustry
assocations and establish or adopt service
quality accreditation schemes.

GoodPracticeTank 11: Crisis Management

and risk management strategies for tourism
(e.g. police, fire, ambulance, park

authorities; municipalities, volunteer
organizations  etc.). An emergency
managementplan for key infrastructure in

the urban, rural and coastal environment
has to ke available including key visitor
sites, cultural and natural heritage
attractions. The strategy outcomeshall be
communicated to key outcomes of strategy
to the community, businesses, visitors, and
interested stakeholders to ensure that
residents and veitors are informed of risk
and emergency management arrangements.
Qisis and risk management plans for
tourism shall be incorporated into the local
government risk management. Local

businessesshall be encouragedto develop
and implement tactical  marketing

campaigns b respond immediately to crisis
situations.

Fig. 08: Colmar, France
Source: European Best Destinations

WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES




HILCTITCY -

Balkan-Mediterranean

2412

Tourism is a selling a unique proposition for
each destination. Thus tocreate innovative
advertising, salkes andpromotion strategies
to support the degination brand and image
lies at the core of the tourism activity.
Successful destinationgpromote the unique
attributes of the destination and Ink to the
diversity of visitor attractions and
experiences and  develop creative
promotional and advertising images ttat are
used consistently acrossll mediaand social
media.

It is important to develop tactical campaigns
to even out seasonality orraise awareness
of destination product and experience,
leverage public relations and media

2.4.13

Quality visitor information and
interpretation services need shall be
accessed at Visitor nformation GCentres
(VIC) that are well managed and resourced
at human and financial level. VICs shall
provide consistent and quaity visitor
information (e.g. web site, visitor guide,
signage) options for quality central
accommodadion and tour booking services;
interactive interpretation experiences to
give an opportunity for visitors to be

2.4.14

Events build very lucrative subsector in
tourism and the development of festivals
and events that supportthe placeimagecan
i AEA A OAAOOET AGEI T 6
is neededto develop an Events Strategy to
better coordinate, manage and promote a
AAOOET fasival$ dnd édents, or/andto
develop festivals and events that align with
the destinaion brand and image and appeal
to local conmunity and visitor markets. In

the case of the iCLOUD MUSEUM Area, both

options are feasible and should be sought

GoodPracticeTank 12: Sales

exposure that islinked to tactical campaigns
or events and exploit theopportunities for
public relation events (e.g. a opening of
new infrastructure development, or creating
competitions to attract attention). In this
vein the support of leading tourism
operators that act as ambassadors to
showcase the destination shall be encourage
through fam z and study tours at local level,
so that gains are leveraged from the
exposure of destination on movies and
television programs. Additional activities
include the development of emarketing
strategies, the participation at relevant
tradeshows; the development of
promotional strategies for international
visitor markets with realistic messages and
delivery onthe marketing promise.

GoodPradice Tank 13: Tourism Value Info

involved. At territorial level the provision of
good directional and interpretative signage
and the opportunities for visitors to

experience local praluct and experiences
(e.g. foodand wine trails, touring maps)is
fueling the positive word of mouth. To
ensure the results it is necessary t@rovide

training for VIC staff and tourismoperators
to ensure consistent communication of
visitor information.

GoodPracticeTank 14: Event Strategy

after. However in regards to the second
option, the INNOVIMENTOR Creative
Tourism Network (Activity 6.2 / Output 3),

I @Bich IwiE inkerit Eah Ap&ratd thet Brgedt E O

Legacy, including the i/eBook, the Creative
Tourism Corridor (Activity 5.3/Output 1),
the Booking App (Activity 6.4) and the
Augmented Reality App (Activity
5.3/Output 2) establish a research program
to assess the economic,nwironmental and
social impacts of festivals and events and
the visitor profile and satisfaction data.

Project cofunded by the European Union and National Funds of the
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Fig. 09: Santorini, Greece
Source: Europeans Best Destinations

BMP/1.2/2619/2017/INNOVIMENTOR
WP3/D 3.4.2SME TRAINING PROGRAMME/4 MODULES




Balkan-Mediterranean

interreg @ M4: DESTINATION BRANDING

Project cofunded by the European Union and National Funds of the participating countries

3 DESTINATION MARKETING

3.1 Definitions

Destination Marketin ¢

The purpose of Destination Marketing is to:

Grow visitor awareness and
demand for the destination and its
products;

Clearly and effectively
communicate with visitors to better
understand their needs and wants;

#1171 01 EAAOA OEA
unique  offering and  value
proposition both before visitors
arrive and once they are in the
destination

Develop and communicate the
A A O OE 1 vsiOrEand val@s via a
clear brand statement that is then
reflected in how you market and
promote your destination and
communicate what is on offer.

Marketing should include communication
with internal stakeholders and the
community to ensure that tourism remains
in focus. Marketing spans traditional,
electronic and social media to attract and
inform visitors and key stakeholders. It may
include events and other interactive public
relation activities as part of an awareness
raising and engagement strategy.
Importantly, customer service delivered by
industry may positively or negatively

BMP/1.2/2619/2017/INNOVIMENTOR
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reputation. To market tourism from a
destination perspective is a tweway street,
with approaches that focus on external and
internal audiences. In both casesthe
Marketing Plan (Activity 6.3/Output 1)
needsto ensure thatthe targeted audiences
are erngaged and have the ability to interact
with the localcommunity and to provide for
feedback External communication targets

A%Pjal@clgdf jVEiE‘tPWa a\eﬁlgereas riternal
al

communication is out  ensurirg
stakeholders and communitiesare engaged
and aware ofthe tourism goals set.

The daily life connects tolarge variety of

goods and servicesare available Items

range from toothpaste and soap to gourmet
food, luxury products, bank services and
aesthetic surgery.How do all these goods
and services reachthe clients? Obviously

the businesses offering the goods and
services have to ensure that these are sald
For this to happen businesses must ensure
that consumers/users are aware of their

products and place them at points
convenient to the consumers. This involves
a number of activities such as product
planning, pricing, promotion, use of
middlemen (wholesalers, retailer etc.) for

sale, warehousing, transportation etc. All
these activities taken together are termed as
Marketing.
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Fig. 10: Ogilvy Campaign
Available at:

http://ethicalmarketingnews.com

Products and services are not necessarily
produced at the places where they are
consumed or used especially in the
globalized economy: now days een in
peripheral places now-a-days one can find
products manufactured in China and other
countries.  This  implies that the
manufacturers must be making efforts to
ensure that their products are in demand
and reach the ultimate consumers all over
the globe. A competitive market offers
several optionsin terms of quality, shape,
design, colourtype of service price etc, and
consumers buy what suits tem most,
meaning that producers assess the needs of
consumers, their tastes ad preferences and
plan the products accordingly ensuring at
the same timethat the uptake marketsare

BMP/1.2/2619/2017/INNOVIMENTOR

aware about the productservice and its
features. All these activitiesare part of the

marketing function of any
l:zusiness/organiseltion. Marketing refers to A A
OEA bDPOT AAOGO 1T &£ AOAAOOAEI

needs and supplying various goodsservices
to them in order to satisfy their needs.Thus,
marketing is the performance of business
activities that direct the flow of goods and
services from producers to
consumerd users.In other words marketing
is an organizational function and set of
processes for creating, communicating and
delivering value to customers and for
managing customer relationships in ways
that benefit the business/organisation and
its stakeholders.
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