MARK 2037 Database Marketing Strategies I

GR. 4: Tourism British Colombia: Lorena, Shilpi, Rafi, Turgut
	DBM Strategy: How the strategy support overall marketing effort.

· Describe ideal customer profile

· How do they locate cutomer data

· What would the database contain

· How does the relationship grow

· Are ther any special technology requirement for managing this type of data

· Interaction  

· What interaction are involve

· Do they create Customer value

· How do they differentiate the customer experience

· Feedback loop

· It is a successful campaing 

· Summeryz 

· Quality

Four Corner stones

· Formulate Strategy

· Set Objectives

· Implement Strategy 

· Measure Result


Describe of the Tourism BC 
· Become Independent Corporation in 1997

· Division of BC Ministry of Small Business, Tourism and Culture. 
· Vision Statement: To be a recognized world leader in tourism destination management.
· Mission Statement: To ensure quality visitor experiences that grows the success of British Columbia’s tourism industry.
· Goal: To promote development and growth in the tourism industry, to increase revenues and employment throughout British Columbia, and to increase the economic benefits for all British Columbians 
Database Management: 4 corner Stones
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Analyze the people’s needs: All targeted potential customer needs vacation. They want to get away from their daily life and experience unforgettable, problem free, fun, relaxing vacation experience.  They want to have quality service and pay less money. 
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Quality of vacation experience makes client return BC.

What Tourism BC market? 

Market British Columbia as a tourism destination.
1. Marketing and Sale:
Tourism BC helps Tourism industry in BC to bring the right products and services for their client. 
Marketing and promotional campaign in Canada and around world
Tourism BC uses Consumer-driven strategies target key geographic markets to increase demand for BC as a preferred travel destination Marketing & Sales, programs designed to help you reach more potential visitors through promotional activities.
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Tourism BC advertises BC by travel publication, Radio, TV, Web, and News Paper and   in a specific region

2. Customer Service: 
Tourism BC Provide high quality service and product. Tourism BC wants to ensure that visitors can able to access their information and product easily. When the client accesses the information they easily do purchasing decisions.  
Service, product and information visible to everyone: 

· Secure booking and BC Travel Information: Call centre 1-800 HELLO BC & consumer website www.HelloBC.com.
· Tourism BC opens representative office in growing marketing areas. For example Tourism BC opened office in South Korea (BC second largest Asian market) Office will provide booking and Travel information in Korean web site. 
· Face to Face Visitor Information and Purchases: Visitor Info Centers provide visitors touring.
· Travel publications: which have information to plan and book vacations.

· Approved Accommodation Guide, 
· Vacation Planner
· Outdoor Adventure Guide
· Inspection programs to ensure acceptable standards are maintained.
· Training programs: to provide customer service training to tourism businesses. Ensures customer loyalty and repeat business. 
Annual British Columbia Tourism Industry Awards: 
To encourages tourism industries in BC. There for tourism industries improve their service. 
· Super Host  Customer Service
· The Best Tourism Marketing Campaign
· The Outside of the Box 
· The Tourism Media
· The Environmentally Responsible Tourism

· Technology in Tourism 
· Top Tourism Industry Employee
· The William Van Horne 
Important to ADD Young, Lesley Article:
· British Columbia vacation planning guide, I realize I want a vacation
· "BC Escapes" direct response campaign, with its stunning creative and simple message, is getting to many other potential visitors-increasing throngs of them every year.
· direct marketing strategy
· "BC Escapes" campaign, it looks like Tourism B.C. will once again better the previous year's numbers, reducing the promotional cost per visitor
· B.C. calls its approach a "brand response" strategy a campaign that tells the brand story with a direct call-to-action and uses a 100% accountable, measurable tracking system
· The province's 2000 tourism revenue was $9.2 billion from an organizational budget of $26 million, compared to, for instance, Ontario's $14.1 billion from $43 million, and Quebec's $5.4 billion take from a whopping $81 million budget.
· that "Escapes" is one of the most successful tourism marketing campaign stories on the continent.
WORK CITED 
Great escapes: Tourism BC is turning heads and attracting visitors with its award-winning direct response campaign 
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Article1: News Release Vancouver, October 18, 2005 Tourism British Columbia Opens Representative Office in Seoul Korea among fastest growing tourism markets for British Columbia
Customer





Canada (British Columbia, Alberta) USA (Washington…)





Tourism BC�Targeted Potential Customer 








North America, Asia/Pacific and Europe (Japan, Korea, China, Germany, England….)








Cycling,�mountain biking, bird-watching.








Entertainment, Concert,�Sport event, Street Fair.   





Camping, Fishing, Ocean,


Nature, Wildness.





Winter sport, Skiing,


Snowboarding. 





Option 2





Option 1





Needs





Tourism BC





I have what you want. 





I can satisfy your need.  





I want to spend less money 


Get Quality Service and satisfy my needs.








Come to Super, Natural BC. You will be happy!!








Option 3





Option 4





Option 5





More Option





Tourism BC





Advertising Targeted Area by Travel Magazines, TV, Radio, News Papers, Web and etc. 





Travelers in Targeted Area





Targeted Customer: 








Took travelers interest about BC








Mass Marketing





Database Marketing





Database Marketing Management, Customer relationship 








Formulate Strategy (analysis)





Set Objective (Planning)








Implement Strategy





Measure (Control) Result: Achieves organization Goals








