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PART 1

Understanding International Markets



Understanding International Markets

Why Should You Look at
International Markets?

m Travel businesses may look at international markets
as a way to grow their numbers and sales.

International tourists usually stay for longer
periods and spend more money than domestic
tourists.

e EXPENDITURE

e DAYS TRAVELLING



Understanding International Markets

A Much More
Competitive Market

:)) Despite these facts, when businesses go overseas
—> markets face a much bigger level of competition.

Also:

- Limited knowledge about the market, the visitor's
profile and much other relevant information

* Their brands might not be recognised by the final
consumer




Understanding International Markets

The Relevance of Travel
Trade

The entire Travel Trade knows the market and works
directly with tourists.

v

This Is the reason why travel businesses look at the
travel trade sector and partner with them.

Cooperation between travel businesses is also a
great tool to reinforce the brand power and help
attract overseas tourists.




Understanding International Markets

Understanding International Markets

5 KEY ASPECTS
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Understanding International Markets

Understanding International Markets

5 KEY ASPECTS

=

1 2 3 4 5
DATA

Businesses should collect and analyse data on the market. Visitor profiles are important studies to keep up with.
Businesses should then be able to answer the following questions:

» How do visitors look for information? Which promotion channels?
o : . . L VISIT KENT
» How do visitors prefer to book? Which distribution channels?
> How much time in advance do visitors book? GARDEN ¢/ ENGLAND
> Do visitors prefer to take a pre-defined itinerary or one adapted to their interests and limitations?



https://www.visitkentbusiness.co.uk

Understanding International Markets

Understanding International Markets

5 KEY ASPECTS

or

1 2 3 4 5
CONNECTIVITY

It Is key to understand that connectivity may limit businesses’ efforts when selling overseas.

Given that resources are scarce, focusing on the regions with frequent and/or direct flight connections to the
destinations is a good practice.

It may be worthless to try to sell in regions lacking flights to your destination or from which the journey could be tedious.

22 Skyscanner



https://www.skyscanner.net

Understanding International Markets

Understanding International Markets

5 KEY ASPECTS

G

CULTURE

Even within the same region or country, there are cultural differences that sometimes make interactions harder.

In international markets, differences may even be more significant - in terms of language and tradition, for example.

In this sense, businesses must acknowledge these differences to deliver a better visitor experience.




Understanding International Markets

Understanding International Markets

5 KEY ASPECTS

S

4
NO BORDERS

International visitors in particular don't know geographical borders of a destination.

So try to partner with businesses from neighbour cities if that strengthens the attractiveness of the tourist product.




Understanding International Markets

Understanding International Markets

5 KEY ASPECTS

1«
_ 2 B 4 5
MARKETING

Since businesses or destinations may not be recognised in every market they want to sell in, it is important to design a
marketing strategy to leverage the brand.

Work with local influencers to broaden your notoriety. Go niche.

Implement a multi-channel promotion according to the data collected - which social media do visitors spend more time on?



PART 2

Tailloring Experiences According to Market
Needs




Tailoring Experiences According to Market Needs

Why Tailored
Experiences?

m It is iImportant that
businesses can set
themselves apart from
others to succeed.



Tailoring Experiences According to Market Needs

Why Tailored
Experiences?

m Tailoring experiences
according to visitors’
interests and preferences
IS one way to do It.



Tailoring Experiences According to Market Needs

Why Tailored
Experiences?

m Tailored experiences target
consumers with less sensitivity
to price changes - meaning that
they can afford higher prices.



Tailoring Experiences According to Market Needs

What to Consider When
Tailoring Experiences?

%\) What does the market need?

To have an experience unlike any other? To

visit as many attractions as possible? To
interact with locals?

Help to book accommodation, tours,
restaurants? Suggestions?



Tailoring Experiences According to Market Needs

What to Consider When
Tailoring Experiences?

@ How experiences can be tailored without
\ losing one's identity?

Businesses must have a clear idea of their
brand and marketing strategy and then stick
to it.



Tailoring Experiences According to Market Needs

What to Consider When
Tailoring Experiences?

Do you have knowledge of the product?

Many tailored travel experiences are focused on
specialised products or resources.

Make some research to know more about the theme
you Wwill explore: talk to people, read books, etc.



Tailoring Experiences According to Market Needs

What to Consider When
Tailoring Experiences?

1" Can you attract niche segments?

These segments are easier to reach, as long as
you can communicate with them (have a
presence where they look for inspiration).

Usually, niche segments are more demanding
INn terms of experience quality but can pay a
premium.



Tailoring Experiences According
to Market Needs

Case Study: Culinary Croatia Tour,
The Cook's Tale Restaurant



Tailoring Experiences According to Market Needs

Culinary Tour to Croatia

2022: 28th October 22 to 4th November 22 - Last Chance to Book (deadline 27th Sep)
2023: 27th October 23 to 3rd November 23

Culinary Tour to

Price includes:

|
C ro atl a Flights from Gatwick to Split Return.

Deluxe spacious motor coach throughout as per itinerary

English speaking tour escort throughout

Accommodation in centrally located 4% hotels in double/twin room (solo travelers will have a room on their own)

The Cook's Tale Restaurant, in e ol o
Canterbury, is organising a 4 eioffs hotsi I Diercvalk
Culinary Tour to Croatia. Risrene ahdclHsticx

Cooking class

Lunch at typical tavern in Sibenik area

The 8_day tOUI’ |nC|UdeS a Wine tasting in Split
COOklng ClaSS to |earn abOut Tangerine picking and lunch in Neretva valley

Lunch in Dubrovnik area

traditional Croatian dishes, YT T b e
seafood & sparkling wines; wine ok g b TSR
tasting of rare local wines and an
entry to the Klis Fortress, which
was used as a location for the
fictional city in the Game of
Thrones film sequel.

RW
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Tailoring Experiences According to Market Needs

Culinary Tour to
Croatia

This Tour is a great example of
business innovation, offering out-
of-the-box experiences. With
this, The Cook's Tale Restaurant
IS developing a community of
people who can connect to their
brand.

This also demonstrates that
businesses can internationalise
their services using different
approaches.
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Tailoring Experiences According
to Market Needs

Case Study: Karo Voyage



Tailoring Experiences According to Market Needs

HOME TOURS v ABOUTUS FAQS CONTACT ==

Karo Voyage

YOUR TRAVELLERS PROFILE

We attach great importance to ensuring that your private trip meets your wishes and

Karo Voyag e Oﬁe s n atu re IOverS expectations. That is why Karo Voyage has created this tool to determine your 360°
and wine enth US|aStS excel |ent Travellers Profile. Would you be so kind as to complete the following online
L questionnaire? Please feel free to give us as much information as you like. Multiple
opportunities to explore the . S o
answers and options are possible. All given information will be treated confidentially. No

beaUtifU I h i ke deSti natiOnS an d other use will be made of it other than catering your most suitable tailor-made voyage
fascinating vineyards in Europe. tinerary,

MARKET NEEDS: different and
niche experiences + experienced
partners




Tailoring Experiences According to Market Needs TRAVEL INFORMATION

Who is travelling
© one person acouple = family with kids

Karo Voyage

Age of travelers™

TRAVELLERS PROFILE TOOL S e e

Customers contact Karo via the
contact form, iIMessage or
WhatsApp.

Tour length in days*

Travel style*

Based on their wishes, they’ll i s Dt
propose a tailor-made tour

Can you tell us your ideas about the tour, places you want to visit and how long would you like to

itinerary and a quotation. stay ot

each place?

TRAVEL DETAILS

Accommodation

~ family hotels = guesthouses = econo my hotels = boutique hotels = luxury and high-end hotels




PART 3

Visitor Journey Mapping



Visitor Journey Mapping

Visitor Journey Mapping

2 a = n D o
Dreaming & Booking Experience Loyalty
Inspiration




Visitor Journey Mapping

Visitor Journey Mapping

RECOMMENDATIONS

_
) 4
- -
4 A

Dreaming &
Inspiration

> Promote your business overseas using storytelling

strategies

> Capitalise your market
must-do experience

iIng efforts to become a

----------.)»

The

FOUNDRY
Brew Pub

The Foundry is a unique craft brewery, Distillery, restaurant and bar
located at 77 Stour Street. Just off the high street of historic
Canterbury.

Over 16 Ales, Lagers & Ciders are available
all handcrafted in front of you on site.
Once the traditional beer casks are filled
they are moved to the vaulted 18th
Century cellar below your feet to condition
in the perfect environment before being
served unfiltered & unpasteurised for you
to enjoy.

You can also watch the 9 spirits being distilled on site. As with our
beers, the spirits are handcrafted from English Barley making us
very rare in that we don’t buy in our alcohol, it is all made from

scratch on site. This means we can guarantee to you that our spirits
are made with natural ingredients of the highest quality handpicked
by Brewer, Distiller and co-owner Jon Mills.




Visitor Journey Mapping

Visitor Journey Mapping

>

Booking

> Provide a user-friendly experience to visitors and
provide all the necessary information

> |t Is also key to be present in the distribution
channels most used by these visitors

RECOMMENDATIONS



Visitor Journey Mapping

Visitor Journey Mapping

> o

EXxperience
> Make sure visitors meet or even overcome their
expectations in the destination

> A tailored experience is a great way to achieve
this

RECOMMENDATIONS



Visitor Journey Mapping

Visitor Journey Mapping

RECOMMENDATIONS

> Create ways to retain customers, using loyalty
programs (frequent traveller programmes,
memberships, subscriptions)

» Don't forget that it is cheaper to retain than to
attract new customers

Loyalty
H&Cl(els® "Rubbish For Product"

> An Initiative, that rewards locals who help keep the coastline
clean from waste

» Whenever a customer takes part in cleaning up a beach and
fills a bag of litter with proof that it came from the beach, the
store provides a free product to say "thank you"

> Residents are further rewarded with every purchase, with a
15% in-store discount on any product




PART 4

Identifying Your Experience
Value Proposition




|dentifying Your Experience Value Proposition

Identifying Your Experience
Value Proposition

w1 What is the Experience Value Proposition?

A set of elements that, when combined, make a
business and its experiences stand out.

Those elements alone may not differentiate one
business or experience from another, but when
brought together, they do.



|dentifying Your Experience Value Proposition

Identifying Your Experience
Value Proposition

m The value proposition is a way to ensure that the
experience Is positioned around the customer's

values and needs and that there is a fit between
product and market.

PRODUCT VALUE

PROPOSITION




|dentifying Your Experience Value Proposition

Identifying Your Experience

Value Proposition
GAINS (examples)

eSaves time

m The value proposition must answer how the *Shows the city from a different

experience creates gains and how it offers added perspective
e Allows to meet other people

value to the visitor.

It has to show how the experience alleviates
visitors’ pains.

PAINS (examples)

eGetting lost in the city
eMissing the main attractions
*Queues

*Not trying local dishes




Identifying Your Experience
Value Proposition

Case Study: Paris Charms &
Secrets, France



Uncover the charms

ON=NIOV >

FOUR INGREDIENT.S

of Paris

Famous monuments Secret places Electric bike




ldentifying Your Experience Value Proposition

Paris Charms & Secrets

Customer gains: Customer pains:

* To be sustainable (using electric bikes) - To miss a lot of attractions because there is not
enough time to walk around / or the risk of being

 To be able to visit more attractions (avoid stuck in traffic

traffic and public transport delays)

* To get ti f walki
* To practice physical activity 0 get very tired of walking arounc

» To contribute to the greenhouse gas effects

Photo by Bruno Ferreira on Unsplash






PART 5

Templates for Identifying Market
Needs




Templates

Market Segments & Needs Mapping

@ Template for Identifying Market Needs — B rewomowomme nominoe

& MARKETS & SEGMENTS

] ]
o Changes Opportunities Consumer Demographics
What ave the man changes you need 10 120 M0 CONBOCIAION 1Oganding the Mmarkels you usudily Where 00 you S0¢ Marke! O0poMunvies 10 your Srgamsaton” Do cnanges n custent and HMaobony HOw 00 w0y prafies CRONgNET How SUCCOISI 15 yOuUr OSQANSADON N eNQAD NG few hypes of
, target NARCs presant New CPPONUNtes v you? Where 00 CpQotuNtes et which Pavent yet been fuly visors and behaviours? How 00 you ENsure your JesANMSOnN Slays relevant?
QPIo%0d a0 can work wol i these crcumstances’

market opportunities, consumer
demographics, heeds mapping, key
influences and interests

Some important questions for “needs
mapping’: R

* How well-defined is your audience? Who
IS your online audience and what are its
needs? How can you support its needs to
help form an opinion, develop an interest
and support its visit?

Link to Mural



https://app.mural.co/template/8a9f93c8-a75d-4c39-9d58-1479e5e179d3/b77eaba4-e2bb-433b-b629-6084cd43d507

Templates

Audience Empathy Card - Needs in the New Normal

REMOTE
DESIGN
REBUILD

AUDIENCE EMPATHY CARD - Needs in the New Normal

@ Template for Identifying Market Needs

Bio Goals

* Each persona should function as a

reminder to always keep the customers' S —

Personality 9

mind -
s s Motivations
* Assign real characteristics to your e =
personas, such as adjectives that define NG e
them, a measure of their personality, their g — retered Chanmels

EOGCANON: VG s

preferred Channels, thelr goals |n Ilfe and ARCHETYPE: ovoeovoocerseeeemseerannes _— Sy
their frustrations or the challenges they e cesesinmes - Favourite Brands / Influencers

are facing, their motivations and the —
brands they interact mostly with

Link to Mural



https://app.mural.co/template/e4aea251-42df-4d0e-ac25-d0b9afff09df/1b7a7d53-cb72-4440-9df0-a3bcbd38a854

TAKEAWAYS

> Attract niche segments

>~ Focus on the markets and segments you
know best

> Address visitors’ pains with your experience [ "

> Create a structure that allows you to develop
tallored experiences
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