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1
Introduction and methodology

The Wales Tourist Board and its partners have been involved to varying degrees in the promotion of special offers in order to attract more visitors and spending to Wales and to improve the profitability of tourism enterprises.  In the past, WTB activity in this area has mainly been through the provision of promotional media within which offers can be featured.   The new Destination Management System provides further scope for this.  However, there has been relatively little strategic thinking behind this approach and not enough is known about consumer reaction to offers to guide WTB and its partners in the merits of possible future initiatives.

This study, commission by WTB in 2002, had the following objectives:

· To identify the role and opportunities for offer-led marketing.

· To review existing approaches and highlight examples of best practice.

· To understand the impact of offers on consumer motivations and when, where and how offers can influence holiday planning/choice.

· To identify opportunities and recommend the best approach for Wales/WTB to integrate offer based marketing to complement their marketing strategies.

· To consider how WTB and partners can facilitate, implement and integrate the approach as part of their marketing activities.

The work undertaken for this study has fallen into six broad areas, as follows:

Investigation of coverage in literature on tourism marketing

· Library search on key words – packaging, offers, promotions etc.

· Perusal of main academic journals relating to tourism marketing

· Perusal of marketing textbooks for tourism and the service industries

Positioning with respect to current/recent WTB marketing and research

· Consideration of overall Wales market research material:  Visitor Information surveys; UK Visitors to Wales survey, 2001; FCA Qualitative Research into different market segments 1999/2000;  Evaluation of 2001 marketing campaign.

· Considering implications of more specific product and market research carried out between 2000 and 2002 in Wales, such as studies on activity holiday sectors.

· Review of WTB Marketing Strategies (UK and international).

· Consultation with WTB marketing staff.

· Consultation with BTA marketing staff and those responsible for selected main source markets – Netherlands, German and USA.

· Review of WTB’s Destination Management System (DMS)

Review of offers and packages presented by Welsh destinations and operators

· Investigation of destination websites for Wales, including VisitWales.com and all Area and Regional sites.

· Investigation of main Wales brochures, product/theme brochures and area marketing print.

· Analysis of current ‘offer pages’ in WTB Autumn campaign.

Review of offers and packages presented by competitor destinations

· Investigation of destination websites  - Ireland, Scotland, English Regional Tourist Boards, and 35 local destinations in UK outside Wales.

· Investigation of destination brochures from 30 regional and local destinations outside Wales.

· Perusal of generic tourism/offer websites and Teletext.

· Analysis of advertisements/offers in all the main national Sunday papers on September 29th 2002. 

Consultation with destinations and enterprises operating in Wales

Consultation with the tourism industry in Wales was undertaken through structured telephone interviews.  These interviews have covered: any current packaging or promotion of offers; knowledge of results; future interest in this, including inhibitions etc.; and views on the role of WTB in this area.  Enterprises interviewed included:

· TEAM Wales partners;

· All Regional Tourism Partnerships;

· All 12 Area Marketing Organisations;

· 18 individual enterprises based on contacts supplied by WTB, covering a balanced range of serviced and self-catering accommodation, attractions, activity operators and tour operators;

· A sample of 10 operators currently with offers in WTB’s View of Autumn offer pages.

Focus groups with potential consumers of offers 

Four focus groups were held, in two locations both identified as primary source areas 

for short breaks in Wales.  The make up of the four groups was suggested by WTB, based on their primary market segments.  The groups were:

Feltham, west London

Young affluent couples

Married/Co-habiting, aged 20-35. ABC1, Household income of 41k+, Must take long/short UK breaks.

Family ABC1

Married/Co-habiting, child aged 5-15 in household, ABC1, Household income of 41k+, Must take long/short UK breaks.

Sutton Coldfield, West Midlands

Family C2DE

Married/Co-habiting, child aged 5-15, C1C2D (bias to C2/D), Main family holiday in UK.

Empty Nesters/ Retired

Aged 55+, half retired / half semi-retired, ABC1, Must take long/short UK breaks.

Each group followed a similar structure, covering:

1) Introduction - Previous holiday experience in Britain.

2) Sources of information used.

3) Factors looked for when selecting a short break or holiday from a set of adverts or entries in brochures or on websites (to indicate relative role of offers).

4) A comparison exercise of typical offer types (participants were asked to rank 7 offer descriptions in order of preference)

5) Discussion on level of appeal of offers.

6) Comparison of presentation styles. National media advertising styles tested were: general classifieds; a larger corporate branded hotel chain ad.; and a WTB Big Country wrap-around page.  In addition, reaction to two brochures was compared - the Wales Autumn brochure/offer pages and the Scottish Autumn Gold brochure.

2
Definition and marketing context 


Types of promotional offer and package

This study is about ways of seeking to attract visitors which are not simply based on the promotion of a destination or a product for what it is, using relevant images and information, but rather through putting across the notion of a special deal.  This can broadly be one of two types:

1) A special price

To be a ‘special offer’ price this needs to amount to a clear reduction on the normal price of the product, which may be constructed and put across in a number of ways, including:

a. A straight price reduction, which may be at specific times in the year, week etc.

b. A lower inclusive price for an extended stay or purchase - e.g. weekend half-board rates; extra night free.

c. A lower price for extra people in a party – e.g. group or family discount; kids go free; 3 people for price of 2.

d. A lower price for repeat/multiple visits – loyalty offer.

e. Time of purchase offer – e.g. reductions for advance booking; last minute deals.   

2) An added value offer

This is where the product offered includes the addition of certain items beyond what is normally offered.  There may be three purposes behind this:

· Making the consumer feel that he/she is getting more value for money

· Promoting a particular theme or experience that may be specially attractive to all or specific types of visitor

· Assembling a product that makes it easier for the consumer to purchase a particular experience, e.g. through adding together a range of services that can be booked as a package.  

Added value offers can be more or less complicated and ‘packaged’.  Some main examples include:

a. Free gift – e.g. free champagne for a weekend break.

b. Themed promotion involving just one enterprise – e.g. hotel with a golf course promoting golfing breaks; guest house taking people on guided walks and giving detailed walking information as part of a ‘walking’ break; Christmas specials at hotels; dinner and dancing breaks; etc.

c. Simple package linking more than one enterprise – e.g. events package (such as accommodation and theatre tickets) or discounted entry to neighbouring attractions.

d. Composite package holiday or break, which may include some or all of transport, accommodation, activities and attractions.

Clearly, the above are not mutually exclusive and any one offer may entail more than one of these elements.

The scope of this study

It is important to be clear what this study is concentrating on.  We are concerned with the use of these two types of offer in special promotions – how they are being used to attract attention to Wales and to individual products or destinations in Wales.  We are not directly concerned with the general business processes of pricing and packaging.  Price flexibility should be standard management practice and is commonplace in many professional and commercial tourism enterprises.  Packaging is the stock in trade of tour operators; this study is not about looking in detail at their business.  However, we are concerned about whether and how WTB can encourage, assist and enable ordinary individual enterprises (eg accommodation operators) to put forward a special price or an added value offer or package to generate more visitors and revenue.

Literature on offers and packaging 

Literature on tourism marketing pays considerable attention to pricing policy.  It generally advocates a fairly sophisticated approach, with a variety of prices established for different periods and products, linked in turn to identified market segments and their ability and willingness to pay.  It puts across the idea of yield management, relating pricing to projected occupancy.  It tends to treat packaging also as a component of pricing – putting together a number of products within an attractive price in order to make a sale.

The literature appears to be very product and management orientated in this regard.  Surprisingly, there appears to be little material on the market response to pricing and packaging, on what different segments may be looking for and how they react to different types of offer.

Relevance to WTB marketing strategies

The WTB strategy Achieving Our Potential is concerned both with a better understanding of markets and more effective marketing techniques.  Action Point 5 calls for ‘a better understanding of the value of adopting a more professional approach to market segmentation and relationship marketing’; and Action Point 10 seeks to ‘encourage individual operators and marketing partnerships to adopt innovative techniques and technologies to achieve greater marketing impact’.  However, the strategy makes no specific reference to the use of offers and packages as a tactic. 
The WTB Strategic Marketing Action Plan 2001 – 2005 lists 10 Key Task areas.  Of these, the following 5 can be partly influenced by, or influence, offer-led promotions and packaging:

· Evolve and improve targeting

· Improve bookability

· Take advantage of new technology

· Improve the seasonal nature of tourism

· Increase visitor yields.

The last two of these are particularly related to this subject.  Strategic action to extend the season includes: developing spring and autumn initiatives; encouraging flexibility in pricing; encouraging initiatives with trade partners to increase revenues; and promoting an events strategy.

An important component of the strategy is product marketing and especially work with activity holiday sectors.  Here, the strategy indicates that: “evolution of the product in terms of accessibility and packaging is vital”.

Evidence from recent WTB research

General market research studies were undertaken by the WTB in the late 90s (UK and Overseas Visitor Information Research studies).  They reveal little about the existing or potential response to offer led promotions and packaging.  On the whole, the results suggest that only a relatively small proportion of visitors to Wales are likely to respond to offers and packaging, with a large majority of visitors relying on word of mouth recommendation and previous knowledge to initiate and inform their holiday planning.  Concern over value for money, which is evident from UK and especially overseas visitor surveys, might indicate a potential interest in special price offers, although this link is not made in the research.

Qualitative market research was undertaken for WTB in 1999 and 2000, based on focus groups for different domestic market segments.  It revealed some information about the response to promotional offers and packaging.  Good value offers/deals were mentioned as trigger factors, with people scanning brochures and Teletext for deals.  2 for 1 deals and reductions for families appear popular in different segments.  All segments appeared responsive to deals, though this was specially marked amongst empty nesters as they may be most able to take advantage.  There was some indication of a trend towards later booking partly due to people waiting for cheap deals. The issues of price  (with C2DE) and value for money (with ABC1) were frequently mentioned as influencing holiday choice and experience.  On the other hand, offers which emphasise low prices may exacerbate the main negative image of Wales which is one of low quality.  

The various product and market research studies commissioned by WTB on different forms of activity holiday refer to the opportunity for more packaging.  However, these studies provide little clear evidence of the demand for packaged products.  In general, it is concluded that there is a spectrum of demand from people who are simply seeking relevant accommodation and activity providers, without any special offer or organised package but with good clear information around which to make their own arrangements, to a far smaller component who are seeking a comprehensive package providing a single or multi-activity holiday.  Packaging is particularly relevant where it enables visitors to access a product that they might not be able to arrange for themselves, such as trail walking, cycling or riding with baggage transfer – but the demand for this appears relatively small, though it has not been adequately measured.

Looking in more detail at the individual activity reports, the relatively small size of the market for packaged offers is especially emphasised with respect to walking and cycling. The low response to the North Wales Freewheeling Cycling Breaks campaign in 1996 is quoted as an example.  The creation of a packaged approach is more prominent in the report on riding; for example the development of country house hotel and riding packages is advocated. However, the market research undertaken for that study does not particularly confirm the demand for packages.  The need for good information around which visitors can make their own programmes is clear from all the studies.  

The study for WTB on the farm holiday market (2002) specifically asked consumers about their interest in packaging.  This found that only 10% of visitors who had expressed an interest in this sector were very interested in the idea of packages.  They are far more concerned about the quality and location of the product.  These are also more important determinants than price in the choice of accommodation.

A study of Wales Countryside Holidays, also in 2002, suggested that there was both a domestic and an overseas market for packaged offers relating to accommodation and a whole range of countryside activities.  Wales Countryside Holidays has been promoting in the overseas market to date, and has achieved links with a small number of tour operators especially with respect to walking packages.  A limited amount of research suggested further interest amongst overseas operators in this kind of product, but area needs further research and test marketing.

3
Application of offers in Wales and elsewhere

This section is concerned with the amount and type of offers placed in front of consumers.  It starts by looking at WTB activity in this area and then at activity by individual destinations and enterprises in Wales.  It then considers activity by competitor destinations and compares their treatment of offers with what is done in Wales.  Finally, it looks at the presentation of offers in the overseas market place.

It is difficult to assess the total amount of packaging and offer-led promotion undertaken by destinations and enterprises.  We have attempted to build up a picture of what is presented to the market place through websites, media and destination brochures.

WTB activity

The main way in which WTB gathers and promotes offers is through ‘Offer Pages’ inserted in the Spring/Summer and Autumn mailers.  In 2002, these pages contained 197 and 75 offers respectively.  Some other campaigns, such as Openspace, have also carried offer pages and offers on associated websites.

A limited amount of monitoring has been undertaken.  Conversion research for 2001 found that 46% of those mailed recalled the information pack with offer pages, and of these 67% found them interesting, with 9% of these actually making a booking – an overall conversion rate to booking of 3%.

Key points about the offers carried include:

· Predominantly accommodation based, involving price reductions for inclusive or extended breaks.

· Some simple themed weekends/breaks, e.g. Christmas, walking 

· Various themes based on what is available at the accommodation

· Very little apparent packaging involving multiple enterprises

· Often difficult to distinguish the value of the offer compared with normal pricing

· It is sometimes not clear what you are paying for

· There is only a basic ordering of offers on the pages – it can be quite hard to determine subject matter.

The Destination Management System (DMS) and Website (VisitWales.com) provide an important vehicle for handling and promoting offers.  However, at the moment only a few offers appear to be in the system.  Up to the end of 2002 only offers which were saleable on line could be featured but this is changing so that offers can in future be presented simply as text irrespective of bookability.  Display of offers is through a box on the home page and certain other pages.   This is a small box, which is difficult to read and click on (partly due to the scrolling of the text).  Currently (December 2002) it only contains two offers.

WTB also assists the presentation of offers through activities such as media advertising (via the Advantage Wales scheme), Teletext and the Visit Wales Centre (central reservations).  The latter carries a list of special offers and late availability that is updated.  At the moment (November 2002) the amount of offers available through the call centre appear to be limited (based on evidence of a cold call): it is linked to availability on the DMS.

Regional and local destinations in Wales

The broad picture of the engagement of destinations in Wales in the promotion of offers and packages is as follows:

· Only 3 of the 12 AMOs are currently carrying their own special offer pages on their websites or main brochures.

· Some destinations, e.g. Cardiff, are setting up discount schemes involving attractions, restaurants, etc.  Events and arts/theatre inclusive offers have been developed in some towns/resorts – e.g. Llandudno theatre package involving many hotels.

· Regional Tourism Partnerships are beginning to get active in this field.  Examples include the Mid Wales Day Visits campaign, which has been successful in recruiting special offers for attractions and other enterprises; and South West Wales’ themed promotions, around which they are proposing to develop more packaging.

· The Central Reservations service offered by the Regional Tourism Companies proved popular amongst local destinations and attractions, and provided a vehicle for developing local offers and packaging within the bounds of EU legislation.  North Wales Tourism have run Great Breaks for many years and propose to expand packaging of cultural and activity tourism.  

· A few tourism associations are coordinating special offers and packages between members – e.g. Carmarthenshire Tourist Association (last minute offer pages); North Wales Borderlands Partnership (accommodation package based on book of free admission to local attractions).

· There are a few examples of networks in local areas developing multi-activity and special interest packages, e.g. Montgomeryshire Rural Enterprise, offering accommodation and a range of rural activities; Pembrokeshire walking packages supported by SPARC. Some of these are linked to Wales Countryside Holidays which has been the subject of a separate study.

Individual enterprises in Wales

Turning to activity by the tourism industry in Wales, the following picture emerges:

· Tour operators and consortia, such as TEAM Wales members, are all engaged individually in tactical pricing (which may be presented as offers) and in some cases in packaging.  They see this as standard business practice.

· Most larger and corporate branded hotels have their own programme of special offers, which may include themed breaks such as Christmas packages and use of own or local sporting or health facilities.  They are mainly promoted independently and not much related to Wales images or products.

· Small operators have generally been loath to offer discounts. Yield management appears to be little practiced by them.  There is also a problem in getting small operators to offer commission to tour operators, and few work with the travel trade partly for this reason. The proportion of enterprises mentioning any kind of offer in their entries in area brochures is under 5%.  It has proved quite hard to recruit participation in offer pages based on genuine offers.

· A few individual enterprises, including activity holiday operators and accommodation, offer niche activity holiday offers/packages.  It is generally felt that the number of individual, independent businesses offering packages has declined, owing partly to fears relating to insurance and legislation.

· There are a number simple packages linking accommodation to attractions (and to facilities such as cycle hire), which have variously been instigated by attractions or by accommodation establishments, individually or collectively – e.g. schemes involving the National Trust, Techniquest, the CAT etc.  There have been a few examples of joint ticketing between attractions.

Competitor regions

It is important for Wales to consider the way its main competitors market offers.  There is considerable variation in the approach adopted by Scotland, Ireland and the individual regions of England.   

General policy

All the tourist board recognise the importance of offers in bringing business to the trade.  However, they appear to place different degrees of emphasis on this, especially in relation to their own activities.  

Some English regions, such as the South West, Cumbria and the South East, are wary of promoting discounted prices as they feel it can put across the wrong image.  However, they do provide a vehicle for enterprises to put up offers, mainly through a feature on their destination website.  Other regions, such as Northumbria, have been more active in assembling and drawing attention to offers in their campaigns.

Scotland has a well structured approach to offers, highlighting special break prices and other deals in a structured way in their print and website, linked closely to information on accommodation and other facilities.

Use of print

Coverage of special offers and breaks in main destination print is generally limited.  This tends not to be the vehicle used in the promotion of offers and packages.  

Some of the boards produce separate print items in support of seasonal or thematic campaigns which contain offers.  However, the campaigns and associated imagery are conducted around the theme (eg Autumn, Great Outdoors) rather than leading with the concept of ‘offers’ or ‘deals’.  

A particular example is the Scottish Tourist Board’s Autumn Gold brochure.  This is a substantial print item, with full colour photographs and descriptions of accommodation, each quoting an Autumn Gold offer which may be presented either simply as a price or expressed as an offer or discount. 

Use of website

Scotland and most of the English regions have a clear route to special offer pages on their website home-page.  The relative prominence given to ‘offers’ in this way on the home page varies considerably between destinations.  It may be through a flashing, special box or menu item.  

The offer pages tend to list a set of establishments (mainly accommodation) which are providing offers.  These can be panned through and clicked on, which then shows up details of the establishment and the offer in question.  Some of the sites have the offer pages integrated with the accommodation search engine.

The greatest prominence to offers, and probably the largest amount of associated product, is given by the VisitScotland.com site.  For example, the home page in December 2002 leads with a Romantic Winter Breaks feature.  This then provides a choice of offers: What to See and Do, Accommodation, Transport, and Last Minute. Clicking the accommodation option leads the user directly to an accommodation search facility, which then lists accommodation complying with the criteria entered and which is also offering a special winter deal.  Clicking on an the selected accommodation provides a full description page, with the Winter Breaks offer spelt out against a standard icon.  Clicking the last minute option does exactly the same, process but here the only accommodation showing is that providing a special offer for the following few weeks.   Clicking on the transport option lists carriers (eg Scotrail) and on What to See and Do lists attractions or tour operators.  In all cases the enterprises are quoting a special winter offer set out clearly as a statement against the icon.

Construction of offers and specific campaigns

There appears to be relatively little control or management of offers contained within competitor regions’ print or websites.  Offers may be simple statements of an inclusive price (eg 2 nights short break), a more obvious deal (eg 2 for 1), or a quoted discount.  Few enterprises appear to be offering added vale offers.

Around a third of the tourist boards are featuring ‘last minute’ offers.  These tend to be related to the following four to six weeks.  

Three of the regional boards (Northumbria, Yorkshire and Hear of England) have established more structured offer-based products centred mainly on attractions.  These are based on discount cards/passes obtainable from consumers which allow access to attractions offering primarily a standard two for one deal. The Northumbria Powerpass, in conjunction with an electricity company, appears to have been quite successful and popular with attractions.

The policy of South West Tourism is interesting.  They purposefully play down special offers on their website as they feel this detracts from their main branding messages and images and the quality of the product.  Offers are assembled and promoted by e-mail to a consumer database, partly built up through a registration process from the website.  These offers are carefully managed, and are largely for late-availability, with a maximum of 6 weeks before departure.

Some other tourist boards are also involved in direct marketing of offer information to databases.  For example, Yorkshire have established a membership of a ‘Yorkshire Club’ who receive updates on special offers. 

Northumbria Tourist Board have been very active in developing promotional campaigns which include special offers.  These include themed campaigns (eg Great Outdoors; ‘pamper breaks’ (accommodation with leisure/added extras) as well as campaigns around specific price deals (eg 2 for 1 type offers).  They report good success with this, but it is unclear whether this is due to effective themeing and marketing or the appeal of the deals constructed.

Scotland and Ireland appear to be quite active in the promotion of offers and breaks through advertising.  For example, a flashing and hyper-link to VisitScotland pops up regularly on the ‘thisistravel’ commercial website.  Bord Failte have been running ads for Ireland in the national UK press based round taster offers/packages, e.g. Hotel City Breaks from Stena; Biker Breaks; and Killarney breaks from Swansea-Cork ferries. 

Local destinations outside Wales

We have also looked at a wide range of local destinations in England and Scotland.  The following picture emerges:

· Approximately three quarters of the destinations investigated have websites with special offer pages accessed through a menu button or box on the home page.

· Most of these special offer pages are basic displays of accommodation offers, including short text and sometimes a picture.  Some of the offers are accessed by a search engine.  In most cases the offer list is clearly promoted as last-minute offers, with dates showing the period of the offer.

· Few destinations produce printed brochures of offers and deals, and their main guides tend not to promote special offers apart from through individual enterprise ads.  However, there are a few notable exceptions to this.  Examples include the Scottish Borders, which produces a high quality Autumn and Winter Breaks guide, with featured accommodation quoting and displaying a highly standardised short break offer price (2 nights dinner bed and breakfast for serviced; 3 nights with heating and linen for self-catering).  Lancashire Tourism produces a brochure of special offers, which are not structured and are based mainly on price deals, which are sometimes not very clear nor particularly interesting.

Exposure in national media 

In order to obtain a comparative picture of how offers are promoted in the national media, we carried out an audit of holiday advertising in the main broadsheets and tabloids on Sunday September 29th 2002. This revealed:

· Limited coverage of the UK compared with overseas destinations.

· Space devoted to Wales accounting for 7.2% of travel ad. spaced devoted to the UK as a whole.

· Only one regional destination taking significant ad. space for breaks on that weekend (Northumbria, promoting its Powerpass discount scheme for attractions).

· Only one local destination promoting offers – York, again centred on an attractions discount scheme.

· Five corporate hotel companies promoting accommodation based mainly on price, with ads mainly found in the run of the paper.

· A smattering of small ads promoting accommodation based offers, mainly as inclusive prices, 2 for 1, kids go free etc.

· Some accommodation and attractions combined offers – mainly Eden Project.

· Very little themed packaging as such – nothing unusual - racing and golf packages, surfing and powerkiting.

At the same time, we analysed Teletext pages, which revealed:

· Pages for each of the UK regions.  Wales page has 5 entries, with general ads from Haven and Wales Cottage Holidays, and 3 hotels offering special breaks. (c.f. 18 Cumbria, 18 Devon and Somerset; 20 Bournemouth, Dorset, Hants).

· Generic pages (short breaks; today’s bargain breaks; city breaks; self-catering and activity holidays; branded hotels; Christmas breaks).  Wales hardly appears at all, but may be included in corporate/agency entries.

Overseas marketing of offers

In the past the Wales Tourist Board had been involved in a number of schemes aimed at attracting more interest from overseas visitors based on special offers.  These initiatives have been mainly related to work with specific tour operators.  For example, WTB subsidised Brittany Ferries on their accommodation voucher/discount scheme.

Currently, WTB has no separate campaign dedicated to special offer promotion in overseas markets.  Recent related activity has included:

· Support for BTA Million Visitors campaign for gathering and promoting a wide range of special offers.

· Ongoing work with travel trade to help them link with individual products in Wales and to encourage local enterprises to offer competitive commission etc.

· Promotion of themes and packages in partnership with tour operators in selected markets – e.g. a flyer featuring 9 tour operators/carrier offering Wales programmes, promoted through three main newspapers in Germany.   

The most relevant overseas marketing experience of special offers lies with the BTA campaigns run as a follow-up to the Foot and Mouth crisis.  The Only in Britain initiative, which followed the Million Visitors campaign has generated over 5000 special offers, mainly from small businesses but also with the participation of a number of carriers such as P & O.  BTA have reported that relatively fewer enterprises in Wales have participated in the scheme than from most other parts of Britain.  The scheme involves recruiting offers and placing them on the VisitBritain site, which is searchable by location.  The majority of offers are simple price-based deals, such as 3 nights for price of 2 in serviced accommodation.

The degree to which other destinations in the UK are using special offers in promoting to overseas markets is unclear.  One individual example identified by BTA is a scheme by the East of England Tourist Board  in conjunction with BTA, which involves a set of standardised 2 for 1 offers at attractions based on the redemption of a voucher.  This has been promoted through ferry companies (in ticket wallets) and tour operators and appears to have been popular with both the attractions and the carriers, although there is little information available on the number of vouchers redeemed.

There appears to be very little information about how overseas markets respond to offers.  BTA were not able to identify any relevant market research on this.  They have also found the Million Visitors/Only in Britain campaigns very hard to track and have had little feedback from participating businesses.  Impressions gained from the BTA officers involved include:

· Some of the carriers involved in Million Visitors, who provided significant discounts (eg P & O 50% off) reported good business from it.

· Most markets are currently very price sensitive – a good really good reduction, which may entail transport and well as accommodation, is needed if it is going to make a difference.  This may be best achieved through tour operators.

· There is ongoing scope for special offers and packages relating to special interest niche markets, eg walking and cycling, promoted to databases and through specialist media.

· There may be scope for offering unusual packages (eg behind the scenes access) to established Britain lovers who are regular visitors.

Conclusions on the promotion of offers in Wales compared with competitors

The main conclusions on the promotion of offers/packages in Wales compared with competitors are:

· In the main, competitor destinations appear not to be pursuing high profile special offer campaigns, but Scotland and Ireland appear to be promoting offers more actively than Wales.

· Scotland and most English regions give more exposure to offers and packages on their websites.  The current inability to use the WTB website to access a clear range of offers easily is a significant weakness in relation to the competition. 

· The WTB offer pages contain a significant number of offers, but the attractiveness and usability of these pages is in doubt, in comparison to competitor print such as STB’s Autumn Gold.  This was tested with consumers (see chapter 5). 

· Local destinations in England appear more likely than their counterparts in Wales to have their own offer pages on websites.

· Types of offer appear similar in other regions, with no really creative packaging standing out.

· In general, the management of offers appears limited.  Some regions promote more standardised short break prices as offers.

· There appears to be a greater used of discount/passport schemes for attractions in some other regions.

· Wales appears slightly under-represented in advertising in national media, including Teletext.

· Monitoring of the uptake of offers is universally poor.

4
Trade attitudes in Wales to making offers 

The previous chapter looked at the extent and nature of the use of offers in tourism marketing in Wales and in competitor destinations.  In order to get a clearer picture of the potential to develop offer-led promotion further in Wales in future, consultations were held with a the members of TEAM Wales and with a cross-section of private sector enterprises identified by WTB.  This issue was also discussed with all the Regional Tourism Partnerships and Area Marketing Organisations. The results are summarised in this chapter. 

General reaction to offer-led promotion

There is a considerable amount of interest amongst RTPs and AMOs in encouraging more special offers and packaging of the product in Wales.  However, there seems to be little understanding of what the market may respond to and what form packaging should take.  However some AMOs are sceptical and uncertain about packaging, though it is seen by everyone as a key issue.

The main tourism operators who are members of TEAM-Wales are already professionally engaged in promoting offers and making packages.  They are grateful for the positive interest and support of WTB but mainly see the role of the Board as image and awareness building for Wales rather than constructing and promoting special offers.  Nevertheless, they welcome the support of WTB in working with them to promote their products.  Most of the operators involved in the promotion of accommodation have proven experience of the usefulness of tactical price discounting and occasional added-value offers.  They have sometimes found reluctance amongst Wales based accommodation to participate in such approaches and believe more education about the value of this in terms of yield management could be helpful. 

There is a widespread reaction against ‘price discounting’ amongst small businesses, which is echoed also by some AMOs and RTPs.  People feel that Wales should be sold on quality and discounting is a slippery slope.  More education is needed on tactical pricing. 

A major inhibitor of packaging and special offer formulation as far as local marketing organisations and many small businesses are concerned is lack of time.  It is also seen as requiring a well targeted marketing campaign to back up the products created, which for many is seen as too costly.

Concerns about legislation, insurance and the requirements of the EU package Travel Directive are putting off many enterprises and destinations.

There has been a problem in the past of small enterprises not being willing to offer commission to travel agents, and sometimes not honouring agreements reached with them.

Results seen in Wales

In general, there appears to be too little monitoring of the results of the promotion of special offers and packages, and also not enough understanding of market reaction.  As well as a call for market research, there was a suggestion that WTB and RTPs should support the test-marketing of offers and packages.

Past experience with the promotion of packages at a destination level has shown a limited take up, though this may partly reflect a lack of marketing resources behind local initiatives.  

Results for individual enterprises seem to depend largely on attention to detail and the effort put into marketing.  

In the main, larger hotels, including corporate branded hotels appear to have received reasonable results from promotion of special offers based both on price and added value, similar to what has been achieved in other parts of the country.

The promotion of special offers between accommodation and neighbouring attractions appears to have worked quite well.  However, a number of attractions complained that there can be too many offer deals around, all with differing price structures, which can be confusing to staff.

For may enterprises, the advantage of special offers is seen as the media coverage it generates as much as actual purchasing of the offer.  This appeared to be particularly true of attractions.

In order to get a more specific measure of the impact of WTB’s activities, 10 enterprises featured in the Autumn offer pages were selected at random and interviewed.  This survey was undertaken in early November, before the campaign had come to an end. The results were as follows:

· Response was very varied.  4 had done well or OK from the campaign (5 to 12 enquiries leading to 1 to 8 bookings). The remainder did not think they had had any enquiries.  

· 4 of the enterprises had not put forward a genuine special offer; it was really just their normal deal.

· For some, it was treated simply as a way of getting onto a listing and being seen.

· A large majority felt that this kind of campaign was important and WTB should persist with work in this area.

· The enterprises that did best had created a genuine special offer and had put in a clear, appealing description and price on the sheet.

· 2 of the enterprises were involved in the DMS and were very critical of it, finding it complicated and the VisitWales website hard for consumers to use.

· Many enterprises got most if their enquiries through their own websites.

Opinion about different approaches to take

Opinions differ about the extent to which WTB should get involved in this area. Some AMOs and small enterprises feel that this is an area in which the WTB and RTPs should take a lead. However, others feel that the WTB should not get too involved with the construction and promotion of offers.  This should be left to the private sector, with WTB concentrating on promoting the image of Wales as a destination.

It is generally felt that new technology and opportunities for more focussed direct marketing and relationship marketing provide a reason and a need to pay more attention to the building of special offers and packages.

There is a general feeling that a lot of disconnected small scale package/offer schemes should be avoided.  Increasingly, this area should be coordinated through the DMS.

Small enterprises need advice and hand holding in this area.  It is difficult for them to get the right offers to the right markets. 

There was some call for tourism organisations and local authorities to instigate and support more events, around which the creation of offers could be developed. 

Some of the bigger marketing organisations, such as Superbreak, emphasise the importance of attractive pricing in stimulating demand, over and above packaging and added value.

There was some appreciation of the fact that tourists generally want flexibility and that too much packaging should be avoided.
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Consumer attitudes to offers

Four focus groups were carefully constructed to investigate the way holiday purchasers respond to offers.  The location and makeup of the groups was described in chapter 1.  

In order to fully understand the role of offers, it was felt necessary to look at this in the context of the types of holiday break taken and influences on decision taking, including information used.  This formed the first half of the agenda for the groups.  The second half was spent comparing different types of offer and some of the media used to carry them.

Type and extent of break taking

All participants had been on at least one holiday break in the UK in the past year (2002).  These included a mixture of weekend breaks to extended stays of up to 7 nights.  The destination, length of stay, accommodation type and party composition are presented in the Appendix Table 1.

Some interesting findings from this discussion, which have broad implications for marketing of offers, include:

· A preponderance of serviced over self-catering accommodation.  Out of 47 different holiday breaks mentioned by participants, only 20% used self-catering accommodation.  Self-catering was most prevalent amongst the C2DE family group, but even here half had used serviced accommodation (including Travel Lodge, Hilton and other hotels).

· Low showing of Wales.  Only one of the 47 breaks was to Wales.   The South West was dominant, followed by the Lake District.

· A distinctly different pattern of break taking amongst the retired/empty nester group than the others.  This group tended to take a number of breaks throughout the year, often away from the main season to avoid crowds and higher prices.  Some of the breaks taken were inclusive products, from coach companies (Shearings) or packaged resort accommodation (Warners).

· The young affluent group without children demonstrated the greatest variety of use of accommodation and appeared to be the most discerning with respect to quality of experience, though this often meant a good B&B rather than necessarily a hotel.

Information sources used

The importance of repeat visits and word of mouth recommendation was stressed by all groups.  This was to be expected and confirms findings from may other surveys. Apart from this, the main sources of information mentioned unprompted were the internet, newspapers and brochures, with other sources such as Teletext being far less used.  The way each of these sources is used is important when thinking of the potential role and position of offers.

The Internet

The internet has rapidly become a truly major source of information on holiday breaks.  A number of key points about its use became apparent from the groups, which are set out below.

· It was widely used by all four market segments, although marginally less so by the empty nesters/retired (though this appears to be fast changing).

· People became initially most practised at using the internet when researchjng overseas holidays and breaks, especially flights.  This experience with overseas holidays led to a greater use of the internet for domestic breaks.  It is therefore essential that UK destinations and companies match or better the experience provided by websites for overseas holidays.

· The Internet appeared to be used in two ways:

1) To find out information about a destination that people had initially thought of visiting.  People will mainly identify destination sites through search engines or linkages.  These sites will then be used partly to confirm whether the destination itself sounds interesting and suitable, and partly as a guide to more specific information such as on accommodation.  Special offers relating to the destination might be looked at as part of this process and may help to enhance interest, but may not be necessarily sought out initially.

2) To provide detailed information to reassure visitors about a specific holiday, including an individual accommodation enterprise, prior to booking or sometimes post booking.  Most interestingly, a majority of participants said that they would nowadays look at the website of individual enterprises before contacting them to make a booking, whether they had initially heard of the enterprise through the internet or through another medium such as press or brochures.  The quality of information on the individual site, crucially including pictures, is becoming critical in influencing whether people proceed to make a booking 

· Casual browsing of the internet looking for offers seemed to be relatively uncommon.  However, a small number of participants mentioned generic holiday sites such as LastMinute.com.

· People are still generally reluctant to use the internet actually to make bookings, preferring direct personal contact with the operator or accommodation, partly as reassurance.

Newspapers and magazines

National press was used by all groups to gain ideas about holiday breaks.  However, it appears to be most actively used by retired people and empty nesters, who have time to go through the papers.

Newspapers were primarily used as a source of ideas for holidays, for all groups, perhaps obtained from travel articles. People would then follow this up by seeking more detailed information, for example through obtaining brochures from destinations or operators or using the internet.  

The empty nester/early retired group would also look through national media for offers, but this was uncommon amongst the other groups.   It appeared that in the main these would be offers that stand out, such as specific reader offers or clear offers within corporate display ads., for example from the branded hotel chains, rather than individual deals put over in classified ads.  These presentational issues are discussed further below.

In general, Tabloid newspapers appeared to be more actively used than Broadsheets, within all types or group.  The Daily Mail was frequently mentioned.

A few respondents who has special interests, such as golf, used related magazines to identify relevant holiday breaks, which might include special offers.  Such media appear useful for targeted niche marketing of breaks.

Destination brochures

Destination brochures were seen as a popular medium for obtaining information amongst all groups.  In the main they are seen and used as an intermediary medium, providing information on a range of accommodation and other facilities once a destination (or a short list of destinations) had been identified.  Their appeal was in the quality of information and level of detail supplied, including text and pictures.  They also have the advantage of enabling the whole family to look at options and be involved in making a choice.  They were not particularly seen a medium for special offers.  

Interestingly, it appears to be the mixture of information in a destination brochure that appeals, including information on what to do and events as well as specific accommodation entries.

Direct mail

Most participants were negative about unsolicited mailshots received through the post.  An exception appeared to be mail from destinations or companies which people had been to/used previously: this was seen as an acceptable way of keeping in touch and some people had responded positively to such material.

People were particularly negative about untargeted mailshots using stereotyped promotional images such as happy families on beaches.

Unsolicited e-mail was also generally unpopular and tended to be deleted or ignored.  Fear of viruses was a factor for some people.

Teletext or similar

Teletext was hardly used at all by participants.  It was mainly thought to carry information about overseas destinations.  It was recognised as a medium on which special offers might be found but this did not particularly attract people to it.   

A factor in this negative reaction is the belief that the internet now provides a much better way of accessing information.  Not only was this considered true in terms of content but also in terms of speed of information coming on screen.  The internet also provides better research capabilities.  Some people (young affluents especially) accessed Teletext pages through the Internet rather than the TV.

Influences on taking breaks

In order to gauge the decision making environment in which special offers have to operate, the focus groups discussed the various factors that influence choice of holiday breaks.  

A number of important broad conclusions can be drawn from this, which are set out below.  These are common to all four of the market segments, but there are significant differences in emphasis and interpretation between the segments which are drawn out below.  It is also important to appreciate that there may also be variation within segments according to breaks and holidays taken.  For example, within the affluent families segment, parents may sometimes take short breaks without the children and here behave more like the young affluent no kids group.

· The appeal of the destination, offering something to see and do, is of primary importance.

For a large majority of the respondents, the main concern was that the destination would suit them.  Essentially, their concern was about what there was to see and do in the place.   These may be environments, attractions and activities available in the area, or relevant facilities associated directly with the resort or accommodation. This can play out in a number of different ways according to the circumstances of the individuals or family.

-
In the main, family groups need to be persuaded that there are things to see and do which will appeal to the children, such as beaches and family orientated attractions.

-
Young affluents tend to be the most discerning about, and influenced by, the destination.  In addition, a number were looking for specific activities, such as golf.  They are the most information conscious.

-
Empty nesters/retired are also looking for interesting destinations, maybe trying different parts of the country they have not seen, and are perhaps more able to be influenced by inclusive offers including coach itineraries.

Location is a major influence on choice.  People are keen not to travel long distances for a short break.  This was particularly important for empty nesters/retired.

· Accommodation must meet the specific needs of the customer; with a minority of breaks the special appeal and quality of particular accommodation is a generative factor.

Holiday breaks appear to split broadly into two types.  The majority are driven by experiences concerned with destination and activities, as noted above.  However, accommodation is also important.  It must be in the right place and be of the right type to meet the needs of the couple/family.  People are primarily concerned about consistency and quality assurance (basically, that they will get what they think they are going to get).  Beyond this, of secondary but also significant importance are facilities, character and service.  Star ratings are clearly important to people and are looked for and taken into consideration.

The second, and less common, type of holiday break is one where the primary motivation is to be looked after by the accommodation – where people are seeking some luxury, pampering and in some cases access to facilities on hand (e.g.health, sport etc.)  This can appeal to all segments.  Projecting a quality image, not simply some technical assurance of quality, with attention to detail, perhaps underlined by added extras, is important here.

· Price is important but seldom a primary influence.

Interestingly, price was hardly ever raised unprompted as a primary influence on the choice of holiday break.  Cost did not appear to be a major factor stopping people taking breaks.  Nevertheless, there was a keenness to find ‘good value for money’ once the general destination and type of accommodation had been determined.  

A competitive price was often a reason for selecting a particular accommodation establishment, such as a branded hotel.  People tended to set a budget and then find accommodation to match it.   

The segment that was by far the most influenced by price considerations was the empty nester/retired segment.  This may partly reflect disposable income levels amongst pensioners but also the desire by the segment to take a significant number of breaks in the year.

The C2DE family segment was also quite influenced by price, but the difference between this segment and the ABC1 family segment was less marked than might have been anticipated.  The market research agency conducting the focus groups reported that this was a recent trend found also in other studies in other sectors.

· Weather and accessible information conspire towards late booking 

All the groups showed a tendency towards making late bookings for holiday breaks, ranging from six weeks to one to two days before departure.  The ABC1 no children segment was also quite prone to make no pre booking. 

Two main reasons cited for late bookings were the unpredictability of the weather and the fact that it was easy to obtain information and make bookings at the last minute.  Price did not seem to be a particular issue here; it was more a question of convenience.  People were aware of last minute deals and some had responded to them, but they had not necessarily been a cause of the trip.

For this reason, there was general lack of interest in the concept of price discounting around early booking.  If people want to make their minds up late then they will do so. 

The only incidence encountered of people taking advantage of price discounting around booking early was for repeat bookings to the same accommodation, when people had got into a pattern and knew where they wanted to go.

· People are looking for good information and the opportunity to make direct contact when booking

Quality and detail of information supplied is clearly important. Having obtained information using the sources discussed previously, there was still a general desire to have some personal contact with the accommodation enterprise or operator in making the booking.  Direct booking over the telephone was by far the most preferred option.  A few people mentioned travel agents whom they trusted and they would use them as the personal link even for UK holidays and breaks.

The relative importance of special offers

The above analysis of influence suggests that special offers are not a major influence on holiday choice within the UK.  People are motivated to take holidays and breaks for other reasons.  They are more concerned about the place, the accommodation and a concept of ‘getting value for money’ than on obtaining a special deal as such. 

However, offers can support this process, by drawing attention to certain aspects of the destination and accommodation, and especially by underlining value for money.  They could influence choice between accommodation and even between equivalent destinations when more fundamental factors are seen as being equal.

Despite offers not being a top of mind issue amongst participants when discussing holiday choice, around a half had consciously availed themselves of offers.  In the main these were price deals, such as free extra nights.  Families had particularly responded to free accommodation for children in serviced accommodation.  Many of these deals had been offered by corporate brands, such as hotel chains.   

Many people had taken advantage of low prices at weekends or at certain times of year in corporate branded hotels, sometimes promoted as city breaks.  They would not have stayed hotels of this level of quality were it not for the relatively low price.  However, they tended to see this simply as normal flexible pricing rather than a particular ‘special offer’.   

When specifically asked, the majority of participants felt that a good offer might influence them to select a destination that they might not otherwise have thought of, although hardly any quoted incidents of this happening in the past.

Only the empty nester and retired segment appears to be particularly susceptible to offers, and it stands out in this respect.  Only within this segment had people actively gone through media, especially national newspapers, looking for holiday offers.  Offers are particularly relevant to this segment as they have the flexibility to take breaks at all times of the year or week and in many cases disposable income can be low.  Again, it tends to be price deals that they have responded to.

Apart from a few of the latter segment taking coach trips, few people appeared to have responded to packaged holidays or breaks within the UK.   Two of the young ABC1 segment had responded to themed activity offers, such as for fishing or golf, promoted in relevant magazines.  These were just accommodation and single activity deals rather than a more complex package.

Comparative response to different types of offer

The focus groups were presented with a single sheet containing 7 types of holiday break offer.  Participants were asked to rank them in order of their relative appeal.  Although these offers were hypothetical, they were constructed using elements of real life offers in the WTB offer pages.  Each of the seven offers was based on the same accommodation in the same location in order to remove these factors as an influence on the ranking.  The sheets are shown in the Appendix, Tables 2 and 3.

The accommodation for the two non-family focus groups was ‘a four star hotel in the centre of a historic town, close to country walks’.

The accommodation for the family focus groups was ‘a holiday cottage in an attractive village, close to beaches, ideal for families’.

The seven types of offer were as follows:

A:   Free night – Three  nights for the price of two

B:  Added value gift – Winter warmer with champagne (couples); Spring flowers, with food hamper etc. (families)

C:   Free admission – to neighbouring attractions: National Botanic Garden (couples); Oakwood Theme Park (families)

D:   Straight discount – 10% off (couples); 15% off (families) in long specified off-season period

E:   Description only - No offer presented, but a more detailed description of the hotel/cottage given.

F:   Packaged break – Organised weekends : ‘Experience Llandeilo’ – guided walk, folk evening, choice of activities etc. (couples);  ‘Farm experience’ – basic farm life such as egg collecting, choice of activities, visit to family farm park etc. (families).

G:  Passport – Book of discount vouchers to attractions, craft shops, restaurants etc. in Mid Wales.

Participants scored these offers on the scale 1 (most favoured) to 7 (least favoured). The results are shown in Figure 1, expressed as average scores. 

FIGURE 1  Average rank positions of offer types
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All the types of offer were considered relevant and there was a considerable spread of interest amongst them within each group.  This is why the average scores are relatively bunched.  In two of the groups five different types were ranked top by at least one participant.  Response to each type of offer is considered in more detail below.

Free night (3 nights for two)

All four groups placed this offer in the top three and it was the most favoured offer by the ABC1 family group.

Its main advantage is that it is a clear cut offer and people can see straight away that they are getting a specific advantage.  It was generally considered as offering good value for money.  A number of participants had worked out the value of the offer in money terms when considering it.  

This type of offer has the advantage of being easy to communicate.  It is also expressed in the positive as something more added, rather than as a cut price which has more negative connotations.

On the other hand there was some comment that this kind of deal is rather commonplace and would not really help an individual offer stand out amongst others.

Description only

This was the option most favoured by the young affluents and the empty nesters, and it came second amongst the ABC1 families.  

The fact that it did so well is very interesting for the purposes of this study.  It tends to confirm the conclusions from the discussion of influences on holiday choice that attention to detail in terms of putting across information about the destination and the product is more important than putting across a special deal.  People were drawn by two factors:

· The images invoked.  They said: “it sounds lovely; I can really visualise it”.

· The level of detail, helping to give confidence.  For example: “The washing machine means that you can get as muddy as you like”.

This description only option, however, fared quite poorly amongst the C2DE families.  This market research firm facilitating the focus groups have often found that this socio-economic group does not relate very well to imagery.

Free admission to a neighbouring attraction

This offer was ranked in the middle by three of the groups, but was the most favoured offer amongst the C2DE families.

A very striking conclusion from the discussion was that the response to the offer depended very heavily on personal reaction to the attraction in question.  People who really liked gardens (in the case of couples) or theme parks (in the case of families) ranked it highly while others put it near the bottom.   The idea of free admission just in itself is not enough.

There was also a tendency for people again to convert this into a money value.  They estimated the admission price to Oakwood and realised that this was a good deal: this partly explained its popularity amongst families.

Added value gift

This offer was expressed partly as a kind of theme – i.e. ‘winter warmer’ or ‘spring flowers’ – but it also contained a free added value ‘gift’ – i.e. champagne, or a wine/food hamper. 

There was considerable variation between two types of group here.  While it was rated third by the young affluents and empty nester groups, it was ranked bottom by both the family based groups.

It appeared that the two groups of couples were responding mainly to the imagery that the ‘winter warmer’ theme conveyed – welcome tea and free champagne – it sounded cosy and romantic.  Language is clearly important.

The main reason why families did not respond well was that the free wine and food hamper in the cottage were things they might expect anyway.  It was boring for them and did not sound like much of a deal.  

There was some suspicion of this offer amongst all groups.  People felt that the champagne and wine were likely to be of poor quality. They would prefer the money and then choose their own.

This suggests that the choice of any added value component, and the way it is put over, requires very careful thought.

Packaged break

This offer generally fared middling to poorly but was the second favourite amongst C2DE families.

Again, the response was heavily dictated by individual personal reaction to the components of the package.  One respondent put it first because the package mentioned a folk evening and this was his passion.  Another liked it because she always went away with her brother who was ‘really into castles’. The farm package was quite appealing to families because finding things that might occupy the kids was a high priority on breaks.

The main reason why this offer was sometimes viewed positively was that it indicated that there was a range of things to do in the vicinity. It was also quite appealing that these activities would be made available to people without them having to find out about them.  Many people quite liked the idea of a well filled weekend.

However, the main criticism, very frequently and forcefully expressed, was that people do not like being organised.  Almost everyone said ‘we would not like to feel we were being made to do these things’.  People were clearly wanting total flexibility.  People who bought the package would want to have the option of opting out.  For many people, a far more preferable approach would be to be provided with good information about what they could and then to be able to make their own plans.

Straight discount

This offer, of a straight percentage off the price for a number of months in the year, performed poorly amongst all groups.

Although the offer was clear-cut, people felt that really it said nothing.  “15% off what?” was a common question.  It was generally mistrusted; a simple, attractive, off-season price would be preferred.

There was an also a feeling that a quoted discount of this types looks ‘cheap’ and tends to downgrade the product.

Finally, the percentages offered (10% and 15% off) were not seen as very significant anyway.  The impression was that any quoted percentage price reduction would have to be considerably higher if it was to attract attention.

Holiday passport of discount vouchers to attractions etc.

This was the least favoured offer amongst young affluents and empty nesters, was second to bottom amongst ABC1 families but was placed in the middle by C2DE families.  

The whole concept of a book of discounts was generally disliked.   Some people had come across this concept before and had found they had never had the occasion to use the discounts – “they are always in the wrong places at the wrong times”.  Others felt that the discounts probably would not amount to much and may be no different to what would be available anyway.

There was the occasional positive note. However, this was mainly due to the fact that the ‘passport’ could be used as an information source to the attractions, restaurants and craft shops.  It indicated that such things existed in the area.  Again, this reinforces the importance placed on assurance of ‘things to do and see’ in the area, as a more important influence than offers.

Reaction to press advertisement styles

Three types of national newspaper advertising, which might carry offers relating to accommodation, were shown to the groups and discussed with them.  These were:

· A basic page of small classified ads from the travel section of The Sunday Telegraph, listed under a heading of UK travel.  Individual destinations, including Wales, were simply delineated with headings within columns.

· A display ad from Thistle Hotels in the Sunday Telegraph, found within the run of the paper.  The ad clearly shows the corporate Thistle name and logo and has a prominent strapline ‘Autumn Getaways from only £30 per person’.  The ad. simply contains lists of Thistle hotels showing name and location, grouped by bed and breakfast price.

· A WTB feature in the Mail on Sunday within the UK Holidays section.  This was an advert from the Advantage Wales campaign, with a prominent wrap-around heading using The Big Country slogan, within which there was a small amount of editorial on Wales containing three photographs, and a sizeable panel of classified and small display ads.

Reaction to these types of advertisement was as follows.

Basic classified ads.

These were universally disliked, and there was no difference between the four focus groups in this respect.  The problems expressed were:

· Hard to get things out of them.  There are too many, undistinguished ads.

· Look cheap and the product may well also reflect this.  They do not convey a sense of quality.  

· Cannot be trusted.  This was a very interesting and common concern.  People were very wary of responding to these ads as they had no ‘backing’ from a known body (eg corporate organisation on tourist board).

The problem of trustworthiness was slightly alleviated amongst some people by a tendency to associate the ads with the media itself.  The fact that the ads were in the Sunday Telegraph gave some reassurance.  This issue of relating the ad. or offer to the media carrying it is important and may provide further opportunities.

A few people said that had used such ads to find specific accommodation in specific locations, but this was uncommon.

Corporate Thistle ad.

By contrast, the Thistle ad was looked upon favourably.  

The most positive aspect of it was sense of trust and credibility conveyed by the brand.  People simply said “you know what you are getting with Thistle hotels”.

The Thistle name was more important in terms of appeal than the ‘only £30’ strapline.  Some people saw that the places where £30 was on offer would be most unattractive for a holiday break.  However, clearly, the general modest price coupled with the known brand name was a powerful draw.

There were mixed feelings about having only a list of hotels by name.  Some people liked the simplicity while others wanted more detail.

WTB Big Country wrap-around feature

This was very well received by all groups and tended to get even more favourable comments than the Thistle ad.   

The main features liked were:

· The editorial feature.  People responded very positively to the fact that there was something to read about the destination.  Someone said: “ You “You could read that top part and it could get the mind wandering and saying – we haven’t been there since we were kids let’s have another look and see what it’s like these days”.

· The pictures.  These draw the reader to the editorial.  A typical reaction was: “it shows you the beach, a bit of scenery, some activity…interesting”.

· A feeling that these classified advertisements may be trustworthy as they probably have been endorsed by the WTB.  This is a critically point, especially in the light of the reaction to normal classified ads. as shown above.  Some respondents were wavering about this. Comments were: “Does the Tourist board vet the people they allow to take adverts – I’d imagine so”; and “Someone’s written the editorial, so it is endorsed”.

Respondents stated that an advert of this nature may lead to them to seek further information from the WTB, such as a brochure. Nevertheless, some respondents failed to notice the web site details at the bottom of the page and this layout may need to be looked at again. 

Comparison of Wales and Scotland breaks brochures 

Each group was shown the WTB ‘A View of Autumn’ brochure, with the offer pages insert within it, and the VisitScotland Autumn Gold brochure.  They were asked to make a quick comparison.

A show of hands revealed that the Scotland brochure was preferred by all groups.  

To some extent this was to do with the weight and feel of the brochure.  People felt there was more in it and it was more equivalent to other destination brochures.  However, this was just a superficial reaction and comparisons ran deeper.  The main differences identified were:

· Full accommodation entries with pictures in the Scotland brochure.  People clearly felt that they would seek to use an autumn breaks brochure to identify accommodation.  In this respect, the Scotland brochure was a virtually unanimous winner.  The presence of accommodation photographs was a critical issue.

· A tendency to ignore or dislike the offer pages inset in the WTB brochure.  Many people did not look at this.  Others who did so said that this was by chance and that the information should be in the main brochure.  The format of the offer pages was seen as unappealing.   

· Positive reaction to the presence of the map in the Scotland brochure, which was mentioned by at least two people in each group.  It was felt that this would encourage them to retain the brochure.

The comparison between these brochures was made at the end of the session and there was not a lot of time for it.  Few people actually read the text.  People who looked at the WTB material in more detail appeared to be more favourably disposed to it.  Some people felt that that the WTB colour brochure was full of ideas and was less stereotyped than the Scotland brochure.  However, this did not overcome the problem of format.  A typical comment about the offer pages was “If you really look at it there are some good deals but one would never look at it unless it was brought to your attention more”.
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Conclusions and recommendations

This final chapter summarises the main conclusions arising from the research and makes recommendations, based on them, about how the WTB can best develop its approach to packaged offers and offer-led promotions.

Conclusions

1  Promotions should be serviced by offers not led by them

An overall conclusion from the research is that people are primarily concerned about the choice of location, what there is to see and do there, the reliability and quality of the accommodation, and general value for money, than about obtaining a special deal.  This must put a questionmark over the whole idea of offer-led promotion.   This is further supported by the widespread concern within Wales about price discounting to attract more business.   On the other hand, a good offer can help to maintain interest generated in other ways and to secure a booking.

It is apparent from the consumer research that people are rather traditional about the processes they go through, and the stimuli they respond to, in selecting a holiday.  This suggests that more aggressive promotional techniques based round offers, as might be used in other sectors such as the motor trade, may be inappropriate for tourism in Wales.  However, it has been beyond the scope of this study to investigate methods used in other sectors and potential response to them.

2  Offers should be clear and well described

Offers should be attached to product which people can properly conceive of.  Offers should not be promoted in isolation from a proper product description.  Use of photographs and effective language is critical.  Descriptions which convey a strong image and provide sufficient information with attention to detail will attract business in their own right.    Where a special offer is made, this needs to be clearly spelt out so people know exactly what they are getting.  

3  The concept of ‘added value pricing’ should be pursued

Anything that is portrayed as a ‘special offer’ should provide worthwhile value.  People are dismissive of miserly discounts or rather unimpressive free gifts – these could be counterproductive.  In general, a clear price advantage tends to be preferred in the market place over some added value offer.  However, simple price discounting (eg 15% off) can convey a negative impression – of something that cannot sell.   A better approach is to provide an extra night or admission (eg two for one etc.) as this sounds a more positive note of something more being provided for the same price.

4  Link accommodation to attractions/activities but avoid over-packaging 

The research suggested that people are strongly motivated by what a destination has to offer and its relationship to their (or their family’s) special interests.  An offer which links accommodation to attractions or activities can help to stimulate interest in this way, but only if it is well targeted at segments who are likely to be interested in the attraction in question.  More inclusive packages can also help to convey the idea of a lot of things to do, but rigid programmes should be avoided.  A more popular approach is to promote the concept of self-packaging based around guaranteed opportunities, good information and help at hand in the destination.  

5  The early retired segment offers greatest potential

Special offers are far more likely to be sought by people with more time and less disposable income.  This showed up very clearly in the focus group research.  Offers should particularly seek to cater for the interests of the early retired segment. 

6  Communication of offers should be improved, based on the website, better print, press features and relationship marketing

People are using a range of media to respond to offers.  Wales falls behind its competitors in the way offers are featured on the internet.   The print used – the offer pages – were also poorly rated by consumers.  There appears to be further scope to strengthen the promotion of Wales linked to offers in the national press, and to promote offers more actively through direct contact to past visitors and those with a special relationship with particular products.  

7  Brand confidence should be emulated through association with WTB and the media used

The trustworthiness of offers is clearly a major issue for consumers.  For this reason they tend to favour known brands, for instance corporate hotel chains.  There appears to be considerable scope for WTB to emulate such branding by associating the product more closely with the quality inspection process.  Forming a stronger partnership with the actual media through which offers are promoted, for example via reader offers in the press, can also help to build confidence.

Recommendations   

· Set a clear definition of what constitutes a special offer

Although offer management does not appear to be practised in many other destinations, there is an opportunity to tighten this up in Wales.  WTB could set criteria for the scale of offer that would be accepted as a ‘special offer’ for featuring on the VisitWales website or print.  This might include:

· Offer price to be at least 20% lower than the equivalent rack rate price;

· Actual rack rate and offer prices to be shown, not just a discount percentage.

· Encouragement to express as clear tangible deal (eg 2 for 1) provided equivalent price differential meets the above criteria.

· Added value offers to match the monetary value of the above.

· Provide guidance to small enterprises on pricing and offer creation

There is a clear need to provide guidance to small business throughout Wales on:

· Simple pricing theory and yield management.

· Market response to different types of offer (e.g. 2 fo1, added value, discounting, packages etc.)  based on this research.

· The importance of making a stimulating yet clear description of the product and associated offers. 

· Working with domestic and overseas travel trade.

· The importance of maintaining a strong individual website for the enterprise in question.

This could be achieved through:

· Business advice notes

· Publicising good practice

· Feeding information to business advisory services

· Workshops and seminars

· Communicating with local trade associations and networks 

· Build a stronger, branded off-season campaign

WTB has tended to base its marketing activity around general image building and branding of Wales (e.g. the Big Country – with associated advertising campaign), and a series of product or segment related programmes – Farm Holidays, Activities, Families, etc.   It may be worth considering developing higher profile, named off-season breaks campaigns, which can begin to convey their own branding.  An example is the old Lets Go campaign of the former ETB in the 80s, or possibly Scotland’s Autumn Gold.  Offers could then be more actively recruited and carefully constructed to fit in with this.  The campaign could reflect the more general touring, heritage, and sightseeing interests of the empty nester and early retired markets, rather than the activity themes that have received recent attention. 

· Feature offers more fully and clearly on the WTB website

There is a clear need to enable offers to have more exposure on the VisitWales site.   Enabling enterprises which do not have bookable product to promote offer prices will help.   It is important that a listing of all enterprises with special offers can be obtained.  This should also be linked to the search engine.  Making available a special web feature for branded off-season campaigns, as suggested above, could help to create this exposure, as with the Scotland Autumn and Winter breaks features.   There is also some merit in enabling them to be managed and expressed as last minute deals.

The website will be an increasingly important source of information for independent overseas visitors.  Featuring offers in this way on the site can be seen as an important way of exposing them to the overseas market.

· Consider new off-season print including offers

The current offer pages appear to be rather ineffective in bringing business to participants.  Consumers did not like the fact that this was a separate pull out sheet not integral to the autumn brochure.  The level of information about the establishments themselves is too limiting, and the lack of a picture is a significant inhibitor.   Consideration should be given to new print, with standardised accommodation (and possibly attraction and activities) entries with pictures, and stronger, more standardised price deals as suggested above.  Information on what to do and see should be incorporated into this, together with a good map preferably showing the location of participant enterprises.

· Develop more structured media advertising of offers 

The Advantage Wales Big Country wrap-around composite ad. was well received by the focus groups, who also responded to the branding of corporate hotel ads.  There is an opportunity to bring these approaches more closely together.   Something more equivalent to a branded, corporate ad. could be created for Wales, with the endorsement of the WTB and based on inspected only accommodation (perhaps of a specified grade).  Offers from enterprises participating in the ad. could be more standardised, perhaps round an inclusive two day short break deal.  

More opportunities for newspaper reader offers based on Wales should be pursued.

· Work with the travel trade and BTA on overseas promotion of offers

The new DMS and website will increasingly provide a vehicle for promoting to independent overseas visitors.  In parallel with this, it is important that individual Wales product continues to be featured on BTA offer pages and related campaigns.  It was argued in Chapter 4 that the most potent offers for overseas visitors may combine transport and accommodation.  The best way to achieve this is to maintain and strengthen work with the travel trade and carriers, including encouraging more individual enterprises in Wales to work with them. 

Appendix

TABLE 1:  Recent holidays/breaks taken by focus group participants

	YOUNG AFFLUENTS (Feltham)

	Destination
	Length of stay
	Accommodation
	Who went with

	Isle of Wight
	5 days
	Holiday village
	Partner

	Cornwall
	5 days
	Guesthouse
	Partner

	Brighton & Bournemouth
	4 days
	Cheap hotels/ expensive B&B’s
	Partner (also been on own)

	Ireland
	
	Guesthouse
	On own (friends out there)

	Eastbourne
	Weekend
	4* hotel
	Partner

	Lake District
	5 days
	B&B
	Partner

	Brighton
	Weekend
	Good B&B / Hotel
	Partner

	Ireland
	Weekend
	Good B&B / Hotel
	Partner

	Bath
	Weekend
	Travel Lodge
	Partner

	Norfolk
	Weekend
	Guesthouse
	Partner

	Cornwall
	7 days
	Cottage
	Partner

	Peak District
	
	5* Hotel (chain)
	Partner


	FAMILY ABC1 (Feltham)

	Destination
	Length of stay
	Accommodation
	Who went with

	Cornwall
	5 days
	Cottage
	Family (4 children)

	Bournemouth
	Long weekend
	B&B
	Family (2 children)

	York
	3 days
	Hotel
	Family (1 child)

	Cornwall
	7 days
	Caravan (8 berth)
	Family (5 children)

	Dorset
	7 days
	Chalet
	Family (5 children)

	Yorkshire
	Long weekend
	Travel Lodge
	Family (2 children

	Dorset / Somerset
	Long weekend
	B&B / Cheap hotel
	Family (2 children)

	Somerset
	4 days
	 B&B
	Family (1 child)

	Padstow
	
	Hotel
	Family (3 children)

	Cornwall
	4 days
	Hotel
	Family (2 children)


	FAMILY C1C2D (Sutton Coldfield)

	Destination
	Length of stay
	Accommodation
	Who went with

	Lake District
	5 days
	Self-catering
	Family(3 children) + mothering law

	London Docklands
	2 days
	Travel Lodge
	Family (2 children)

	Stratford
	2 days
	Hotel (Hilton)
	Family (2 children)

	Cornwall
	6 days
	Large Caravan
	Family (2 children)

	Devon
	7 days
	Hotel
	Family (2 children)

	S. Wales
	4 days
	Self-catering
	Family (2 children)

	Scotland
	7 days
	House
	Family (3 children)

	Cornwall
	5 days
	Caravan
	Family (2 children)

	Devon
	5 days
	Caravan
	Family (2 children)

	Cornwall
	5 days
	Hotel
	Family (2 children)


	RETIRED / EMPTY NESTERS ABC1 (Sutton Coldfield)

	Destination
	Length of stay
	Accommodation
	Who went with

	Lake District
	
	B&B
	Sister / Brother in law

	London
	Long weekend
	Hotel 4*
	Sister / Brother in law

	Cheshire
	Weekend
	Warners Village
	Partner & Friends

	Lake District
	Long weekend
	Hotel
	Partner & Friends

	London (show)
	Weekend
	Hotel
	Partner

	Cheshire
	Short break
	Warners Village
	Partner

	Scotland
	Week
	B&B
	Partner & Friends

	Lake District
	Long weekend
	Hotel
	Partner

	Cheltenham
	Long weekend
	Hotel
	Partner

	Stratford
	Long weekend
	Hotel
	Partner

	Cheshire
	Long weekend
	Warners Village
	Partner /Mother in law

	Scotland
	Week
	Hotel (s/c)
	Partner /Mother in law

	Lake District
	Long weekend
	Hotel
	Partner

	Cornwall
	5 days
	Hotel (Shearings coach holiday)
	Partner

	Lake District
	5 days
	Hotel (Shearings coach holiday)
	Partner


TABLE 2:   SAMPLE OFFERS – Couples without children

	Three nights for the price of two







              A

Four star hotel in the centre of historic town, close to country walks.

Special offer between October and March: Stay 2 nights at £40 per person per night bed and breakfast, and get a third night free.  Dinner £17 per person. 
	

	
	

	Special winter warmer                                                 

                                                 B

Warm yourselves up during those dark winter nights with this special break:

2 or 3 nights dinner, bed and breakfast. Welcome Welsh Afternoon Tea and a bottle of champagne in your room.

Four star hotel in the centre of historic town, close to country walks.  £40 per person per night bed and breakfast (£55 inclusive of dinner).  Offer open October-March.
	

	
	

	Free admission to the National Botanic Garden of Wales                                                           C

Stay with us for two night or more and we will give you free tickets to the award winning National Botanic Garden of Wales, 3 miles away.

Four star hotel in the centre of historic town, close to country walks.  £40 per person per night bed and breakfast (£55 inclusive of dinner).  Offer open October – March
	

	
	

	10% off October – March                                                                                                                 D

Super saver breaks available for this autumn and winter.  10% off all prices, including accommodation and meals, for stays between October and March (excluding Christmas week).

Four star hotel in the centre of historic town, close to country walks.  Normal price £40 per person per night bed and breakfast (£55 inclusive of dinner)
	

	
	

	Historic Welsh town house hotel                                                                                                    E
Our small, exclusive, four star hotel is beautifully situated in the centre of historic Llandeilo.  Many bedrooms have exposed beams; all are ensuite with bath and shower over.  Speciality Welsh breakfast and three course dinner.  Open fires in the bar and lounges. Many country walks nearby, full information available.   Price: £40 per person per night (£55 inclusive of dinner).
	

	
	

	‘Experience Llandeilo’ – break                                                                                                        F

Fully inclusive two night programme.  Friday night welcome and illustrated talk on Landeilo history and wildlife.  Saturday: Walk with a local guide in western Brecon Beacons, with visit to Carreg Cenen castle.  Llandeilo folk evening.  Sunday: activity of your choice (cycling, pony trekking, or pottery making) or free time.  Based on four star hotel in centre of historic town. Inclusive price 2 nts. DBB and all activities £135 per person.   
	

	
	

	Passport to Mid Wales                                                                                                                     G

Stay with us for 2 or more nights and obtain the Mid Wales Passport – a book of great discounts to over 100 attractions, craft shops and restaurants throughout the region (prices up to 50% off; 2 for 1 deals etc.)

Four star hotel in the centre of historic town, close to country walks.  £40 per person per night bed and breakfast (£55 inclusive of dinner)
	

	
	


TABLE 3:  SAMPLE OFFERS – Families

	Three nights for the price of two







              A

Holiday cottage in attractive village, close to beaches, ideal for families. Sleeps 4 to 6.

Special offer April to June: Stay 2 nights at £90 for the cottage and get a third night free.   
	

	
	

	Spring flowers                                                         

                                             
              B

Enjoy some added extras when you stay with us this spring.  On week stays or 3 night breaks in cosy holiday cottage in attractive village.  Bottle of wine, local food hamper and fresh flowers on arrival.   

Cottage sleeps 4 to 6, close to beaches, ideal for families.  £135 for 3 nights.  Offer open April to June.
	

	
	

	Free admission to Oakwood Theme Park                                                                                      C

Stay with us for 3 nights or more and we will give you free tickets to Oakwood Theme park, Wales’ top family attraction, just 3 miles away.

Holiday cottage in attractive village, close to beaches, ideal for families.   Sleeps 4 to 6.  £135 for 3 nights.  Offer open April to June.
	

	
	

	15% off April – June                                                                                                                         D

Super saver breaks available this spring.  15% off normal price for stays between April and June.  For 3 nights or 1 week stays. 

Holiday cottage in attractive village, close to beaches, ideal for families.   Sleeps 4 to 6.  Normal price: £135 for 3 nights.  
	

	
	

	Detached cottage, ideal for families                                                                                               E                              

Very attractive Welsh stone cottage on the edge of historic village. Sunny patio and small secluded garden.  Fully equipped kitchen with dishwasher and washing machine. TV. Games cupboard and sandpit. Ideal for families.  1 double and 1 three bedded room. Divan in lounge.   Price April-June £135 for 3 nights.
	

	
	

	Farm experience weekend break                                                                                                    F                                                                                                            

Fully inclusive programme for families.  Friday night welcome drink.  Saturday guided tour of farm, help with egg collecting and other activities – p.m. choice of cycling, pony trekking or pottery making. Sunday visit to Folly Farm Park.  Stay in our attractive Welsh stone collage; sleeps 4 to 6. We are close to beaches.  3 night price, inclusive of all activities £220 (based on 2 adults and 2 children).  Offer open April to June.   
	

	
	

	Passport to Mid Wales                                                                                                                     G                                                                                                   

Stay with us for 2 or more nights and obtain the Mid Wales Passport – a book of great discounts to over 100 attractions, craft shops and restaurants throughout the region (prices up to 50% off; 2 for 1 deals etc.)

Holiday cottage in attractive village, close to beaches, ideal for families.   Sleeps 4 to 6.  £135 for 3 nights.  Offer open April to June.
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