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Even the most appealing product requires some 
form of promotion in order to maximise sales and 
financial return. Advertising can help raise 
awareness about a product, create an appealing 
image and increase sales. 

What is adVertising?
 ∙ the paid promotion of goods and services
 ∙ a means of developing a perceived want or need 
for a specific product 

 ∙ a way of attracting potential customers to the 
point of sale

 ∙ a means of informing and communicating 
essential Information

The purpose of advertising is to:
 ∙ introduce a particular product or service;
 ∙ explain the product or service;
 ∙ demonstrate its unique selling points;
 ∙ provide an indication of price;
 ∙ and indicate where the product is available or 
distributed for sale.

adVertising and  
the tourism industry
Advertising in the tourism industry can be 
somewhat different to advertising in other 
industries. In relation to a holiday for example, the 
customer is being sold an intangible product they 
can’t see or touch before they buy. Often customers 
will pay for products before experiencing them. 

The battle for the tourism dollar is increasingly 
competitive. The modern tourist is adventurous and 
seeks an experience with a high degree of 
participation. Given these factors, and the wide 
choice of tourism product available, customers 
have high expectations of product quality and value 
for money.

With this in mind, and before embarking on your 
advertising, ask these questions:
 ∙ Who would find your product most appealing?
 ∙ What are the needs and desires of potential 
customers?

 ∙ What creative methods can be utilised to 
generate interest in a particular product?

 ∙ What is the best way to reach these customers?
 ∙ How do you connect with customers on an 
emotional level?

creating effectiVe adVertising
Before spending any money on advertising, conduct 
research to ensure your advertising campaign will 
be effective and create a competitive edge. You will 
need to consider the following:

objectives
 ∙ What do you want to achieve through advertising 
– sales, awareness for your product or service, 
requests for information?

target markets
 ∙ Who are the people that will find your product the 
most appealing? 

 ∙ Consider demographic information, such as age, 
income and geographic location.

 ∙ Identify the target market’s attitudes, and  
how they think and behave towards the product  
or service. 

 ∙ What are the best ways to contact your target 
market? Are they heavy users of the internet,  
do they use social networking sites or read  
local papers?

customer characteristics
 ∙ What are the customer’s desired experiences? 
This relates to how, when and where people 
make their travel choices. 

understanding 
advertising
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timing
 ∙ When is the best time to speak to these 
customers? This is affected by seasonality and 
identified through previous sales patterns.

competition
 ∙ What is the extent of product competition in  
the marketplace?

Value-adding
 ∙ What, if any, additional services can be offered to 
enhance the appeal of a product?

 ∙ What are your competitors doing in this area?

price
 ∙ What are people prepared to pay for  
similar products?

positioning
 ∙ How will your product be perceived in  
the marketplace by customers and by  
your competitors?

unique selling points
 ∙ Understand how your product is unique and  
what it offers that is different from others in  
the market.   

advertising
 ∙ Understand the different methods and  
mediums available.

budget
 ∙ How much money can you afford to spend on 
advertising?

 ∙ What is the most cost effective method of 
advertising for your product? 

previous advertising experiences
 ∙ Have previous advertisements been successful? 
Did you achieve your objectives and reach your 
target markets?

adVertising alternatiVes
Be realistic about advertising options. Consider 
advertising in relation to what is regularly read and 
seen by target markets. Advertising takes on many 
forms and ranges in cost. Destination NSW is 
responsible for creating awareness and 
encouraging visits to NSW through brand 
advertising campaigns, including TV. Most small 
businesses cannot afford glamorous TV ads or 
other high cost advertising, but good results can be 
achieved using cheaper methods, including:

leaflets/flyers
 ∙ either distributed by hand, in letterboxes or 
inserted in publications

print advertising
 ∙ placed in local, regional or national newspapers, 
ethnic publications, trade and tourist magazines, 
journals or newsletters, and magazines relevant 
to your target market

canvassing
 ∙ involves personal communication either by way of 
sales visits or sales calls

radio advertising
 ∙ advertisements placed on local or regional  
radio stations

Wholesaler programs
 ∙ promotional costs are shared and therefore  
less expensive 

 ∙ can reach a wider audience

sponsorship
 ∙ sponsoring local community events can attract 
large crowds and significant media coverage

 ∙ participating can improve business exposure

HanDy Hint 
Word of mouth is the best 
form of advertising for your 
product, so be sure you 
create a good impression. 
keep in touch with previous 
customers using direct 
marketing techniques.
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listings and displays
 ∙ includes advertisements in telephone or business 
directories and cinema advertising

e-marketing
 ∙ includes internet advertising (banners and 
skyscrapers), e-blasts to databases, online 
newsletters and search engine marketing

editorial/added-value
 ∙ can be negotiated when purchasing advertising 
space with different mediums

adVertising decision-making
Advertising decisions will be influenced by:
 ∙ overall business objectives, for example,  
aiming to boost sales in slow periods or to  
clear old stock;

 ∙ advertising production and placement costs;
 ∙ the extent of exposure an advertisement  
will receive;

 ∙ expected response rates from particular 
advertisement methods;

 ∙ target market characteristics;
 ∙ how a product is positioned in the marketplace;
 ∙ and product development decisions, for example, 
whether a product is new, recently changed or 
under new management.

measuring success
In order to measure the success of an advertising 
campaign and determine if promotional costs are 
well spent, it is important to consider some means 
of gathering customer information and feedback. 
This can be achieved using simple survey 
techniques, which can often be incorporated in the 
advertisement itself. 

Examples include providing an outlet for  
potential customers to phone or write for further 
information; or offering a discount or incentive  
to purchase a product, valid upon presentation  
of the advertisement.

These processes enable the operator to determine:
 ∙ where a customer heard about the product;
 ∙ customer characteristics including their wants 
and needs;

 ∙ customer contact details that can be retained on 
database for future direct mail campaigns and 
surveys. (Note: the Privacy Act must be followed 
when collecting customer information for future 
correspondence.);

 ∙ customer perceptions of the advertisement  
and product and subsequent experience with  
the product;

 ∙ and customer suggestions to improve  
product appeal.

more information
There are plenty of additional sources of 
information you can use to help you understand 
advertising. In addition to general research material 
held at your local library, consider seeking the 
advice of experts in the industry including 
representatives from:
 ∙ local business enterprise centres 
www.beca.org.au

 ∙ local tourist information centres
 ∙ Destination New South Wales 
www.destinationnsw.com.au

 ∙ Tourism Australia www.tourism.australia.com
 ∙ advertising associations
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adVertising tips
Before making a decision to advertise, consider 
your promotions budget to confirm what level of 
advertising you can realistically afford. The costs  
of advertising can be shared by working in 
partnership with other operators or with your local 
destination or region who may offer co-operative 
marketing opportunities.
 ∙ Before proceeding with any advertising it is a 
good idea to clearly define measurable objectives 
for each advertising campaign. This will assist 
you in determining how successful the 
advertising has been.

 ∙ If you are considering a print advertisement, 
request a sample copy of the publication to 
ensure its image fits your product.

 ∙ Ensure the advertisement is well produced, 
reflects what you want to convey about the 
product and contains relevant information with 
essential contact details. It is imperative that all 
information is completely correct so consider 
asking an independent person to proofread the 
advertisement for errors.

 ∙ Research the most effective advertising method 
for your product or service. Request print, radio 
or TV circulation/listener/viewer figures in order 
to determine which medium is appropriate to your 
market and the popularity of each medium with 
your target markets. Consider not only how many 
people you will reach but how many times they 
are likely to be exposed to your advertisement.

 ∙ Request information relating to response rates 
and improved business noted by other advertisers 
in a similar business to your own.

 ∙ Contact a selection of operators who are existing 
advertisers to gain an opinion of what is effective 
for them.

 ∙ Never agree to an advertising offer over the 
phone. Request the offer in writing.

 ∙ Consider using an advertisement as a means of 
extracting information about your customers and 
potential customers. Incorporate some means of 
including a simple customer survey in the 
advertisement. (Refer to the Privacy Act.)

 ∙ Remember the best advertisements will  
develop your business and generate sales  
only if your product or service matches 
customers’ expectations. 


