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Communication Goals for Tourism Audiences
by Bryan Wilson; travel marketing consultant; partner, Leave Home Productions;
email bryan@leave-home.com

This article describes three important types of audiences for tourism organizations, and sets
forth recommended goals for communications with them.  It is not meant to be exhaustive.

Individual Tourists
The primary audience for most tourism organizations.

• Capture their attention.

• Establish trust and address comfort and security concerns.

• Demonstrate the products and destinations in terms that resonate with and appeal to
your target markets.  Address the concerns of the various parties involved in purchase
decision-making (within a family, for example).

• Address specific activity interests directly.

• Address the emotional aspects of travel.  When appropriate, address tourists' desire for
self-actualization through tourism experiences.

• Provide targeted incentives or de-emphasize destinations, activities, and travel times
based on your goals.

• Establish realistic expectations about the tourism experiences on offer.

• Lead the tourist toward contacting you (for destination marketing offices, direct also
toward contact with local operators, attractions, and amenities, or outbound operators
at the tourist's point of origin).

• Collect information from potential customers at each point of contact.  Use customer
relation management software to track your communications with them.  Maintain high
ethical standards with respect to their personal information.

• Provide resources for travel preparation.

• Confirm, post-purchase, that the tourist has made a good decision and address common
preparation concerns.

• Realize that service and hospitality during the tourism experience is one of the most
important types of communication with the tourist.  The tourism experience should
make the promotional communication ring true.  Address this with training, where
possible.
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• Stay in contact with past customers using opt-in, print or email newsletters.  Provide
value to give the customer a reason to request the newsletter and to read it.

• Solicit referrals from satisfied customers.

• Connect tourists with others who have shared a similar experience using stories,
testimonials, discussion groups, post-tour photos/mementos, and group reunions, when
appropriate.

OUTBOUND OPERATORS/TOURISM RESELLERS/PACKAGERS
Potentially a very important audience for many attraction or amenities operators, and smaller
inbound operators, though direct Internet sales and promotion are reducing reliance on these
distribution channels.

• Capture the reseller's attention.

• Demonstrate the products and destinations.

• Show the products' appeal to the target/geographical markets of the reseller.

• Demonstrate the relation of your products to the reseller's products or packages, as well
as the transportation links or facilitating services involved.

• Reassure the reseller of your professionalism and the capability of your staff.  Support
these claims with testimonials from satisfied tourists.

• Present marketing tools, images, and information about your products which will help
the reseller's to distribute your products.

GOVERNMENT AND PRIVATE FUNDERS
Usually a secondary audience for tourist organizations, but an important one; particularly for
tourism development projects which are dependent upon financial support.

• Capture the attention of the potential funder.

• Demonstrate that the project meets the social, economic, development, and
environmental goals of the funders and their constituency, or convince them of the
importance of your goals.

• Introduce the proposed or existing products.

• Demonstrate any necessary input, participation, and approval from important
constituencies within the tourism host communities; and from suppliers, service
providers, and distributors.

• Demonstrate competency.
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• Address the target markets of the tourism products and demonstrate projected
economic viability based on their demand.

• List concrete outputs that will be made possible by the funders' involvement.

Leave Home Productions provides marketing services and tools to tourism-related businesses and
organizations.  Our clients benefit from strategies, tools, and creative concepts developed to clarify their
needs, make use of their resources, and help them achieve their goals.  We specialize in promotions,
online communication, distribution and the creation of multimedia and Internet tools.  Leave Home
also supports marketing with traditional media formats and personal communication.  We work to
develop solutions that support healthy growth for our clients' business and sustainable tourism for the
host communities and environments.

(www.Leave-Home.com)

Terms of usage: If you would like to include this article in your website, newsletter, or other publication,
please contact the author at bryan@leave-home.com.  We require attribution and a link to our website.
You can also sign up to be notified when there are significant new articles and other resources on Leave-
Home.com, using our contact page at http://leave-home.com/contactus.htm.  This will be a very low
traffic email list.  If you find this resource useful, please consider hiring us as consultants, referring
business to Leave Home, or linking to the Resources page at http://leave-home.com/resources.htm.
Thank you.


