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Preface
After spending a lot of time searching for the right company in the right country, Real Life Concepts gave me the opportunity to write my bachelor thesis in Sports, Economics and Communication at their company. 
For more than four months, I have been working in Cape Town on my bachelor thesis. The reason for searching an internship somewhere outside Europe, is that I wanted to go to a country which inspired me. My first choice was Argentina, but this became rapidly an illusion because I do not speak Spanish at all. The months before I decided to go to Cape Town a good friend of mine called; Pepijn de Rijk, recently graduated at Fontys. He was doing his internship in Cape Town. I was already interested in South Africa because of the cultural differences and the history of the country. Pepijn was the one who convinced me to do my internship in Cape Town.

After this decision, I registered myself at two companies who are finding internships for students. They found two companies for me, but unfortunately, I did not feel at ease at these two companies. The assignments were very unclear and I saw no challenge in them. At that moment, I met someone in my hometown Middelburg who had two friends working in Cape Town. She told me that they were lovely people and advised me to send a letter to ask if there were possibilities.

This company was Real Life Concepts. Real Life Concepts is a brand development company that is owned by two young motivated, ambitious Dutch people called Jordi en Willemijn. Four years ago, they decided to travel by car to South Africa and set up their own company. They offered me to do my internship at their company and write my thesis about a project called All Africa Adventures. From the beginning, I was enthusiastic about this project and the way they told me about the project motivated me enormously. Therefore, I decided to go to Cape Town and write my thesis at Real Life Concepts.

The first few weeks I spent time getting to know this company and my project. I had several conversations and brainstorm sessions about All Africa Adventures. After that, it was time to start with the project and the research. During my work for the project, I became more and more enthusiastic about the project. My supervisors, Jordi and Willemijn, asked me if I was interested in investing in the project after I would be graduated. This lead to a sudden change of plans. I decided to take this offer with open arms and that was the moment I started working for them. My assignment was not the first priority anymore. Unfortunately, in the beginning of December, due to different circumstances we decided to stop the project. This is the reason why I did not succeed to graduate in January as planned.

I want to offer my sincere thanks to all the parties that gave me the opportunity to carry out this assignment. My sincere thanks go out to Jordi de Looff and Willemijn Jumelet. They give me the opportunity to write my thesis in South Africa, but more important they gave me the opportunity to experience the most interesting and learning period in my life. They inspired me in many ways and showed me the interesting things of being an entrepreneur. Furthermore, I want to thank Mr. van Aken, my supervisor of Fontys. It was a great experience to work with him.

Thijs Slagboom
Tilburg, May 2008 
Summary

People from all over the world are interested in adventure activities in Southern Africa. The biggest problem for tourists is a nontransparent market. Tourists do not know which adventure activity suppliers are available and where they can be found. All Africa Adventures will be the company that will position itself in between the tourist and the adventure activity supplier. All Africa Adventures will accomplish a web portal and make the adventure market more transparent. The company is operating in a growing market, which has experienced continuous expansion in recent years. As a result, there is a serious need for a web portal like All Africa Adventures. 
To choose the right strategy a central question has been formulated:

How can All Africa Adventures create the biggest and most respected adventure and activity portal in Southern Africa, which will close the information gap between Adventure/Activity tourist and Adventure/Activity supplier and when is it financial justified for All Africa Adventures to launch the portal?
This thesis is divided in four parts. First, the problem definition is described, followed by the internal and external analyses. From these analyses it is possible to make an objective SWOT-analyse. After the SWOT-analyse the strategic, tactic and operational recommendations will be written. The thesis will end with a financial plan.

The strategy that is chosen: Enter the market with an adventure web portal, which will alight qualitatively above the other web portals. By laying the emphasis on the quality and the service towards the tourist and the adventure activity supplier, All Africa Adventures will distinguish itself from the competitors. Furthermore, the emphasis will focus on becoming the largest web portal in southern Africa. By providing the largest offer towards the tourist, All Africa Adventures will create a position in which the adventure activity supplier needs All Africa Adventures to gain more income. All Africa Adventures will also put much emphasis to the innovation part. To remain as customer-friendly as possible the reliability and the independency will have a priority as well. This strategic marketing plan contains instruments and advices how to realise this option.

The mission of All Africa Adventures is: 

To become the biggest adventure portal in Southern Africa by means of innovation, quality independence, biggest offer and reliability. 

All Africa Adventures has formulated the next vision: 

All Africa Adventures wants to position Southern Africa as the adventure playground of the world and will promote, sell, and inform on adventure activities to tourists in Europe and in Southern Africa, acting as an intermediary to the graded and selected suppliers. All Africa Adventure wants to occupy a leading position in the adventure market. 

The most important decisions that have been made in this strategic marketing plan, lead to certain recommendations, which are accompanied by different consequences.

All Africa Adventures will start the web portal in South Africa. In expectation if it will be successful or not, All Africa Adventures will extent to the surrounding countries to persuade the adventure activity suppliers and to increase the database of the web portal. All Africa Adventures will work with self-employed agents in these countries. In the first few weeks, the tourist is only able to book through the Internet. Soon it will be possible to book at the office of All Africa Adventures as well.
With this All Africa Adventures will give an extra service towards the clients. Another important issue is to become the biggest supplier and create a certain monopoly position towards the adventure activity suppliers. The number of hundred adventure activity adventure suppliers is the minimum for All Africa Adventures to go online with the web portal. Hereby All Africa Adventures shows directly that it is serious and wants to become the biggest. 

Another point to become the biggest is not only aiming on the South African market, but also to focus on other Southern African countries. The adventure industry in these countries is enormous and All Africa Adventures wants to show this to the tourists. As mentioned in the strategy, independency is one of the most important things of All Africa Adventures. Adventure activity suppliers and the tourist must have a safe feeling when they work together with All Africa Adventures. They need to feel treated in an honest way. Therefore All Africa Adventures will offer the adventure activity supplier two kinds of listings: the basic free listing and the featured listing. The differences between these two listings are the extra features the adventure activity supplier receives when they choose the featured listing. Another difference is that the basic listing is free and the featured listing costs the adventure activity supplier R300. Other income assets for All Africa Adventures are the pay per click, pay per lead, earnings of the online bookings tool and the income of the banners/advertisement.

All Africa Adventures will become a high quality and innovative web portal. The following points will illustrate this:

· The phenomenon ’adventure portal’;

· The size of the database;
· The information provided;
· The look and feel of the web portal;
· Costs for advertising;
· Bookings opportunities;
· The focus on Southern Africa;
· The mentioning of the adventure activity supplier on the web portal;
· Excellent customer support service;

· Promotion of their own adventure company by means of their own mini-website;

· Possibility of creating pre-bookings by means of the bookings tool on our web portal;

· Search engine optimized to your service, with up to five core search items;

· Full control to securely access your listing for updating or modify your content photos and rates;

· Statistics program were they can see how successful All Africa Adventures is;

· Independent portal, as a result of which all companies get the same treatment;

· Advanced search on the web portal, All Africa Adventures will ensure that the tourist can fill in their specific needs;

· Enquiry form where the tourist by means of the enquiry form can ask specific information about the suppliers company.

The communication and promotion objectives lead to the following communication message: 

All Africa Adventures is about quality, reliability, durability innovativeness, consistent and accessible. The promotion tools All Africa Adventures that should be used are the sales kit, flyers, exclusive agent and trade fair/exhibitions.

With regard to the financial feasibility, the following has to be mentioned:
All Africa Adventures will make a turnover of R167290 (€167290) in the first year. This turnover is increasing to R594535 (€59453, 50) in year two and R1292650 (€129265) in year three. 
Jordi de Looff and Willemijn Jumelet will conduct the process of establishing All Africa Adventures. They will supervise interns who will be responsible for the operational part. Jordi de Looff and Willemijn Jumelet will take the final responsibility.
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Chapter 1. Introduction
1.1 Problem introduction

To ensure a successful launch of the web portal All Africa Adventures.com, the assignment is to write a strategic marketing plan from Cape Town, South Africa. 

www.allafricaadventures.com is a website were all suppliers of adventure activity (related) items in Southern Africa (also including Namibia, Botswana, Zimbabwe, Swaziland, Lesotho, Mozambique) come together. The target group is the tourist, not only the adrenaline seeker, but also the family who want to do something adventurous or something special. The reason for launching this portal (a Real Life Concepts product) is the fact that all suppliers at this moment operate on their own in an enormous and non-transparent market. Marketing is approximately their last priority. Because of this, they loose money. On the other hand, there are the consumers: for them it is very difficult to distinguish what the market offers. Especially when they are preparing their holiday at home, but also after arriving in Southern Africa, they are depending on incomplete information, which does not fulfill their need for 100%. The latent demand exists all the time. Latent demand in this case means that people are interested to know what kind of adventures they could book, but they have no idea what the market offers, which means that they do not know where and how to search for it. Therefore, there is an immense information gap between the adventure supplier and the tourist. The portal will sit between these two parties and give the tourist advice in an objective way. 
The idea of developing All Africa Adventures is an initiative of Real Life Concepts. Given that Real Life Concepts is convinced that All Africa Adventure is a project with many opportunities, they are keen to launch the portal.
The reason for building this web portal is the information gap existing between the adventure activity suppliers on one hand and the European and the domestic tourist on the other. The business that can be generated by filling up this gap by informing and promoting for the broad range of the niche market adventure based activities and excursions in Southern Africa.
1.2 Description of the assignment

The aim of this assignment is to provide insight and solutions regarding the following questions:

Statement

By launching the biggest adventure activity portal is it possible to close the information gap and make All Africa Adventures a profitable business.

Definition of a problem

Why is it important to research how All Africa Adventures can become the biggest adventure activity supplier in Southern Africa and become a profitable business?

Central question

How can All Africa Adventures create the biggest and most respected adventure and activity portal in Southern Africa, which will close the information gap between adventure/activity tourist and Adventure/Activity supplier and when is it financial justified for All Africa Adventures to launch the portal?
The research questions of the assignment are:

· Which positioning needs All Africa Adventures to take to be successful, and what are the critical success factors? 

· Which tools are likely to distinguish this website from others and which can help to enhance bookings?

· What kind of competitors are currently threats for All Africa Adventures and how can All Africa Adventures diverse itself from these competitors?

· What is the ideal marketing mix for All Africa Adventures? 

· Which strategy is needed to reach both the domestic and the European tourist and what is the consumer behavior when it comes to booking via internet? 
· What is the position All Africa Adventures can take, regarding the adventure activity supplier and what approach is needed?

· Which option is financially the most viable towards the break-even point and towards the long-term profitability? 
Objectives to bring All Africa Adventures on the market:

· To give an analysis of the target group and the needs of the target group of All Africa Adventures.
· To give an analysis of the competitors of All Africa Adventures.

· Creating the right look and feel for the portal.
· To analyze which is the best sales approach for All Africa Adventures to reach the adventure supplier in Southern Africa.

·  To analyze which is the best sales approach for All Africa Adventures to reach the European and the domestic tourist.

· To analyze which is the break-even point for All Africa Adventure and if there is enough market to expand the business.

1.3 Structure of thesis

This thesis is divided in four parts:

· Problem definition;
· Research;
· Swot-analyses;
· Strategic, tactical, and operational interpretation of the marketing plan.
To create objective and successful strategic recommendations, it is necessary to do research first. This research will consist of qualitative research like the establishing of the competitors, to choose the right target group, and to find out what the needs are. 
The main questions of the research will consist of how to approach both the tourist and the adventure activity supplier. On the other hand, there will be also things that will be directly accomplished in a practical way. For example, there has to be a brainstorm session about the look and feel of www.allafricaadventure.com, and after this session, the ideas will be send to the creative designer. Therefore, in most chapters there will be a theoretical part and a practical part. When the research is finished, it is possible to make an objective SWOT-analysis with associated conclusions. 
After fulfilling, the SWOT-analyses there will be the tactical, strategic and operational interpretation of the strategic marketing plan.

1.4 Research methods

The following research methods will be used to implement the recommendations: desk research and field research.
· In the first part there will looked at the obstructions to implement the final recommendations. Here the increased possibilities, financial situation, cultural issues, and other barriers will be considered (Desk research).
· In the second part, there will be research towards the suppliers, and the competitors of All Africa Adventures. This will be implemented in the five forces model of Porter. The research towards the competitors will be accomplished by using the internet and visiting bookings offices (desk research). The research towards the supplier will be accomplished by making a questionnaire with three different options and ask random adventure activity suppliers what they think which is the best option (Field research).

· In the third part, there will be research about the look and feel of the web portal. This research will be done by making a questionnaire and asking random tourist on the streets what they think of the web portal and what can be improved (Field research). 

Chapter 2. Internal analyze
In this chapter, there will be looked at the internal situation at this moment and several points will be taken into consideration, which will be necessary to implement the final recommendations. 

Before starting this chapter, it is important to inform shortly about Real life Concepts. Real life Concepts is a brand development company situated in the middle of the city bowl in Cape Town. It is a small company, consisting of two people; Jordi de Looff, who is the marketing and sales specialist and Willemijn Jumelet as the communication specialist. Furthermore, they always work with two or three people who are doing their internship. In the next chapter, the name Real life Concepts will appear often, because All Africa Adventure is a project created by Real Life Concepts.
 
2.1 Structure of Real Life Concepts
Figure 2.1: Structure of Real Life Concepts
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In this organization structure, it is clear that Jordi de Looff and Willemijn Jumelet are the managers of Real Life Concepts. Together with the interns, they work to deliver successful projects to the clients. Looking at the project All Africa Adventures the difference with the rest of the projects is that All Africa Adventures is a project invented by Real Life Concepts itself and it is not an assignment from clients.
2.2 Growing possibilities

The economy in Southern Africa is growing extremely fast now; one of the reasons is the upcoming Soccer World Championship in 2010 held in South Africa
. Many companies from overseas see this Soccer World Championship as a big opportunity to invest in South Africa and try to set up a profitable business
. This growing economy also influences the flow of tourists to South Africa
. On the other hand, there are also rumors that the economy will collapse after the world championship, but these are only rumors. As All Africa Adventures will be active in the adventure tourist market, there definitely is growth potential. Since All Africa Adventures will be the first adventure web portal that is only aiming at the adventure market in Southern Africa, it will be operating in a niche market, which means that there are possibilities to step out of the niche and focus on other markets like hotels, apartments or restaurants. For All Africa Adventures, these are great opportunities. All Africa Adventures will not be the only one who notices that a web portal in this niche market is a major opportunity. The whole concept of an adventure portal already exists, as for example in Australia, where there are three big adventure web portals
. 
2.3 Financial situation

All Africa Adventures is a project of Real Life Concepts. Due to this, Real Life Concepts will be responsible for the first investments in the project, like ICT, marketing and promotions. The exact investment Real Life Concepts wants to make, is still unclear and will be determined based on this plan. When All Africa Adventures will become a profitable business, All Africa Adventures itself will make further investments. 

2.4 ICT

When Real Life Concepts needs to make websites for clients, the technical part of making the websites will be outsourced at this moment. After a briefing by Real Life Concepts, first the designer
 suggests several examples and options concerning the design of the website. After choosing the design, it is possible to create a technical design, which needs to go to the programmer
. The whole production of the internet site is outsourced. Now, Real Life Concepts already has contacts in India and Argentina concerning the creation of internet sites, as it is relatively cheap to make internet sites there, compared to the Netherlands or the South African countries
. Another important thing is the SEO-marketing. At this moment, the SEO-marketing is becoming more and more important. Jordi de Looff, director of Real Life Concepts is a SEO-specialist, presumably; All Africa Adventures will need another expert to achieve a professional SEO-marketing.

2.5 Marketing/Culture

The cultural differences between The Netherlands/Europe and Southern Africa are enormous
. However, the local companies like to see that Western companies establish themselves in Southern Africa, because of the Western knowledge, it is hard for these companies to understand how the Western companies work, so they need another approach.

2.6 Innovation
To make All Africa Adventures a successful web portal, one of the most important goals is innovative thinking. The last years have shown that innovation becomes more and more important, particularly concerning competitiveness
. One of the USP’s
 Of Real Life Concepts is their innovativeness. They want to be innovative to stay ahead of the competition and frequently because of their good reputation and that innovativeness, they will get the assignments from their clients. With the knowledge and expertise of Real Life Concepts, it is possible to make an innovative web portal.
2.7 Independency

In order to appeal to the target groups, which are in this case the tourists and the adventure activity suppliers, it is important to be an independent web portal. The tourist and the adventure activity suppliers need to have the feeling that All Africa Adventures acts as an independent intermediary company and everyone is treated in the same way. For the positioning and the strategy, it is important that the website radiates this feeling. At this moment it frequently happens that, the large suppliers are preferred above the small suppliers and that they are not independent
. 
2.8 Employees

Real Life Concepts will be highly involved in the first stages of All Africa Adventures development. This will take place in cooperation with a group of people who are doing an internship at Real Life Concepts. This cooperating team will be responsible for the web portal. Together they decide the best way of making All Africa Adventures a success. For the organization structure at this moment, I refer to figure 2.1. 
2.9 Partnerships other countries

The goal of All Africa Adventures is to become the biggest adventure portal in Southern Africa. In the first stages, the focus will especially lie on South Africa. To conquer the entire Southern African market, it is essential to find partners and to outsource the concept of All Africa Adventures in other Southern African countries. At this moment, there are some contacts outside South Africa with adventure activity suppliers. Presumably, All Africa Adventures will reach them and invite them to a partnership. 
2.10 Entrance Europe

For All Africa Adventures it is important to attract people from Europe, because the European tourism market is large, but often the tourist is not informed about the adventure activities in Southern Africa. Therefore, there is a latent demand. Real Life Concepts connection is Abang Africa Travel
. This is a company owned by a Dutch woman with a lot of experience in travel business. 
Chapter 3. External analysis

In this chapter the external analyze will be discussed. First in 3.1 there will be a competitor analyzes which will end with a small summary concerning how All Africa Adventures can distinguish themselves. Furthermore, this chapter consists of the external market information, this will be described in 3.2.
3.1 Competitor analysis

To make a successful competitor analysis, it is first necessary to investigate which competitors are on the adventure market. There are three kinds of competitors:

Adventure websites (web portals)

These websites are the direct competitors for All Africa Adventures. The websites are available for everyone, but they anticipate especially on the independent tourist. The tourist who does not need extended information at tourism/bookings offices, but the tourist who knows what he wants, and maybe did it before, and trusts the reliability of the web portals. A small quantity of information by means of the web portal is enough. It is also possible that tourists gain extended information at the tourism/bookings offices and book through the web portal because of the rates. The tourism/bookings offices always ask more fees when booking an activity with respect to the web portals.
Tourism/Booking offices

The tourism/bookings offices are more for the reserved tourist. They want extended information and personal contact with somebody. They are willing to pay more for the activity, because they attach more value on safety. Furthermore, the tourism/bookings offices attract people who do not have much knowledge about computers and websites. They do not know that it is possible to book through the Internet and if they do, they do not know how to book through the Internet. Fortunately, for All Africa Adventures the bookings through the Internet are extremely growing
.
Books

The books are also a threat for All Africa Adventures, but not as big as the two described above. Here it especially concerns tourists who read an adventure book, call an adventure activity supplier, and book their adventure. They book without information from web portals and tourism/bookings offices. Often the information they get is inaccurate, and the information in the books is not up to date, therefore the reliability about the books is often questionable. From statistics can be concluded, that this method of booking occurs less and that the Internet these days is the most used method of booking an activity
.  

3.1.1 
Adventure websites 
After the research about the websites (web portals), it was possible to discover the five biggest competitors in the field, by surfing on the Internet and looking for adventure suppliers in Southern Africa. For this research, the following search engines have been used: Google, Yahoo, AltaVista and Ananzi (South African search engine). The following search criteria are used:

· Adventure activities South Africa
· Adventure activities Southern Africa
· Adventure South Africa
· Adventure Southern Africa
· Adventure Holiday South Africa
· Adventure Holiday Southern Africa
· Adventure portals South Africa
· Adventure portals Southern Africa
The reason for discussing the following five companies is that these five competitors were the best in the search engine results. 
The reason for testing these five competitors on the seven points below is come about a small look to the adventure web portals and a competitor brainstorm with my supervisors Jordi de Looff and Willemijn Jumelet. They think these seven points will be the ones where All Africa Adventures could distinguish themselves from the competitors. 
1. Size of the database.

2. The provided information.
3. Look and feel.

4. Bookings opportunities. 

5. Costs of advertising.

6. Only aiming on South Africa.
7. How are the advertisers mentioned.
Analysis SA-venues

One of the direct competitors for All Africa Adventures is ‘Sa-venues’ 

1. The size of the database is approximately 60 companies.

2. Not only adventure, but also accommodations, etc. 

3. Insufficient look & feel.

4. No bookings opportunities.

5. Around R1000 (€100) for advertising on the website.

6. Only aimed on South Africa.

7. You can click on the link of the company to find some information of the advertisers company.

Analysis South African info

Another direct competitor for All Africa Adventures is ‘South African info’.

1. The size of the database is approximately 150 companies.

2. Not only adventure, but also accommodations etc.

3. Insufficient look & feel.

4. No bookings opportunities.

5. Costs of the advertisement are unknown.

6. Only aimed on South Africa.

7. You can click on the link of the company to go to the official website of the advertisers company.


Analysis What to do in Southern Africa

The third competitor is ‘What to do in Southern Africa’.

1. The size of the database is approximately 100 companies.
2. Not only adventure, but also accommodations. Adventure is the core business of the portal.

3. Insufficient look & feel.

4. Booking possibilities.

5. Advertising is free.

6. Mainly South Africa, but they are expanding to Zimbabwe.

7. You can click on the link of the company to find information of the advertisers company, pictures and another links to the official website of the company.

Analysis Africa Adventure

The fourth competitor is ‘Africa Adventure’

1. The size of the database is approximately 100 companies.

2. Not only adventure, but also accommodations. Adventure is the core business of the portal.

3. Insufficient look & feel. 

4. Booking possibilities.

5. Advertising costs: Basic listing is free, standard listing is R145 (€15) per month, preferred listing is R370 (€37) per month, preferred listing is R3700 (€370) per annum.

6. Mainly South Africa, but they are expanding to Zimbabwe, Namibia, Botswana and Zambia

7. You can click the advertiser’s link on the website to find the information of the advertiser’s company, pictures and another links to the official website of the company.

Analysis Uncover the Cape

The fifth competitor is ‘Uncover the Cape’

1. The size of the database is approximately 300 companies.

2. Not only adventure, but also accommodations etc.

3. Insufficient look and feel.

4. Booking possibilities.

5. There is a price, but they do not tell their price until you add your business.

6. Mainly aiming on South Africa. The overland tours are also outside South Africa.

7. You can click the advertiser’s link on the website to find a little bit of information about the advertisers company, also pictures and another link to the official website of the company. 

3.1.2 Conclusions research towards adventure websites.
It is impossible to say who the biggest competitor is, because all competitors have their own advantages and disadvantages. It is also not important for All Africa Adventures, because it is clear on what points All Africa Adventures is able to distinguish itself. This analysis also confirmed that it is realistic to say that All Africa Adventures can be the biggest and most respected web portal in Southern Africa. To get a good overview from All Africa Adventure compared to the competitors, there will be a description of the seven points, and to look at what points All Africa Adventures can distinguish itself from the competitors.

· Size of the database

This is one of the big points were All Africa Adventures has to aim on, and where there is a great opportunity to distinguish themselves from the competitors. The largest database contains around 300 companies. To introduce All Africa Adventures in a successful way, it is a great opportunity to have the largest database when launching it.
· The information provided

From the results of the research, it is possible to conclude that all competitors are not only aiming on the adventure market, but they also provide accommodations, etc. All Africa Adventures have to distinguish themselves, because they specifically aim at the adventure activity market. They are operating in a niche market.

· Look and feel

Another important result of the research is the look and feel of the web portals. Because Real Life Concepts possess their own design company and the Dutch knowledge about websites, and design, there is an enormous opportunity to distinguish from the competitors. 

· Costs for advertising

Concerning the price of advertising, there are different approaches possible. There are some companies who ask money for advertising on the web portal and some portals are free of costs. For All Africa Adventures it is still a question how to approach the adventure supplier. Which procedure All Africa Adventures is going to use, will be described later in this assignment.

· Bookings opportunities

A great service towards the European and the domestic tourist is the booking tool at the web portal. There are different companies that are using the booking tool. It is important for All Africa Adventures to use the booking tool. It is the service towards the tourist and a way to distinguish from the other competitors.

· Only aiming on South Africa
The most direct competitors are only aiming on South Africa. There are a few competitors which are expanding to other Southern African countries, like Zimbabwe, Zambia, Lesotho etc.. Nevertheless, the databases they possess are very small. Therefore, when All Africa Adventures are able to expand to the other Southern African countries they can distinguish themselves from the competitors.

· How are the advertisers mentioned?
There are big differences when you look at this item. Some web portals use only links to the advertiser’s company and some web portals provide their own promotional websites for the advertiser’s company with their own pictures and other information. All Africa Adventures can distinguish itself from the others by offering the adventure activity supplier their own promotional website with their own pictures and perhaps some movies and other information. This point will get a more explanation further in this assignment.

3.1.3
Tourism/Booking offices

There are many booking offices scattered around the country. For my research, I visited the biggest booking offices in Cape Town to look how they operate and how they promote the adventure business
. The adventure activities are often shown on a flyer or in a simple booklet. It is not the issue for All Africa Adventures to do something about these competitors, there are possibilities like putting flyers and other promotional things at the tourism/bookings offices. It is more important to look at the other web portals (direct competitors) and make advantages of these Tourism/Bookings offices. 
3.1.4
Books

When visiting the booking offices, there were references to two magazines/books, the magazine ‘Getaway’ and the magazine ‘Dirty Boots’. Getaway is a South African magazine, which provides information about several items in South Africa, like: Places to Stay (accommodation), Holiday Packages, Things to Do and Places to Go. The magazine also provides information about several adventure companies. In this way, the magazine can be a threat for All Africa Adventures.
Figure 3.1: The magazine ‘Getaway’
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‘Dirty boots’ is a guidebook to several adventures in South Africa. It is a small information notebook where approximately 300 big and small adventure suppliers give their company information. This could be a real threat for All Africa Adventures, because of the fact that people can easily put the book online. 
Figure 3.2: The magazine ‘Dirty boots’
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3.2 Market information

Looking at the market information, there are two important things to know for All Africa Adventures: the amount of tourists visiting Southern Africa, and the consumer behaviour regarding how they book their activities. The first researches document the numbers of tourists who visited South Africa during the last few years. The statistic results prove that the tourist increase is enormous, and that there is a demand for a portal like All Africa Adventures. The tourist flow will probably increase further as for the Soccer World Championship in 2010, held in South Africa. For the graphic of the tourist flow I refer to the appendix 1
.
The other important research subject for All Africa Adventures is the behaviour of the tourists, especially their bookings behaviour. Tourist arrivals are increasing enormously, but is there also a change in their behaviour, which suits the idea of All Africa Adventures? To investigate this there are some critical questions to be answered. 
What information sources do they use for planning their trip? 

The main information sources used in planning the trip are the Internet (71%) and friends/family (70%). Guidebooks are used by 37% overall, but they are used far more by slightly older (over 26) travellers. The latter are more experienced travellers and call themselves ‘backpackers’. Less experienced travellers rely more heavily on travelling agencies for information. The very wide range of information sources drawn upon suggests that pre-trip planning is highly detailed, even for more experienced travellers.
 

How do they book their travel and activities?

Most respondents used travelling agencies for booking their journey (55% for air traffic) – although this is likely to have been affected by the sourcing of respondents from travel agency lists – and only 30% used the Internet. The availability of Internet booking facilities is however growing rapidly, and the level of Internet bookings may have increased significantly since the survey in 2002. ‘Backpackers’ were more likely than other respondents to go to specialist youth or student travelling agencies for air travel booking (42%), while those calling themselves ‘tourists’ were more likely to use mainstream travelling agencies (51%). In terms of accommodation, however, very few booked in advance, and this was particularly marked for backpackers. In spite of the growth of specialists offering at least one night’s accommodation as an add-on to flights, it seems most people are happy to arrive at the destination and organise things themselves. In particular, more experienced travellers were less likely to book in advance
.
From these short analyses, the expectation is confirmed. There is a large market when you are trying to find a niche between the adventure activity supplier and the tourist with an online web portal, especially because the result shows that the booking through the Internet is only growing.
Chapter 4. Additional research
In this chapter, the additional research will be discussed. To make an objective SWOT-analyze as possible there were different research topics of what I thought they were necessary. These researches are reflected in the appendices, the most important conclusions are described in this chapter. In the concerned paragraphs also the research intention will be described.
To make the SWOT-analysis as objective as possible, it was necessary to conduct additional research. There were three kinds of research subjects

· Research about the adventure activity supplier.
· Research about the advantages and disadvantages of implementing an online booking tool.

· Research about the tourist. Here it concerns particularly the specification of the search needs of the tourist. 

4.1 Research towards the adventure activity supplier

Regarding the approach of the adventure activity supplier I decided to organise a brainstorm session. Here it particularly concerned about the positioning towards the adventure activity supplier and which is the best option for All Africa adventures to choose. It concerns here qualitative research. In the appendix
, the options will be discussed. With these options, I visited twenty different adventure activity suppliers (field research) to ask them their opinion about how they think which is the best way for All Africa Adventures to position itself towards the suppliers. The reason for this research is that All Africa Adventures thinks that people in the field (adventure activity suppliers) know what takes place, and they are objective to us because, All Africa Adventures gain more income for them and promote there adventure company. This research is combined with research about the advantages and disadvantages of implementing an online bookings tool. From the competition analyses, it becomes clear, that not many portals use the online bookings tool
. We think that an online bookings tool is a major opportunity to gain money and give the tourists and the suppliers a great service in the meantime. During the brainstorm sessions with the adventure activity suppliers, we asked their opinion about an online bookings tool. 

Conclusion of the research:

To make an objective choice, I visited twenty adventure activity suppliers. The opinions were very different from each other. They did not make a real choice, but they gave us much advice about how to approach the suppliers. Although the suppliers did not make a definitive choice, the research is very valuable and hopefully we are able to choose the right option towards the adventure activity supplier. The most important result of the conversations was that the majority of the adventure activity suppliers were willing to pay a small fee for their listing
 on the web portal.

4.2 Research towards the advantages and disadvantages of implementing an online booking tool.

The research above has been combined with research about the advantages and disadvantages of implementing an online bookings tool. From the competition analysis becomes clear that not many portals use the online bookings tool
. According to our opinion an online bookings tool is a major opportunity to gain money and to give the tourists as well as the suppliers a great service. During the brainstorm sessions with the adventure activity suppliers, we also asked what they think of an online bookings tool. To make a good overview the results are reflected in an SWOT-analysis below:

Strengths:

· Earnings
· Obtaining contact details customers, feedback questions

· Not many competitors are using a booking tool

· Discounts.

Weaknesses:

· Maintain contact with suppliers about bookings. It will take a lot of time and work.

Opportunities
· Pre bookings (advantage suppliers)

· Customer is booking several activities at once

· Customer friendly, easy

· Customers can make their bookings when they are still at home.

Threats
· Suppliers do not cooperate, they want to control their own bookings

· Failing transactions
· Customers who don’t show up

· Problems due to internet connections

· Booking cancellations

· Limited amount of places for the activity

· Booking offices

· Upcoming competitors.

4.3 Research towards the tourist

The third field research, after the research towards the adventure activity suppliers, and the tourism/bookings offices, was the research towards the tourist and then particularly the study into the advanced search of the internet site. It concerns here qualitative research. The advanced search consists of items the tourist can choose, and what he exactly wants. Is he alone or is he with his children? What is his budget? Is he trained or is he a beginner? All those kind of things. For an example of the advanced search I refer to the appendix
. For All Africa Adventures it is important to know what kind of choice it offers the tourist. The reason for doing this research in the field is that we think that the tourist knows this very well, because he is the one who eventually makes his choice. Therefore we made a questionnaire an asked forty random tourists at the street what they think of the advanced search. The questionnaire is added to the appendix
. Below the conclusions of the research.
What?

Active, Relax, Learning, Creative, Culture, Adventure, Adrenaline, Expedition, Multi

Overland travels

Where? 
Ocean, Land, Air, Forest, Mountain, Safari, City

Who?

Family, Kids, Backpackers, Rich & Famous, Disabled, Business People, Elderly people

Level of difficulty?

1. Very easy, for all ages, low fitness, no skills required.

2. Easy, moderate fitness, no skills required, must be phobia-free.

3. Moderate, average fitness and sense of balance, some qualifications e.g. scuba diving certificate.

4. Challenging, good fitness and sense of balance, skills, and some qualifications – not for the faint hearted!

5. Extreme, excellent fitness and sense of balance, highly skilled and qualified.

Age?

0-18, 19-30, 31-42, 43-54, Older

Budget?

0 – 500R, 500 – 1000R, 1000 – 1500R, 1500-2000R, 2000-2500R, 2500-…..R

Probably, this will be the definite advanced search which All Africa Adventures is going to use to specify the needs of the consumer.

Chapter 5. SWOT-analysis

In this chapter, the conclusions of the chapters above will be reflected in the SWOT-analyses. After conducting the SWOT-analyses the strategy of All Africa Adventures is formulated and the corresponding recommendations. 
5.1 SWOT-analyses

Strengths:

S1. 
Real Life Concepts is a small, transparent company. Therefore, communication is quick and efficient. Communication errors will be almost impossible.

S2.
Real Life Concepts is an independent company. There are no superiors to whom the company has to answer for its actions.

S3.
Contacts in foreign countries, which are specialized in building websites. Due to this, it is possible to save costs in the field of the ICT.

S4.
Because Real Life Concepts Is already 3 years active on the South African market, there is knowledge about the culture and the mentality.

S5.
Look & Feel website. With the Western knowledge, it is possible to be innovative and to make a customer-friendly web portal.

S6.
Large office space in the middle of the city of Cape Town.
Weaknesses:

W1.
Real Life Concepts is a Dutch company, which operates for 3 year in a foreign country; there is possibility of lack of knowledge about the culture/mentality.

W2.
Real Life Concept is a small company. Compared to the big competitors there is relatively little brand awareness.

W3.
There is to little knowledge about the ICT to control the whole production process.

W4.
Because Real Life Concepts is a small company, a good understanding between Jordi de Looff and Willemijn Jumelet and the interns is essential.

Opportunities:

O1.
The first web portal in Southern Africa which specifically aims on the adventure activity market. All Africa Adventures is operating in a niche market. 

O2.
The tourism market in Southern Africa is growing. This makes it possible for All Africa Adventures to keep growing.

O3.
Outsourcing the ICT.

O4.
Partnerships in other countries and provinces. Because of this, it is possible to conquer Southern Africa.

O5.
South Africa is the Adventure playground of the world (world’s highest abseil, highest bungee jump, etc.)

O6.
South Africa is inexpensive, compared to other top destinations.

O7.
Implement a user-friendly bookings system.


O8.
Offering the adventure activity suppliers their own promotional website on the portal.

O9.
World Cup 2010. This gives a certainty of the increase of the tourist flow. 

O10.
Immediately the first one with the biggest web portal.

Threat:

T1.
Upcoming market/competitors.

T2.
Many competitors who are already offering adventure activities.

T3.
Booking offices.

T4.
African mentality. It is always insecure how people react towards new things.

T5.
Rumors that the economy will collapse after the World Championships.

The research which is performed for the SWOT analyses is mainly to discover how the firm has to position itself towards the tourist and the adventure activity supplier; and to examine whit which resources All Africa Adventures can enter the market. Due to the research, it is possible to formulate the strategy of All Africa Adventures.

5.2 Strategy All Africa Adventures:

Enter the market with an adventure web portal, which will alight qualitatively above the other web portals. By laying the emphasis on the quality and the service towards the tourist and the adventure activity supplier, All Africa Adventures will distinguish themselves from the competitors. Furthermore, the emphasis will be on becoming the largest web portal in southern Africa. By providing the largest offer towards the tourist, All Africa Adventures will create a position in which the adventure activity supplier needs All Africa Adventures to gain more income. All Africa Adventures will also put much emphasis to the innovation part. To remain as customer-friendly as possible the reliability and the independency will have a priority as well.

5.3 Determination of the aptitude of the chosen strategy:

· All Africa Adventures will concentrate on the adventure activity suppliers in South Africa, when All Africa Adventures is successful, they will extend to the rest of Southern Africa and work with agents. 

· To stay ahead of the competitors the web portal will appear online when there is a minimum of 100 adventure activity suppliers. 

· All Africa Adventures will position themselves as an independent web portal and will treat every adventure activity supplier in the same way.

· To stay ahead of the competitors All Africa Adventures will introduce an innovative web portal, this will return in the look and feel of the website.

· The ICT aspects will be outsourced to India and Argentina to save costs, the rest of the process will remain in their own hands.

· All Africa Adventures offers the adventure activity supplier two kinds of listings: the basic free listing and the featured listing.

· All Africa Adventures will implement a user-friendly bookings system. This is a service towards the adventure activity supplier and the tourist. All Africa Adventures will also gain money from the bookings tool.

· To gain a well-known brand identity immediately, a large part of the investments costs will be marketing costs. 

· In the first few weeks, the tourist is only able to book through the Internet. Soon it will be possible to book at the office of All Africa Adventures as well.

· Jordi de Looff and Willemijn Jumelet will conduct the process of the establishing of All Africa Adventures. They will lead the interns who will be responsible for the operational part. The final responsibility is in the hands of Jordi de Looff and Willemijn Jumelet.

The points above are further discussed exhaustively in the following chapters. Certain elements, which are already in process, are reflected in the appendices.

Chapter 6. Business Definition All Africa Adventures
In this chapter, the business definition of All Africa Adventures will be discussed. 6.1 consists of the business description, 6.2 is the approach at this moment. 6.3, 6.4 and 6.5 respectively the mission, vision and the general objectives are determined. In 6.6, the Abell model will be reflected.

6.1 Business description

All Africa Adventures acts as an intermediary. All Africa Adventure works as an intermediary between tourists, who want information on adventure activities, to whom it offers a booking service, and the suppliers. All Africa Adventures promotes them in Europe and in Southern Africa and wants to provide them with clients. With their connections in Europe, All Africa Adventures is able to attract tourists from all over Europe. How All Africa Adventures will attract these tourists, will be discussed further in this assignment.
Selling in Europe means advance payment and security of business for the suppliers of adventure activities. It also increases their market, because suppliers normally do not have access to the tourists when they are still at home. All Africa Adventures aims to create the following process: after booking a flight, the tourist rents a car, books hotels and makes reservations for his adventure activities. Just as he would do when booking a safari, he strongly relies on what his travel agent advises. Booking through a travel agency is easy and it gives the client a comfortable feeling; these issues are very important to tourists. Another scenario could be informing the tourist about the All Africa Adventure website. He would then have a look at the website and could book online. 

6.2 The approach of the tourist at present
Adventure suppliers hand out their flyers at tourist offices and hotels. If the tourist needs more information or wants to make a booking, he has to phone the supplier. If he wants price information from a few suppliers, he needs to phone them all. This is not customer friendly. It is also not the preferred way to work for suppliers: last minute bookings are difficult to handle and that means, that suppliers cannot count on a certain number of bookings, because the bookings come at the very last possible moment. All Africa Adventures will change this situation with the new portal and the booking system.

To make sure what exactly the business definition from All Africa Adventures consists, it is necessary to describe the mission and vision from All Africa Adventures. The mission and vision of All Africa Adventure is mentioned below:

6.3 Mission:

To become the biggest adventure portal in Southern Africa by means of innovation, quality independence, biggest offer and reliability.

6.4 Vision:

All Africa Adventures wants to position Southern Africa as the adventure playground of the world and will promote, sell, and inform on adventure activities to tourists in Europe and in Southern Africa, acting as an intermediary to the graded and selected suppliers. 

6.5 The general objectives for All Africa Adventures are:
Qualitative objectives:

· To become the biggest adventure portal in Southern Africa by means of the Internet.

· To be the most innovative and best quality portal in Southern Africa in this niche.

· To offer the best information to the European and the African tourist.

· To reduce the information gap between the tourist and the adventure supplier.
Quantitative objectives:

· After one year play at least break even.
· After one year being the biggest adventure web portal in South Africa.
· After three years being the biggest adventure web portal in Southern Africa.
6.6 Abell diagram

The essence of the business definition consists of the business domain. This encloses three dimensions. In this ’Abell model’, all the needs of all concerned parties will be discussed. 

· Clients

Which customer groups or market segments needs to be distinguished, and at which target group needs to be aimed at (which type of customer)? 

· The needs 

Which product identifications or benefits are the customers, regarding to their needs, looking for, and which customer function needs to be fulfilled?

· Technologies

What is the best way to adapt to the wants (and with which products?)

To give a better insight of the business All Africa Adventures, the ’Abell Model’ is described below:
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In the Case of All Africa Adventures, there are two target groups: the tourists, and the adventure activity supplier. These two target groups do have different needs, and make use of different techniques. In the above-represented Abell model the different target groups show their different needs and techniques. 

Chapter 7. Target Market
In this chapter both the tourists as a target group, as well the adventure activity supplier as a target group, will be described by answering the ’W’ Questions. 

Who?

· The Adventure activity suppliers

All Africa Adventures works with A-class suppliers. A-class suppliers are the best in their field, on level of service, quality, materials, knowledge and friendliness. All Africa Adventures acts as a partner to their suppliers, the organizers of adventure activities. All Africa Adventures is their passport to the European market, catching the tourists at the time they are preparing for their trip – booking their flight. Added value is given by the fact that people book, and pay in advance, which gives security to the suppliers. This gives the suppliers a head start in comparison to suppliers who catch the tourists when they already are in Southern Africa. At that moment, the tourist usually acts on impulse, which is not the best way to do business. All Africa Adventures wants to catch the tourist when he is in the country, offer him package deals, and the service of booking all activities with All Africa Adventures, instead of having to shop around.

· The tourist

On the other side, there is the tourist. One All Africa Adventures target group now consists of European tourists. The reason for this is the growing South African holiday destination
. As a consequence, the adventure market is growing as well. Therefore, All Africa Adventures wants to be the passport for the European Market. Obviously, the portal is within reach for every tourist, and that is the reason why every adventure seeking tourist belongs to All Africa Adventures’ target group. Nevertheless, to fulfil the needs of the clients in the best way, the adventure seekers are divided in several groups. This will only be visible on the internet site, where every group will have his own character. There will not be a different marketing approach for each group. The following groups have been discerned by the means of the study concerning the tourist
. 

Family, Kids, Friends, Rich & famous, Disabled, Business people, Elderly people. These groups will return on the web portal.

What?

· The Adventure activity suppliers

The adventure activity supplier will receive more safe and early bookings, which are paid for in advance. Besides that, he will benefit from the attention that All Africa Adventures draws on adventure activities in general.

· The tourist

The tourist receives specialized information by the portal. Because of this, the tourist can make better and more secure choices for his activities. The tourist is also able to book his activity in advance by means of the bookings system.

Where?

The adventure activity suppliers who will corporate with All Africa Adventures are scattered over all Southern African countries. The tourists will receive the information, from the Internet site, when they are at home, after they have booked their flight and are preparing for their holiday, or when the tourists are in the area were they want to have their adventure.

When?

Because of the growing tourism market in Southern African is it necessary for All Africa Adventures to keep the portal always online. For the reliability towards the tourist, it is important to be always contactable. Obviously, in the high season, there will be much more traffic and bookings than in low season.

Why?

The reason for launching All Africa Adventures is the gap between the adventure activity suppliers on the one hand and the European and the Southern African tourist on the other hand. Local suppliers do not, or have limited access to the European market. Tourism Organisations do not promote the adventure activities as much and leave this field unattended. This leaves the client with a lack of information, knowledge, and service on his research for adventure activities. Tourists, whether they are European, African or domestic, families or adrenaline seekers, on a budget or big spenders, have a latent demand: they know they are coming on holiday to Southern Africa, and they want to do something ‘fun’, ‘adventurous’, ‘cool’ and important: ‘something I’ve never done before’. 

Why not?

Both the target markets will not cooperate with All Africa Adventures because of the following reasons: 

1) Unexpected behaviour of the side of the adventure suppliers. 
2) The threat of another adventure portal. 

3) Collapse of the tourism market in Southern Africa.

Chapter 8. Positioning
In this chapter, the positioning will be discussed. The way All Africa Adventures positions itself, is based on the research described in the chapters before. The emphasis will lie particularly on the quality of the web portal.
8.1 Positioning Statement

Towards the tourist:

’Your gateway to the adventure playground of the world’

Towards the adventure activity supplier:

’Your gateway to the European and domestic adventure seeking tourist’

8.2 Key Benefit

The target audience should do business with All Africa Adventures, because of the key benefit:

· The adventure activity supplier will do business with All Africa Adventures, because he generates more customers for his adventure activities and more traffic on his website, and his own promotional website on the portal. Because of this, he will gain more money in due time.

· The tourist should visit the web portal, because All Africa adventures is the most user-friendly web portal in Southern Africa for the adventure activities. 

8.3 Reasons Why 

· Ongoing innovation process.

All Africa Adventures will try as much as possible to be innovative and maybe more important, to remain innovative.

· Knowledge of the European tourist.

Because Real Life Concepts is a Dutch company, there is a lot of knowledge about the European tourist and there are contacts in Europe to do business with. 

· The adventure portal to Southern Africa.

By the right positioning and the right decisions is it possible to become the 
biggest, and best adventure portal in Southern Africa.

· The largest database.

All Africa Adventures will try to realize the largest database of suppliers of Southern Africa

· The largest offer.

By having the largest database, All Africa Adventures can automatically offer the 
tourists the largest offer.

· User friendly portal.

By all the components described above, and described below in ’Brand Character’ combined, is it realistic to say that All Africa Adventures is a user friendly adventure web portal.

8.4 Brand Character

· Innovative.

Permanent renewing and permanent innovation are the key points for All Africa Adventures. Enter the market with an innovative portal, and maybe more important, keep innovating when the web portal is online.

· Durability.

This coincides with reliability. To be reliable you have to be durable.

· Reliability.

Reliability is important towards the tourist and the adventure activity supplier. The tourist needs a safe feeling when he is booking through All Africa Adventures. A cancelled booking is bad for the image and the reliability for All Africa Adventures. The adventure activity supplier also needs the feeling that he is taken seriously, and that he gains profit out of All Africa Adventures

· Quality.

From the strategy came clear, that quality is most important to All Africa Adventures. To offer the tourist, and the adventure activity supplier the best quality, All Africa 
Adventures will stay ahead of the competition. 

· Consistent. 

Important is to guarantee the quality to the customers and not to enervate. Therefore, it is important to be consistent.

· Accessible.

An extra service towards the adventure activity supplier, and the tourist is the 
attainability. If there are any complaints or questions, the tourist or the adventure 
activity supplier must be able to contact us. 

8.5 How to distinguish from the competitors?

There are several points for All Africa Adventures where they can distinguish themselves from the competitors. These points are the critical success factors:

· The biggest: One of the most important things for All Africa Adventures is that while launching the portal, they need to have the biggest database. There are some adventure portals, which function as an intermediary, but they have a small database and are indolent in keeping the portal up to date. 

· Innovative: in the field of the look and feel from the website there is a possibility for All Africa Adventures to distinguish themselves from the competitors. Especially because Real Life Concepts owns their own design & website company. Therefore, it is possible to give more attention to the look and feel of the portal.

· Independent: All Africa Adventures acts as an independent intermediary between suppliers and tourists. Every adventure activity supplier gets the same treatment; this keeps All Africa Adventures independent.

· Reliability: The reliability is very important for the success of the portal. The tourist has to have confidence in the portal. In that case, the tourist will tell his friends and family about the portal. This also keeps the adventure activity suppliers satisfied.

· Large database: To offer the tourist a large assortment of adventures, All Africa Adventures needs to have a large database of adventure activity suppliers.

· Large offer: The portal must be accessible for everyone and the tourist has to be able to choose every adventure activity.

· Access to the European market: By using, the network of Real Life Concepts there is access to the European travel agencies. All Africa Adventures is strongly supported by European tour operators who want to sell adventure activities.
Chapter 9. The tactical Marketing mix
In the following chapter, the four marketing instruments will be discussed, starting with the product, followed by distribution, price and promotion. After that will be explained how All Africa Adventures will enter the market.

9.1 Product

This part consists of the instrument product. First, the product (9.1.1) will be explained. After that, the Look and feel website (how to be innovative) (9.1.2) will be mentioned. The product standardisation versus adaptation (9.1.3) discusses adaptations that can be made. Finally, the brand politics (9.1.4) will be mentioned. Therefore, this chapter describes the entire product policy of All Africa Adventures in Southern Africa. 

9.1.1 Product (comprehensive)

The product of All Africa Adventures contains much more than just the web portal. In South Africa there are very few companies offering a large assortment of adventure activities, and All Africa Adventures, as a new supplier in the industry, can distinguish itself by its enormous knowledge and expertise with regard to innovation, design, independency, booking opportunities, size of database, etcetera. 

Especially in an African market, which is often less developed than a Western market, the total service is of the highest importance. On one hand there is the tourist group, they need advice in how to choose their best adventure activities: which activity fits best in their needs, and how can they book the adventures. Because All Africa Adventures is aiming at several target groups from different countries, the information on the web portal will be displayed in English, German, Dutch, French and South African because most of the tourists come from these five countries. Furthermore, the target group must be able to have an enormous variety of products to choose from; this will be achieved by trying to become the biggest information centre of adventure activity suppliers, and by the use of the advanced search. On the other hand, there is the adventure activity supplier who needs to come on the web portal. Doing business with the Southern African market requires another approach than doing business with European countries. Here people need much personal attention. Equally important are the assistance from All Africa Adventures with the help of the promotional website, and the availability of the service. Because reliability and safety are very prominent factors, and belong to the key success factors of All Africa Adventures. All these incidental services are at least as important as the physical product. In many cases, they are even more important. 

9.1.2 Look and feel website (physical product)

One of the key points for a successful launch of the web portal All Africa Adventures is the look and feel of the web portal. After conducting competitor analysis, the research proved that the look and feels of the other web portals are insufficient. The Internet sites have no charisma and are not very user-friendly
. 

One of the reasons for these insufficient websites is that South Africa in the field of websites is way behind, compared to the European countries. Since Real Life Concepts possess their own design company in The Netherlands, it is easy to distinguish from the others at this point; especially wit the use of an advanced search and the bookings system. 
The advanced search gives the customers the possibility to specify their needs when searching for an adventure. Below the results of the questionnaire
 and the final advanced search which All Africa Adventures will use on the web portal.

What?

Active, Relax, Learning, Creative, Culture, Adventure, Adrenaline, Expedition, Multi

Overland travels.

Where? 
Ocean, Land, Air, Forest, Mountain, Safari, City.

Who?

Family, Kids, Backpackers, Rich & Famous, Disabled, Business People, Elderly people.

Level of difficulty?

6. Very easy, for all ages, low fitness, no skills required.

7. Easy, moderate fitness, no skills required, must be phobia-free.

8. Moderate, average fitness and sense of balance, some qualifications e.g. scuba diving certificate.

9. Challenging, good fitness and sense of balance, skills, and some qualifications – not for the faint hearted!

10. Extreme, excellent fitness and sense of balance, highly skilled and qualified.

Age?

0-18, 19-30, 31-42, 43-54, Older

Budget?

0 – 500R, 500 – 1000R, 1000 – 1500R, 1500-2000R, 2000-2500R, 2500-…..R

The advanced search tools above eventually will be included in the web portal. The choices of these tools are based on several researches at Internet sites and extended brainstorm sessions with Jordi de Looff and Willemijn Jumelet and the questionnaire in the field.

All Africa Adventure will work with two kinds of listing: the basic listing and the featured listing. The differences between these listings are extensive explained in 9.3: Price. After the tourist clicks the advanced search and he has arrived at its favourite adventure, there are two options:

1. The tourist can click on the link which connects him with the Internet site of the adventure concerned activity supplier. (Basic Listing)

2. The tourist arrives on a page where he finds a text concerning its company; this will be their own promotional website. There are different options possible to dress this promotional website (Featured Listing):

· Movies

· Pictures

· Experiences of the participants

· Information about the company.

The company can upload and maintain the promotional website itself. This saves a lot of time for All Africa Adventures. 

Which are the reasons for the adventure activity supplier for choosing All Africa Adventures instead of other competitors, and which are the reasons why the web portal has a better quality than the other adventure web portals;
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9.1.3 Product development/ Standardization vs. Adaptation
In a certain way, All Africa Adventures is a new product in Southern Africa, because All Africa Adventures is the first web portal, which concentrates exclusively on the adventure activity market (niche market). There are some other web portals, offering adventure, but they always offer other things on their web portal like accommodation, etc. Southern Africa is in the introduction phase of the product life cycle and forms a growing market. In fact, All Africa Adventures launches a new product: adventure activities offered by means of the web portal in the Southern African market. 

The web portal has to be innovative to a certain extent. Especially in the field of the overall look and feel of the web portal. At this point All Africa Adventures is able to distinguish themselves from the other competitors. In less developed countries like Namibia, Botswana, Zimbabwe, Swaziland, Lesotho, and Mozambique, innovation is important as well, but here the usability is more important, so there has to be a mix of innovativeness and a good usability. 

9.1.4 Brand Politics

The only brand that forms the assortment is the All Africa Adventures brand. All Africa Adventures needs to radiate unity and propagate a clear message of reliability, quality, innovation, service and support. Clarity and consistency in offering are main factors for the charisma of All Africa Adventures. All Africa Adventures will use the All Africa Adventures brand as the main brand and will not use endorsements, such as All Africa Adventures Zimbabwe or All Africa Adventures Namibia, etcetera. 

One of the requirements was that the logo has to posses some diversity and the different sports have to become visible.

After giving the assignment for developing a logo, the logo below was chosen:

           [image: image10.jpg]



To see the complete flow chart
 of All Africa Adventures I refer to the appendix
.
9.2 Distribution 
In this part, the component distribution of the marketing mix will be discussed. For All Africa Adventures, the most important point is the best way to reach the neighbouring countries. In a certain way, you can call this the entry strategy.

9.2.1 Entree Strategy (concerning the rest of the Southern African countries)

In the beginning, All Africa Adventures will pay the most attention to adventure activity suppliers in South Africa. The moment the suppliers react positive and they want their names on the web portal; All Africa Adventures will extend rapidly to the surrounding countries. The other countries near South Africa are: Namibia, Botswana, Zimbabwe, Swaziland, Lesotho, and Mozambique. All Africa Adventures will appoint an agent in these countries. The agent will be responsible for All Africa Adventures in that specific country. The exclusive agent is employed by All Africa Adventures and Real Life Concepts, and has to be a dependable and reliable intermediary between All Africa Adventures and the foreign country. The exclusive agent has to have knowledge and experience in the foreign country and know were and how to approach the potential adventure activity supplier. After contracting the adventure activity supplier, he will still be responsible for the activities in that country and the agent is responsible for maintenances of relations with adventure activity suppliers, and regulating the payments. Not the agent, but All Africa Adventures determines the product prices in order to maintain control. All Africa Adventures likes to control the whole value chain. The exclusive agent receives a commission for every transaction. 

The advantages of using an exclusive agent are as follows:

· The exclusive agent has skills to build a direct and strong relation with the adventure activity supplier.

· Specific knowledge and experience in, and about the foreign country where he will operate.

· Works on commission base (extra pressure to score).

· No extra personnel.
· Faster results.
Using an exclusive agent has disadvantages as well:

· High work intensity.
· Control is difficult.

Furthermore, all the responsibilities of the exclusive agent are described in a contract (see 9.2.4 contract).

9.2.2 Distribution Targets 

All Africa Adventures likes to achieve the following distribution targets: 

· To increase the relationship between the exclusive agent and the adventure activity supplier.

· To increase product familiarity for All Africa Adventures with 50% in the next year by the exclusive agent.

· To become the biggest adventure activity supplier within two years in that country.

9.2.3 Trade Marketing

The trade marketing is a push strategy. Reach as many adventure activity suppliers as possible, everyone who wants to advertise on the web portal. The exclusive agent is the intermediary between All Africa Adventures and the target groups. To stimulate the exclusive agent to gain as many adventure activity suppliers as possible, All Africa Adventures can make deals with the exclusive agent. All Africa Adventures can offer the exclusive agent a trip or a bonus for the maximum number of sales of advertisements. The exclusive agent creates a positive attitude about All Africa Adventures with the purpose of selling more advertisements. 

9.2.4 Contract

The responsibilities for the exclusive agent are:

· Responsibility for All Africa Adventures in that country. 

· Communication towards the adventure activity supplier.
· Communication both in English and the mother language in that country.

· The exclusive agent should be familiar with the culture of the country he is working in.

· The exclusive agent should create and intensify a stable relationship with the client.

9.2.5 Margin
It is not clear yet what the exclusive agent will earn. First All Africa Adventures have to find the agent and negotiate what salary he will receive.

9.2.6 Place (location)

The office of Real Life concepts is situated in the city bowl of Cape Town, in the Longstreet. You could say that the Longstreet is the touristiest street in Cape Town. All Africa Adventures will operate from this office as well. In the beginning, All Africa Adventures will start selling only through the internet, but will create the possibility for tourists to book also at the office. All Africa Adventures will take over the bookings for the tourist, and this is an extra service towards the tourist.

9.3 price

In this part the third component in the marketing mix, the price, will be discussed. First, the pricing strategy (9.3.1) will be discussed. In part 9.3.2, the costs will be mentioned. In part, 9.3.3 the pricing of the competitors will be discussed. Finally, the currency will be mentioned in part 9.3.4. 

9.3.1 Pricing Strategy

Africa Adventures will use the competitor-orientated price setting. Looking at the big competitors, All Africa Adventures can conclude that the majority of the competitors are now still free to set the listing on the web portal.
 Probably they are waiting until the database is large enough that they are in the right position to ask money for the listing. Therefore, the priority is to create as fast as possible a large database, so that there is the position to ask a big fee for advertising on the web portal. However, All Africa Adventures will ask a small amount of money for listing on the portal at the beginning. These are the administration costs. In the financial part of the assignment, there will be a vast profit and loss account. There are several points on which All Africa Adventures will obtain income:

· Listings; by means of the conversations with the adventure activity suppliers
, the definitive listing can be determined. There were several opinions about this subject. Most adventure activity suppliers told us, that they were willing to pay a small fee for the listing, but there were also adventure activity suppliers who did not want to pay for the listing. Therefore All Africa Adventures choose to offer two kinds of listings for the suppliers:

The definite option for All Africa Adventures to reach the adventure activity supplier

	Option 1:

The basic free listing

When an adventure activity supplier chooses for the basic free listing, he only receives a link of his own website on the portal. The advantage for All Africa Adventure to give the adventure activity supplier this option, is that the database will grow rapidly. Obviously, we will use the pay per click and the bookings tool system.

Option 2:

The featured listing

Directly ask at the beginning a small amount of money for the listing on the web portal, here it concerns an amount of R300 (€30). Also using the pay per click, the pay per lead and the bookings tool system.

What can All Africa Adventures offer the adventure activity supplier?

· The phenomenon ’adventure portal’

· Excellent customer support service

· Promotion of their own adventure company by means of their own mini-website

· Possibility of creating pre-bookings by means of the bookings tool on our web portal

· Search engine optimized to your service, with up to five core search items.

· Full control to securely access your listing for updating or modify your content pictures and rates.

· Statistics program were they could see how successful All Africa Adventures is.

· Independent portal, because of which all companies get the same treatment.

· Advanced search on the web portal, All Africa Adventures will ensure that the tourist can fill in their specific needs.

· Enquiry form where the tourist can ask for specific information about the suppliers company.

Advantage of this option:

· At every listing Africa Adventures directly will receive some money, this money can cover a part of the starting costs

· The supplier will take All Africa Adventures more seriously because they have to pay for the listing.

Disadvantages of this option:

· Starting with asking money for the listing can be a kind of barrier for the adventure activity supplier to corporate with All Africa Adventures.


The other possibilities of income for All Africa Adventures

· Pay per click: This implies that if the tourist visits the supplier promotional website through the intermediary of All Africa Adventures, All Africa Adventures can ask a certain amount of money. For every click All Africa Adventures will earn R1 (€0,10)

· Pay per lead: All Africa Adventures will implement an enquiry form on the web portal. This means that if the tourist fills in this enquiry form by means of All Africa Adventure, a certain amount of money is for All Africa Adventures. For every lead All Africa Adventures will earn R10 (€1,00)

· Earnings from the bookings tool: All Africa Adventures will implement a booking tool on the web portal. This means that if the tourist will make a definitive booking by an adventure activity supplier by means of All Africa Adventures gets a percentage. For every booking, All Africa Adventures will earn 10%.
· Banners/Advertisements: Several spaces will be reserved on the web portal for banners/advertisement for external companies. All Africa Adventures will ask for each banner/advertisement R2000 (€200) for three months.

9.3.2 Costs

Before launching the web portal All Africa Adventures, several products cost should be calculated to set a right price floor, and thereby to offer a right value to the Southern African adventure activity suppliers. Especially the costs for developing the web portal will be high. Furthermore, promotion costs will be made and some administrative costs like Internet/phone costs etc. These costs should all be considered to make an objective budget. In the financial plan, the costs will be elaborated further. All Africa Adventures strives to achieve at least break even (short-term goal) and finally make a profitable business in the Southern African market. 
9.3.3 Competition

The product form competition in the Southern African market is high, because of the presence of several competitors, particularly What to do and Dirty Boots are a great threat. At this moment, advertising is still free on the web portals. Probably they are waiting until the database is large enough to ask money for advertising on the web portal. Therefore, this is the strategy All Africa Adventures also is going to use. The only difference is that All Africa Adventures will ask a small fee for listing on the web portal. This has been decided after consultation of the adventure activity suppliers. The most adventure activity suppliers told us that they were willing to pay a small fee for the listing.

9.3.4 Currency

The currency of South Africa is the South African Rand: €1.00 = KES 9, 4944785591 (at 16 October 2007).

9.4 Promotion

9.4.1 Communication Objectives and Strategy

· All Africa Adventures want to create brand awareness at the domestic tourist of 60 percent in year 1, 70 percent in year two and 80 percent in year three. Towards the adventure activity suppliers All Africa Adventures want to create a brand awareness of 80 percent in year 1, 100 percent in year two. 

· To create the image of All Africa Adventures (innovative, durability, reliability, quality, consistent, accessible, trustworthy) at the tourist of 30 percent in year one, 45 percent in year two and 60 percent in year three, the tourist should associate All Africa Adventures with innovative, durability, reliability, quality, consistent, accessible, trustworthy. In year one 60 percent of the adventure activity suppliers should associate All Africa Adventures with innovative, durability, reliability, quality, consistent, accessible, trustworthy. In year 2, this should be 80 percent and in year three this should be 100 per cent. 

9.4.2 Promotion Objectives and Strategy

· The aim of All Africa Adventures is in the first three months after launching the portal having a database of 300 adventure activity suppliers. At the end of year 1 All Africa Adventures wants to have a database of 600 adventure activity suppliers.

· The aim of All Africa Adventures towards the tourist visiting the web portal is; traffic from over 16.000 unique visitors in the first three months. The rest of the year the goal is to have a average of 10.000 visitors each month.

9.4.3 Campaign

Communication Message

All Africa Adventures is about 

· Innovative 

· Durability 

· Reliability 

· Quality

· Consistent 

· Accessible

· Trustworthy

Promotion tools

· Sales kit 

· Exclusive agents 

· Flyers 

· Trade fair/exhibitions.

Campaign Idea

The campaign of All Africa Adventures will be very standardized to reduce the cost of promotion. Regarding the promotion there are two target groups, namely; the adventure activity supplier and the tourist. However in the case of All Africa Adventures, with almost all promotional tools both the tourist and the adventure activity supplier will be reached. The main item in the campaign for All Africa Adventures is that they have to show that they are the best and the biggest web portal from Southern Africa. 

Sales Kit

To approach the adventure activity supplier All Africa Adventures will use a marketing sales kit. This kit is to convince the adventure activity supplier to cooperate with All Africa Adventures and putting their name on the web portal. In the field of the look&feel the sales kit must have a professional and confidential irradiation. The sales kit will get the form of a folder/notebook. The following points will return in the sales kit;

1. What is All Africa Adventures

2. Who should advertise?

3. Why should you advertise?

4. What does All Africa Adventures offer?

5. How is All Africa Adventures going to promote themselves.

6. How does it work, show templates

7. What is the price?

8. Application form

9. Term and conditions

Exclusive agents 

The exclusive agents, who work for All Africa Adventures in one of the surrounding countries, visit the companies of the adventure activity supplier. They make an appointment with the company before their visit. If a company is interested in listing their name on the web portal, he can fill in the application form. Off course, it is possible that he can make contact for more questions about All Africa Adventures. If a company will fill in the application form, it is the job for the exclusive agent to visit or call the supplier within one month to ask if everything went well. This after sales visit should be the beginning of a long-term relationship.

Flyers

After launching the web portal there will be a flyers campaign to promote All Africa Adventures and create positive brand awareness. When using the strategy of using flyers the adventure activity supplier will see this and will get a positive feeling towards All Africa Adventures because he sees that All Africa Adventures is busy with promoting themselves. The flyers will be hand out in the touristy areas in South Africa. The touristy areas are
: 

· Oudtshoorn

· Knysna

· Cape town

· Hermanus

· Jeffry’s bay

· Platenberg bay

· Kruger park

· Durban

In each area, the promotional team will hand out 5.000 flyers. Furthermore, there will be a distribution of flyers in the national airport in Cape Town and hotels in Cape Town. Also in the several Cape Town Tourisms offices, there will be a distribution of the flyers. In the appendix, you will see the flyer
.
Trade fair/exhibitions

Have a stand at the Outdoor expo trade fair twice a year
. At this trade fair All Africa Adventures can show their possibilities and their good image to the adventure activity suppliers.

9.5 Employees

In this paragraph will be explained which employees are necessary to realize All Africa Adventures in a practical way, and how to continue All Africa Adventures when the web portal is online and the preparation phase is over. In this phase the central issues are: obtaining adventure activity suppliers, ICT process of the web site, promotional activities, PR, etc. 

In the preparation phase of the project, everyone from Real Life Concepts is involved. The managers Jordi de Looff and Willemijn Jumelet will explain the interns what they have to do and how they have to work. The interns are responsible to the managers about their work and the progress they are making. The final decisions will be made in sessions of the managers and the interns. Off course, the end-responsibility end the end-decisions will be made by the managers. When All Africa Adventures is ready to go online and the preparation phase is over, the operational parts of the project will be realized by interns. The exact work of the interns in that stage is visible in the appendix in an extensive vacancy for interns
. In this stage the managers, Jordi de Looff and Willemijn Jumelet, are still responsible for the project and they will make the final decisions, they are less involved because it is no longer necessary. 

Employees for All Africa Adventures

· SEO-specialist
. All Africa Adventures will establish an SEO-specialist for one the day in the week. He will ensure that the web portal SEO-technical is maintained. 

· Sales-specialists: To obtain the adventure activity suppliers All Africa Adventures needs to establish three sales specialists. 

· Promotion team; All Africa Adventures will need a promotional team. They will hand out the flyers and promote All Africa Adventures. How this will be done, is described in chapter 9.4, promotion.

· Interns. There are interns involved in the preparation phase of the project and there will be new interns to continue All Africa Adventures.
· Adventure consultant: This person will advice All Africa Adventures about several adventure topics

· Content/marketing and communication: This person is responsible for the content of the website and to keep the website up to date. 

· Personal assistant: Because of the expect increase and the rush All Africa Adventures will hire a personal assistant after 5 months.

· IT-responsible: In the first year, the makers of the website are responsible for the website. After 1 year, All Africa Adventures needs an IT-specialist for maintaining the website.

Chapter 10. Financial Plan

All recommendations mentioned before, involve large amounts of money. In this chapter the different budgets which are necessary to put these recommendations into practice will be given. The first part of the financial plan consist of the different earnings models. In this calculation, several scenarios are assumed. By means of these scenarios, the investment budget has been accomplished. 

10.1 Earning model: Listings on the web portal

1 Rand = €0,10

	Amount
	database
	
	
	

	Free
	1200 suppliers
	
	
	

	R200
	1200 suppliers
	resp 20% = R48.000
	resp 50% = R120.000
	resp 100% = R240.000

	R300
	1200 suppliers
	resp 20% = R72.000
	resp 50% = R180.000
	resp 100% = R360.000

	R500
	1200 suppliers
	resp 20% = R120.000
	resp 50% = R300.000
	resp 100% = R600.000

	R1000
	1200 suppliers
	resp 20% = R240.000
	resp 50% = R600.000
	resp 100% = R1.200.000


All Africa Adventures will approach 1200 suppliers
 in the beginning with the sales kit and expect a re punch of 50%. With a re punch of 50% and asking an amount of R300 for the listing there will be an income of R180.000 in year 1.

10.2 Earning model: Bookings tool

· There is an average of five bookings each day per adventure activity supplier. 5*365 days is an average of 1825 bookings per annum
.
· Each booking has an average of R500. 1825*R500=R912.500. This is the average turnover of an adventure activity supplier
.
· Assume that 20% of this amount is paid by means of the Internet
, then there is an amount of R182.500 which is paid through the bookings tool. 

· In the next overview are the earnings visible when All Africa Adventures will take respectively 5, 10 and 20% of the R182.500.

	5%
	R 9.125
	5% AAA = R456,25
	5% visa of mastercard = R456,25

	10,00%
	R 18.250
	5% AAA = R912,50
	5% visa of mastercard = R912,50

	20,00%
	R 36.500
	5% AAA = R1825
	5% visa of mastercard = R1825


Example: 

Jan de Visser from The Netherlands will book the shark cage diving. He pays by means of the web portal R500. 90%=R450 goes to the supplier. 5%=R25 goes to visa or MasterCard and 5%=R25 goes to All Africa Adventures.

· In the next overview is visible what the receiving are by different sizes of the database.

	Database of 300 adventure activity suppliers

	5%
	456,25* 300 = R136.875

	10,0%
	912,50 * 300 = R273.750

	15,00%
	1825 * 300 = R547.500


	Database of 600 adventure activity suppliers

	5%
	456,25* 600 = R273.500

	10,0%
	912,50 * 600 = R547.500

	15,00%
	1825 * 600 = R1.095.000


At the end of year one All Africa Adventures expects a database of 600 adventure activity supplier. Consequently, in year one there is an average of 300 adventure activity suppliers. All Africa Adventures expect to take 10% of all the bookings through the Internet.

10.3 Earning model: Pay per click (p.p.c) and Pay per lead (p.p.l) system.

Pay per click
:

	amount
	1000 per month (p.p.c)
	5000 per month  (p.p.c)
	10000 per month (p.p.c)
	15000 per month (p.p.c)

	R0,50
	R500 
	R2500 
	R5000 
	R7500 

	R1,00
	R1000 
	R5000 
	R10000
	R15000 

	R1,50
	R1500 
	R7500 
	R15000 
	R22500 

	R2,00
	R2000 
	R10000 
	R20000 
	R30000 

	R2,50
	R2500 
	R12500 
	R25000 
	R37500 

	R3,00
	R3000 
	R15000 
	R30000 
	R45000 


Example: All Africa Adventures is asking for every pay per click R1 and there is an average of 10.000 clicks each month (this average is taken from numbers from Australian adventure activity suppliers
). All Africa Adventures will generate an income of R10.000 per month. This means R120.000 per year.

Pay per lead:

	bedrag
	200 per maand (p.p.l)
	500 per maand  (p.p.l)
	1000 per maand (p.p.l)

	R3,00
	R600 
	R1.500 
	R3.000 

	R5,00
	R1.000 
	R2.500 
	R5.000 

	R7,00
	R1.400 
	R3.500 
	R70.000 


Example: 

All Africa Adventures is asking for every pay per lead an amount of R5 and there is an average of 500 leads per month (this average is taken from numbers from Australian adventure activity suppliers
). All Africa Adventures will generate an income of R2.500 each month. This means R30.000 per year.

10.4 Banners and Advertisements:

At the website there are four places for Advertisements/Banners. For every three months editing an advertisement the price is R2000. This means that every three months there will be an income of R8000. Eventually there will be an income of R32000 in the first year.

10.5 Turnover:

	 
	 
	 
	 

	All Africa Adventures
	YEAR 1
	YEAR 2
	YEAR 3

	Rand to Euro = 10                                      TURNOVER / SALES
	 
	 
	 

	 
	 
	 
	

	 
	 
	 
	

	Ads Operators basic                                                      Starting with asking R300
	180.000
	400.000
	700.000

	income p.p.c                                        121.000 a year(doubles itself per year)
	120.000
	240.000
	480.000

	income p.p.l                                                       41.000 a year(doubles itself per year)
	30.000
	60.000
	120.000

	commision bookings adventure           76125 a year (doubles itself per year)
	273750
	410625
	547500

	Banners/ Main sponsors                                          3 months 2000rand, year 2: 5000rand, year 3:7500rand
	32.000
	80.000
	120.000

	 
	 
	 
	 

	TOTAL
	635750
	1190625
	1.967500


10.6 Specifications of operating costs 

In this chapter all the costs of All Africa Adventures will be discussed. Finally, in 9.3 the turnover and the costs will be compared with each other.
	STAFF & EMPLOYMENT
	YEAR 1
	YEAR 2
	YEAR 3

	Adventure consultant                (first year part-time)
	12000
	48000
	60000

	Sales/communication                (3 sales person)
	100000
	100000
	100000

	IT responsible                           (first year PLaNT)
	0
	66000
	66000

	Content / marketing communication (after 1 month                  full time)
	49500
	54000
	60000

	   PA                                  (Hiring part-time after 5months launching site)
	10000
	24000
	48000

	SITE
	6000
	12000
	18000

	Hired staff (freelance, promo team, design)
	3000
	6000
	6000

	Other costs of staff
	1200
	6000
	6000

	TOTAL
	181700
	316000
	364000


	ICT & WEBDEVELOPMENT
	YEAR 1
	YEAR 2
	YEAR 3

	Website
	49000
	6000
	8000

	Website support
	15000
	9000
	6000

	Hosting
	4000
	6000
	9000

	Others 
	2500
	2500
	2500

	TOTAL
	70500
	23500
	25500


	TELEPHON & BROADBAND 
	YEAR 1
	YEAR 2
	YEAR 3

	Telephon
	24000
	14000
	8000

	IP
	3000
	6000
	12000

	Cellphones
	12000
	16000
	12000

	Broadband
	9000
	11000
	18000

	TOTAL
	48000
	47000
	50000


	HOUSING 
	YEAR 1
	YEAR 2
	YEAR 3

	Rent
	18000
	21000
	24000

	Energy and water
	2400
	3000
	3600

	Maintenance, repairs and cleaning
	3000
	3600
	4200

	Rent/lease tools
	 
	 
	 

	Other costs
	1200
	1800
	2400

	TOTAL
	24600
	29400
	34200


	INSURANCES
	YEAR 1
	YEAR 2
	YEAR 3

	Loss of earnings
	2400
	2400
	2400

	Facility's
	1200
	1200
	1200

	Bublic Liability
	1200
	1200
	1200

	Car (Third party)
	1800
	1800
	1800

	Others
	1800
	1800
	1800

	TOTAL
	8400
	8400
	8400


	STATIONARY, ADMINISTRATION & POST
	YEAR 1
	YEAR 2
	YEAR 3

	Office, Administration, postage
	2400
	2400
	2400

	Cardridges/office equipment
	2400
	2400
	2400

	Others
	600
	600
	600

	TOTAL
	5400
	5400
	5400


	ACCOUNTING & LEGAL
	YEAR 1
	YEAR 2
	YEAR 3

	Auditing and finance consultancy(book keeping)
	9600
	9600
	9600

	Legal assistants
	2400
	2400
	2400

	TOTAL
	12000
	12000
	12000


	MARKETING  & SALES PROMOTION
	YEAR 1
	YEAR 2
	YEAR 3

	Advertising
	 
	 
	 

	Representation
	4800
	4800
	4800

	Packaging
	 
	 
	 

	Promotion + promotion material (flyer, display, posters)
	36000
	48000
	60000

	Trade fairs
	24000
	30000
	30000

	Other sales promotion
	2400
	4800
	4800

	Press release
	7200
	7800
	9600

	Look & Feel
	4800
	4800
	4800

	TOTAL
	79200
	100200
	114000


	TOTAL EXPENSES
	429800
	541900
	613500


10.7 Short brake down

	 
	 
	 
	 

	All Africa Adventures
	YEAR 1
	YEAR 2
	YEAR 3

	MAIN FLOW
	 
	 
	 

	TURN OVER
	635750
	1190625
	1967500

	 
	 
	 
	 

	EXPENSES:
	 
	 
	 

	 
	 
	 
	 

	Staff and employment
	181700
	316000
	364000

	 
	 
	 
	 

	Ict/webdevelopment
	70500
	23500
	25500

	 
	 
	 
	 

	Telephon and broadband
	48000
	47000
	50000

	 
	 
	 
	 

	Housing
	24600
	29400
	34200

	 
	 
	 
	 

	Insurance
	8400
	8400
	8400

	 
	 
	 
	 

	stationary, administration&post
	5400
	5400
	5400

	 
	 
	 
	 

	Accounting&legal
	12000
	12000
	12000

	 
	 
	 
	 

	Marketing&sales promotion
	79200
	100200
	114000

	 
	 
	 
	 

	other costs 10%
	38660
	54190
	61350

	 
	 
	 
	 

	Sub-total expences
	468460
	596090
	674850

	 
	 
	 
	 

	TOTAL  (Turnover -/- sub-total expences)
	167290
	594535
	1292650
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Appendix 1. Numbers of February arrival by region (2003-2007)
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Figure 2: Number of February arrivals by region (2003 - 2007)
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Source:  statistics South Africa, www.statssa.gov.za
Appendix 2. Research towards the tourist

Questionnaire for the look and feel of the web portal:

Hi,

My name is Thijs Slagboom from All Africa Adventures. All Africa Adventures is going to be an adventure portal, which will inform the tourist in the best way. Before launching the portal, we want to do research about what the best way is to fit the needs of the customer. We will use several advanced search possibilities, but we are not sure which advanced search tools exactly we are going to use. We gladly hear the opinion of the tourist. What do you think of the following advanced search tools? In addition, can you tell me what would be the best way for you to choose your adventure?

Advanced search

Questions advanced search

Who?

· Family 

· Kids 

· Backpackers 

· Friends

· Rich & Famous

· Disabled

· Business People

· Elderly people

Where?

· Ocean

· Land, 

· Air

· Forest

· Mountain

· Safari

· City

· Nature, 

What?

· Active

· Relax

· Teach me (learning)

· Creative

· Culture

· Adventure

· Adrenaline

· Extreme

· Expedition

· Popular

· Pioneer

· Multi

· Overland travels

Fitness level/ Level of difficulty?

· Very easy, for all ages, low fitness, no skills required

· Easy, moderate fitness, no skills required, must be phobia-free(?)

· Moderate, average fitness and sense of balance, some qualifications e.g. scuba diving certificate

· Challenging, good fitness and sense of balance, skills, some qualifications – not for the faint hearted!

· Extreme, excellent fitness and sense of balance, highly skilled and qualified.

Budget?

0 – 500R
500 – 1000R
1000 – 1500R
1500 – 2000R
2000 – 2500R
2500 – ….R
How many people?

1 – 5

5 – 10

10 – 15

15 – 20

20 – 25
Age?

0-18

19-30

31-42

43-54

55-older
Time?

Few hours

Half day

Full day

1,2,3,4,5 days

Weekend

Week

Month

Year

Appendix 3. Research towards the adventure activity supplier

Regarding the approach of the adventure activity supplier there are several options. In the following paragraphs the options will be discussed. With these several options I visited different adventure activity suppliers and ask them their opinion. The reason for this research is that All Africa Adventures thinks that the people in the field (adventure activity supplier) knows what takes place there and they are objective to us because, we gain more income for them and we promote there adventure company. 

Option 1

Only focus in the first three months on filling up the database. All Africa Adventures offers everything for free; promotional website, enquiry forms except the online bookings tool. They have three months time to try it, after the three months it is time for All Africa Adventures to integrate the different earnings models. At this moment the database is still growing. After one year the database is big enough, and All Africa Adventures will have the right position to ask money for the listings.

What can we offer the adventure activity supplier?

· The phenomenon “adventure portal”

· Excellent customer support service

· Promotion of their own adventure company by means of their own promotional website

· Possibility of creating pre-bookings by means of the bookings tool on our web portal

· Search engine optimized to your service, with up to five core search items.

· Full control to securely access your listing for updating or modify your content photo’s and rates.

· Statistics program were they can see how successful All Africa Adventures is.

· Independent portal, as a result of which all companies get the same treatment.

· Advanced search on the web portal, All Africa Adventures will ensure that the tourist can fill in their specific needs.

· Enquiry form where the tourist by means of the enquiry form can ask specific information about the suppliers company.

Advantages of this option:

· probably the largest chance on re punch because the listing is free, this makes it attractive for the supplier

· Regarding the long-term the size of the database is important 

Disadvantage of this option

· In the first three months probably more costs will be made than that it will produce. There only will be profit of the bookings tool.

· Possibility that the supplier do not take us seriously because the listing is free.

Option 2

All Africa Adventures will start with a free listing, but will charge money for the pay per click and pay per lead and the online bookings tool. They have three months time to try it, after the three months, it is time for All Africa Adventures to integrate the different earnings models. After one year the database is big enough, and All Africa Adventures will have the right position to ask money for the listings.

What can we offer the adventure activity supplier?

· The phenomenon “adventure portal”

· Excellent customer support service

· Promotion of their own adventure company by means of their own mini-website

· Possibility of creating pre-bookings by means of the bookings tool on our web portal

· Search engine optimized to your service, with up to five core search items.

· Full control to securely access your listing for updating or modify your content photo’s and rates.

· Statistics program were they can see how successful All Africa Adventures is.

· Independent portal, as a result of which all companies get the same treatment.

· Advanced search on the web portal, All Africa Adventures will ensure that the tourist can fill in their specific needs.

· Enquiry form where the tourist by means of the enquiry form can ask specific information about the suppliers company.

Advantages of this option

· Large chance on re punch because the listing is free, this makes it attractive for the supplier

· Regarding the long-term the size of the database is important 

· The adventure activity supplier only needs to pay when All Africa Adventures create traffic on his own promotional website, no cure no pay

· Income will be directly generated because of using the pay per click and the pay per lead system.

Disadvantaged of this option

· Possibility that the supplier do not take us seriously because the listing is free. For example; when a company try to gain acquisition for a magazine a big company as Nike or Adidas are more interested when they have to pay €5000 instead of €1000 for an advertisement.

Option 3

Directly ask at the beginning a small amount of money for the listing on the web portal. Also using the pay per click, the pay per lead and the bookings tool system.

What can we offer the adventure activity supplier?

· The phenomenon “adventure portal”

· Excellent customer support service

· Promotion of their own adventure company by means of their own mini-website

· Possibility of creating pre-bookings by means of the bookings tool on our web portal

· Search engine optimized to your service, with up to five core search items.

· Full control to securely access your listing for updating or modify your content photo’s and rates.

· Statistics program were they can see how successful All Africa Adventures is.

· Independent portal, as a result of which all companies get the same treatment.

· Advanced search on the web portal, All Africa Adventures will ensure that the tourist can fill in their specific needs.

· Enquiry form where the tourist by means of the enquiry form can ask specific information about the suppliers company.

Advantage of this option:

· At every promise All Africa Adventures directly will receive an amount of money, this amount of money can cover a part of the starting costs

· Possibility that the supplier will take All Africa Adventures more seriously because asking money for the listing.

Disadvantages of this option:

· Starting with asking money for the listing can be a kind of barrier for the adventure activity supplier to corporate with All Africa Adventures.

Appendix 4. All the adventure activities

	4X4 Tours
Abseiling
Aerial Boardwalk
Aerobatic Flights
Aqua Hang Gliding
Aquaquad
Aquarium Diving
Aquarium Shark Diving
Aquarium Snorkelling
Archery
Astronomy:
- See Stargazing
B.A.S.E Jumping
Bakkie Skiing
Ballooning:
- See Hot Air Ballooning
Beach Horse Rides
Bicycle Tours:
- See Cycle Tours
Big Swing
Big Wave Surfing
Boat Charters:
- See Sunset Cruise
- See Sailing
Boat Seal Trips:
- See Seal Trips
Boat Trips
Body Boarding
Bridge Jumping
Bridge Walking
Bungee Jumping
Cable Waterskiing
Camel Rides
Canoe Outrigger:
- See Outrigger Canoe
Canoeing
Canopy Tours:
- See Tree Tops Canopy Tour
Canyoning:
- See Kloofing
Carriage Rides
Cave Diving
Caving
Charter Boats:
- See Sunset Cruises
Charter Deep:
- See Deep-Sea Fising
Charter Fixed Wing:
- See Scenic Flights
Charter Helicopters:
- See Helicopter Flights
Circus Experience
Clay Pigeon Shooting
Climbing:
- See Ice Climbing
- See Rock Climbing
- See Indoor Climbing
Cray Fishing
Croc Cage Diving
Cycle Tours
Deep Sea Fishing
Diving:
- See Aquarium Diving
- See Cave Diving
- See Inland Diving
- See Scuba Diving
Dolphin Trips
Dragon Boat Racing
Elephant Back Safaris 
Fantastic Racing 
	Field Guide Training 
Fishing:
- See Deep Sea Fishing
- See Fly Fishing
- See Kayak Fishing
- See Spear Fishing
- See Shore Fishing
- See Tiger Fishing
- See Trout Fishing
Fly Fishing
Flying Fixed Wing:
- See Scenic Flight
Flying Fox
Foefie Slide:
- See Zip Line 
Foot Safaris
Game Capture
Geckoing:
- See Tubing
Gliding
Gorge Swing
Gyrocopter
Hang Gliding
Heli-Skiing:
- See www.sasnow.co.za
Helicombat
Helicopter Flights and Charters
Hiking
Horse Carriage:
- See Carriage Rides
Horse Riding
Horse Riding Beach:
- See Beach Rides
Horse Safaris
Hot-Air Ballooning
Houseboats
Houseboat Charters
Hovercraft
Ice Climbing
Indoor Climbing
Inland Diving
Jet Boating
Jet Flights
Jet Skiing
Kayak Fishing
Kayak Safaris
Kayaking
- See White Water Kayaking
- See Sea Kayaking
- See Kayak Safaris
Kiteboarding
Kitesurfing
Kloofing
Microlight Flights
Motor Cycle Tours
Mountain Biking
Mountain Boarding
Mountaineering
Ocean Floor Walking
Outrigger Canoes
Parachuting:
- See Skydiving
Paragliding
Parasailing
Pelagic Bird Trips
Polo
Pony Trekking
Power Boating
Powered Paragliding
	Quad Biking
Quad Safaris
Racing Cars:
- See Suicide Ride
- See Fantastic Racing
Rafting:
- See River Rafting
Rap Jumping
River Boarding
River Rafting
Rock Climbing
Sailing
Sandboarding
Scenic Flights and Charters
Scooters
Scuba Diving
Sea Kayaking
Seal Trips
Segway Tours
Shark Cage Diving
Shark Diving
Shark Tours
Shooting
Shore Fishing
Side Car Tours
Skateboarding
Skiing:
- See Bakkie Skiing
- See Cable Skiing
- See Snow Skiing
- See Waterskiing
Skydiving
Slot Canyoning
Snorkelling
Snow Skiing
Soaring:
- See Gliding
Spear Fishing
Spelunking:
- See Caving
Stargazing
Suicide Ride
Sunset Cruises
Surfing
Tiger Fishing
Tow-in Surfing:
- See Big Wave Surfing
Tramping:
- See Hiking
Tree-top Tours
Trekking:
- See Hiking
Trout Fishing
Tubing
Turtle Tours
Walking Safaris:
- See Foot Safaris
Waterskiing
Whale Watching
Whale Watching Flights
White-water Kayaking
White-water Rafting:
- See River Rafting
Wind Surfing
Zip Line 


Appendix 5. Example of an advanced search
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Example: When you click on the button price, the following overview will appears


0 – 50 €

50 – 100 €

100 – 150 €

150 – 200 €

200 – 250 €

250 – 300 €

Now the tourist is able to choose what he exactly wants

Appendix 6. Flow chart All Africa Adventures





Appendix 7. Flyer All Africa Adventures
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Appendix 8. Briefing All Africa Adventures

Introduction and background about All Africa Adventures

Name website: 
www.allafricaadventures.com

Project name: 
AAA (All Africa Adventures)

Adventure: 

The whole chain in a tourist based Activities, Adventure &




Outdoor sports. From Kids, family to adrenaline seekers.

CONCEPT

All Africa Adventures is the adventure portal for the domestic and European tourists. Through the website the tourists will get specialized information about their holiday destination and make them aware of the adventures activities in Southern Africa. The tourists are able to prepare themselves better for their holiday. They can also make bookings on the website to optimize their preparation. The adventure suppliers will have access to the European market; they will be able to inform the tourist through their own feature page on the website. The tourists will make bookings, so the suppliers have pre-bookings in stead of last minute bookings. All Africa Adventures POSITIONS THE CAPE AS A SOUTHERN AFRICAN BASE OF THE ADVENTURE PLAYGROUND IN THE WORLD

THE ESSENCE OF ALL AFRICA ADVENTURE

· Adventure playground

· Southern Africa

· Trustworthy

· Transparent

· Accessible

· Independent

· For every age 

TARGET GROUP

The target group for All Africa Adventures will be the tourist who is looking for an adventure in Southern Africa. We are aiming on all target groups, like all ages/core groups/target groups/ because, we wants to be the biggest and most accessible portal for everybody. We can divide the market: 

· Tourist who are looking for extreme adventure

· Tourist who are looking for cultural adventure things, like townships tours or wine tours.

· Tourist who are looking for things to do with family and kids, like safari and educational things.

· People who are looking for adventure like things on the water (fishing, boat trips, whale watching etc). Things in the air (flying, paragliding, ballooning etc.).

GOALS

· Become the biggest in promotion, selling and informing on the adventure activity market by giving access to European and domestic market by creating an adventure web portal

COMMUNICATION – LOGO – CORPORATE STYLE

Different appeal will be:

· Focus on Southern Africa

· First one who is only focus on adventure

· Aiming on international and domestic tourists tourists.

· Different look & feel

· Advanced search and booking tool

All Africa Adventures is the website for tourists who are interested in visiting Southern Africa.

The information they find on the website is:

· All kinds of adventure in Southern Africa

· A advanced search tool to specify the needs of the consumer Goal: to see what really fits you 

· A booking tool to book their adventures in advance/ while they are still at home

· Information about the countries

· Popular adventures

· Specials (this month special)

· Enquiry application form were they can ask for some more information

LOOK & FEEL

The web portal has to be accessible for all the people who are looking for some adventure activities. The tourist who wants to go with his children to the aquarium, as well the tourist who is looking for the highest bungee jump in the world must feel attracted to the web portal. A sense of Africa needs to come back in the look and feel. 

Other components are:

· Simple, 

· Dynamic, 

· Professional, 

· Trustworthy, 

· Bright Colours, 

· Out of the box 

· Global Thinking are the main keywords to reach our goal. 

· To Bring and show and sell all the adventures from one place. 
Keywords and phrases that should be associated with the look & feel:

· FRESH. 

· TRUSTWORTHY.

· Safe

· ENJOY

· SIMPEL 

· INNOVATIVE

Standard usability issues
· Use standard links

· Keep the navigation menu always on the same place

· Use a high contrast for important buttons

· Do not let extra things distract from the most important things. You can use color to divide objects into a category 

· Make the websites scan-able

· User centered design. Design from the user needs.

Standard SEO issues

· Use as much text buttons as possible. Images can’t be indexed by search engines

· Make place for a header and sub header in the content (H1 and H2)

· The simpler the design, the better for search engines

Standard technical issues

· Make sure the design is compatible with a resolution of 800x600

· Use standard fonts like: verdana, arial, century gothic etc. A custom font won’t be displayed on the user’s computer

ASSIGNMENT

Improvements with respect to the previous site:

· All Africa Adventures beside each other and below ‘The adventure playground of the world’ perhaps the logo in the middle at the upper part of the site.

· Logo must be a little bit smaller and needs to be placed true another colour surroundings

· Menus must be put right.
· Photograph must become slideshow of the different companies

· Site has to much gone of a wintersportside because by the abundance of blank 

· Must be more brighter and clearer

· Search engine has to be situated above the advanced search

· There need to be some space at the homepage were where it is explained what All Africa Adventures implies.

· The overall look of the site is to much concentrate to the extreme target group. There are several target groups.

· Perhaps it is a good idea to show the logo for like 2 seconds while loading the site. 

Templates

For us it important to get two templates in a short time:

· Design homepage template (by means of the points above described)

· Design mini website what the supplier receives when he becomes our client(the look and feel of this mini-website by means of the points above described)

The idea of the mini-website:

After the advanced search is clicked by the tourist and the tourist has arrived at its favourite adventure, there are two options:

The tourist can click on the link from which he goes to the Internet site of the adventure concerned activity supplier.

The tourist arrives on a page where he finds a text concerning its company; this will be their own mini-site. There are different options possible to dress this mini-site:

· Movies

· Pictures

· Experiences of the participants

· Information about the company.

The company can upload and maintain the mini website itself. So there has to be module on the homepage ‘members’ (these are the adventure activity suppliers).
For an example of the own mini-webpage which we like, take a look at the following link:

http://www.breakloose.com.au/directory/search/display_page_ao.php?id=1306076448&v_state=2&v_categ=1&v_activity=6328&v_region=32456&search_start_index=&home=yes
Important thing is that the mini-website is a component of the homepage. So the main menu needs to be visible for the eye at all time. 

Appendix 9. Vacancy for interns
Company and job description
1. Name of Company:  
	All Africa Adventures


2. Physical Address: 

	285 Longstreet

	Cape Town 8001 South Africa


3. Contact person                     Email:  

	Thijs Slagboom
	tiezke@hotmail.com


Telephone Number:       Cell Number:              Fax Number:

	
	082 211 3725
	


4. A short description of our company and services:

	Our company has created a portal where adventurous clients meet (extreme) sports suppliers. We are giving (extreme) sport suppliers the opportunity to promote, to inform and to sell their products. 


5. Size of company (number of employers): 

	10


6. Number of interns that we can accommodate

	2


 8. 
Internship description


In General

	All Africa Adventures is in its start up phase and therefore needs flexible interns. Our interns should think business wise. We are interested to meet motivated sales oriented interns with good communication skills, customer service and general office skills. Our interns should be creative, self starters, assertive, smart, and immune to stress and should think outside the box and have entrepreneurial skills. We offer you a dynamic, creative, and educational internship. English in speaking and in writing



1st Internship

	Office Management – Work placement - 

Together with the other team members you will responsible for a well-functioning adventure portal, planning, co-ordination, communication and optimization of the adventure portal. You will also be responsible for sourcing and writing content for a variety of communications channels. Position handles incoming calls, database entry and welcoming clients. It is very important to us that you have entrepreneurial and computer skills and that you have a Hands-on-Mentality. You are organized and you are a real communicator. Further more you have IT and Internet knowledge. Quality and being accurate are important for you. We seek somebody with a sense of humour and a fond of sports and that likes to work in a young, enthusiastic and informal team in a fast growing market. Those who have interest and aptitude should have a high level of English, in speech and in writing 
1. Collaborate with web-designer and marketing team on the launch of the new adventure portal website, including developing site style and content.

2. Develop and implement content calendar through interaction with marketing staff to coordinate with content management plan and enhance marketing strategy.

3. Support strategic marketing other company programs.

4. Coordinate with web-designer on data clean-up, information transfer, data loads and tracking.


2nd Internship

	Sales Management/ PR Management – Work placement - 

In consultation with your supervisor you will draw up a sales plan, in which expected sales results are mentioned. You will help determine our targets, in which expected turnover per period, per client are mentioned.

1. maintaining relationships with existing customers through regular review visits 

2. visiting potential customers to gain new markets 

3. acting as a contact between a company and its existing and potential markets 

4. contacting clients by phone to negotiate terms of an agreement and conclude sales

5. gathering market and customer information

6. staffing sport exhibitions 

7. negotiating variations in price and specifications with managers

8. advising on forthcoming product developments and discussing special promotions

9. visiting adventure organization  

10. reviewing own sales performance

11. gaining a clear understanding of customers' businesses and requirements

12. making accurate, rapid cost calculations

13. feeding future buying trends back to employers

It is very important to us that you have entrepreneurial and computer skills and that you have a Hands-on-Mentality. You are organized and you are a real communicator. Further more you have IT and Internet knowledge. Quality and being accurate are important for you. Experience in Sales and PR would be a great advantage. We seek somebody with a sense of humour and a fond of sports and that likes to work in a young, enthusiastic and informal team in a fast growing market. Those who have interest and aptitude should have a high level of English, in speech and in writing 


9. What qualifications should the intern have? What are our requirements and expectations?

	Entrepreneurial skills, self-confident and neat manner, autonomous working, team player, organized, accurate, flexible. English in word and script


10. Period of internship?( In weeks)

   Minimum:                              Maximum:

	12
	20


   Preferred start date:                       Preferred finish date:

	A.S.A.P
	As long as the internship period
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The phenomenon ’adventure portal’.


Excellent customer support service.


Promotion of their own adventure company by means of their own mini-website.


Possibility of creating pre-bookings by means of the bookings tool on our web portal.


Search engine optimized to your service, with up to five core search items.


Full control to securely access your listing for updating or modify your content photos and rates.


Statistics program were they can see how successful All Africa Adventures is.


Independent portal, as a result of which all companies get the same treatment.


Advanced search on the web portal, All Africa Adventures will ensure that the tourist can fill in their specific needs.


Enquiry form where the tourist by means of the enquiry form can ask specific information about the suppliers company.
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-Adventure Category


-Products & Services


-Price


-Level of fitness


-Expertise required


-What do I bring


-Age group


-Operating conditions


-We Cater for


-Best time


-Operating hours





-Website & info


-Book & Pay


-Voucher


-Overnight advice


-








1 Search engine:


  For the whole site


                  Go











2 Search Data base with 5 Roll


  out menus (Query).





Search from Data base gives


all the activities.





Examples see below.


At least 100 activities they are not mentiont.





Links








-??


-??








Overnight advice








-?????


-?????





Book & Pay methods





-Book tel


-Book web site


-Moment


-Pay upfront


-Major Credit card


-Personal Cheque


-Travellers Cheque


-Business Cheque
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Web site info





-Web site


-Online shopping


-Secure transaction


-Booking


-Tips & Faq
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-All weather
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-…..





Age Group





-All ages


-Children


-Teenagers


-Adults 18-35
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We Cater for
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-Disabled


-Corporate


-Backpackers


-Students
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-Suncream
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-Experienced
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-Low
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-Suppliers operators


-Booking office


-Manufacturers


-Equipment hiring
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-Clubs & Association


-





Time





-Multi day


-Day


-1/2 day


-Hourly


-Courses


-Trips


-Tours








� www.reallifeconcepts.com


� www.swc2010.com


� http://www.evd.nl/zoeken/showbouwsteen.asp?bstnum=114840&location=


� statistics South Africa, www.statssa.gov.za


� � HYPERLINK "http://www.breakloose.com.au" ��www.breakloose.com.au�, � HYPERLINK "http://www.godo.com.au" ��www.godo.com.au�, � HYPERLINK "http://www.australianexplorer.com.au" ��www.australianexplorer.com.au� 


� � HYPERLINK "http://www.plant.co.za" ��www.plant.co.za� 


� � HYPERLINK "http://www.thinqsmart.com" ��www.thinqsmart.com�, in India and Argentinia 


�Company’s pays an average of $10 per hour to ICT company’s in India and Argentinia for building websites


� � HYPERLINK "http://www.tms.com.au/tms10y.html" ��http://www.tms.com.au/tms10y.html�. South Africa and The Netherlands


� � HYPERLINK "http://sync.nl" ��http://sync.nl� 


� Unique Selling Point


� Competitor analyses, page 15 


� www.abangafrica.com


� International Student Travel Confederation, � HYPERLINK "http://www.icts.com" ��www.icts.com�, statistics South Africa, www.statssa.gov.za


� International Student Travel Confederation, � HYPERLINK "http://www.icts.com" ��www.icts.com�, statistics South Africa, www.statssa.gov.za


� www.savenues.com


� www.africainfo.com


� www.whattodo.co.za


� www.africa-adventure.com


� www.uncoverthecape.co.za


� www.tourismcapetown.co.za


� Appendix 1: Number of February arrival by region (2003-2007) page 50


� International Student Travel Confederation, www.icts.com


� International Student Travel Confederation, � HYPERLINK "http://www.icts.com" ��www.icts.com�, statistics South Africa, www.statssa.gov.za


� Appendix 3: Research towards the adventure activity supplier, page 53


� Competitor analyses, page 15


� Name awareness on the web portal


� Competitor analyses, page 15


� Appendix 4: Example of an advanced search, page 56


� Appendix 2: Research towards the tourist, page 51


� International Student Travel Confederation, � HYPERLINK "http://www.icts.com" ��www.icts.com�, statistics South Africa, www.statssa.gov.za


� Appendix 2: Research towards the tourist, page 51


� Competitor analyses, page 15


� Appendix 2: Research towards the tourist, page 51


� Appendix 8: Briefing All Africa Adventures, page 62


� Flow diagram uses to portray a company process or computer program.


� Appendix 4:  Flow chart All Africa Adventures, page 59


� Competitor analyses, page 15


� Appendix 3: Research towards the adventure activity supplier, page 53


� Willmijn Jumelet, Kaapstad (First edition, Dominicus Stedengidsen)


� Appendix 7: Flyer All Africa Adventures, page 61


� http://www.outdoorexpo.co.za/


� Appendix 9: Vacancy for interns, page 66


� A Web professional with expertise in search engine optimization


� Almost all the adventure activity supplier s in South Africa


� Asked at five random adventure activity suppliers. � HYPERLINK "http://www.sharkcagediving.co.za" ��www.sharkcagediving.co.za� � HYPERLINK "http://www.whitesharkprojects.co.za" ��www.whitesharkprojects.co.za� � HYPERLINK "http://www.whalewatchingsa.co.za" ��www.whalewatchingsa.co.za�  � HYPERLINK "http://www.abseilafrica.co.za" ��www.abseilafrica.co.za�. � HYPERLINK "http://www.skydive.co.za" ��www.skydive.co.za� 


� Asked at five random adventure activity suppliers. � HYPERLINK "http://www.sharkcagediving.co.za" ��www.sharkcagediving.co.za� � HYPERLINK "http://www.whitesharkprojects.co.za" ��www.whitesharkprojects.co.za� � HYPERLINK "http://www.whalewatchingsa.co.za" ��www.whalewatchingsa.co.za�  � HYPERLINK "http://www.abseilafrica.co.za" ��www.abseilafrica.co.za�. � HYPERLINK "http://www.skydive.co.za" ��www.skydive.co.za�


� International Student Travel Confederation, � HYPERLINK "http://www.icts.com" ��www.icts.com� 


� Pay per click (PPC) is an adverting model used on search engines, advertising networks, and content websites/blogs, where advertisers only pay when a user actually clicks on an ad to visit the advertiser's website. Advertisers bid on keywords they predict their target market will use as search terms when they are looking for a product or service. Source: � HYPERLINK "http://www.gladiator.com/marketing/pay-per-click" ��www.gladiator.com/marketing/pay-per-click� 


� � HYPERLINK "http://www.godo.com.au" ��www.godo.com.au�. � HYPERLINK "http://www.breakloose.com.au" ��www.breakloose.com.au�.





� Pay Per Lead (PPL) is an advertising payment structure in which the advertiser pays depending on the number of leads delivered. Source: � HYPERLINK "http://www.buypropertyspain.info/payperlead" ��www.buypropertyspain.info/payperlead�. 


� � HYPERLINK "http://www.godo.com.au" ��www.godo.com.au�. � HYPERLINK "http://www.breakloose.com.au" ��www.breakloose.com.au�.
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