TOP TIPS FROM A VERY SUCCESSFUL MARKETER - PART 3

By Herbie Rosenberg

Successful overseas marketing depends on being organised, writes Herbie Rosenberg. Herbie is now in Australia – where he’ll continue working to promote this country, through his new company in Australia, Africareps. He outlines his tips for success for Tourism Tattler readers.
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· Try to make telephone appointments. It’s more personal. People get too many e-mails; they are inundated – you probably won’t get an answer to your request for an appointment.

· Realise the ratio of exhibitors to visitors. Do you know how to access the visitors lists on the SAT website? – You must use that.

· How many new clients do you expect to get? Have a goal, a target.

· Many visitors remain undisclosed as their sole purpose for attending is to renew existing relationships.

· The international tour operator will want your next year’s rates and will want them to be valid till the end of the following year – yes, you do need a crystal ball!

· Book your stand early – they do have a capacity problem and ask for a good position – if you don’t ask you certainly won’t get. If necessary, share.

Strategy – every business needs to have one. I really do believe too many people think tourism is a get rich quick industry and don’t realise that one has to first sow the seeds to be able to reap the harvest in future years. Remember that this industry works at least 12 to 18 months into the future; planning is done well in advance.

Avoid negative sales tactics – people despise that and it inevitably backfires on you.

Honesty and attitudare paramount. Keep a promise – rather under promise and over deliver.

Be punctual – being late is arrogant. Everyone’s time is equally valuable - rather be early and gather your thoughts outside.

Listen rather than talk – you were given two ears and one mouth. Use them in that proportion at least. It’s amazing how much you will learn if you listen – and through eye contact.

People have little time to read – if your newsletter is too long, believe me they will hit the delete button.

Identify your Unique Selling Point – know your market and the competition – have you done your SWOT? Are you targeting FIT, group, special interest, incentive, S.I.C., young, old, retired ? 

Know about Green Tourism and the new buzz words – carbon footprint, carbon offset, carbon credits / eco tourism /adventure tourism / cultural tourism / sports tourism.

Innovation – think of a way to create a high profile without having to pay. If you have bed nights, they can be effectively traded off which is great value for both parties. For example, I took a 1/8 page ad in a magazine and gave them a slide of a Sabi Sabi Landrover with an elephant. With tongue in cheek, I said this will make a great front cover pic and guess what? They did too – priceless!

Out of adversity comes opportunity – tough times or exciting times.

Advertising – Is it rifle shot or shotgun? Don’t waste money – make your advertising or advertorial work for you. Choose publications very carefully.

Your website – is it functional, fast and easily navigable? Does it have an appropriate balance of visual and text – does it say where you are located?

Your brochure – will it fit in the rack? Does it have a good mix of images to copy – is it a quick read?

Have you considered the importance of maintaining or even increasing your marketing and advertising spend in a declining market whilst being aware of cash flow dangers?
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