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ABOUT YOUR EXPERIENCE

Business Name: xxxx
Experience Name: xxxxx

Product (Experience) Overview
	What guests will do or learn during the experience? 


	What is the time commitment for the experience? (90minutes? 120 minutes?) 


	What spaces / locations will the experience take place in? (How will people move location if there are multiple venues, if you are hosting a walking tour, please provide a sample itinerary). 


	What’s the first impression guests will have when they arrive (i.e. feel, see etc) 


	If hosting outside, do you have a wet weather plan? 


	Does the business or experience host have any specific credentials, memberships, expertise or awards which should be referenced? 




Features and Inclusions
	What tools or resources will you provide them during the experience? 


	What do guests need to bring with them or prepare?


	What will guests take home with them when they finish? 


	Is the experience catered? (ie light nibbles provided, tasting built into the experience?) Are there any dietary options or modifications available? (vegetarian, vegan, gluten free, dairy free, halal)


	Are there any accessibility points to note in the venue, transport or tour routes used?




Retail Rate (include any group discounts or concession information)
	



Business/Product Personality 
This guides the tone used when writing about your experience. 
Mark an x on the line where you think the voice should fall for each contrasting pair.
	Casual
	---------------------------------------x---
	Formal

	Humorous
	-------------------------------------------
	Serious

	Mature
	-------------------------------------------
	Youthful

	Conservative
	-------------------------------------------
	Provocative

	Calming
	-------------------------------------------
	Enthusiastic

	Conventional
	-------------------------------------------
	Quirky

	Modest
	-------------------------------------------
	Confident

	Playful
	-------------------------------------------
	Professional



  Other:  






PRODUCT SWOT ANALYSIS
	Strengths
1.
2.
3.
4.

	Weaknesses
1.
2.
3.
4.


	Opportunities
1.
2.
3.
4.
	Threats (including Competitors)
1.
2.
3.
4.




Unique Selling Point(s) – what makes your experience/service different and memorable.
	1.
2.
3.











POSITIONING - TARGET MARKET 

Will your product appeal to any of Ballarat’s target visitor segments? 
Refer to detailed descriptors in the Sustainable Destination Management Plan. Even if your product does not fit any of these segments this will get you thinking about who your ideal customer is and is not. 
	☐ Regional Fledglings
	☐ Active Regional Explorers
	☐ Family Heartland

	☐ Mature Tastes
	☐ Visiting Friends & Relatives
	☐ High Value Traveller

	Culturally and Linguistically Diverse (CALD): ☐ Indian ☐ Chinese ☐ Other _______________



Describe your target audience (customer): 
By being more specific than ‘All adults aged 18+’, this table will help you refine your marketing channel mix.
	Audience Name
	Age Group
	Gender
	Family Situation or Life Stage*
	Education
	Cultural Background
	Professional Status**
	Interests or Values
	Residential Location
	Income

	Rosie from
Regional Vic 
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	


*ie. Teens, Singles or Couples Without Kids (SINKS/DINKS), Parents with School Age Children, Empty Nesters 
**ie. University Students, Full-Time Workers, Retirees 
Based on above, what your customer’s main motivations for choosing your product? 
Examples: Entertain the kids in the school holidays, lifelong learning, relaxation, quality time with their partner, indulge in luxury product or services, proximity to home, affordability, activity accessible or comfortable for aging parents, getting to know Australia…)
	Audience
	Potential Motivation for Purchasing

	[Complete for each audience]
	



What barriers may prevent them from buying? Can you address these concerns in the product design or marketing messaging?
	Audience
	Potential Barrier to Purchasing
	Mitigation Tactic or Message

	[Complete for each audience]
	
	


PROMOTION - BRAINSTORM A CHANNEL MIX FOR YOUR AUDIENCE

Your ATDW listing is an essential general awareness-building tool, however it is syndicated to a range of tourism websites and isn’t specific to your product’s audience. A strong marketing mix will reach your audience through multiple channels. Advertising and promotion can be expensive so don’t put all your eggs in one basket. 
· Competing for the same space: Refer to the competitors identified in your SWOT and research where they are advertising. 
· Timing and Seasonality: Consider whether there are any seasonal variations that might affect product sales. Do you need to advertise in specific seasons or year-round? Does your audience only travel during school holidays? Plan out your budget per quarter and per annum. You should plan to invest more in the initial launch phase (6-12 months) while you are building awareness of your product and establishing a customer base.
· Reviewing channel performance:  It is difficult to measure the success of some traditional ‘awareness’ channels – such as local radio spots or posters in shopfronts – so be sure to include some relevant digital channels to build your audience intelligence and help inform a regular review of your channel mix. Don’t forget to include a ‘how did you hear about us?’ question on your booking form or product surveys (distributed at the experience or the following day via email). 
· Multiple audiences: Avoid spreading a tight budget too thinly across multiple audiences. If you have multiple target markets, this table may help you identify the channels they share; social media advertising is often an economical way to reach a diverse audience with targeted, tailored content.     
	Audience

	Promotional Channel 
BE SPECIFIC TO YOUR AUDIENCE 
The local newspaper may not be as effective as social media if you are trying to reach a younger audience.
	Timing Considerations
Is it a placement in a seasonal quarterly publication, a social media ad that runs for three months, or a year-round digital listing?
	Estimated Budget 
Don’t forget to include production costs such as design, printing and distribution.
	Can it be Monitored/Measured? 
What tools can be used to measure the impact of the activity?

	
	[Print advertising, Google advertising, mail-outs, giveaways, media releases, events, website, blog/social media, email newsletter, public relations, posters, or publications, online event listings…]
	
	
	

	
	
	
	
	



For more information about your legal obligations when advertising visit: 
https://business.gov.au/marketing/advertise-your-business 
https://www.accc.gov.au/business/advertising-and-promotions
SMART MARKETING STRATEGY 

Set specific, measurable, achievable, relevant and time bound (SMART) marketing goals for your product. 
· Goals may be financial (increasing sales), awareness-focused (building knowledge or reputation of your product), or engagement-based (building online customer networks and advocators). 
· Refer to the SWOT (Weaknesses and Threats) and where possible include a goal to address each. 
· Set some goals that address the Purchasing Barriers identified for your audience and try to convert your mitigation ideas into specific actions. 
· Make sure your indicator of success (column 2) is measurable, such as % growth in bookings, improve average customer satisfaction ratings from x to x, target number of web listing views over 3 months, x number of returning customers over 12 months. 
· Refer to the Promotional Channel Mix to ensure your strategies are relevant to your target audience, worth the time and effort to implement, and are achievable within your annual marketing budget.  
	Marketing Goal/Objective 
	Specific Detail and Indicator of Success

	Achieved By When
	STRATEGIES:  What strategies (advertising activity, promotional tactics or processes) do you need to implement to achieve the goal?

	
	
	
	Detail the Specific Action To Be Taken

	Completed by Who 
& By When
	Cost ($)

	[Goal 1]

	
	[Month/Year]
	1.
	[Name, Month-Year]
	10.00

	
	
	
	2.
	
	20.00

	
	
	
	3.
	
	60.00

	[Goal 2]
	
	
	1.
	
	

	
	
	
	2.
	
	

	
	
	
	3.
	
	

	
	TOTAL BUDGET
	90.00

	
	
	Select total and press F9 to refresh


MARKETING ACTION PLAN 
MARKETING ACTION PLAN TEMPLATE (.XSL) – track your annual marketing and promotion actions by channel in an annual calendar format. 
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