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Preface

Being part of the Marketing Team at Hotels & More during the project helped me gain a lot of deep and
interesting insight into the operations within the company and the field in general. | was able to use
my own knowledge as background information as well as information available on spot. The project is
relevant for Hotels & More, but also gave me a lot of insight into the importance of targeted marketing.
Marion Holtkamp and Vera Lett provided support and were willing to give input at all times which not
only improved my work, but also made me reflect and learn about my weak points in general. Their
constant support made me feel comfortable throughout the entire semester whereas | also learned to
work on a ‘real’ project independently. All interviewees and clients who were willing to share their
valuable views and opinions on the topic contributed highly to the project. Hotels & More offering me
the office facilities for writing the project was another benefit. It was easy to retrieve information on

spot, communicate and make use of advanced IT facilities.

Luisa Lutkemeyer

Harrow, June 2018
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1. Introduction

1.1 The client

Hotels and More Ltd. is a B2B inbound tour operator for Great Britain and Ireland, located in Harrow,
Greater London. The company was founded in 1996 and employs approximately 100 multi-lingual
staff organizing tailor-made travel products for different source markets. The main source market is
Germany (80%), followed by France (9%), Italy, the Netherlands and Scandinavia.

The annual revenue of the financial year 2017 amounted to 34,650,000 GBP and the target for the
financial year 2018 is 39,200,000 GBP. The company’s vision is to become the leading and preferred
inbound tour operator for Great Britain and Ireland (CEO Paul Maine, September 2017). As for the
mission, Hotels and More offers “a one-stop-shop travel solution for coach tour operators, package
tour operators, travel agents and direct sellers” (Hotels and More, 2017).

The company’s strategy is based on cooperation, stable relationships and partnerships in the travel
industry. Hotels & More works with 700 travel companies (e.g. travel agencies and tour operators,
herein referred to as clients) and over 2.300 suppliers and aims to expand and establish relationships
with additional travel companies and governmental bodies. The goal of offering high quality tailor-
made services is aimed to be reached through working hand in hand with partners (CEO Paul Maine,
2017).

An important aspect to consider for this project is the recent establishment of the holding company
Tour Partner Group (TPG) which Hotels & More and three other travel companies are part of. The four
destination management companies are sharing one source market - France - and have over 60 source
markets in total. The goal of TPG overall is to expand the company’s portfolio and use sales synergies
across all source markets in order to become increasingly profitable through mutual support. This
establishment is in line with Hotels & More’s strategy of building stable relationships and working

closely together with partner companies to become more successful, also cross-country.

Hotels & More’s current activities

For this project, as it will be elaborated afterwards, it is important to understand the basic promotional
activities undertaken by Hotels & More. This knowledge is necessary in order to compare and give
advice eventually. The current promotion tools used by the company will be found out during the first
part of the research (qualitative) to get as much insight as possible. As mentioned before, promotion is
done for all markets in a similar manner, therefore the interviews will give details about what exactly is
done for the French market and how this differs or should differ. The outcome is necessary to keep in

mind in order to implement a revised plan.

1.2 Reason for the project

This specific project addresses the Marketing and Sales department of Hotels & More with regards to
the French source market. Hotels & More is currently offering similar products to all source markets.
Marketing and promotion of products is done for all source markets nearly in the same way. This
project focuses on promotion only, thus current products remain similar and the focus is on the way

they are promoted, thus market penetration plays an important role.

Besides the forecast of increased inbound travelers to the UK overall (increase of 4,4% expected in

2018, VisitBritain, 2016), Hotels & More sees a significant opportunity to target the French market



more since the UK is the third most popular destination for French people in 2016 as retrieved from M.
Devigne (personal communication, 2017), who is the French Sales Team Manager. According to her,
France was the most important inbound source market for the UK volume and the 3rd for spend in
2016. Forecasts suggest there is great potential for growth in the number of visits to Britain in most
years during the next decade. VisitBritain (2017) indicates as well that the French market was number
one market in number of visits in 2016 with a number of 4.1 Mio. visits in total indicating an average
year on year growth of 2% since 2003. France has been ranked number one market in visits since 2008
but is not top of the table with regards to spend and nights in the United Kingdom. This gives an
indication that the products and services they buy vary from other markets. Especially in comparison to
the USA and Germany who are ranked higher in spend and number of night stays.

These findings motivate Hotels & More to find out how to address the French market and apply the
most fitted promotional strategy in order to achieve better market reach and increase sales through
adjusted communication. At the moment, the company is addressing all source markets at once,
without a specific promotional plan targeted to each. This creates the opportunity for market
penetration by means of a promotion plan applied to the French market.

As mentioned by Commercial Director Vera Lett (personal communication, 2017), the company has
only recently started to produce brochures, the website and other marketing tools for the French
market - however, the promotion is standardized for all source markets which does not make it as
effective as it could be. In order to increase effectiveness, there is a need to evaluate and approach
each source market differently. This can also have the positive effect of increased cost-effectiveness as
money is not “wasted” on useless promotion. The French market is Hotels & More’s second biggest
source market (9%) and is considered a market with the ability to grow much more when looking at
recent developments. Vera Lett states that the goal is to increase market share to 25% by the end of
20109.

Moreover, as mentioned above, Hotels & More has recently become a member of the newly founded
Holding company Tour Partner Group (TPG). One of Hotels & More’s sister companies - Irish Welcome
Tours (IWT) located in Dublin - serves the French market as their biggest source market, but mainly to
Ireland rather than the UK. This brings the opportunity for Hotels & More to learn from IWT’s approach
and apply it to potential French customers coming to the UK. In the future, TPG aims to build expert
hubs, i.e. Hotels & More as experts for the UK and IWT for Ireland, with offices in the destinations. This
uniform approach and the division between French customers for IWT and Hotels & More benefits the
company since they can solely focus on the specific target group and approach them in the most

efficient way. Figure 1 in appendix 6.3.6 gives a clear overview of the relation within TPG.

The purpose of this project is to find out what Hotels & More needs to do in terms of promotion and
communication to match the French market’s needs. This project will give advice on how to promote
products in a more effective targeted way - which will allow Hotels & More to increase sales and
develop stronger partnerships in the French speaking markets. Moreover, according to Vera Lett
(personal communication, 2018), this approach could potentially be a lead example for other source
market strategies. It can give useful insight into approaching a single market and the separate
elements of the advice could be a suitable starting point for other markets. A positive side effect is the
synergy with all sister companies as all are contributing to TPG’s overall results. Contracting Director
Simon Roper (personal communication, 2018) pointed out that synergizing buying power is the most

effective strategy to become successful. Not only is it in Hotels & More’s interest to improve the
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situation, but also in TPG’s as a whole. French business partners (clients) benefit from increased

bookings from their end-customers.

1.3 The Management Problem

The Management problem of Hotels & More is that no individual promotional plan is applied to the
French market. This can be seen as a challenge rather than a problem: even though it does not keep
the business from being profitable, the challenge is to make it increasingly profitable. Using the same
approach for all source markets, despite different requirements and needs, is the key issue. Market
research (also with regards to products) has partly been done by M. Devigne, however the approach to
the French market has not been adjusted. Hence the problem for Hotels & More is that there is no
appropriate market penetration taking place as the focus for marketing lies on all markets in the same
way. The business has the need to amend the promotional strategy in order to exploit its full potential.
As indicated by M. Devigne (2017), the way offers are sent to clients has not been adjusted to what
they want to receive; “offers are not attractive enough”. Another suitable example for lacking
adjustments to the French market can be found in creating newsletters which do not have the right
frequency and content for the French. Lacking knowledge about this market, which reduces sales as a
consequence, is connected to this.

As a summary it can be said that the Management challenge of this project is the non-existent match
between promotional activities and the French market’s needs and expectations. Hence the concrete
product that will be produced within the advisory part is a promotion plan adapted to the French

market.

1.4 Objectives of the advice and Management question

The objective of the advice is to establish a revised promotional plan in order to adjust and target
French clients, increase sales and build long-term corporations as mentioned in the vision. This will be
done through insight gained into the requirements and needs of the French market.

The Management question that will be answered in the advisory part of this project is as follows:

How can Hotels & More adjust their promotional plan in order to match the requirements and buying
behavior of the French B2B market?

The relevant concepts of the management question are the promotional plan/promotion mix and the
requirements of the French market. Hence this is also what the advice will result in. The theory is
important to understand as a context and to base the advice upon. Deep insights into the concept of
the French market needs to be gathered throughout the field research in order to be able to give

advised tailored to the specific market.

1.5 Description and explanation of the information

In order to formulate the advice, information about the core concepts is needed.

Firstly, relevant models and theories need to be analyzed in the theoretical framework to have basic
context. The student unravels important models and understands the theory behind what will be
created and give valid advice in form of a promotional plan.

Secondly, the needs and behavior of the French businesses and partners Hotels & More works with is
needed which will be found out during the field research. It needs to be identified what stimulates and

attracts them with regards to promotion since this is the core concept. Hence the main source to
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retrieve the information is the market itself. Another source of information can be the governmental
organization of VisitBritian due to their knowledge about French travel behavior.

Moreover, activities currently undertaken by Hotels & More are used as a basis (desk information) to
create the interview guide. It is important to have access to current activities undertaken by Hotels &
More in order to find out what needs to be improved and revised. This information is retrieved
internally in form of interviews as well as own knowledge provided by the student.

As a summary, the concept of promotional plan will be unraveled in the theoretical framework, whereas

the requirements of the French market will be researched during field research.

The research objective is to gain deep insight into the needs and requirements of the French B2B
market with regards to promotional activities in order to implement this knowledge into a revised
promotional plan.
The resulting research questions that are going to be answered can be named as follows:
1. What are the requirements of the French market regarding promotion?
1.1 How do French travel companies want to communicate?
1.1.1  What is their most important communication channel?
1.1.2 How important is direct marketing and personal selling?
1.1.3  What is their preferred contact frequency with Hotels & More?
1.1.4 How important is attendance at trade shows to them?
1.2 What are French travel companies attracted to?
1.2.1  What advertising is important to them?
1.2.2 How frequent should promotion be?
1.2.3 How important are sales promotions?
1.2.4  What role does destination knowledge play?
1.3 What is the buying behavior of the French market?
1.3.1  When do they book?
1.3.2 What are preferred products and services they buy?
1.3.3  What are influence factors?
2. What is the current situation at Hotels & More in terms of promotion for the French market?
2.1 What is done regarding the components of the promotional mix and what is relevant for
the French?
2.2 What are typical buying and culture characteristics of the French?

2.3 What are current bottlenecks with regards to promotion and communication?

The first and main research question was established to get an insight into the needs and behavior of
the French B2B source market. The sub-questions will be answered to look specifically into the
communication, preferences, relations and buying behavior of the market. As shortly mentioned
before, it is necessary to understand fully what the company is doing at the moment and what they
think needs change. The outcome of research question 2 will then serve as the basis for the surveys

handed out to clients to answer research question 1 more detailed.

1.6 Reading guide
After the introduction to this project, the next step is the main part of the project: the research. This

section includes the theoretical framework with a detailed literature review in order to create a basis
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for the research and understanding the concept and relevant literature. The framework will be used to
establish the survey and interviews based on the operationalization. Afterwards, the research methods
used will be explained and justified. After the actual research - consisting of two parts - has taken
place, the student will discuss the results, draw conclusions and reflect on the validity and reliability.
The third part of the project is the advisory part; alternative solutions will be discussed and the student
will reason her choice of option based on chosen criteria. After this, the implementation of the advice
will be outlined before summarizing the outcome. The final part of the report will be the afterword
which consists of a reflection of the day-to-day practice as well as the value of the thesis for the

industry in general.

2. Research
The objective of the research section of this report is “to gain deep insight into the needs and
requirements of the French B2B market with regards to promotional activities in order to implement
this knowledge into a revised promotional plan’.
Research question 2 will take place in form of interviews and the outcome will be used as the basis for
the surveys where the research question “What are the requirements of the French market regarding
promotion?” should be answered. This being the main research question, sub-questions with regards
to communication, relations, content preferences and buying behavior were established. These
questions will be answered to meet the above mentioned objective. This second chapter of the report
consists of the theoretical framework, an explanation of the research methods used, discussion of the

results, conclusion and reflection of validity and reliability.

2.1 Theoretical framework

2.1.1 Search method

The following framework has been done to unravel and analyze the core concepts. The search engines
used were Google, Google Scholar and Google Books. Resulting from the Management question “How
can Hotels & More adjust their promotional plan in order to match the requirements and buying
behavior of the French B2B market’, certain search terms were used to unravel the relevant concepts.
The student used academic sources (books, case studies, journals) and a criteria for all information
gathered was the language being English. The student based a lot of choices on relevant titles and the
abstract/sub-header text which needed to be relevant. It was important to check whether the article or
publication seems legit and appropriate for the research, e.g. if an author is named, date stated or the
topic was discussable.

To ensure reliable framework results, the AAOCC criteria were applied. The model evaluates web
articles with regards to authority (who is the author, is he/she qualified?), accuracy (is the information
verifiable, specific and correctly written?), objectivity (is the information objective or does the author
have an agenda?), currency (is the information up-to-date/still relevant?), and coverage (does the
information cover the exact topic?). An example of applied AAOCC evaluation can be found in the
appendix 6.2.

The research started off with searching for the term ‘promotion’ (highest number of hits) and was then
broadened to ‘promotional plan’ as this was directly suggested by the search engine. During the
research, the student found out that often the term was named ‘promotion plan’ which was then also

searched for. Different sources name the concepts differently which was found out through
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suggestions of similar articles as references. These follow-up searches also lead to searching
‘promotion mix’ as this is the core of a promotional plan. This snowball method created the
opportunity to find out more relevant information on the concept. Afterwards, as visible in the above
advisory question, buying behavior plays an important role as well. Therefore, the student used the
search term ‘business buying behavior’. One article largely based it on a certain process, so the term
‘business buying process’ was searched as well. Another example of the snowball method in this case
is that the article included decision-making as well, so the student also used the expression ‘decision-
making process’ in the literature research. During the search process, the student came across other
useful sources such as appendix 6.3.4 which seemed relevant for the research as well.

As referred to in many articles, the ‘product life cycle’ is very much relevant to this theory, therefore it
was also searched for and unraveled. It became obvious that this model is not directly related to the

core concept but gives important context to the promotion of a company.

2.1.2 Literature review
The literature review is executed to elaborate on the core concepts named above. The following

sources were used:

- Kotler, P. (2008). Principles of Marketing. Fifth European Edition

- Mullin, R. (2010). Sales Promotion: 5t Edition

- C.W. Lamb &J. F. Hair (2010). £ssentials of Marketing

- McDaniel, Lamb & Hair (2012). Marketing Essentials (7t edition)

- W. R. Al-Jeshi, H. Al Ghamdi, H. Mira & I. Abdulgader (2012). Principles of Marketing

- QuickMBA (2010). The Product Life Cycle

- Jim Riley (n.d.). Marketing & Buyer Behaviour - the Decision-Making Process

- Rajeck, J. (2017). The five key steps towards understanding the customer journey (and where
most marketers are stuck)

- ISoraité, M. (2016). Marketing Mix Theoretical Aspects

- B.S. Pour, K. Nazari & M. Emami (2012). The effect of Marketing Mix in attracting customers:

Case Study of Saderat Bank in Kermanshah Province

F. E. Webster & Y. Wind (1972). The_Journal of Marketing

Promotion

Lamb and Hair (2010) state that the goal of promotion is to inform, persuade and remind customers in
order to increase or retain demand for a certain product. The authors stress that the exact of those
three purposes depends on the stage in the product life cycle which will be illustrated later on.
Promotion should inform “during the early stages of the product life cycle”, persuade in the growth
stage and remind when the product finds itself in the maturity stage. Kotler (2008) states that
“Promotion is not a single tool, but rather, a mix of several tools” (p. 424).

As mentioned by Mullin (2010), these tools are advertising, publicity (PR), direct marketing and sales

promotion.

1. Advertising means “paid-for space” (Mullin, 2010) in print or online. Lamb and Hair (2010)

describe advertising as “impersonal, one-way mass communication paid for by the source”.
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The authors state that there is only little feedback from customers, a one-way direction of
message flow, a high speed in reaching a large audience and not much message flexibility.

2. Public relations are connected to the image of a firm “carried by third parties” (Mullin, 2010).
Mullin states that in case celebrities are involved in presenting the product or service, the
positive effect can be very powerful. This tool is also impersonal, little feedback can be given
and the message flow is one way.

3. As for direct marketing, it is important to stress that personal selling is part of direct
marketing. This tool of the promotion mix consists of ways of promoting where customers can
respond or react directly. Examples as mentioned by Mullin (2010) are personal presentations,
direct calling or emailing from both sides, personal selling at exhibitions, merchandising and
the new media. According to Lamb and Hair (2010), “the seller tries to initiate a purchase by
informing and persuading (...)". As an opposite to the other three tools, personal selling is a
two-way message flow, a large amount of feedback can be given, it is tailored and the only
face-to-face tool.

4. Closely connected to the reason of direct marketing as mentioned by Lamb and Hair, sales
promotion “is the process of persuading a potential customer to buy the product (...) to boost
sales - it is rarely suitable as a method of building long-term customer loyalty” (Jim Riley,
n.d.). Sales promotions are incentives and special offers limited to a certain period of time and
are used to stimulate immediate demand (Lamb & Hair, 2010). According to the authors, this
tool is impersonal, little to moderate feedback can be given and it is the only rather short-term

tool to be used.

A clear overview over the characteristics of the elements according to Lamb and Hair as elaborated
above can be found in the appendix 6.4. The promotional mix is often referred to as “integrated
marketing” (Mullin, 2010) because a balance is needed; hence a company needs to find out how to
integrate the different tools of the promotion mix at once and what suits their services and products
best. Lamb and Hair (2010) define “Integrated Marketing Communications (IMC)” as “the careful
coordination of all promotional messages (...) for a product or service to assure the consistency of
messages at every contact point (...)."

In the seventh edition of Marketing Essentials by McDaniel, Lamb and Hair (2012), the authors state
that public relations “strive to maintain a positive image (...) in the eyes of the public’. They describe
publicity as being public information presented in the mass media which is used to create public
acceptance and understanding. The authors distinguish four basic types of PR: product placement (the
placement of products and services in magazines, books, videos, newspapers, internet etc.), consumer
education (a company teaching potential buyers about their services and taking away uncertainties and
lack of knowledge), sponsorships (“a company spends money to support an issue that is consistent
with corporate objectives”) and internet websites (used to introduce new products, spread news,
promote upcoming events and interact with costumers). An important aspect mentioned by the authors
is crisis management. They describe this as the “coordinated effort to handle the effects of unfavorable
publicity (...)”. Companies need to respond quickly and truthfully and have an appropriate
communication plan in place in order to act wise.

According to McDaniel et. al. (2012), sales promotions are divided into consumer sales promotions,
targeting the end costumers, and trade sales promotions, targeting channel members such as retailers

and wholesalers. It is elaborated as “short term incentive” and means either lowering a price or
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increasing a value of a product or service. Companies using sales promotions do not present a reason
to buy, but rather a reward. The objective is to create immediate sales and types of sales promotions
such as loyalty programs/bonus packs, distribution of samples, coupons or refunds.

The third tool of the promotional mix mentioned by McDaniel et. al. is personal selling. This is
described as “a purchase situation involving a personal, paid-for communication between two people
in an attempt to influence each other”. It includes a detailed explanation and/or demonstration of the
product or service the seller intends to sell. Reactions are quick and concerns, comments and
qguestions can be answered directly which creates fast communication flow. This tool is considered the
most effective as costs can be regulated and effects might be bigger due to immediate reactions.
Especially for high-value or tailor-made products, personal selling offers huge advantages.
Advertising is the most common tool used to promote a product or service. It is considered “any form
of impersonal one-way communication” with the advantage of reaching a very large audience at once.
Advertising can take place online, in magazines, billboards, transits, TV, radio, books etc. According to

the authors, the internet becomes an increasingly used medium to place adverts.

The author ISoraité (2016) says that promotion “helps to increase consumer awareness in terms of their
products, leads to higher sales and helps to build brand loyalty”. Furthermore, she states that
promotion within the marketing mix is a tool used to influence the buyer’s purchase decision.

She includes the elements of advertising, personal selling, sales promotion, public relations and direct
marketing in the mix and defines them as follows: advertising is the most common tool used and
entails posters, displays, radio, TV and social media to “inform customers (...) and “help to reduce
barriers between customers and organizations”. Different from Lamb and Hair, I1Soraité (2016)
distinguishes between personal selling and direct marketing. She states that personal (or private)
selling is a “personal communication to convince a potential buyer to purchase the (...) product or
service”. She emphasizes that this kind of promotion is the most expensive one as it requires direct
individual contact rather than targeting a broad audience. However, this tool is also the most effective
one. The goal of personal selling is to inform, establish relationships and cause interests.

The author names direct marketing as a separate tool, however direct marketing also “involves direct
communication”. Tools used herewith are mail order, phone order, catalogues or purchase through
media by like/buy buttons. Another aspect of the promotion mix is sales promotion; these are
“decisions which provide specific short-term measures, but to encourage the purchase, use, as well as
by facilitating the purchase of goods”. Tools used are free samples, discounts, promotional items,
allowances, loyalty schemes (event invitations). The final tool of the mix is public relations which the
author states to have the goal of keeping a relationship with the public and develop more public
interest to contribute to the confidence and reputation of a firm. Public relations can be improved by

means of newsletters, articles, trade fairs, press conferences, attendance at events and word of mouth.

According to Pour, Nazari and Emami (2012) promotion “includes issues such as advertising, personal
selling, sales promotion, public relations and direct marketing. Distribution channels are the most
important questions about how an organization can optimize a connection between inner and outer
channels”. The authors state that promotion is done in order to encourage customers to buy a certain
product or service. Pour et. al. (2012) use the same tools of the mix as ISoraité and mentions personal
selling and direct marketing separately. The authors state that despite the fact of a quickly increasing

use of internet, many businesses still do not pay a lot of money for online advertisements and
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promotions which should however be the case due to an increasing trend.

It becomes obvious that all authors named above state the same tools of the promotional mix with one
difference: McDaniel, Lamb and Hair (both books) and Mullin use direct marketing and personal selling
as one aspect while the other two divide it up into two different parts. ISoraité also counts personal
selling under direct marketing and this is why the student will focus on the four aspects of advertising,
direct marketing, public relations and sales promotions. ISoraité names suitable tools within the parts
of the mix to be used for the operationalization at a later stage. All authors state the same goal of
promotion while it is helpful to keep in mind the (dis)advantages and characteristics named by Lamb
and Hair as well as the need of a balanced mix between all elements. What is surprising when looking
at the definitions is that the aspect of public relations are described in a different way. While Mullin
states that third parties are involved (often celebrities), ISoraité refers to public relations being all
contact to the public. Also McDaniel, Lamb and Hair (2012) explain public relations being the
communication to the public and name an interesting aspect of crisis management. Furthermore, they
distinguish the different elements into further sections which is useful as a basis for the interview
guide. Due to the relevance and detailed insight for the client, the student will focus on the PR
definition of McDaniel et. al. The student also uses direct marketing and personal selling in the same
context. The operationalization of the promotion mix is based on the tools mentioned by McDaniel et.

al., Lamb and Hair and ISoraité since it is very detailed and clearly shows the different tools.

Business buying behavior and business buying process

Al-Jeshi, Al Ghamdi, Mira and Abdulgader (2012) define business buying behavior as the “behavior of
the organizations that buy goods and services for use in the production of other products and services
that are sold, rented, or supplied to others. It also includes the behavior of retailing and wholesaling
firms that acquire goods for the purpose of reselling or renting them to others”. The following
paragraph deals with the different types of buying situations and factors that influence the buying
behavior of companies. According to Al-Jeshi et. al. (2012), the main factor that has an influence on
the buying behavior of a firm is the environmental factor. Economic developments, political and
competitive factors are crucial. Especially in international environments, the factor of culture can have
large influence on buying behavior as well. Moreover, organizational factors (objectives, structure,
systems) are a basic factor to consider in order to sell goods customized to the buyers’ characteristics.
Individual factors such as age, income and education add up to the mix of factors.

In order to thoroughly understand this term, it is important to define the business buying process; this
is understood as the process through which firms decide what product/service to buy, find it, evaluate
and choose among alternatives (Al-Jeshi et. al. (2012)). Jim Riley (n.d.) states that the process of
decision-making is built up as follows: need recognition, information search, evaluation of alternatives,
purchase and post-purchase evaluation. He states that this model “forces the marketer to consider the
whole buying process rather than just the purchase decision”.

In the stage of need recognition (also called problem awareness) the buyer recognizes the need or
reacts upon a stimulus, created through promotional activities. The search for information can have
different sources, such as personal, commercial or public. Riley stresses that “the challenge for the
marketing team is to identify which information sources are most influential in their target markets”. In
the stage of evaluation, it needs to be distinguished between high and low involvement in the

decision-making. High-involvement decisions, a lot of information needs to be provided to the buyer
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since it usually involves higher risks and expenditure. Low involvement has a rather simple evaluation
and less information is needed. The final stage of post-purchase evaluation; in order to prevent buyer
from regretting a decision, the business needs to convince the customer that the offered service will

satisfy the needs in the long term.

Webster and Wind (1972) state that variables influencing the business buying behavior are social,
individual, environmental and organizational. Environmental factors are described as being physical,
legal, technological, political, economic and cultural. The authors point out that considering
environmental factors is crucial when intending to target a specific customer group. These factors are
often overlooked and should be the basis of the approach. Organizational influences derive from
influences a firm has on an individual, such as human resources, finances, rules, structure or goals.
Finally, end-decisions will always be made by one individual which is why the authors stress that
businesses should not only focus on the group as a whole, but also on individuals within that
organization. Personality, role and motivation influence each individual to a large extent which takes
place in the final stage of the decision-making process. As a summary, Webster & Wind say that the
first major influence of decision-making when contemplating buying lays in the environment of the
organization. This is then narrowed down to the organization itself which has its own characteristics
influencing the buying behavior. Finally, as the last influence is the individual and social aspect
important to consider as the final decision always lays in the hands of a certain individual.

Webster and Wind already implement the influences in the decision-making process and indicate that it

is a “complex organizational buying process” before final decisions are made.

Both articles elaborated above entail the same factors that influence buying behavior. Al-Jeshi et. al.
(2012) specifically explain the different stages of the process and what happens in which state whereas
Webster and Wind (1972) focus more on the influences itself and adds the social factor to it. Webster
and Wind clearly indicate how the process is narrowed done to individuals eventually. Both sources
state detailed influence factors and use a similar approach which is why the student mixes both for the

operationalization (appendix 6.3.2), considering the environmental influence as the main one.

With regards to the decision making process, McDaniel, Lamb and Hair (2012) elaborate on the
different steps as follows: need recognition is “an imbalance between actual and desired state” which is
recognized by either and internal or external stimulus. The authors state that advertising and sales
promotions often provide the stimulus because it makes buyers recognize a need (they sometimes did
not know existed). The second step of information search can also be internal or external; internal
search for information means bringing back information stored in the memory, such as previous
experiences or sights. External information search “seeks information in the outside environment”
which can be marketing controlled or non-marketing controlled (such as personal experience).
Afterwards, an evaluation of alternatives and the purchase takes place. This includes setting up criteria
on which decisions are based, such as price, features, value or importance. Hence potential buyers are
“examining alternative advantages and disadvantages along important product attributes” before the
purchase takes place. The final step of the chain is post-purchase behavior; this sub-process consists
of either satisfaction by the buyer, or so-called “cognitive dissonance”. The latter is a tension felt by
the buyer when a product or service does not turn out as expected. In order to make the buyer

satisfied after all, the marketer needs to use effective communication. Post-purchase letters,
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guarantees, superiority advertisements or responses from customer service can reduce cognitive

dissonance.

Another relevant model to unravel the buying process is figure 6.3.4. (appendix) by J. Rajeck (2017).
The author emphasizes the importance of understanding the customer journey (which in this case are
business buyers). His model consists of six steps including awareness, interest, consideration,
purchase, retention and advocacy. A company must know in which phase of the journey they are and
which tools play an important role. This is a helpful model to find out what can influence buyers in

which stage and how decision making is related to the customer journey.

When looking at the specific steps of decision making and buying behavior, it can be said that
McDaniel et. al. and Riley both elaborate on the same steps that are taken during the process. This is
why the student will focus on the steps of need recognition, search for information, evaluation of
alternatives, purchase and post-purchase behavior. Riley describes the steps in more detail which can
be compared with Rajeck’s model. Rajeck describes a six-step process which differs slightly from the
other author’s models. However, the stage of awareness equals “problem recognition”, the stages of
interest and consideration equals “evaluation of alternatives” and “search for information” while
retention and advocacy could be considered “post-purchase behavior”. Due to the close similarities,

the different mentioned tools will be included in the operationalization (appendix 6.3.3).

Product life cycle

As shortly addressed above, the goal of promotion depends on where a product or service is situated
within the product life cycle. QuickMBA (2010) explains the different stages of the cycle with regards to
promotions. In the introduction phase, raising awareness is key and businesses intend to educate
potential buyers about their product/service. In the growth stage “the firm seeks to build brand
preference and increase market share” and promotions can be targeted to a larger audience in order to
grow. As also mentioned by Lamb and Hair (2010), promotion should persuade in this stage. It is
followed by the maturity stage which focusses on product differentiation and according to Lamb and
Hair should “remind” the buyers of the product. The final stage is the decline stage where decisions
need to be made about maintaining, harvesting or discontinuing the product or service. This model
was chosen since it is closely connected to Lamb and Hair’s statements and illustrates which purpose
promotion has in which stage. This is why the student has chosen to operationalize this model in
combination with Lamb and Hair’s statements (appendix 6.3.5). However, as it is already clear that the

company intends to grow and expand, it is not used as a basis for the interviews.

The above concepts and models are closely related to each other. Firstly, one needs to understand
what promotion entails and most importantly what the promotion mix/plan consists of and how these
are connected. This core concept is the basis of the project and will be the revised product outcome in
the advisory part. It is crucial to understand the various components before a company decides how to
mix and make use of it. Context is needed in order to understand the “surroundings” of doing
promotion. The student needs to understand what business buying behavior entails and what the
different steps of the process are. Once a company understands this behavior, they can find out where
to interfere and what is important to consider. Especially the mentioned influences need to be kept in

mind. The model of customer journey gives relevant context into where a company stands and what
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tools can be used and the product life cycle illustrates clearly what exactly the goal of the promotion

should be which a company should work towards to.

2.2 Research method

The overview of the research questions that will be answered can be found on page 11.

These questions were established with the research objective to gain deep insight into the
requirements and needs of the French market, specifically with regards to promotion. The relevant
concepts were defined and elaborated in the theoretical framework. Moreover, it is helpful to
understand what Hotels & More is currently doing in terms of promotion and communication with the
French source market. When these questions are answered by answering the research question 2, a
starting point is given and the second part of the research can be based on the outcome. To shortly
summarize the approach, it can be said that the research of this project will go two-tracked as

elaborated in this chapter, with a conclusion of both outcomes.

2.2.1 Research strategy, data collection method & sampling plan
The chosen research strategy for this project is divided into two. This chapter will explain the two
different research strategies including their data collection method, sampling plan and data analysis
method to ensure a clear picture of the two separately. The reason for choosing two different

strategies will be explained in the sections respectively.

Qualitative research strategy - research question two

The first strategy chosen for this project is qualitative. The reason for choosing this method is that
interviews with experts in the field can give deep insight into the topic in order to improve the end
result. Brotherton (2008) names qualitative research as being the “why” research, thus it is explanatory
rather than descriptive. It is used to retrieve in-depth information about certain opinions, views and
feelings (Verhoeven, 2011). Factual statements can be made through quantitative research while
interviews with experts can highly contribute to the outcome and give more detailed insight and
reasons. As the student also intends to find out about the current situation, French market experts are
being approached. Also deriving from the operationalization, interviews intend to produce results that
give detailed views and perceptions on the topic rather than summarized numeric statements. Kelle
(2006) mentions that “results from qualitative interviews can help to identify unobserved heterogeneity
in quantitative data (...)". Hence even though answers in surveys can vary and the reason is unknown,
experts can explain overall differences or characteristics as they deal with the sample as a whole. The
author also states that “qualitative research can be used to drill deep holes into the field yielding the
information necessary for in-depth explanations”. The initial reason for choosing this strategy is that
interviews offer the opportunity of digging into a topic through follow-up questions and clarifications
whereas surveys are not able to provide that option. This strategy was chosen to answer research
question 2 to assess the current situation and use it as a basis for the survey which can then be more
targeted to the audience.

The chosen data collection method is individual interviews with selected interviewees. These one-to-
one interviews will be recorded (after permission) and transcripted to ensure a valid record. In order to
reach the interviewees, the student will make use of relations within Hotels & More (internal staff
involved with the French market) as well as sister companies. The respondents could be approached

personally within the company or via email or phone. It is important to point out that these interviews
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will be held in English and can take place in person or over the phone or skype since respondents
might be located in different countries.

The sampling plan of this strategy varies from the quantitative sampling plan. Interviews will be held
with experts of the field, such as Hotels & More’s Commercial Director, the French sales manager and
sister companies’ market managers. The student set the criteria of being actively and frequently
involved in the French market business. Thus non-probability sampling is used, the selection of
participants is not random and not all units have the same chance of being selected. Interviews are
held with experts, so the method can be seen as purposive sampling (Verhoeven, 2011) since a certain
criteria is set. The population as a whole is all parties involved in dealing with the French market (e.g.
French sales team or CEO), while the chosen experts represent the sample itself.

After the data has been collected it needs to be analyzed. A transcript of each interview has to be
written down, according to the recordings made. The next step is the coding which consists of two
different kinds: open and axial coding. Firstly, the interviews need to be coded openly which means
various fragments of the interviews need to be summarized. The student will label certain parts
according to what was stated and write down a certain meaning/result/understanding. Open coding is
based on what conclusions the student draws from the interviewee’s statement. The different topics
are categorized. Afterwards, axial coding is executed; based on the previous open coding, the student
now establishes relationships among those codes. By taking into account different open codes,
conclusions can be drawn by setting up axial codes. After executing these two codings, the data is
analyzed and specific conclusions can be made as illustrated in the code tree. These outcomes will
serve as the basis for the survey sent out to clients. The reason for this is that this approach can help
create more detailed survey questions rather than starting from scratch without basic information. A
positive consequence is a more specific outcome and answer to the main research question. Moreover,
these results can be compared to the results of the quantitative research which can bring up

differences as well as support each other.

Quantitative research strategy - research question one

Quantitative research is used to describe a “factual picture” (Brotherton, 2008), for example for
statistics. It is also referred to as being descriptive rather than explaining. In this case, this strategy
was chosen as a lot of data is needed during the field research. This specific strategy will be used for
the field research conducted with the French market, namely Hotels & More’s clients themselves.
Originally, the student intended to execute qualitative research only. However, language would be a
barrier and there would be no possibility to go in-depth, ask follow-up questions aimed at finding out
more details about the subject. Hence this strategy is used to get a rather broad picture of the market
and their requirements with regards to promotion. According to Kelle (2006), “quantitative methods
can give an overview about the domain under study and can describe its heterogeneity on a macro-
level whereas qualitative methods can be used to gain access to local knowledge of the field (...)". The
author states that quantitative research is based on facts and can explain what a certain population
thinks whereas qualitative research rather explains the why by going into depth.

The chosen data collection method for this strategy will be a survey based on the outcome of the
expert interviews. Verhoeven (2011) mentions that this is “the most frequently used method for
measuring the opinions, views, attitudes and knowledge of a large group (...)". In this case, as much
data as possible needs to be collected and the French market’s attitudes and opinions should be

analyzed. As mentioned by Commercial Director Vera Lett (2018), French clients tend to expect
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documents in French and the survey therefore needs to be translated beforehand. The student will
have access to contacts and can send out the surveys, e.g. through Qualtrics provided by Saxion.
Alternatively, it is possible to reach out to the market by email, either private or Hotels & More (also by
means of a newsletter). It is possible that follow-up or clarification is needed for clients to fill out the
survey correctly, therefore the student or supporting French speakers should be available at all times.
The student will make use of all client data there is available in order to be able to reach a larger
number. In this case, the student has access to approximately 700 businesses overall. This is one of
the biggest advantages of this method: a large number of respondents can be reached in little time.

Furthermore, there are no travel costs or other financial implications.

The sampling plan includes French travel agencies and coach operators as a whole which resembles the
population. The entire French market can generally be the population of this research, whereas the
student solely focuses on Hotels & More’s active clients. Thus these selected clients are the sample for
this project. The student keeps the number of approachable clients unlimited as this contributes to the
validity of the outcome - the more responses the more generalizable is the result (Verhoeven, 2011).
According to Brotherton (2008), the sample should reflect the population’s characteristics. All parties
of the sample have the same chance of being selected for the research. Sampling can be probable and
non-probable. In this case probability sampling is used (simple random sampling). A certain sampling
frame (database of clients) is available. All of these clients generally have the same chance of being
selected (Verhoeven, 2011). The only criteria that could be applied is the frequency of contact the
client has with Hotels & More (involvement in the business). This would contribute to the chance of fast
responses but would also limit the potential amount of responses overall. Therefore, the student
chooses to keep it unlimited. The chosen data analysis method is the report tool of Saxion Qualtrics as
this gives clear overviews over the results. The student choose not to use the SPSS system as a
comparison of two variables is not applicable. The reports that Qualtrics exports include helpful graphs
and statements in percentages which is suitable to state outcomes for this project. Another advantage

of the system is time and cost efficiency.

Summary of both strategies

Initially, the student has considered qualitative research only due to the detailed insight that can be
retrieved. However, as mentioned above, due to the language barrier the intended insight cannot be
provided. After consulting with examiners, the student decided to use both strategies combined to
reach the intended outcome. The expert interviews can give relevant information about the current
situation and already present point of views about characteristics or bottlenecks. With the help of
follow-up questions, the insight gained can be very detailed. The results of the coding will then be
used to set up the surveys, as directed to the market as possible and based on the operationlizations.
This will contribute to an outcome that is more specific and very much directed to the main research
qguestion and sub-questions (RQ 1). Due to the language barrier, surveys will need to be translated.
The combination of these two research strategies offers a more valid outcome directed to the research
qguestions as the surveys are not established “from scratch” but based on the current situation and
existing opinions. Furthermore as shortly mentioned before, results of both strategies can be
compared and differences and similarities can be spotted. As these two researches do not take place at
the same time, it can become time consuming. Therefore, the student needs to manage time

efficiently. The interview guide based on the operationalizations can be found in appendix 6.6.
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2.3 Research

A transcript of all five interviews (6.7) can be found in the appendix. The interviews have been given
numbers to ensure a clear overview over what has been found in which interview. The code tree (6.8.)
is similar to the set-up of the interview guide as this was established based on the operationalization
of the promotional mix dealing with the different components. The survey can be found in appendix
6.9. After the survey was translated into French, it was sent out to around 700 French-speaking clients
via Word mailing to be able to send it via the student’s Hotels & More email address. The survey
system used was Saxion Qualtrics which is a flexible and easy tool to use. The student set herself a
time frame of one week for respondents to answer after which 55 respondents (ca. 8%) had filled out
the survey. The report by Saxion Qualtrics can be found in appendix 6.10. The following section deals
with the discussion/findings of both researches and an overall conclusion of the results including

answers to the research questions as well as the discussion of validity and reliability.

2.3.1 Discussion of qualitative results

The information that was collected during the interviews was divided into the following topics/codes:
purchased products, advertising, destination knowledge, personal selling, buying behavior, influencing
factors, other charateristics and bottlenecks. These aspects will be discussed in this paragraph.

Purchased products

With regards to the products French clients are interested in, it becomes obvious that food is a key
component that is important and needs focus during their tours. Marie Laure, Vera, Melody and Marie
B. agreed on the high importance of good food during the travels and that clients expect a certain
standard (4.42-43: “Yeah, food is very important. So basically all the programmes, | mean for the
guaranteed departures, all the programmes are basically on full board.”, 3.49: “The only thing they
could complain of is the food. Very important.”). Melody added to this that often times, the French are
not properly informed about the British food standard and therefore disappointed. Melody stated that
contracts should include a note about the food in order to prevent misunderstanding with regards to
catering. Marie Laure pointed out that French like to take their time for food and that it is more
important to seniors what kind of food they are provided with than for workers. This leads to the
differentiation between seniors and workers and what kind of products they buy. Location appears to
be more relevant to workers than to seniors as they want to undertake more activities with easy
accessibility. Marie B. also stated that the younger people tend to have more activities. Marie Laure
mentioned that seniors tend to have less activities, hence the higher importance of a good hotel. Vera,
Melody and Anais agreed on London being the most popular destination for the French. It is seen as
easily accessible and suitable for shorter trips which are the most common (2.79: “(...) when you speak
to someone about England, the first thing that comes up is London”, 5.236: “(...) Frenchies love
London, they love it (...)", 5.242: “That’s the main thing, like the main destination they think about
when we talk about Great Britain, definitely.”). Activities such as Madame Tussaud’s or Harry Potter
tours - fun activities - are popular and considered exciting, just like London itself. Due to the location,
Canterbury is quite popular as well while other cities in the UK, such as Liverpool are less sold. Anais
stated that Liverpool is known for the Beatles, but a less popular destination. She pointed out that end-
clients often have “not heard about a destination” (5.253) which is why they will not be interested in
anything else other than the known. While Anais mentioned Ireland as being less popular, Marie B.

pointed out that the Connemara region is very popular due to a song well-known in France, and that
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Dublin is mostly part of any tour despite its high prices. Furthermore, Marie Laure stated that the
products clients are interested in vary between travel agencies and coach operators: travel agencies
want to buy what’s new, follow newest trends and provide exciting and original tours while coach

operators rather stick to traditional tours.

Advertising

This component of the promotional mix shows that French people are watching the news very
frequently and receptive to what is shown on TV. Marie Laure, Vera and Melody strongly agree on this
impression. Marie B. added that people discuss a lot about what is shown on TV.

(3.230: “TV has always been a big thing. | think it’s like a routine (...)", 4.133-134: “(...) something like
seven or eight in the evening most of the time people are in front of the TV.”)

Moreover, it became obvious that print material is generally very relevant in France. Melody addressed
the popularity of “People Magazines” (3.224) in France and how famous the Royal Family is. She stated
that French people are very much into what is happening with the Royals (3.209-210: “And you will
always see the Royal Family in these magazines. And | think they’re quite interested by it, fascinated in
a way (...)"). Also regarding print material, Anais said that the printed brochure is very helpful to
present the company and their products. Clients prefer to have a physical brochure over an online one.
Connected to this, Vera stated that it is important to have something in print (2.58-59: “We feel that
it’s important for market to have something print”).

With regards to newsletters and social media, Marie Laure mentioned that clients gave the feedback
that newsletters should not be sent out too often, clients do not want to be pushed. Marie Laure also
provided a newsletter of a travel magazine in which Hotels & More was mentioned, showing social
media activity. According to both Anais and Marie B. social media is currently less popular, but
generally increasing which is why (Anais) it should be pushed and mentioned more frequently.
Regarding advertising, Marie B. explained that Tourism Ireland has an outsourced office based in
France which is actively promoting the destination on TV, adverts in subways and communicate well
about recent developments. Anais mentioned “Les pages jaunes” (equivalent to yellow pages) as the

initial starting point for looking for potential partners where adverts are also shown.

Destination knowledge

As shortly stated above, Marie Laure indicated that there is a difference between travel agencies and
coach operators. While she sees travel agencies as knowledgeable about destinations, coach operators
often lack this knowledge as they are no destination experts. With regards to lacking information, Vera
stated that the UK is mainly connected to London, hence other destinations need to be brought closer.
Anais also agreed that it is necessary to inform about other destinations and convince agencies to sell
those. Referring to the first aspect of the discussion, most interviewees agreed on the lack of
knowledge about food. According to Anais, a few clients do have questions about a certain destination
due to lacking knowledge and she indicated she is providing help where she can as Hotels & More is a

destination expert. She added that she had a few requests for presentations in the past.

Personal selling
All interviewees agreed on meetings and personal visits being the most important aspect. In order to

build good and stable relationships, frequent contact is needed as mentioned by Vera. According to

her, good relationships can result in increased bookings, so contact at least 1-2 times a month is
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crucial (2.108). Also Marie Laure outlined her experience with clients saying they never worked with
certain companies if they have never met them and she mentioned that clients need a French contact
person to turn to and to have a stable partnership with. As retrieved from Marie B., Irish Welcome
Tours intends to go to France for a sales trip at least once a month, to visit potential clients as well has
historical clients to check in. Agreeing with this, Anais usually goes on sales trips for a full week once a
month which she considers as crucial and basis of any potential business. With regards to trade shows,
Marie Laure, Vera and Anais agreed on the importance on being there and showing face. Top Resa was
mentioned by all as the most relevant trade fair which is four days yearly in September and located in
Paris (5.107: “We think that Top Resa is the main one and we have to be there (...)", 2.97-98: “I think
it’s important to be there. But | mean there is only one, | mean for us which is really relevant in France,
which is Top Resa (...)"). French clients usually do not book appointments but will rather stop by
spontaneously, according to all three interviewees. Moreover, presentations held by Hotels & More staff
are not done at the moment but Anais indicated that support for bigger clients when presenting to
associations could be considered. As shortly mentioned before, clients approached her previously
about presentations to sell better. As for the way and frequency of communication, Marie Laure said
that phone calls are preferred as they are quicker and easier while it should be kept in mind not to be

too “pushy” and chasing.

Buying behavior

Overall, high price sensitivity and competitiveness was mentioned by almost all interviewees. They
agreed on being very price sensitive while wanting good quality (1.306: “rates are very important,
definitely”, 3.179: “They want to pay less and have better quality to be honest with you. It’s hard.”,
3.182-183: %...) price sensitive. (...) It's tough sometimes”, 5.185: “They’re really price sensitive.”).
Anais mentioned the low margin since French people tend to buy cheap products. It was mentioned
that they would even choose cheaper incomings over longer partnerships when it comes to prices.
Furthermore, the time of booking was uniform in statements of all interviewees. French clients tend to
book late, sometimes last minute which - according to her - could be connected to pricing or risks
(related to political happenings). As for Ireland - according to Marie B. - the French provide more
budget than Germans and Spanish and also at IWT, last minute bookings are quite common, especially
due to advertisement online or on social media. The price sensitivity was stated to be closely
connected to the high competitiveness: as indicated by Marie Laure, French clients are sensitive
towards the issue of working with competitors. Hence some clients might not collaborate due to
partnerships with competitors (1.217: “If you are working with their competitors, they are not working

with you.”).

Influencing factors

The two main issues addressed during the interviews are politics and media. All Hotels & More
interviewees named the example of the French president encouraging French people not to travel due
to political happenings. It turned out to have a huge influence on the people and as a consequence on
bookings. Marie Laure emphasized that people are (generalizing) believing anything the government
states and what is shown on the media. Closely relating to this, another factors largely influencing the
travel behavior is the media. All interviewees considered the French to be very receptive to what is
shown on TV and in newspapers. The media is pushing a lot of negative events while they are shown

more factual in other countries. Melody, Marie B. and Marie Laure all mentioned the news most people
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watch and talk about (1.464: “(...) the French media are very, very bad, really, to be frank”, 3.129: “The
press has an immense, big, big influence.”).

Other influence factors as named by Vera could be the weather or general stereotypes, while Marie B.
said the French generally have quite a positive stereotype of Ireland due to safety and the easy

accessibility.

2.3.2 Discussion of quantitative results
The survey was divided into various aspects based on the outcome of the interviews. The different
sections were general information, products and destination, communication, media and comments

which will be discussed in this section. Please note: percentages are rounded up and off.

General information

As seen in the report by Qualtrics, the main location of respondents is South of France, closely
followed by the region around Paris as well as Eastern France. Most (57%) of all respondents are travel
agencies, 10% coach operators and 33% stated “other”, such as MICE agencies, tour operators,
associations and autocaristes which are coach operators. With regards to their end-clients, it became
obvious that workers and seniors are equal, both reaching 37%. When looking at indications at “other”,

many named scholars as the clients they handle.

Products and destination

Regarding products and destinations they sell, multiple answers were possible. Ireland reached 31%
closely followed by only London (27%). Scotland followed with 19%, England with 18% and Wales with
5%. It is important to note that London was given as an “only” option, so 27% of all clients sell London
only. Many respondents indicated example spots they sell and it became clear that in all countries,
bigger cities are sold. For England, Oxford, Bath, London and Brighton were named. For Ireland, only
Dublin, Galway and round tours with no specifications were named while for Scotland they indicated
Edinburgh, Highlands and round tours. Wales was specified into Cardiff, the capital, as well.

Next, the student looked into the duration of usually sold tours. The usual duration turned out to be
2-4 days (49%) and 5-8 days (39%) while 1 day (6%) and 8 or more days (6%) are less common.
Concerning the kind of tours clients mainly sell, it was found out that city trips (33%) and round tours
(31%) are the most common. Cultural tours followed with 19%, historical tours with 7%, active tours
with 5% and culinary tours with 3%. Respondents named others such as workshops/sports events.

In the statement section it was found out that most clients find good food very important (63% strongly
agree and 24% somewhat agree). Moreover, the importance of including general sightseeing activies
was agreed on with 55%. Including fun activities in the tours turned out to be seen as neutral. Clients
strongly agree (43%) that a central location of the hotel is crucial and it became clear that a good
quality of the hotel is important as well (51% somewhat agree, 40% strongly agree).

Regarding destination knowledge, the statistic states that 67% of clients gave themselves a score of 1-
6, 31% 7-8 and 2% 9-10. Détracteur indicates a score of less than 6, passif means 7-8 and promoteur
9-10, according to Taylor (2017). As for the question whether clients would like to know more about
the UK and Ireland, the majority (71%) said yes, 25% maybe and 4% declined. Furthermore, clients
agreed on wanting to learn more about other attractions and spots in the UK and Ireland (67% yes, 22%

maybe, 12% no).
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Communication

The following elaborations are partly supported by visuals to ensure a clear overview.

Concerning the communication, it was found out that 51% somewhat agree and 22% strongly agree on
the important of meeting their business partner in person. Also, it became obvious that 51% find it
somewhat important to be present at trade shows, while 18% strongly agree to this. When it comes to
preferring phone contact over email contact, most clients (31%) were neutral and 28% somewhat
disagreed and 20% strongly disagreed. A similar pattern was found in the statement of wanting to be
reminded/contacted at least once a month: 39% somewhat disagreed, 25% strongly disagreed and 24%

were neutral.

Strongly agree B [mportant to be
present at trade

Somewhat agree shows

Neutral Important to meet in
person
Somewhat...
m Contact once a
Strongly disagree month

Meeting business partners seems to be varying quite a lot: to 24% it is not important at all, 27% would
like to meet 4-5 per year and 4% twice a month or every two months. The majority of clients
responded with other, such as: once a year - indicated by almost all of them, twice per year and only
when necessary. Personal contact should only happen when necessary as voted for by 76% while 12%
voted for once a month, 8% for every few weeks, 2% daily and one respondent indicated “via mail about

events and destination”.

Frequency of meetings

Other (mostly once a...
Twice a month
Monthly

Every two months B Amount

About 4-5 times per...

Not important at all

0 10 20 30 40 50

55% of all agreed on the interest in Hotels & More holding presentations about the destination and/or
products for clients and end-clients. As for this question, 39% said maybe and 6% denied. Concerning
newsletters that are sent out, it became obvious that interesting facts about the destination (23%) and
original, exciting tours (20%) are the most attractive to be included. Informative content (14%),

traditional tours (12%) and business/personal news as well as attractive design (9%) followed the lead.
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Updates on political events (5%) and interactive tools (6%) turned out to be less crucial for clients. One

other was named (“name of the hotel”).

When looking at the result of the statements, it is visible that 43% somewhat agree on the brochure
being helpful while 37% are neutral. Moreover, 65% are neutral with regards to interesting content and
relevance of the newsletter, whereas 33% somewhat agree that it is the case. 40% somewhat agree that
they would like to receive the newsletter every two weeks or less while 28% are neutral with regards to
this. 61% of respondents are regular travel magazines readers, but most of them (36%) stay neutral
with regards to print being more important than online presence. Also, most respondents (45%) stay
neutral about their online presence on social media or online magazines while 27% somewhat agree
that it is important. 43% somewhat agree that TV advertisements influence them or their clients in
buying products and/or looking into new trends and ideas. 29% stated to be neutral while 16% strongly
agreed on this. Public posters seem to be relevant for clients as 47% somewhat agreed on the influence
they can have and 10% strongly agreed, whereas 29% were neutral. As for merchandise, such as

calendars and pens, 41% were neutral, 29% somewhat agreed and 12% strongly agreed.

Like to receive
Strongly agree small articles
Somewhat agree ' Public adverts
| influence
Neutral
Somewhat TV influences
disagree
Strongly disagree Present online
0 20 40 60 go ™ FPrintmore
important than

Media

The majority (41%) of french-speaking clients somewhat agree on being informed about political
happenings in the UK and Ireland while 25% stay neutral and there is almost an equality between
strongly agreeing clients (16%) and somewhat disagreeing clients (14%). In case of negative events, 45%
strongly agree and 31% somewhat agree that they can contact the incoming agency and learn more
about the situation. With regards to the influence of media in their country, it became visible that 57%
strongly agreed and 33% somewhat agreed on this while 4% were neutral and 4% disagreed. 41%
strongly agree and 37% somewhat agree that stereotypes play an important role in the country,
whereas 8% somewhat disagreed and 2% strongly disagreed.

Comments

A comment and remark section was included to be able to receive any feedback that comes up for the
respondents. As stated in the report, this included the following comments: interesting photos about
the destination and include information about with public transport, include more original tours
(already know the classic activities and sights, but would like to know more about niche), a specific
section or information about events in the UK and Ireland, restaurants were “old-school” and not

central which should be improved especially for senior clients who go on cultural tours.
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2.3.3 Conclusion

This paragraph includes a conclusion where research question 1 and 2 including the sub-questions will
be answered. The results stem from both research strategies combined. This way results can be more
specific and findings can be compared.

Firstly, the research question “What is the current situation at Hotels & More currently in terms of

promotion for the French market?” will be answered, for the sub-questions respectively.

What is done regarding the components of the promotional mix and what is relevant for the French?
During the qualitative research, it became clear that print material is a necessary component in terms
of promoting the companies’ services and products in the French market. Hotels & More is producing a
printed brochure which is preferred over the online version. Closely relating to this, it became obvious
that magazines are largely in use in France and clients could be approached via this channel as well.
Also during the quantitative research, it was found out that French people are interested in reading
magazines. The majority (61%) read travel magazines regularly which can be crucial for print
advertisement. Hence the brochure that is being produced at Hotels & More is also relevant for the
French, or print ads in general. This was also emphasized in the survey result with 43% somewhat
agreeing to this.

In addition, another strong point is TV advertisement. From desk research, the student found out that
for the German market, Hotels & More is collaborating with broadcasters who promote Hotels & More’s
services and products. According to the interviewees, French people seem to be very receptive to what
is shown on TV and are frequent and active TV watchers. This outcome can also be found in the
interviews: 43% agreed somewhat and 16% strongly agreed to being influenced by TV advertisement. A
less popular component at the moment is social media and general online activity of the French
market, such as newsletters or online presence. During qualitative research, it was found out that not a
large number of clients are represented and active online. As seen in the survey report, French clients
stay quite neutral with regards to social media while 27% somewhat agree to the importance.
Therefore, social media has less relevance for the French at the moment. However, social media is
generally increasing and the need to be more active was mentioned in the interviews.

With regards to newsletters, interviewees named the fact that it should not be sent out too often and
generally not be pushed too much. This was also found during quantitative research: 40% somewhat
agreed that they would like to receive the Hotels & More newsletter every two weeks or less. From the
student’s own experience, it was found out that newsletter used to be sent out weekly. After feedback
from clients, it was reduced which is supported by the research.

Another important factor with regards to advertising are tourism boards. During the interviews, it
turned out they appear to be suitable for appropriate communication and active advertisements in
public for a certain destination. At the moment, Hotels & More collaborates with VisitBritain, the British
Tourist Board, promoting the destination, but is not involved in working with partners based in France.
With regards to personal selling and direct marketing, the most important aspect mentioned by the
interviewees were meetings in person and sales trips. These visits seem to be crucial and serve as the
basis for a stable relationship. The survey showed that most respondents think meetings should only
take place when necessary or once a year, as mentioned by most. Frequent contact (1-2 times a
month) and meetings in person are necessary to establish good partnerships and thus increase

bookings potentially, as mentioned in the interviews. It was mentioned a few times that not only
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potential businesses should be visited, but also long-term clients. As a slight contrast, quantitative
research showed that they only want to be contacted when necessary (39% somewhat agreed, 25%
strongly agreed). Both research methods showed that French clients are in need of a French contact
person they can always refer to.

Furthermore, trade shows appear to be one-sided as Top Resa in Paris is the only relevant trade show
for Hotels & More which is attended yearly. Clients do not usually book appointments in advance but
stop by and like to have small talk, or business talk with attendants. The interviewees agreed on the
importance of being present at this trade show. Quantitative results support this: more than half of all
clients find it important (51%) and 18% very important to be at trade shows. As for presentations held
for clients or end-clients, they are not done at the moment, but some clients seem to show interest in
such presentations about the products and services they consider to buy from Hotels & More. Not only
interviewees pointed out the interest, but the results of the survey indicated that the majority (55%) of

respondents would be interested in Hotels & More holding presentations to sell products.

What are typical buying and culture characteristics of the French?

As retrieved from the interviews, it can be concluded that French clients put a lot of emphasis on good
food during their tours. They expect a certain standard and need to be properly informed beforehand.
The survey supports this: most clients find good food very important (63% strongly agree and 24%
somewhat agree).

Moreover, London is seen as the most popular and most known destination for the French, closely
connected to the easy accessibility and the news about the Royal Family. Canterbury is also booked,
while most other cities or destinations in the UK are lesser known and therefore often times not
considered by clients nor end-clients. Connected to this, the survey revealed that on/y London (27%) is
among the top three destinations sold. Unlike seen in the interviews, it was found out that Ireland
(31%) is generally a popular destination for French partners. The interviews revealed that Connemara is
very popular and Dublin is usually part of every tour. City trips to London, Dublin and Edinburgh were
mentioned in both researches. Activities and location of hotels vary depending on whether the travelers
are seniors or workers. Trips are generally short, often city trips are booked while longer round tours
are less popular, as mentioned in the interviews. However, the survey showed that next to 2-4 day
tours, 5-8 day tours are also popular, while shorter and longer trips are less common.

As for the products, interviewees stated that travel agencies want to follow new and exciting trends
and offer original tours while coach operators rather stay traditional and simple which was said to be
connected to their level of destination knowledge. Results about classical sight seeing stayed rather
one-sided. Also the location and high food quality turned out to be important which does not indicate
a major difference among clients. As for destination knowledge, the majority (67%) scored little
knowledge which does not support the knowledge provided by travel agencies, as mentioned during
the interviews, where it was said that agencies often know a lot about the destination they offer while
coach operators sometimes lack knowledge. However, 71% indicated that they would like to know
more about the UK and Ireland and 67% said they want to learn more about other attractions and spots
in the UK and Ireland.

Also it can be concluded that French clients are very sensitive to price and competition. All interviewees
agreed on the high price sensitivity with low margin while requesting higher quality which can be a
challenge. Clients tend to also react on working with competition which for them can be a reason not

to collaborate. Due to sensitivity, this was not addressed in the survey.
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In addition, they generally book late, at times last-minute. Almost all interviewees agreed on often
last-minute bookings or generally bookings for close dates. Especially compared to other markets such
as Germany, their booking point in time is late and can therefore become a challenge for the sales and
contracting team.

As found out during the interviews, media is an influencing factor for the French. They seem to be very
receptive to what is shown in the media and rely on the government and public statements (political
influence). The media seems to be pushing negative events rather than presenting it neutrally as
mentioned by multiple interviewees. The results of the survey support the outcome of the interviews:
57% strongly agreed and 33% somewhat agreed on the big influence the media has on people in
France. Additionally, stereotypes turned out to play an important role in the country as well (41%
strongly agree, 37% somewhat agree) which was also mentioned during qualitative research multiple

times.

What are current bottlenecks with regards to promotion and communication?

Bottlenecks can be found in the aspects that the intervieews spoke about, such as the influence of the
media, lacking destination knowledge, sensitive pricing and ineffective relationship building. The
importance of personal interaction was stressed by multiple interviewees. Lacking destination
knowledge as well as media influence also became obivous during quantitative research. However, the
bottleneck of personal interaction turned out to be less of a problem: French clients put less
importance and relevance on this issue. It can be concluded that some bottlenecks can rather be seen
as “not taken opportunities”, such as TV ads, printed material and presentations, as found out through

the survey.

The next section deals with the specific research question 1. The research question for this research
strategy was “What are the requirements of the French market regarding promotion?” which will be
answered for the main sub-questions. Please note that many of these statements were included in the

above conclusion of research question 2.

1.1 How do French travel companies want to communicate?
As retrieved from the surveys as well as the interviews, it can be stated that personal meetings, hence
face-to-face communication is crucial for French clients. However, as mentioned above, most clients
prefer to meet only when necessary or once a year. Another aspect is that most respondents prefer
email over telephone communication.
After conducting the research, direct marketing turned out to be quite relevant. It was found out
during both researches that the majority of clients would be interested in presentations held by Hotels
& More. Moreover, as seen in the survey results, direct calling seems to be less of an option for French
clients. Interviews and survey both showed that chasing should not be done and that contact should
only take place when necessary. The same outcome was found for meetings in person: once a year or
only when necessary reached the highest score by clients. Furthermore, as retrieved during the
interviews, the brochure of Hotels & More is a helpful tool to show products and services. This was also
emphasized in the survey result with 43% somewhat agreeing to this.
As stated above, the most wanted personal contact frequency between clients and Hotels & More is

only when necessary. However, 12% voted for once month and 2% for daily. As retrieved from the
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interviews, French clients do not like to be chased which can be seen in the surveys as well: A quarter
disagreed and 39% somewhat disagreed to wanting to be reminded at least once a month. Thus it can
be concluded that contact should only take place to a reasonable extent.

As elaborated above, trade shows are seen to be very relevant, as indicated by Hotels & More
interviewees and French clients themselves. Appointments are less popular, but attendance is
important: 18% of clients strongly agreed to this and 51% find it somewhat important to be present.
Hence it can be concluded that attendance at trade shows is very relevant and should be continued in

the future.

1.2 What are French travel companies attracted to?
Retrievable from the survey results, it can be said that interesting facts and original, exciting tours sent
in newsletters are most suitable content for French clients. Information, business news, attractive
design with images and traditional tours were also named to be relevant, however quite behind the
first two factors. Another important factor to take into account are magazines. In the interviews, it was
already found out that French clients (and citizens) are interested in reading magazines. Quantitative
research confirms this finding with a majority indicating to read travel magazines regularly. As for TV
advertisement, 43% agreed somewhat and 16% strongly to being influenced by it. The qualitative
research also had the outcome of TV being a central part of French people’s lives. Moreover, public
adverts such as posters tend to be quite relevant for French clients and end-clients. It is important to
point out that the online activity in general is less relevant: 45% stayed neutral whereas 27% somewhat
agreed that it is important. During the interviews, it became clear that for instance sending out
newsletters should not take place too often. Clients indicated that receiving newsletters every week is
too frequent. The outcome of the survey supports this statement asmost somewhat agreed that they
would like to receive the newsletter every two weeks or less. This is important to keep in mind and
closely connected to the general contact frequency.
Sales promotions create a reward, rather than a reason to buy a certain product/service. For this
project, sales promotions as such are less relevant and were not addressed during the interviews and
the survey. However, this could be related to the general price sensivity that was mentioned during the
interviews. Certain rewards or short-term incentives would be initiated by the sales team and would
only be communicated via marketing.
During the interviews, it was found out that general destination knowledge is lacking, for instance with
regards to food standards. The survey results show that 67% of French clients stated to lack knowledge
about the destination UK and Ireland and only 2% consider themselves experts. This shows that there is
room for improvement which the respondents also agreed on themselves: the majority (71%) said they
would like to know more about the destination and other attractions and spots as well (67%). Hence it
can be stated that destination knowledge plays an important role and needs to be paid attention to as

shown in the outcomes of both research methods.

1.3 What is the buying behavior of the French market?
The general (average) time of booking is rather late as retrieved from the interviews. Almost all
interviewees agreed on often last-minute bookings or generally bookings for close dates.
As elaborated in the section “What are typical buying and culture characteristics of the French?’, city
trips and rather short than long tours are the most popular for the French. The survey report shows
that Ireland (31%) is among London (27%) the key destination that is sold. It is important to point out
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that 27% sell on/y London and no other city or region in the UK and Ireland. Ireland and London are
followed by Scotland and England with almost an equal percentage. 33% mainly sell city trips and 31%
round tours. Cultural tours (19%) followed with historical tours, active tours and culinary tours being
less common. In addition, seeing the general (classic) sights was found to be crucial while a central
location and good quality of the accommodation plays a very important role as well. These latter
aspects were distinguished during the interviews: interviewees mentioned a difference between seniors
and workers which was not dinstinguished in the survey. However, the outcome was clear and there
was no indication for a distinction.

As already filtered out during the qualitative research already, the media influences French people to a
large extent. Especially the news have an influence on the thoughts and opinions of the French.
Supporting this, the survey showed that 57% of clients strongly agree and 33% somewhat agree on the
big influence media has on people in France. Additionally, stereotypes turned out to play an important
role in the country as well (41% strongly agree, 37% somewhat agree). With regards to political
developments in the UK and Ireland, the majority of clients somewhat agreed on being informed about
it while 25% stay neutral. However, it can be seen that the percentage of somewhat disagreeing and
strongly agreeing respondents is almost the same. Hence there is quite a lot of variation among the
knowledge about developments. It can be concluded that the media as well as the image of a country
can have a big impact on clients and their end-clients, so French travel in general which needs to be
kept in mind. The survey also showed that most of the clients believe they have a helpful contact

person at Hotels & More to inform them about negative happenings and news.

2.3.4 Discussion of validity and reliability

This chapter deals with the discussion of construct validity, internal validity, external validity and
reliability to examine the quality of both research methods.

Wainer and Braun (1998) describe construct validity as the assessment of the measurement procedure.
They state that the construct is the concept or hypothesis. In this case, construct validity can be
considered high. This is due to the reason that the construct of both researches were entirely based on
the operationalizations that were established. These operationalizations were the outcome of the
concepts unravelled in the theoretical framework. Using relevant literature and models increase
construct validity and it could be made sure that the outcome of the research is relevant for the
concept.

Furthermore, internal validity is assessed to find out whether the answer is the answer to the initially
asked research questions. As for the interviews, coding is an indicator for high internal validity since
the codes that were given are similar to the components of the research question. The coding was only
possible after transcribing each interview, hence this also contributed to the internal validity. The
student was able to connect all statements and opinions to the initial research questions. Also, the fact
that recordings were made indicates that a proof is given and the results could be re-examined if
needed. Also for the quantitative research, internal validity can be considered high: firstly because the
research was based on the outcome of the previous research. The research questions were
implemented as sections in the survey which indicates that the research is internally valid. By
implementing these sections, the student was able to answer the questions by analysing the survey
results. Verhoeven (2014) states that a triangulation would make it possible to compare results and
would make a research more valid. Providing different data collection methods can confirm or support

outcomes and thus increase internal validity. The student made us of the triangulation by combining
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two research methods. Many statements and outcomes were confirmed and support each other, while a
few contrasted each other.

External validity shows whether the findings could be applied to a bigger group as well. In this case,
external validity is only assessed as medium for both research methods. The findings could be
generalized and applied to travel agencies or coach operators in general. However, as the findings
include statements about cultural and political influences, results would probably vary a lot from other
source markets, such as the Netherlands or Germany. The recommendations the student will make
based on the outcome would not be suitable for other inbound tour operators. This is due to the fact
that structure, activities and goals vary among businesses, therefore external validity is only limited.
Moreover, as for the quantitative research, only 8% of all potential respondents filled out the survey
which means that results could be varying if more respondents would have answered. As a summary, it
can be said that generalization for the population can be done whereas “further out” would not be
suitable, hence external validity is provided to a medium extent.

Lastly, high reliability indicates that the outcome would be the same if the research would be repeated.
Verhoeven (2014) states that perceptions “may change over time” and lead to decreased reliability
when circumstances change. However, if the student would approach the same respondents in the
same circumstances and asking the same questions, the outcome of the qualitative research would
most probably be the same. The interviewees are experts in their field and know the market, therefore
their opinions and statements would most likely be the same. Verhoeven (2014) also mentions that
recordings and transcripts of interviews contribute to the reliability because saving processed data
indicates higher quality. In case of a repeated survey, respondents would most probably give the same
answers. However, on the other hand it must be noted that other developments could influence the
outcome as well, such as political developments or the internet. Also, as shortly mentioned above, the
8% of respondents are only a small part of the entire sample. Therefore, if the research would be
repeated for the entire sample, different respondents might answer which could change the outcomes.
It can be concluded that reliability is rather high for those who filled out the survey but decreases when
looking at the sample as a whole as different businesses might give different input. Another factor that
contributes to the reliability, according to Verhoeven (2014), is the report that was established through

Saxion Qualtrics. Saving this data indicates high quality and increases the reliability of the research.
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3. Advisory part

The objective of the advice has been set in the beginning: To establish a revised promotional plan to

adjust the approach of targeting French clients, increase sales and build long-term partnerships as

mentioned in the vision. The management/advice question that was posed is: “How can Hotels & More

adjust their promotional plan in order to match the requirements and buying behavior of the French

B2B market?”.

3.1 Evaluation of solutions

The solution for Hotels & More is given in form of a promotional plan, consisting of the elements

advertising, public relations, direct marketing/personal selling and sales promotions as established in

the framework. In this section two promotional plan options for Hotels & More are presented in a table

to give an overview. Afterwards, the student will elaborate on the differences between the options, the

choice and the reasoning based on certain criteria.

(Legend: Green = option 1,

= option 2, regular black = in both options)

Component

Activity

Frequency

Content

Comments

Advertising

TV adverts

When applicable

General Hotels & More to raise

awareness, showcase products

Printed brochure 1x/year Presenting company, products
and services, tips
Printed image 1x/year Destination knowledge,

brochure interesting facts and information
about spots and Hotels & More
(TPG)
Newsletter 1-2x/month interesting facts, original tours, Not sending out too far in

trends and developments,
attractive design, catchy images,
short, interesting facts, news
about events in the UK and
Ireland, relevant content about
hotels, exciting activities and

food, news

advance (season-wise),
e.g. send out Christmas
specials in autumn rather

than summer

Printed Travel

magazine adverts

Every 2-3 months

Traditional and original tours,
catchy images, general Hotels &
More adverts, general articles

about the destination

Tourist boards

When applicable

Communicating news and

events, generally Hotels & More

Public posters and

communication

Social media (ENG)

Weekly

Anything relevant and up to date
(tours, events, hotels, food,

business news)

Public relations

Tourist boards

When applicable

Communicating news and

events, generally Hotels & More

Interaction tool/Q&A

Permanently

Live chat on website

Example for Q&A: could
concern issues such as
Brexit or other frequently
asked questions, carefully

answered by directors




Website Permanently News, (internal) developments,

events, press releases

Direct marketing Sales trips/visits 1x/month potential
clients, 1x/year

existing clients

Direct calls When necessary Rather email contact

Trade shows 1x/year Top Resa, advertise
clearly prior, no

appointment bookings

Presentations When necessary, or General or concerning certain
during sales trip tours to be sold

Merchandise, special When applicable To be sent e.g. desk

offers calendars or pens directly
to clients, especially for
anniversaries

Sales promotions | Incentives/loyalty t.b.a. E.g. for anniversaries
schemes

As shown in the table, the main difference between the two options are online and offline promotions.

In this paragraph the different components are elaborated.

e Advertising (option 1 with online focus, option 2 with offline focus):
Advertising is found both offline (option 2) and online (option 1). Due to the fact that TV can have a big
influence on French people, Hotels & More should consider placing ads on TV for either option,
potentially in collaboration with tourism broadcasters, bigger tour operators or tourism boards. This is
already done in the German market (Sonnenklar TV is promoting Hotels & More’s services and products
with the key focus to showcase the destination). Hotels & More should consider collaborating with
French travel channels that would be willing to include Hotels & More in their portfolio.
Option 1 suggests an online E-brochure, accessible for a broader audience while a printed version is
part of option 2. Currently, an online version is used by Hotels & More, and printed versions are
produced as well, showcasing the businesses products and services and tips. In addition, Hotels &
More could produce an image brochure introducing the company and the holding company with all its
brands. This brochure should provide destination knowledge as this turned out to be lacking (67%) in
the French market. Also due to the fact that interesting destination facts are what the French are
interested in, these should be included in the image brochure as well. This brochure can be published
online and offline, depending on the chosen option. An increased advertising should be done for
destinations outside of London including interesting facts that could catch the attention of the market,
something the French can relate to. In case of option 2, it will be printed and sent to clients directly,
potentially in form of a small book or leaflet. Option 1 will publish the brochure on the website.
Both options include the newsletter. It is important to not “chase” clients, hence they should be sent
out 1-2 times a month only. The content should consist of interesting facts, original tours and new
trends and developments. As the booking point in time can be short notice, newsletters do not need to
be sent out much in advance. For example, winter-themed tours can be advertised in autumn rather
than in summer. Sending out such newsletters far in advance can lead to being ignored it as it is not
relevant for the clients yet. It showed that an attractive design is crucial as well, thus catchy images

and short, interesting facts need to be included. Another relevant content could be information about
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events in the UK and Ireland as well as relevant content about hotels, exciting activities and especially
culinary aspects should be highlighted.

It is important to bring other destinations closer as this is lacking, but seems to be in interest of
French clients. Hotels & More should consider placing advertisements in online or printed travel
magazines. The content of these ads should be carefully selected. Not only classical tours and
activities, but rather introducing new destinations that could be of interest should be introduced.
However, not only adverts, but also articles about happenings in the UK and Ireland could catch client’s
attention and lead to interest in the products. Whether focussing on online travel magazines or printed
ones also depends on the chosen option. At the moment, Hotels & More publishes printed and online
adverts for the German market which is often offered in a package.

In cooperation with tourism boards, such as VisitBritain or Tourism Ireland, Hotels & More could place
advertisements in public spaces, such as posters or busses, raising awareness not only for Hotels &
More, but for the Green Isles in general (as this is in interest of the tourist boards). Hotels & More
already has an ongoing commercial partnership with VisitBritain; the tourist board has an office in Paris
which could actively help to promote Hotels & More and their destinations. In the online-focused
promotional plan, social media needs to be developed further. Despite clients mostly being neutral
(and 27% somewhat agreeing to the importance), it was stressed that social activities should be
increased since it is on the rise in general. At the moment, social media content is published in English.
For option 1 this would be changed to French social media activities with content specifically tailored

to French clients. For option 2, social media will be maintained in English and kept rather general.

e Public relations:
Regarding public relations, as shortly named above, a tourist board such as VisitBritain could be
supportive of communicating with French clients on spot. As it turned out during the research, French
people like to have a French-speaking, reliable contact to inform them about important events and
news. Not only should Hotels & More have a 24-hour emergency service, an appropriate crisis
management with truthful and quick reactions is important as well. Especially due to political changes
lately, it is crucial to communicate properly and in a timely manner. A potential tool could be an online
interaction tool, such as a live chat on the website or a Q&A section, where clients can easily access all
information they need. This way, Hotels & More could ensure that clients are informed at all times and
able to pose questions and receive quick responses. Moreover, Hotels & More could remove
uncertainties and inform via travel magazines or TV advertisements as well. Especially the company’s
website can be used as a tool to promote events and spread important news in form of press releases
or breaking news, just like the newsletter to be sent out. As retrieved from theoretical framework,
informing and reacting upon certain developments is a central part of public relations and should be
managed carefully.

e Direct marketing/personal selling:
With regards to personal meetings, the current sales trips to meet existing and new clients, taking
place once a month should continue. The importance was also stressed during the interviews.
However, visiting existing clients should only take place when necessary, or once a year as mentioned
by the majority. During the research it became clear that existing clients do not see more regular
meetings as necessary. With regards to follow-up calls, it is important to keep in mind that clients

quickly develop the feeling of being chased. They should only be contacted when necessary. In general,
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staff should consider sending emails rather than calling clients, if the issue is not urgent. Concerning

trade shows, Hotels & More should continue to attend Top Resa in Paris; being present at this trade

show is crucial. Since appointments do not seem to be popular, Hotels & More could invite clients more

non-binding, more “stop-by our stand”-focused.

Presentations about Hotels & More and its sister companies are in the interest of French clients.

Therefore, a general presentation about Hotels & More, the product offering for all destinations needs

to be created. For specific tours, a presentation or flyer should be developed as well for bigger

associations to help selling the product. Also concerning direct marketing, the brochure, as stated

above, should be produced online, with a digital version sent to clients directly. Whenever staff are in

contact with clients, merchandise, such as desk calendars, pens and other branded items should be

handed out.

e Sales promotions:

Sales promotions are initiated by the sales team in coordination with contracting and only

communicated through marketing. Due to the high price sensitivity, Hotels & More could consider

incentives or loyalty schemes, e.g. for anniversaries. However, they are not relevant part of the

promotional activities.

Selected criteria and reason for choice

This section deals with the criteria the student has set and which choice was made based on these

criteria. The following table shows an overview over the criteria and the scores:

Criteria/ Costs Expenditure of Resources Impact on In line with company’s Total score (1-5)
Option time required increased vision
sales
Promotional 3 3 2 3 yes 11
plan 1
Promotional 2 3 2 5 yes 12
plan 2
(Legend: 1 = negative impact, 5 = positive impact)

In general, both options are quite similar. The main difference lays in the focus of online vs. offline

promotions. As a consequence, costs as well as impact vary among these two.

Firstly, the criteria “in line with company’s vision” had to be met. For both options, this is the case as

both options focus on building stable partnerships in order “to become the leading and preferred

inbound tour operator for Great Britain and Ireland (Maine, 2017)”. Both promotional plans have the

purpose to highly contribute to the vision by raising awareness, developing partnerships and thus

increasing sales.

Secondly, the criteria of costs was selected. As mentioned by Vera Lett (2018), a business always

intends to save money wherever possible ensuring a high return of investment. Especially due to the

fact that most revised activities bring monetary changes, costs need to be considered and assessed

(further discussed in 3.2). Furthermore, the level of expenditure of time was chosen as a criteria

because it needs to be assessed how soon the project can be realised. Some changes can take time,

some are quickly realisable, hence there is a difference between the two options. Also due to the fact
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that the company needs to budget the plan, it needs to be known how much time the activities require.
The criteria of positive impact. entails the (long-term) impact the revised plan will have on the business
of Hotels & More. The impact needs to be large for Hotels & More to implement the changes. If the
impact is too small, the activities are not effective and the change is not useful for the company. This
criteria was chosen to be the most relevant as it indicates the long term improvements. Another crucial
criteria is required resources. In order to implement the suggested changes, certain resources are
required, meaning sufficient staff. The additional costs and the effort to hire the staff can have a
negative impact on the changes, hence given a score of 2 (slightly negative impact). However, this
criteria was not chosen to be the most important as a large positive impact will make this slightly

negative impact worth it.

The student chooses promotional plan 2 to be implemented. The main reason for this choice is the
impact this option has on the market. As found out during the field research, print material is crucial
for the French. Therefore, a printed brochure and image brochure as well as adverts and press articles
in travel magazines make more sense than online activity. Despite the increase, it became obvious that
French clients are not too active online and would prefer physical material. Another reason for this
choice is that clients are able to have printed material on hand, a constant reminder which leads to
more attention than having a link in an email which might be forgotten about. Closely related to the
aspect of lacking destination knowledge, the printed image brochure not only promotes Hotels & More
as a company and Tour Partner Group, but also presents the destination in general, especially
highlights and locations they are less aware of. A goal is to raise awareness for other destinations
outside of London or other typical (city trip) products.

The results of the survey showed that magazines are very popular in France which is a big opportunity
for Hotels & More. Not only adverts with products and services, but also news and events are
interesting for the French which is a chance for Hotels & More to raise awareness of their existence and
promote the destination. It was mentioned that French people are interested in happenings, for
example the Royal Wedding, about which Hotels & More could write articles including eye-catching
images to increase attention. Option 1 included this as an online activity which is less suitable due to
the importance of printed material. The articles could also be published via the mentioned tourist
boards. Furthermore, these boards are very suitable with regards to communication. When looking at
the previously operationalized model of Rajeck (2017) in appendix 6.3.4., it becomes clear that the
stage of consideration involves many aspects, such as reviews and media. Especially due to (political)
happenings, it is important not to “lose” clients at this stage and inform them thoroughly about
developments. Tourist boards could be useful partners to communicate and provide information on
spot. When looking at the operationalization of the promotional mix (6.3.1), crisis management is part
of public relations and cloesely related to the appropriate communication with clients.

The operationlization of business buying behavior also entails environmental influence factors, such as
cultural, economic and political. During the research, these factors were found to be very relevant.
Therefore, having a French expert based in France who is representing the company, communicating
and informing clients clearly would be supportive. Moreover, tourist boards could overlook what is
shown in the media as this is a big influencing factor for French people. Hence a collaboration with
tourist boards brings opportunities for Hotels & More. Together with offices in France or
independently, Hotels & More should publish public posters in the urban regions as this turned out to

catch attention of travel agents and partners.
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This option includes social media, but solely to be continued in English as currently, not specifically
targeted to French clients. In contrast, the newsletter will continue to be sent out 1-2 times per month
with revised content as stated above. Sales trips, trade shows and presentations are equally important
for both options.

With regards to costs, it can be said that option 1 would probably have been less cost-intensive. From
own experience, the student realized that online advertisement is generally cheaper than printed
advertisement. However, according to Marketing Communication Executive Swea Hagenhoff (2018) the
cost difference is becoming smaller as online ads become increasingly expensive. The printed brochure
and image brochure are more cost-intensive than simply publishing them online. However, due to the
large impact the second option can have on the market, cost-efficiency was counted as less relevant.
The reason for both options not scoring higher is the general financial investment, especially due to TV
advertisements. With regards to time expenditure both options scored 3 since there is no major
difference in the time it would take to implement the changes. Both options include the creation of
products such as a brochure, adverts or presentations - whether they are published online or offline
does not vary timewise. The only more time-consuming aspect for option 2 could be liaising with
printing agencies for printing brochures. As for required resources, both options score 2 since the new
needed resources can have a negative impact: the costs and effort of hiring new staff brings a lot of

change but is considered less important since the positive impact would overweigh.

It is important to provide context through models in order to see how the promotional plan is related
to buying behavior, decision making and the product life cycle.

Next to Rajeck’s (2017) model, the product life cycle (6.3.5) creates context. It can be stated that
overall, Hotels & More is located in the growth/maturity stage; the company is constantly trying to
build brand awareness/preference and increase market share for all source markets. However, for the
French market in particular, the stage of introduction is still relevant. This is due to the fact that Hotels
& More is trying to educate about products and services, especially the ones that are not popular and
known yet. The company continues to raise awareness of its brand which is why the research project
was initiated. As a result, Hotels & More is present in three stages of the product life cycle.

Lamb and Hair (2010) state that each stage of the product life cycle promotional activities have a
certain purpose. In this case, promotion should not only inform, but also persuade and remind clients.
The first stage to raise awareness is similar to phases of the decision making process as shown in
6.3.3. The revised promotional plan intereferes in the stages of need recognition and search for
information. French clients react upon a certain stimulus which is supposed to be influenced through
Marketing (external stimulus). The external search for information can also be influenced by Marketing,
hence these are the phases where Hotels & More can interfere and influence clients in their decision
making. As stated by McDaniel, Lamb & Hair (2012), it is helpful to prevent and reduce cognitive

dissonance by sending post-purchase letters, surveys or collect feedback from customers.

Goals of the revised promotional plan

In order to be able to evaluate the new plan better, specific goals were set. The different SMART goals

are stated below for each activity of the chosen promotional plan respectively:

Activity SMART goal

Publishing of TV adverts Publishing one tour presented by broadcaster (presentation length
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ca. 10 minutes) on travel channel within the next 6 months

Printed brochure Printing 1800 brochures each summer of which 700 are sent
directly to clients, and constantly to potential clients

Constant reminder for clients leading to a booking increase of 20%
of brochure tours by the end of 2019

Printed image brochure Printing 1000 image brochures yearly introducting the company,
the destination and products/services, 700 sent to clients directly
20% increase in bookings of less popular destinations by the end
of 2019

Newsletter Increase of 50 newsletter sign ups by the end of 2018 (currently
567)
Response rate increase of 5% by the end of 2018 (interest, clicks,

requests for the presented product)

Printed magazine adverts Publishing one advert every 2-3 months in 2-3 different

magazines where competitors are displayed as well

Social media By the end of 2018, increase of 5% French followers on Facebook,

LinkedIn and Instagram

Tourist board collaborations Contracting Tourist boards located in France within the next year,
publishing at least every other month a press release, product

placement and/or destination news, receiving funds in return

Live chat/Q&A Set up 24/7 live chat by the end of 2018, uploaded relevant Q&A
catalogue within the next 3 months

To evaluate, collect short feedback from clients end of the year

Sales trips Sales trips to France once a month, 10% more potential business
by the end of 2019
Trade show attendance Attend Top Resa in Paris yearly in September, 10% increase of

potential clients by the end of 2019

Presentations General TPG presentation and of all sister companies, as well as
destination presentations finished by the end of this year, re-

usable and editable

Merchandise Articles such as pens, calendars, mugs to be sent to clients when

applicable, constant reminder for clients of Hotels & More’s

existence

3.2 Implementation
This section deals with the implementation of the revised promotional plan. The PDCA cycle illustrates
the implementation and the effects it has the parties involved. The cycle includes the
following components:

e Plan; What needs to be amended, planning of the change

e Do: Implement the change, carry-out in full or test parts

e Check: Assess the changes, evaluation of successes and failures

e Act: React upon the assessment, potentially fully adopt the change (standardize)
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An elaboration of the most important elements can be found below the table.

(Legend: CD = Commercial Director, MM = Marketing Manager, MT = Marketing Team)

PDCA phase Action People Time frame Specific outcome
Plan Budget planning CD, MM - Specific budget plan
including all aspects of the
revised promotional plan
Use above SMART goals as CD, MM, MT - A set of SMART goals
guideline including time frame and
specific numbers
Time planning and task CD, MM, MT One week Overview of who will be in
division charge of what, including
deadlines
Human resource management | HR Manager, CD One month Sufficient (French speaking)
human resources for all
projects
Product research (content for MM, MT, sales & One month, Input needed from Sales &
brochures/newsletters) contracting ongoing Contracting team with
teams (also from regards to products as
sister companies) content for the brochures,
input from MT regarding tips,
facts
Image brochure content MM, MT, Sales One month Suitable and relevant content,
research team also from contracting printing company
sister companies
Magazine/TV broadcaster MM, MT Two weeks, Media plans of potential
research ongoing magazines and TV
broadcasters which could be
relevant for Hotels & More
Tourist board research CD, MM Three weeks Quotes/information on
opportunities of collaboration
Potential interest in Sales Team Two weeks Small report of clients who
presentations would be interested in ppt’s
Technical possibilities for live MT One week Response from website
chat designers, including costs
Organization of sales trips CD, Sales Team When applicable Overview over upcoming
sales trips
Social media content MM, MT Ongoing Social media plan including
content, timing and results
Trade show research MM, MT One week Assessment of other trade
shows
Q&A content MT, CEO Two weeks Document with most relevant
questions and answers, input
from CEO and others
Do Brochure production MM, MT Two months Printed brochure
Image brochure production MM, MT Two months Printed image brochure
Booking and design of MM, MT < 1 week each Folder with booked adverts
magazine adverts and published adverts
Creation of newsletters MT < 1 week each Newsletters sent out 1-2
times/month
Press articles MT < 1 week each Articles to be sent with

adverts

Undertaking sales trips

MM, sales team

1 week when

applicable

Sales trips taking place
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Creating and holding MT, sales team < 1 week each, Presentations kept in client
presentations when applicable folders
Collaboration with tourist CD, MM, MT Ongoing Quotes/information on
boards opportunities of collaboration
TV advertisement CD, MM, MT 3-4 weeks Video or advert
Q&A set up MT, website Two weeks Q&A section published on
designers Hotels & More website
Live chat set up MT, website Two weeks Live chat online on Hotels &
designers More website
Top Resa organisation MM, MT, sales Yearly (takes 3-4 Overview of Top Resa
team months) progress - checklist
Check Evaluation of progress during CD, MM, MT Weekly/Monthly Regular team meetings for
team meetings, use set updates and progress on the
SMART goals goals, success and failures
Evaluation of number of CD, sales team Monthly Booking report to see
bookings, use SMART goals whether an increase took
place (goal: 25% market share
by end of 2019 as stated by
Vera Lett)
Response of clients towards Sales team When applicable Report of any feedback given
presentations, general to sales team
feedback
Evaluation of adverts and PR MM, MT Every 2-3 All published adverts and PR
published, keep as archive months inserted into media plan
Act Assessment of progress, CD, MM, MT, When applicable Meeting with everyone
success and failures, sales involved to assess the
improvement points changes - report

Major changes:

The parties most involved in the implementation of the revised promotional plan are the Commercial
Director, the Marketing Manager and the Marketing team. Secondly, the sales team as well as the
contracting team are involved to create content for the brochure. An important aspect to consider are
human resources: At the moment the Marketing team does not include French speaking members.

It needs to be ensured that the team consists of sufficient French-speaking team members suitable for
the projects. Especially when looking at new projects such as image brochure, magazine articles and
adverts as well as presentations, enough French staff is needed to manage the workload and complete
tasks in time. In addition, the introduced live chat on the website needs to be supervised at all times.
This is another crucial aspect concerning human resource management. Moreover, as retrieved from
Commerical Director Vera Lett (2018), Hotels & More, moving forward, undertakes marketing activities
for the TPG group as a whole. Therefore, collaboration among the sister companies needs to take place
and the French speaking colleagues need to be invoved in all activities. The change in human resources
can be seen as the starting point as this is needed in order to ensure coping with the workload.

There are no major changes regarding sales trips, presentations and trade show attendance. The sales
team will be majorly involved as presentations will be held by the sales team while on a sales trip. Both

sales and contracting teams attend the trade shows whereas Marketing organizes them.

With regards to financial consequences, various costs needs to be taken into account and included in
the budget. This includes attendance of trade shows, print material for the brochure and image

brochure, sales trips (accommodation and travel costs), magazine advertisement, TV advertisement,
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costs for collaboration with tourist boards, development of a live chat on the website and merchandise
articles. Marked in green are the components that do not increase costs for Hotels & More, and marked
in red the ones where additional costs are involved (compared to the current spendings). A few of the
costs are elaborated underneath. Please note that these are estimated numbers to give a general

picture.

Activity

Costs involved

Estimated % increase compared
to IST-situation

Human resources

Hire at least two French speaking Marketing team members

40%

Brochure

Printing costs and postage for 1800 brochures (700 sent to

No increase in costs

clients directly), ca. € 4.000,-

Image brochure Printing costs and postage for 1000 brochures (700 sent to 50%

clients directly), ca. € 3.500,-

TV advertisement Costs for publishing TV ads 30%

Magazine advertisement Costs for publishing magazine ads 15%

€ 1.200,- per adverts

Sales trips and meetings Travel and accommodation costs as usual No increase in costs

Estimated to add up to € 3.000 per trip

Trade shows Stand cost, service costs as well as travel and accommodation No increase in costs
costs for staff attending the trade show

Estimated to add up to € 13.000

Live chat Costs for developing and implementing the chat (payment to 10%

website designers)

Tourist board collaboration | Payment for publishing every other month PR or products 25%

Funding in return

Merchandise Costs as usual for e.g. pens, lanyards, calendars, mugs No increase in costs

Social media Free of costs No increase in costs
Newsletter Costs for mailchimp account as usual No increase in costs
Q&A Created by Marketing team, hence free of costs No increase in costs

Presentations Created by Marketing team, hence free of costs No increase in costs

The right column shows the estimated cost changes compared to the current Marketing expenses. The
components which have a major impact on the monetary changes are human resources, the additional
printed image brochure and TV advertisements as these are quite cost-intensive. Despite many
changes do not have an influence on the budget, hiring more staff, paying additional printing costs
and fees for TV ads could have a major impact on the budget of Hotels & More. The client wishes not
to provide actual financial data, however, the following cost can be assumed based on current costs
and own insight:

It can be estimated that Hotels & More will continue spending approximately € 4.000,- on printing
1800 brochures and an additional € 200,- for postage to send 700 items to clients. As for the image
brochure, costs can be estimated to be slightly less due to the smaller amount. As retrieved from own
insight, adverts in French magazines are slightly more expensive than in German magazines. Hence the
student estimates one advert to cost approximately € 1.200,- for a quarter of a page. If publishing as
suggested (every 3 months in 2 magazines), the spendings would add up to approximately € 9.600,- a
year. Costs for merchandise articles will not increase. For instance, pens and lanyards usually cost less
than €1 /item, adding up to a total of € 1.400,- if sent to all clients.

With regards to TV advertising, it was retrieved that broadcasting tours on travel channels is expensive.

Specific costs were not named, however, costs can be divided between Hotels & More and the end-
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client trying to sell the tour. The student assumes TV advertisement to take up a 30% increae in costs
from the IST-situation as these TV shows reach a large amount of people and are seen as very
effective. For publishing, Hotels & More could collaborate with Tourist Boards and therefore save
money as well. Stand and service costs for Top Resa can be estimated to exceed € 10.000,- plus travel
and accommodation costs for all attendees. The latter also concerns sales trips where accommodation

and travel costs can be estimated to total approximately € 3.000,- per trip.

To ensure a positive long-term outcome, a cost-benefit-analysis can be executed. Since the student

does not have access to specific financial data, the costs versus benefits are included in the overview

below, based on the set SMART goals.

Costs for

Benefits

Human resources

Major positive impact: ability to execute more projects, expanding project also for TPG, these

resources are needed to implement the change

Brochure

Ability to continue the yearly brochure due to positive feedback by clients
700 brochures sent directly, hence constant reminder for clients, potential of booking increase
of 20% of brochure tours by the end of 2019

Image brochure

Additional printed material, destination knowledge, raised awareness of other spots in Great
Britain and Ireland, increased awareness of Hotels & More in general
700 brochures sent directly, hence constant reminder for clients, potential of 20% increase in

bookings of less popular destinations by the end of 2019

TV advertisement

Response due to popularity of TV in France, raised awareness through travel channel

Magazine advertisement

Printed material, more attention for Hotels & More due to French reading a lot of magazines

Being published in magazines with competitors makes Hotels & More more competitive

Sales trips and meetings

Continuing business development, keeping relationships

Increasing potential business

Trade shows

Continuing to be present, indicated as important, increasing potential business

In return, receiving funds for marketing certain products and services

Live chat

24/7 accessbility, quick and easy responses for clients leading to great customer service

Tourist board collaboration

Raising awareness not only for Hotels & More, but for the destination overall, appropriate crisis
management, informing clients properly and time efficiently, reaching large audience

Another huge benefit: receiving funds to market products (“win-win-situation”)

Merchandise

“Reminding” clients of Hotels & More, small regards seen as pleasant

Social media

Increasing popularity, informing and entertaining

Newsletter Informing about services and destination and events in general, increasing number of signed up
clients can lead to increased bookings, more requests due to increased response rate
Q&A Quick and easy access to answers to most common questions, improved customer service

Presentations

Support for selling products and services, raising awareness

Presentations are re-usable and can be updated

The budget for the Marketing department is done on a yearly basis, in quarter four for the following

year. The budget and spendings from the previous years are used as a basis to set up the new budget.

From personal experience, the student learned that tourist boards, such as VisitBritain, can fund

certain products and services in order to drive tourism to the specific areas. At the moment, Hotels &

More has a commercial partnership with VisitBritain to promote the destination and receives funds

which should also be taken into account for promotion for the French market.

3.3 Conclusion

The outcome of both research methods gave detailed insights into what French clients are attracted to

and looking for. The student chose to implement an additional printed image brochure with lesser text.
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Next to the outcome of preferred printed material, the big lack of destination knowledge lead to this
solution. With the image brochure, the company can respond to the issue by using a medium that is
attractive to them - printed material with catchy images and interesting and helpful information about
the destination. Furthermore, Hotels & More is able to react upon certain charateristics such as
watching TV and reading magazines regularly. The company was not aware of this behavior as all
markets were approached in the same way. Therefore, placing articles - products and press releases -
in magazines and potentially collaborating with TV broadcasters related to travel responds to this
typical behavior and can be beneficial. Moreover, the research gave good insight into the general
interest in presentations and meetings. For Hotels & More it is crucial to know what they see as a
suitable frequency for meetings and general contact. The field research showed which content clients
would like to receive in newsletters and how important social media and the brochure are. Hotels &
More has the opportunity to react upon these characteristics and target their promotional activies to
increase sales and establish more partnerships. Regarding communication, the business can make use
of partnerships with tourist boards such as VisitBritain and Tourism Ireland. Not only products and
services can be advertised in public and online, also news and events as well as information about the
destination can be communicated. In addition, these associations could also fund Hotels & More in

marketing products in return which can reduce costs.

As a summary, the implemented plan introduces an additional brochure, printed advertisements, TV
advertisement, a live chat tool and potential tourist board collaborations. Hotels & More should keep in
mind that these different components of the revised promotional plan have an impact on costs.
However, despite the increasing costs for staff, printed material and additional advertisement, the
implemented changes can be considered feasible and realistic. The impact this could have on the
business can be big and beneficial and the company’s strategy to build long-term partnerships can be
supported. Due to this, impact was chosen as the most important criteria, leaving increasing costs
behind. The management question “How can Hotels & More adjust their promotional plan in order to

match the requirements and buying behavior of the French B2B market?”has been answered in 3.1.

The student suggests that further research should be carried out, especially with regards to destination
knowledge and products. As found out during research, there is a possibility that coach operators and
travel agencies require different products and provide a different level of destination knowledge. They
also provide different clients (workers, seniors, scholars) which could lead to different requirements.

The implemented change addresses all clients.
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4. Afterword

4.1 Day to day practice reflection

When looking back on the past semester, | believe the overall organization and management of the
project went well. Starting off with strong points, | consider the communication between all parties a
positive aspect. Both client and examiner were available to provide feedback at all times and issues
were addressed immediately. To name an example, both parties provided feedback with regards to
structure and style of writing (e.g. long, confusing sentences) which helped me improve. | think
communication is crucial and transparency made the project go smooth as everyone was on the same
page and updated about the progress.

Additionally, a strong point was the organization itself: firstly, | set myself certain goals each week to
make sure | finish what | wanted to. These goals helped me stay in the time frame and not having to
stress towards the end. If repeating the project, | would do the same. Also, working for Hotels & More
in the mornings and working on the thesis in the afternoons was a great compromise. Secondly, | made
an overview for myself where key aspects and notes were stated in order to not miss out on important
elements.

It was helpful to execute interviews before setting up a survey, this way | did not start “from scratch”
and was able to retrieve more detailed information. Even though two methods were quite time
consuming, it supported the outcome as | was also able to compare results. Moreover, the fact that |
work in the Marketing department supported the project: | had quite a lot of insight before and was
able to understand things quicker as that is what | deal with on a regular basis. | believe being in the
environment supported the execution of the project.

On the other hand, something | would do differently when repeating the thesis concerns the research
itself. For the TPD, | talked to Rienk van Marle, the assigned research teacher, who offered great
support. For the thesis itself, | did not approach him again which | would do if repeating the project. |
felt confident carrying it out without consultation, however, | believe he could have given helpful tips
and comments. Another weak point was the time management in the beginning in general. Overall | am
confident with the time management, however due to two research methods, the field research itself
was quite time-consuming. If | would repeat the thesis, | would try to start the entire research part
earlier to be able to have more time for the analysis and advice.

Not necessarily a weak point, but something critial is the topic itself. Marketing entails quite a lot of
aspects, components and characteristics related to it. During the project, | realized that there could be
many more (more specific) researches and sub-projects done about the topic.

As for personal development, | not only learned much more about promotional activities and the
importance of market-specific marketing, but also improved my independent working abilities. Being
able to work on an “own” project with a “real” client helpd me become even more independent and

taught me not to hesitate in case of questions.

4.2 Value for the industry

The need that is addressed in this project is certainly an issue for the whole industry. Yield

management, approaching the right customers in the right way at the right time is crucial nowadays.
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Tailored marketing activities are necessary in order to reach clients correctly and be able to increase
business. Therefore, the topic itself provides value for the industry as a whole. As mentioned before,
the outcome could be applied to a larger population. However, since cultural and political
characteristics are considered as well, the results might not apply to other business in the industry
(such as other nationalities). The thesis itself is responsive to the recognized needs of the industry in
the sense that tailored/customized promotions are necessary for every company. Especially in tourism,
there is a lot of variety among businesses and clients and the services they require. Hence the
amendment to one specific market has a lot of meaning and a large impact on sales. It needs to be
taken into account that there are constant changes and the industry developes quickly. Therefore, even
though the project is relevant at the moment, the situation and outcomes might differ in the future.
However, | believe this project provides value for the industry and showed how important it is to

customize and adapt to a certain clientele in order to be most profitable.
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6. Appendix

6.1 VisitBritain statistics
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Authority/Accuracy

Charles W. Lamb and Joseph F. Hair have both
obtained a doctorate and published a large number
of marketing-related books. The information is
correctly written, specific and verifiable to be found
in the book. Book is also attached to copyrights.

Objectivity
The information found in the book is informative, no
relation to an agenda is visible, written in an
objective manner, no advertisements or references
\ to own agendas visible

Currency

\

The book was published in 2010. In the preface the
authors explain what is new in this edition and how
this book is different from previous versions which
shows their innovation and progress of new findings
and information. Also, the authors cover current
marketing practices and new features.

Coverage

The information found in the book covers the exact
topic that was searched for. the literal models that
needed to be analysed are explained.
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6.3 Operationalisation

6.3.1 Promotion Mix

Promotion Mix
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6.3.2 Buying behavior and buying process
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6.3.3 Decision making process and customer journey
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6.3.4. Customer Journey by J. Rajeck (2017)
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6.3.6 Tour Partner Group lllustration

Tour Partner
Group (Holding
Company)

Hotels & More
(London)

B2B

Main source market:
Germany

Main destination.
United Kingdom

Irish Welcome Tours
(Dublin)

B2B

Main source market:
France

Main destination.
Ireland

Information source, consistency|
and efficient division (experts)

Authentic Vacations
(Santa Monica)

B2C

Outbound US to UK
& Ireland

Trans Nordic Tours
(Copenhagen)

B2B

60 source markets
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6.4 Element characteristics

EYMHIRBIT 1A 2
EXHIBIT 14.3

Characteristics of the Elements in the Promotional Mix

Advertising Public Relations Sales Promotion Personal Selling
Mode of Communication Indirect and Usually indirect Usually indirect and Direct and

impersonal and impersonal imperslono: focetoface
Communicator Conlrol over Situation  low Mederate fo low Moderate to low High
Amount of Feedback Little Little Little to moderate Much
Speed of Feedback Delayed Delayed Varies Immediafe
Direction of Message Flow One-way Oneway Mostly oneway Twoway
Conirol over Message Content Yes No Yes Yes
Identification of Sponsor Yes No Yes Yes
Speed in Reaching large Audience  Fast Usually fast Fast Slow
Message Flexibility Same message Usually no direct Same message to Tailored to

to oll audiences  conlrol over message  varied larget audiences  prospective buyer
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6.6 Interview guide

Interview Guide
The interviews will take place with different parties from Hotels & More as well as the sister company
Irish Welcome Tours. The student intends to interview Vera Lett, Commercial Director at Hotels & More,
Marie-Laure Devigne (Sales Manager France) and a France Sales manager at IWT. Hence the questions
below are not specifically focused on Hotels & More but kept general.
The student set up open questions to gain as much insight as possible while sub-aspects are
mentioned to make sure all topics are covered. Follow-up questions should be asked. This interview is
mainly based on the operationalized promotion mix to gain insight into what is being done (or should
be done differently) with regards to the specific components. The resulting outcome will be used as a
basis for the surveys in the market itself. The surveys will then be based on the buying behavior and
decision making operationalized concepts as this can become much more specific.
e Introduction student, introduction interviewee, ask for permission to record and use results
with name, state approximate duration of the interview
e Goal of the interview: to get insight into different aspects of promotion for the French market
and the market itself, outcome of revised promotional plan for the French market
e Questions and sub aspects

1. What is your role?
- How involved in the French market (contact frequency)

2. To what extent do you think does the French market vary from others?
- Compare to e.g. Germany
- What exactly is different, should be treated differently
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3.

4.

10.

- Typical characteristics
With regards to the company’s advertising (online and print), what is currently done for the
French market specifically (content and frequency)?

- Social media

- Magazines

- Posters

- Websites

- TV/radio

- Also: Is any of this done for other markets at once (e.g. Germany)?
With regards to public relations, what is currently done for the French market specifically
(content and frequency)?

- Product placements in magazines

- Product placements on websites

- Informing about the destinations, removing uncertainties (relating to crisis

management)

- Sponsorships

- News, events, updates, interaction with customers

- Trade shows

- Word of mouth

- Also: Is any of this done for other markets at once (e.g. Germany)?
To what extent does personal selling take place (content and frequency)?

- Presentations

- Direct calls/emails

- Trade shows

- Client visits
To what extent are sales promotions being done?

- Loyalty programs

- Incentives

- Free samples/trials

- Is this similar to other markets as well (e.g. Germany)?
From your experience, what distinguishes the French market at most from others?

- What products they buy

- When they buy

- How they search for information

- Communication
Are there any factors that influence the buying behavior of the French market?

- Culture

- Politics

- Motivational

- Structure of French travel companies
What are current or potential future bottlenecks or problems with regards to promoting for the
French market?
Is there anything you would like to add?

Thank you and closing (double-check again permission to use name and results)
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6.7 Interviews

6.7.1 Marie Laure Devigne
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Interview promotional activities at Hotels & More
Harrow, April 16" 2018, 42:00 min.

Interviewer (IR): Luisa Lutkemeyer
Interviewee (IE): Marie Laure Devigne, Sales Manager at Hotels & More

Interview number : 1

IR: Hellc Marie Laure.

IE: Hello Luisa.

IR: Thank you very much for taking the time for me today to have this interview. Just to give you a
short introduction, | mean you know me, | don't need to give you an introduction about that, before we
start | would like to have you confirm that it's okay that we record this and that | use your name in my
thesis.

IE: No problem.

IR: Perfect, thank you. This will take approximately 30 minutes, maybe a little bit less depending on if |
get the information that | would like to get.

IE: Okay.

IR: The goal of the interview is to get insight intc the different aspects of the promotion for the French
market and the market itself because what we’re trying to do is to look at how they want to be
approached, how they want to communicate and what they want to see and receive. And, yeah, I'm
just gonna ask you a few questions and ...

IE: No problem.

IR: ... whatever comes to your mind, spit it out.

1E: I will tell you.

IR: First of all, maybe a short introduction about what you exactly do, what is your role, and what's the
contact frequency with French customers for you?

IE: Daily, it's daily.

IR: Yeah!

|IE: Ok, so I'm the manager of the “Rest of the World” team, but I'm focusing mostly on the French
market definitely. So I'm dealing with the team first of all, that's the first thing | have to do. And then I'm
dealing with the development and alsc with the most important clients, existing clients. We have
divided clients between existing clients — the ones that are already working with us — and new

potential clients, so I'm more focusing on development.

IR: Yeah, okay.
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|IE: So calling clients on a regular basis, doing some research as wellto find new potential and then
visiting them if you needto visit them, if they are big enough to be visited.

IR: Yeah, okay, I'mnot sure howfamiliaryou are with the German market. What do you think are
typical characteristics of the French market, howthey want to communicate, how often, do they want
to meet, dothey like phone, do they like email, whatever comes to your head, what's typical forthe
French market?

|IE: The French marketis a totally different marketthanthe German market. I'm notfamiliar with the
German market, but | knowthat the French marketis totally different. The use of travelling are not the
same at all. Not at all. They want to take theirtime, they wantto have fun. They wantto, foodis part of
the trip. It's just like reallyimportantthatthey just take sometime to experience the food definitely. So
they wanta break, so at least you can have one activity in the morning and one activity inthe
afternoon, butnot morethanthat. They just wantto relax, they wantto take theirtime to visit.
Sometimestheywantto bein the hotel early as well because they feel like you knowthey want to rest
in the evening, butfood is definitely something reallyimportantto them, so that's totally different. Then
afterthat, they are quite tricky as well. They don'twant to be chased. Regardingthe B2B agency, they
don'twant to be chased, they like being called on a regular basis, but not that much, so if you just call
themthree weeks afteryou just call them, they will say “why are you calling me back?” ...

IR: Oh, wow.

IE: “You have called me lastweek™— “no | have called yob three weeks ago™— “oh, yeah but that's the
same”...

IR: Ckay.

|IE: Soit's quite like, you have to be really careful because they don’tfeel like being calledona...
yeah. Regarding special offers, that's the thing as well, we are sending newsletters and we were
sendingthem on a weekly basis andit just (not understandable), it's justtoo much. They say “it's too
much, could you please just send less newsletters as well because it's just too much, we just don’t
havetimeto watch it.. so they don'twant to be chased, they don'twantto belike harrassed...

IR: ... stressed...

IE: ... likeit's a kind of harrassment, justas a metaphor. An example, you have a French personthat
is goingin a shop, you know doing some shopping for example. And the shopkeeperis just coming
saying “could| help you®, they will feel that's it's kind of harrassment and they will feel that *ah you
know! just wantto have a look you know™...

IR: Don'tstress me._..

|IE: They don'tlikethat. They don'tlike that at all, so you haveto bereally careful and notdoingthat
kind of, they justimagine thatas a kind of harrassment or some pushing. Andthey don'tliketo be
pushed.

IR: Okay.

|IE: So youreallyhave to be like, really diplomaticand have areally goodreasonto call, haha.
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IR: That's also actually my next question. For the advertisingthatwe did because | knowthat we sent
newsletters andthat then they saidit's too often.. Do you know aboutany TV, radio advertisments
they wouldlike to have, or any magazines theywould like to receive, any informationaboutthe
destination, any other kind of advertisementthatthey really like — online or offline?

IE: Usuallythey are receiving... it depends. If they are a travel agency or if they are a coach operator.
Becausethey are not interested in the same thing, they are not like... so if they are travel agencies,
they are mostly working with individuals and they have just like a “Quotidien du Tourisme” orsome
stuff like that because they just wantto have like general news regarding what (notunderstandable)
news like that. They are notreally interested in things regarding destination to be frank because a
travel agency mostofthemthey have beentrained and have some degree in Tourism, so, but the
coach operator are the ones who need information regarding destination because those onesthey are
coach operators, and most of the time they were just like doing transportation. And then at one point
they just decidedto “okay, how can we growthe business? Let's have an agreementto be like a travel
agency”. And that's the personthat was like doing transportationthatdidn't know a thing about
destination.

IR: Yeah, yeah.

IE: And that'sthe one that are just like going into newspapers regarding destinations, or newsletters
and are interested in more trainings because that's the onesthat haven'tlike a degree, haven'tbeen
trained because they were justdoingtransportation and they developedto growthe business into that
andthey just didlike a... sothose onesthey are more into like “Voyages du Groupe®. Thatis a
newspaperas well, a kind of magazine andin this one, yes you have like this destination, you have
like a, some articles aboutfamtrips that have been donein, | don'tknow, Edinburgh whatever. But it's
just like more complex. Travel agencies are more into newtechnigues, new software to work on, all
that kind of things, but not reallyinto.. and also with the tendencies as well you know, travel agencies
are more into tendencies, whatis more popular, whatis the new destinationthatis growing and coach
operators, no they are just like, they are dealing more with seniors — coach operators — so they are
looking for more things traditional and justlike that.

IR: So we, so you say, | meanwe have to distinguish betweentravel agencies and clients and
suppliers.

|E: Yeah. Yeah yeah.

IR: So this project will only deal with travel agencies forthe clients, so you're saying destination
knowledge oranything thatthey needto know they basically do already know. So we don'treally need
to informthem aboutnewtrends and developments, orwould you say that that could be content of
whateverwe send out, newsletters, social media...?

|IE: They are interestedin newthings, new products.

IR: Yeah.

IE: Definitely. They want new products. They wantsomething original. Buta coach operator, | was
tellingyou, is also a travel agency.

IR: You considerthem as welltravel agencies?

IE: Yeah.
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IR: Okay.

IE: Because they have the part of the businessit's just like doing transportation. Butthen when they
growthe business, they just wantto havethat things, (not understandable) an agreementand start
creatingtravels.

IR: Yeah.

|IE: And those ones definitely needtrainings on the destination.

IR: Ckay. yeah.

|E: That's why| was just like making the difference.

IR: Yeah, okay!

IE: Just likethose ones, becausethey are not usedto do that before. It's just like, you know somebody
is just coming, | need a coach forthat time, letme give you a coach and that's it you know.

IR: Yeah.

IE: They are just organising that. But then afterthat they start like doing some trips themselves and
just like saying heee and just like selling to the people thatare around. And most of the time they don't
know anything aboutthe destination because they haven'tdone it before, sothat's the one who
definitely needs destination newsletters, news things. Travel agencies they also need, but more like
trendy things, new products, they are always looking for something original becauseyou knowthere
are so many competitionin France. They wantsomethingthatis different ...

IR: Yeah, yeah.

IE: ... fromthe others. So yeahno no, itis reallyimportant.

IR: It's a good pointthat we distinguish ...

IE: Yeah.

IR: ... because can'tbe general. With regards to publicrelations, we talked aboutthe destinations —
what do you think about interaction with customers, if you think abouttrade shows, or meetings, how

oftenis itimportantto French clients to meetin person, or not that often?

|E: It's reallyimportantto meetthe French clients. Definitely, really really important. That's the keyfor
the market. Because French people they do not trust a company, theytrust a person.

IR: Okay.
|IE: So if you do not go, and you do not meetthem, they will never work with you.

IR: Yeah, that's interesting.
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IE: Yeah, that's really reallyimportant. They definitely wantto meetthe person. Andit happenedto me
manytimes, | have an example:| wentwith Bernadette from IWT and we visited one client in Paris. It's
quite a, it's a medium travel agency, so with potential. And he's just like “oh, I'm really happyto see
you guys, | was not working with you because | didn'tknow you".

IR: Oh ...

IE: And we were just like “you didn'tknowthe company?”andhe’s like “Ch no I've heard aboutthat
company, butl didn'tknow you physically. So nowthat | knowyou, I'm gonna work with you andI'm
goingto dothe business ...

IR: Wow.

IE: ... because you know the competitors, they have come and they have visited me, E-Voyages, they
have visited me, Jac Travel they have visited me, but you haven't, you have never come.” So| know
this guy, everytime heis asking us, everytime he has a requestlike come to us and just, sometimes
we win, sometimes we don'tyou know because it's a case of prices as well. But before, he was not
evenrequesting us, he was just sending to other people and notasking us.

IR: Cause he nevermet you.

IE: And that's definitely important, really really important. Especially with the small ones that are inthe
countryside and nobody comes to see them you know?

IR: Mhm.

IE: But when you gothere, they just feel like so important, you know. “You've come to see me, you
know, that's so nice. I'm gonna work with you because you have come and see me, so I'm gonna work
with you".

IR: Wow.

|E: And definitely onthe French marketit's really really reallyimportant, because they trust the person,
notthe company. That'tthe person— the representative, so ...

IR: Wow._.. and same fortrade shows? What do you... | mean| don'tknow how it was for Top Resa
forexample, if you made appointments before or...

IE: For Top Resa we made appointments before, but sometimes we're justlike French, I'm sorry, we
are reallytricky and are notlike better. They are quite independent.

IR: Okay.

IE: So wetried to get some appointments. Butthe thing is that, whenthey are goingto Top Resa, they
don'treally know how it's goingto be organized andit's very big. Andthey don'twantto be atthe
other hand of the exhibition and having that appointmentthatis blockingthem, they haveto come
here and they are just like you know, they just want to go, and just walk, andthey stop wheneverthey
want. So they don'twant to, they say “Yeah, I'm gonna come and see you” but they don'twant to say
“I'mgonnacome atthattime”.
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IR: Okay, yeah.

|IE: Because they just wantto walk and just do like that, you know like each different hallway, and just
like walking like that and just, and thenthey stop whenevertheywant. They don'twant, you know,
they are independent cause they don'twantto...

IR: Nothing scheduled, nothing...

|IE: Nothing scheduled. They also, everytime we are just like “please, justbecause we have to fillthat
(not understandable)”. We definitely have to, butyeah they don'twantto. So they just say, yeahI'm
gonnacome,l'm gonna pop up. But | cannot tell you whattime I'm gonna pop up. | cantell you that |
will be there that day, but ...

IR: Okay.

|E: And forus, trade shows are not that importantto be frank.

IR: Okay.

IE: It's betterto go and visitthe clients._..

IR: Yeah.

IE: ...yourself.You just go, andthey have time foryourself, andthey just like take time to speak with
you. And you can visit the office, andthey are really proud of making you “oh here, it's the office, you
know, we have like that many employees and they are just like™ they are really proud of their business
andthey are happyto see youthere.

IR: Yeah.

|IE: Whenthey go to Top Resa, whenthey goto a fair, they're just rushing from one place to the other
because mostof the time, they are not going forthe whole week, they are going only one day. And
they have many people to see because they just want to say helloto allthe suppliers, you know. But |
just say “hello®, so they just come and they say “hello, how are things going” and they just talk with you
like ten minutes, andthey just go away because they just want to see everybody. So when you go and
visitthem, it's better because you have time, you can have a coffee, they just offeryou a coffee, they
just talk to you abouteverything, theirwhole life and.. so it's really really better to really visit themthan
goingto that fair. Anyway, I'm not goingto Top Resa this year.

IR: You're not going?
IE: Well, I'm just going as visitor.
IR: Ah, okay.

|IE: And justmaybe have some appointments there to see some clients but we are not having a stand
this year.

IR: Yeah. Well, then it doesn'tmake sense.
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|IE: No, it's not relevantto be frank.

IR: Yeah. Ckay, that's veryinteresting because | think that's also quite differentfromthe German
market. What do you think aboutword of mouth? Do you think there’s like kind of a, | mean notlike a
networkin the French market, but do you thinkthat it's importantto French clients to hear, like what
they, a reputation for example about a company? Or do you think that they are all quite by themselves
andthey don'tknow anything aboutus, or anyone else?

IE: It's kind of important. It's kind of important. | would saythat French people are the firstone to check
on TripAdvisorfor hotels forexample.

IR: Yeah.

IE: And everytime you justoffer an hotel andthe hotelis just like, you knowthree, only three out of
five on TripAdvisor or something like thatthey come backto you saying “ew, the hotelis not very well,
you have more on TripAdvisor®, so they are the first ones you know..

IR: Okay, okay.

|E: Then thereis a very tough competition. Andthey are not really friends with each other. So would
say that it's the opposite. If you are working with their competitors, they are not working with you,
because the competitoris working with you. So you haveto be really careful. That's the case, for
example we have two clients in the East of France that are the biggestclients in the East of France.
Sowe have(...) Voyages andwe have(_..) and we have been chosen by (...) whichis a very old
traditional fashion things you know, it's (...) we have been chosen. And (...) knows we are working
with (...), so we were working with it before working with (... ) but since we are working with (...) it's not
working with us anymore. Because, yeah, because we are gonna offerthe same things, same hotel
that (_..) is offering, sothey want another supplier, to be like original and justlike not havingthe same
thingthan (...} has.

IR: Okay, that's difficult.

IE: Yeah, that's really difficult. But because things are not going very well with (...) we have decided
not to, like,to work with (_..). But it's just like, that's how it is. Andthey are always asking you “are you
working with..., because if you're working with them, I'm not gonna work with you, you know™. So you
haveto bereally careful when you are just saying you know... that's the reason why it's kind of tricky,
you know usually we don't say who we are working with, or just saying we are working with xx, and not
saying like the name. Because they are so much in competition, there are so much competitionin
France. It's the case of culturalthings as well. We have (...) that we are working with and we have
anotheragencythatis called(...) andthey are specialized in cultural trips, so only like ten people, but
really cultural, you know really into the matter you know. And as we are working with (_..) we cannot
work with (_..) because it's just like, yeah.

IR: Dothese companiesthen also, like they also interested in completely different products then?
|E: Yeah!

IR: Andthey just want to be differentthen.

64



240
241
242

243

244

245

246
247
248
249
250
251
252
253
254
255
256

257

258
259

260
261
262
263
264
265
266
267
268
269

270
271

272

273

274
275

|E: They wantto be differentfromthe competitors. Andthey just say “if we work with them, we're
gonna have the same hotels, because we have our suppliers®. Andthat's true because we are gonna
offerthe same hotels. So they want another supplier with our hotelto be like differentand justlike...

IR: That's very interesting.
IE: Mh-mhm...
IR: Do you hold any presentations when you visit clients, or do you just go there formeetings?

IE: We're not doing that at the moment. We're not doing presentations, butwe would like to do that
because we have some of our coach operators working with us. They are doing like a brochure, and
every yearforexample they are doing a kind of presentation to allthe senior association and justlike
you knowthey invite all the seniors director or the senior association orworkers associationto come.
And they justintroduce allthe destination things, allthe products that are in their brochure. So we
would definitely like to help, so we're going to offerthemto come to that days and we are just like
trying to find which companies are doingthat. Justto gothere or to send VisitBritain, or justto helpto
sellthe destination. But at the momentwe are not doingthat. | knowthe Germans are doing, but we
are not doingit. But the thingis that the French marketis totally different as well because we don't
have like big clients as the German markethas. They have very big clients. We don'thave big clients.
And you don'thave big clients in France because everybody is just doing everything, you know.

IR: Yeah.

IE: You don'thave a specialist of Great Britain that is just doing everything for everybodyin France for
Great Britain, no. Everybody is dealing with everything...

IR: With everything, yeah.

IE: So you have like, 800 mediumclients or 800 small clients, butyou don'thave like big clients.

IR: Yeah.

IE: So, just like, it could be goodto go and make some presentations, butthe thingis that you know
thatit's not goingto be like_.. is it reallyworth it in a way? Because you're gonna spend like on day
travelling, plus one day for (not understandable) coming back. And then at the end you're gonna have
like, onetrip... sois it worth it?

IR: Yeah. Forgot what | wantedto ask... Do youthink that the French prefer... | mean| don'tknow

howyou communicate, via phone or email? Butwhat's the response time, do they like to talk to you
via email orratherhave a phone call?

|IE: Phone calls are important, definitely. Phone calls because it's justlike you're saying in 30 seconds
what youwant to say.

IR: Yeah, exactly.
IE: Phone calls are reallyimportant. They just call you to say “oh blablabla, ckaythankyou™ andthat's

it. Because writing emails is sometimes longer and then obviously when you write email, you're just
starting to, you know “hello, | hope you are fine blablabla®.
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IR: Yeah, time consuming.

IE: You justlike think about it, so it just takes more time. So French people are more into phone calls,
very quickthings.

IR: But also not too oftenthen, right?
IE: Not too often.

IR: Yeah, no chasing.

|IE: No chasing atall.

IR: Is there any main difference with regards to price and products. Depending on how familiaryou are
with the German market. Or booking behaviorin general, when do they book, is it early, late? What's
the price range? | mean, I'm sure there is differences, so whateveris...

|IE: They arereallyinto pricing. They are reallyinto pricing. Andthe thing is that for example, there are,
okay, so you have firstof all you have the end clients. The end clients is just like a senior association
or worker association, you know. They are just having a meeting and justlike “whatcan we do this
year, we have heardthat Scotland could be nice”, “that could be nice, we could offer Scotland™, “yeah,
but also Icelandis quite popular atthe moment, so you know”, “yeah, yeah, Icelandis quite good as
well”. And then after that they have like three or four different destinations. They are not fixed, they are
neverfixed on one destination. They are (not understandable). Sothey just come to the agency, and
they just say “oh, we would like to go to Iceland...” and they just like. Andthen they goto another
agency, andthen they go to anotheragency. So they just most of the time ask three different
agencies. Andthe three differentagencies are goingto ask three differentincomings as well.

IR: Okay...

|IE: So foronerequest, you have like nine different offers thatare to be generated. Sometimes we
notice that because we just receive the same things coming from two agencies, and exactlythe same
thing. So we knowthat they are in competition and we knowthat... so usually we justtell them. We do
not say which agencyis in competition, you knowthat you are in competition with somebody onthat
because we received several requests forthat, so we just tell them. But yeah, so atthe end you have
like three differentclients, | mean three different agencies, three different suppliers, sothat's the
reason whywe have a conversion ratethat is very low.

IR: Yeah.

IE: Soin this case, you have to be the best because of course you are in competition with all your
competitors, and you have to. So that's the reason why yeah, rates are very important, definitely. Then
after, the use of booking, definitely they are pretty late.

IR: Mh-mhm._..
|IE: French people they are quite like, how can | say that, it's just like, they are really worried about
everything. Andit was not the case before, butl think because of what happenedin Paris, the attacks

everything and allthose things because we are quite touched by allthat as well. No they are just
waiting till the very late momentthat everything is okay.
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IR: Okay.

IE: And atthe momentforan example, | knowthatthe Germanteamis working a lot on 2019. Atthe
momentwe are still working on September, October, November, December 2018. And we have, are
still receiving some requests for May and June now.

IR: That's very soon.
IE: We are, yeah, we are still receiving forthe summer, sothey are really late definitely, really late.
IR: Yeah, that's very late.

IE: Reallylate. We haven'tworked alot... | was checkingthis morning, we have 94 offers pending at
the moment, so meaning thatwe have sent the offers and we are waiting forthe customerto come
back to us saying| book or not. So we have 94 pending, 64, no, 98, 98, 64 arefor 2018, 34 are for
2019.Canyou imagine? We are in April. We still have, like most of the requests that are still forthe
actualyear. That's amazing, definitely.

IR: Yeah, yeah. And very differentfrom Germany. Thatthey're notin 2023 is surprising...
IE: Yeah!

IR: Andthe products that they buy? Do you think, | mean you said, youtalked a lot aboutfood and
they wannatake their time and yeah, | mean what's maybe the average length of the tours they book,
or where do they mainly go, what destination?

IE: Mhm, they don'tlike to be out for a longtime fromtheir place. Sothey are going for shortertrip,
more and more. Usually they like cultural things, apart of the workers association because, sothat's
something you have as well, to you know separate. Because you have like the senior association, the
seniorassociation they really want something cultural, they don'twant to be lefton theirown, andthey
want a guide forthe whole trip, the want to visit manythings, they wantto stop foryou know having
like a properlunch, proper dinner, being all together because they are not living together, they are not
seeing each otheryou know.

IR: Yeah.

IE: They are just a club or an association. But the workers association they have differentuse of
travelling, totally differentuse of travelling. Because those ones, they are seeing each other every day.
They are working with each other every day. So when the company is organizing something forthem,
they don'twant to be with the others, they are seeingthem every day. So they are just going, but they
want to have a free weekend, you know. They justwant like okay, the transportation, the hotel and
then they do whatever during the day, so it's totally different. They don'twantthe same thing, those
two don'twant, so forexample, the workers association because they want a free weekend, they want
to be intern, right in the center. Because they are doingthings like themselves sothey don't feel like
travelling forlike 30 minutes to go somewhere, or, they want to be intern. The seniors, it's totally
different, because they are just running from one place to the other, the whole day. They don'tlike
beingintern, because they like something quiet. They want a hotel quiet that is not reallyintern
because they will have dinner atthe hotel, they will be totally exhausted, so they will stay inthe hotel,
they are not going out.
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IR: Yeah, yeah...

|E: So it's totally different regarding product as well, we have both of it. So we have like hotel inthe
centers foryoungerand workers, and we have hotels around forthe seniors. The seniors they want
hotels that are just like, really good as well because they are goingto spendtime in the hotel, so they
want more things. The workers they don'tmind aboutthe hotel becauseit's just sleep andthey are
young.

IR: Yeah.

IE: They don'tmind. Just a basic(not understandable), like hotel chains or something inthe center.
The seniors they want something more traditional because they are going to spendtime in the hotel,
so they don'twant a hotel chain because a hotel chain you can have everywhere. Something more
traditional.

IR: So it's every importantto distinguish betweenthese two groups as well.

|E: That's reallyimportantforthe beginning.

IR: So the clients, the travel agencies or coach operators, so these two that you mentioned are the
end clients, right?

IE: Yeah!

IR: So thetravel agencies, dothey sellto both? Or do they focus onone?

IE: Most of the time they sellto both. Some of them are specialized in one orthe other, but we know
our clients andthat's something we justlike ask them straight away. Including when we are developing
new businesses we just say “are you working with seniors or are you working with workers™ and they
say “oh mostly seniors or, but we have also some workers associations™ you know, they are just like,
something we keep because it's very important because you are not going to promote the same
things. So definitely you have to, you know...

IR: ...distinguish, yeah.

|IE: Yeah, and also when we have a requestthat is coming, and we are qualifyingthe request, we just
ask it straight away because we are not going to put the same productfor...

IR: Yeah.

|E: ...seniors or forworkers, definitely.

IR: And, whenforexample a client, if we say potential clients, nota client that works with us yet, what
do you think, how do they, how do they lookforus, how do they lookforincoming agencies they could
work with? Do you think they just do research online, or do they, yeah what do they...

|IE: The end clients you mean, orthe travel agencies?

IR: No, thetravel agencies.
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IE: The travel agencies usuallythey... | think historically, the ones we are working with fora longtime,
if they are happy with themthey just requestthem. Then afterthat, the onesthat are selling, the one
that we have visited as well, the ones, they are not especially looking for somebody, they are just
waiting for people to come, you know. If they have like two contacts, if they are working with Jac, and
they are working with E-VVoyages, they are not goingto lookto find somebody else you know. They are
alreadythe partner, so they... unless you just come and you just callthem, andthey are like “ah yeah,
but next time | will ask you as well” andthe next time they just askyou as well.

IR: Okay.

|IE: And it's kind of, you have to have the best productwhenthey justcome like that. But, |, first, no
they will not look for, you know, somebody else if they already have their partner.

IR: Yeah, yeah. Andwhat do you, is there any companies that, let's say, I'm always thinking how do

they, if there’s like a start-up or like a new young company, | don'tknow if there are any. how do they
lookfor us, how do they find us, where can they find us? Where do they look, you knowwhat | mean?

IE: Thereis, | think there is nowhere, apart fromtrade shows as well, just goinginto that part and just
like say “ah this one, | don'tknowthis one” you know, and just like... Butto befrank, having goneto
Top Resa, at the end of the day, we were just looking how many clients we had seen. Most of the
clients we had seen were justlike clients we already knew.

IR: Yeah! Okay, yeah.

|IE: So ifit's a new company, | suppose that they will go, you knowthat there is the newsletter, the
DMC newsletterthat you can receive? | can transferthis one to you, yeahthatis an incoming
newsletterand| suppose —from France — and| suppose they just like registering and just having all
the, everybodyis registered onthat, so then afterthat you just like make some, you know research on
the internetand just... but yeah.

IR: Doyou thinkthe French are big oninternet? Social media, anything?

IE: Yeah.

IR: Also doingthe research aboutHotels and stuff...

IE: Yeah, quite. They are really keen oninternet, yeah, definitely. That's the first, | mean generally
speaking.

IR: Yeah, yeah.

IE: When you're just talking — that's something | do not see with people here —

IR: Yeah...

IE: ... but generally speaking with my friend, you're justlike having atalk. And just like “oh but | think it
was like, oh” andthen just take the phone and just check everything you know. *Ah yeah but it's open,

yeah, yeah, it's in that place you know® and just like, it's really internet, always. It's just like part of
the_.. yeah.
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IR: Yeah. Do youthink there are any otherfactors that influence the French market, such as politics or
cultural, or structure of travel agencies, anything?

|E: A lot. Political. | can tell you that | was really, really upset was the French presidentwhen the Brexit
happened. Because for, it's just an example but afterthe Brexit happened, afterthe vote, he just had
an (not understandable), you know justhad his pitch to French peopleonTV.

IR: Yeah...
|IE: And he just saidthat he was just encouraging French people notto goto England anymore.
IR: | didn'tsee that. That is... funny.

IE: And I was infront of my TV, and| was justso angry. Because it has nothingto do, it has nothingto
do. | meanit's just like, | was really angry, it has nothing to do, definitely.

IR: Yeah.

IE: And | was just like, ah people will nothear aboutthat and will not listen to that, but yeah, they are
doing. It's just like the business is still down because of that, so... not only because of that, but just
like... And also whenyou have like the year of the vote forthe president, people they are not
travelling, unless they just waitingto see who the new presidentis gonna be. Because they have
some money savedfortravel but just in case the new presidentthat is gonna come, you know, he's
putting, going to put some taxes, you know newtaxes and we will have to use that money saved and
we have to wait forthe presidentthat is comingto see who it's gonna be. Cause you know, maybe we
will not be able to travel this year. So yeah, definitelythat's sofunny and all the people in French
tourism they know that the yearwill be crap when you have some general election for president.
Because nobody will travel because everybodyis just like “mhmwe don'tknowwho it's gonna be”you
know.

IR: Yeah, yeah.

IE: “So we have to save ourmoney because maybe the new presidentis gonna be reallyinto taxes
andwe're gonna be like so mhm..." andthat's justreally, really funny. Then afterthat, yeah regarding
politics as well. For the Brexit for example we have lost a lot of revenue because of the Brexit.
Because, the seniors forexample, they have had parents that were just like you know doingthe
Second World War or they were into it themselves, depends. The thing is that afterthat they just
realizedthathate is really bad, it's a really badthing and we all have to be friends, you know. Andthe
Brexit forthem s just a kind of, England has justbetrayed them, because we are allfriends.

IR: Yeah.

IE: We are allfriends, and we just have to be alltogetherforwhat happened duringthe Second World
War never happens again. Sowe really have to be allfriends and stick together. Andthe fact that
England decidedto go out of Europe, forthemit's just like “oh, they are a traitor, they are not friends
anymore®. They are not looking atthe fact that, you know, it's just like something administrative or...
no, forthemthey are breakup and it's just like it doesn'thave to happen because we allhaveto be
friends. And allthat, you know s just like really, really interfering with theirway of travelling and they
will not go, atthe momentthey are not going to that country because of that. Because they have really
livedthat, you know, they were just there, or their parents, they were just (not understandable). They
have beentraumatized, they just want to, you know, they're into peace andthey just want everybody
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to be friends and just be together, so that kind of thing is just like_.. And it's just like because they are
not happy, you know. It's not like, you knowwhen | could understand whatthey are doing, or, but do
you just like_..

IR: Yeah, that's what, that was actuallywhat| was... Do you thinkthey are properly informed about
why this happened and whathappened?

|IE: No. No. The onlythingthey are seeingis just like, you can see on TV. And the problemisthatthe
French media are very, very bad, really, to be frank. And it was the case forexample after| think it
was like one of the attacks that werethere and... it was not a terrorist attack, something happened, it
was justlike somebody was stabbed, butit was not a terrorist attack. But in France it was shown as a
terrorist attack, even... butit was shown after like 30 minutes when it happened. Ithink it was, no it
was not like, it was — can youremember—itwas a coachthat was goinginto a bus and had an
accident...

IR: Atruck?

IE: Cr a truck that had an accident.

IR: | don'treally remember.

|E: Yeah, it was just after the attacks.

IR: Okay, yeah and then media pushedit.

|IE: The coachwent into the crowd but it was just because of the poor guy, you know, he hadno
breaks anymore onthe coach andjust cameinto... And in England nothing was said because you
know people were just like doing and nothing was said regarding that. It was just like kind of matter of
fact, just saying “a coach have gone into the crowd, we don'tknow why”, you know. But 30 minutes
after: “New attacks, new terrorist attacks in England and Francel”

IR: Yeah.

|IE: And afterthat, the governmenthere said "no, it's not a terrorist attack, it's just that the poor guy had
no breaks onthe coach and just like tried to stop the coach wherever he can forthe people thatwere
outside, you know". But nothingwas deniedin France, it wastoo late. It just did like that and it has
been shown likethatand...

IR: Huge influence.

|IE: Yeah. Hugeinfluence in France. Really, really, really. And they are just like forming everything and
they are just, you know, every day to keep on, you know. That is somethingthatis very strange, |
discoveredwhen| arrived here.| was so used when something happenedin France to have it, you
know. Evenwhenthe fingeris just dying, you know— you have it, you know, at lunch cnthe news, you
haveit at dinneronthe news, you have a special edition inthe afternoon and you haveit, and you
haveit, andyou haveitfor 14 days, you know like that. And at one pointyou are just in front of your
TV andyou're just like “ah, ah, ah”, you know. Kind of ... But in Englandit's not the same. Something
happened,they just talk aboutit once and then come backto it because it has been some progress,
there has been something newregardingthatandthey just want to keep... But it's not like special
edition, andit's, in France it's really (not understandable). And the people that are just like watching
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TV the whole day, that are just like, you know, as the seniorfor example, they are not working
anymore, sothey have not seen else than TV, are reallyinfluencedbythat.

IR: Yeah, so you would say also an image of a country that probablythose people also have a certain
imageintheirhead and as soon as something small happens, itcan like ruin their whole...

|E: Exactly.

IR: Andthen... okay, wow. Ckay. It's probably similarin other countries, but that's extreme. | don't
know, but...

|E: | don’tthink so it's similar, to befair. | mean| don'tknow allthe countries, France and hereit's not
the same, you can watch the news without being traumatized, orreally depressed.

IR: Yeah, that's true.

|E: In France when you watch the news... | was not watching the news anymore when | was livingin
France. You just watch the news, you are totally depressed, you just feel like committing suicide after
the news becauseit's just so, you know, pushing, pushing, pushing. Andit's not objective at all.

IR: Not objective, no.

IE: Not objective at all. And you know that you have the channelthatis more into the laborforces and

it's just like, you know, emphasizingthe (notunderstandable) and you have the channelthatis more
into the conservative partthat is just like showing things inthat way andit's just like, really...

IR: That's a very good pointto take into account. Is there anythingthat, any bottlenecks or problems
that you see with regards to promoting forthe French market? Anythingthat you wouldlike to change,
add, adjust...?

|E: Withinthe company you mean, or generally speaking?
IR: Yes. Or generally speaking, doesn’'t matter.

IE: No, withinthe company | just think that we are not visiting clients enough. We are trying our best,
but we are onlytwo visiting clients. And we have France, Belgium, Switzerland which s a lot.

IR: Yeah.

|IE: So Anaisis in France and she’s visiting clients but I'm here, I'm dealing withtheteam, | have all the
reports to do, so | cannot go on a regular basis, I'mjust trying, | was trying to go every month but |
cannot, solasttime| went and visited clients was inJanuary and I'm going nextweek. So... 'mnot
going nextweek, next month, sorry. So it was like four months without, so Anais is just visiting clients
alone, but the thingis that in one week you visit like 11, 12 clients because they are not that closeto
each other (not understandable), soit's not a lot. | mean if you wantto developto a marketvery
quickly, you just have to have more of that, so...

IR: Andthose are clients we don'twork with yet?

|E: Yeah.
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IR: Okay.

|IE: What Anais and | are doing are clients we don'twork with yet. For the existing clients, we are — if
they're close to where we are going—we are visiting them as well. But normally Solene/Helene are the
ones who should be visitingthem, but | think Vera has changed her mind regarding that, butl have to
check. Normallythat's howit should be.

IR: Yeah. Ckay.

|IE: So yeah, definitelythat's something we, if you want to growthe business something, we needto
do.

IR: Yeah, okay. If there is nothing, | mean from my side that's all| wantedto, | wantedto retrieve. If
there is anything you would like to add, or that comes to your mind.

|IE: No, | think it's okay, yeah.

IR: Perfect. And yeahthat was it. | think we talked quite a lot. Thank you very muchfortakingthe time
andfor allthe information and it will definitely help me.

|IE: Hope | will help.
IR: Thankyou, Marie Laure.

IE: You're welcome.

6.7.2 Vera Lett
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|nterview promotional activities at Hotels & More

Harrow. April 182018, 15:00 min.

Interviewer (IR): Luisa Litkemeyer
Interviewee (1E): Vera Lett, Commercial Director at Hotels & More

Interview number : 2

IR: Thankyou, Vera, fortakingthe time to have the interviewwith me today. First of all, before we start

| would like to askfor your pemissionto use yourresults, your statements andto recordthe results, to
record the whole interview basically.

IE: Yes, I'm okay with that.

IR: Perfect. | don't needto introduce myself because you know me. Now you also know what the
project will be about, we wantto lookintothe French market and what they require withregards to
promotions, communication, howthey want to be approached, whattheywantto see andhowthey
want to basically, how we reach them. Now the duration should be ap proximately half an hour, could
be a little less, could be a little more. The goal of the interview is basically to getinsightinto different
aspects of a promotional planwith differentcomponents and especially focussing ontypical
characteristics for the French market. What we do, what you think should be done differentlyandalso
maybe comparedto the German market. Yes and| wouldjust like to start off with a short introduction
by yourself about yourrole, how involved you are in the French market and what exactly you do.

|E: Well, 'mthe Commercial Directorfor Hotels & More, and obviously withthe acquisitionandthe
growth ofthe company being now Tour Partner Group, we are not only Hotels & More, but we also
consist of different otherbrands. I'm responsible for Sales and Marketing andthe French depatment
is one ofthe departments inthe Sales where | am responsible for.

IR: Perfect, thank you. Maybe to start off general - because we do know that all themarkets are
handled quite in the same manner —what doyouthink, ortowhat extent doyou think doesthe French
marketvary from others, forexample the German market?

IE: Well, 'm just... maybe what is interesting for the understanding of our organisationis that we were
foundedin Germany and 80% of our business is stillcomingfrom Germany, orevenmore thanthat,
and the othermarkets were addedto the mixslowly after whenwe became, orwhenwe movedto
England, and now cover a more international p ortfolio of source markets. What is interestingis that the
mind setandthe structure as well as the processeswere all laidforthe German market andto service
the German market, butwe have realizedin thelast year orso withthe growth as wellthat you can't
apply the same methods orprocedures orbehaviouron all the other source markets. However, as we
seethat French, or France has a good growth potential for us, we obviously now needto lookinto
whatwe need to do differentlyin orderto getthe businessfrom those markets andthe partnerships
and the relationships withthe playersinthese markets.

IR: So when you saytheyneedto be handled differentlyandtheyare very different, what doyou say
would betypical characteristics for the French clients?

|IE: | mean onethingis already the booking behaviour. | mean whenyou just look into howmuch in
advancethey plantheirtripand how organizedtheyare, | mean —don't quote me wrongonthatone -
but Germans forexample, ourGerman clients, bookup to ayearand a halfinadvance andthey are
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very, | mean they know whatthey want, orwhenyou have decided withthem ona certainitinerary,
they would bookthatitinerary. Theyalsohave some smallerchanges, butwherebythe French
markets normallyit's morelast minute, soit sometimes has happenedthatthey bookthree months or
two months before departure, and also have quite a lot of changesto be made after that. Another
thingwould be to look atthe itineraries themselves: French market ty pically normally wants like city
breaks etc, so that's like especially Londonis one ofthe characteristics, or one oftheir key
destinaionstheywantto see, bigcities inthe UK or Ireland. The other thingis, whenyou look atthe
structure oftheitineraryis that a German personfor example doesnt needfor example a lunch, orlike
a three course whereby a French personwants alunch break..

IR: Food...

IE: ... Yes,food is veryveryimportant. Butalsoit's... a German personlovesto goto museumsand
all the historical sights whereby a French person, | mean obviouslyyou haveto havethe key mustsee
into the itinerary, but they alsowould prefer justto gointo Madame Tussauds or something like a bit
morefunny or like, Harry Potter is for example a really important theme whereby you don't have that in
every German itinerary forexample.

IR: Yeah, that's actually very helpfulfor looking at the products that they buy and especiallythe point
in time thatthey buy is quite different. Now with regards, whenwe look atthe promotional mix itself,
advertising—online and print. You mentioned before thatthere is a brochure whichwas only recently
madethefirstone. How doyouthink is online advertisement and print advertisement forthe French
market?

IE: | think it's important to look intothis. | mean we havent done muchin the past aboutthis, | mean
as you just mentioned, our French brochure is, | thinkwe are in the third year now orsecondyearnow
thatwe producea... Imean we producedthe second one, sofor2018 now, andit's very, we feel that
it's important formarketto have something print. Andfor, with regards to press and media forexample
in France, we havent donethat muchyet, so itwould be really important to explore what kind of
impactthat could have onourbusiness.

IR: Yeah. So do you think Internet, socialmedia would play a big role... in generaldoyouthinkthey
are actively looking forinformation before they book?

|IE: Yes, | mean they would need information before they would consider to book a certainitinerary or a
certain destination. But it's also obviously with all whatis published onthe media, whether it's being
negativepress orpositive, | thinkthey are very receptive to that. So we haven't done that much about
this yet, but| mean justwhen you, just see aboutthe negative press, abouttheattacksin Londonor
something, | mean itwas all overthe media andall oversocialmediainFrance, andwe couldsee an
impact onthe numbers after that, sol guess it's veryimportant to look into especially social media, but
also all online channels as wellas TV and potentially evenradio as well.

IR: Yeah. You mentioned PR and media, in generalI've realizedthatthe French people are very much
strongly reactingtowhat'’s toldinthe media. Do you think they are properlyinformed about the
destinationsthattheybook, or doyouthattheyare very muchinfluenced by the media andthen just
basically say I'm not goingto that destination’, or dothey ask, dotheyinform themselves? Whatdo
youthink?

IE: | think they are veryinfluenced by the media. Andit's even more important thatfrom ourendwe do

kind of an educational work about the destination because | mean if you goto France, it's quite
interesting, we wentto a sales triplastyear—| mean we go on aregular basis, butl joined atrip last
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year—where, whenyou speakto someone about England, the first thingthat comes up isLondon.
And it's quite interestingto see the reactionwhenyouwould educatethem a little bit more about other
destinations, there's also othercities aroundthe UK...

IR: Yeah!

IE: ... wherethey coulddoatripto andwhatthey could do. Andlthink insocial media or if we would
use social media orany other online platform more, we potentiallywould have a chance to sell other
destinations or the entire destination more.

IR: Yeah. So sales tripto France you said. Do you thinkthat meetings in person are very important?
|E: Yes, definitely. | mean it's meetings inperson, butalsol mean beingincontact withthe clientsona
constant or onafrequent basis. Because alsoit's, the competitionis quite highandit's very price
sensitivethemarket, soifyou dont, theyare not as, it's very difficult to build up a loyal relationship
withinthe market, sothe more presentyou are, and the more —whether it's in person, whether it's on
the phone, whether itis through social media or any other media channel, whetherit's online, whether
it's, | mean in general being present—-it makes, has animpact on howmany bookings, what kind of
relationshipwe have withthe client.

IR: So youthink forthem it's important to have a relationship, do know you, to have met you basically?
IE: Yeah!

IR: Trade shows—-what doyouthinkabout trade shows?

IE: | think it's important to be there. Butl mean thereis only one, | mean for us whichis really relevant
in France, whichis TopResa in September inParis. And| think it's definitely goodto be there andto
meet the clientswho are attending obviously and showface andbe present onthose.

IR: Okay. So, personal selling—whenwe talk abouttrade shows and salestrips — do you think, what
do youthink isthe mainway of communicationthattheywouldlike. Is iton the phone, is it email,
what's the contact frequency, what doyou thinkin general?

IE: | think thekey important thingis in person. Andthen obviously being, stayingin contact withthem
on aregular basis. | mean, onethingwe have a little bit changed already, we have one personin
France now who's doing business development and goingthere in person, because via phone they
will nottellyou, ortheywill potentially not give you the business without having seen you in person.

IR: Yeah...

|IE: And from the frequency pointofview, | mean atleast once, twice a monthyou should get in contact
with a client.

IR: Yeah, yeah. How manyteam members are there in the Frenchteam now?
IE: (counting quietly) Six. Six includingintem.

IR: And oneinFrance.
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IE: Yeah.
IR: Okay.

|E: But then this is only at Hotels & More side, so obviouslywe have ateamin Irelandandwe havea
team in Scandinavia as well, dealingwiththe same market.

IR: Yeah. What doyouthinkwhatrole does pricing play?

IE: It's crucial, it's important, becausetheyare very price sensitive. | mean there is a combination of
havinga great offer, butthen, | mean for example in, whenyoujust use London, they always wantto
stay in a central locationwhere they canwalk and do shopping etc. whereby it needsto be cheapas
well which sometimes can be challenge.

IR: Yeah, yeah. What else dowe have? What distinguishes the market... How, how open doyou think
arethey to communicationin otherlanguages?

IE: I think they want Frenchas alanguage because a lot ofthem don't speak much any other
languages, orifthey dotheyare often scaredto make mistakes etc, so they preferto speakintheir
own language. Some ofthem speak English obviously, but...

IR: Yeah... Do youthink there are any factors that influence the French market? | mean wetalked a
little bit about that they are easilyinfluenced by the media, sothat might be a cultural thing, or I mean
economic, because of, or political because of what's happening, what doyouthinkis, oris there any
other factorthat you canthink ofthatinfluencesthem?

IE: | mean media definitelyis a key thing. And, | mean everythingwhichis pushedinthe market,
whether it's the weather or whether it's political, | mean price is important, so | thinkthere are quite a
few thingswhichinfluence the market, and alsoreally quickly influence the market. So, andthe
government for example we had a few student groups from France as well andwhenthe attacks
happenedinLondon, the govemment had allthe universities, allthe colleges hadlike a, in France,
had after were not allowedto doany trips to the UK just because of safety. And,  mean youcansee
that has quite a big impact onthe business straight away, yeah.

IR: Yeah.
|E: But also | mean their culture in generalis quite...

IR: Their culture in generalis very different. Alsothe reasonwhythey might have to be handled
differently. What doyou think are general bottlenecks or problems with regardsto promotingforthe
French market? Generalissues, challenges...

|IE: | meanit’s, it comes a bit back from, it's a summary of all whatwe have said, | mean it's price, it's
the destination, it's what youcan offer, how fast we react, how oftenyou reach outtothem. The point
of contact, or the relationship needs to be there as well. Butthen also, the market itself, | mean when
youlookatthe media channels andall the influencesthey haveona day to day basis: | mean theyare
very easily influenced, so you needtobe there, and you needtobe all overthem inorderto getthe
business.

IR: Yeah..youneed to be the expertto inform.
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150 IE: Yeah, exactly.

151 IR: Crisismanagement. From my side there is nothing else that | wantto know. Is there anythingyou
152  would liketo add?

153  IE: Well, | just, | mean I'm quite curiousto seewhatthe result out ofthethesisis to get an idea of what
154  we can be doingbetter, in order to get more business out of themarket, especially as itis quitea

155  uniqueinterestingmarketto work with. And also how we can use potentially media and online better in
156  orderto yeah, to increase sales out of it.

157 IR:Yeah, yeah, perfect.

158 IE: Thankyou!

156 IR: Wordofthe day. Thankyou, Vera, andjustto make sure again: itis okay we use the recording and
160 yournameandtheresults?

161 IE: Yes,that's perfectlyfine.
162  IR: Perfect, thank you.

163 IE: Thankyou!

6.7.3 Melody Fournelle
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[nterview promotional activities at Hotels & More

Harrow. April 234 2018.20:00 min.

Interviewer (IR): Luisa Litkemeyer
Interviewee (IE): Melody Fournelle, Operations Consuitantat Hotels & More

Interview number: 3

IR: Hello Melody. Thank you very much for taking the time and to talk to me today. I'm assuming this
willtake maximum30 minutes depending on what we talk about, what you could tell me. First of all, |
mean you know me, Luisa. | am conducting interviews for field research for a project of the French
market, specifically promotional plan. And first of all | would like you to confirm that it's okay that we
record this interview and that | use your name.

IE: It's fine.

IR: Perfect,thank you. So | want to find out is howthe French market, what typical characteristics are,
what theylike to book, whentheybook, what's importantto them, maybe some cultural aspects, what
you think is important for the French market. Maybe you could...

|E: Just forthe UK destination?

IR: Forthe UK as a destination, yeah.

IE: The onlything! could say, cause as | say I'min Operations, so | don't actually promote anything, |
don'tsell anything, | just organise what's sold. | would say what | know s they booklast minute. They
like, they preferthat thing because of moneyreasons. And maybe alack of — how canl say —
organisation, you know they never really. It's always quite last minute.

IR: Yeah!

IE: So yeah.What else could| say, | don’'t know.

IR: Have you had any experience with other markets before?

|E: Instead of French, orinsteadof...?

IR: Yes, instead of French.

IE: Yeah, in like in a former company | worked for, | worked with differentnationalities. And nowI'm
actually working with Spanish, Danish, Norwegian, Swedish.

IR: Ah, because of the acquisition as well?
IE: Yeah, because we need more staff, so I'm helpingfor sure.You couldthink it's different, butyou

know it always depends. It's hard to say because we have clients who are very organised and you
know, others who are not, so it's difficult.
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IR: Yeah. So do you know anything aboutthe advertisementthat Marketing does, for example
newsletters, the brochure or any other material thatthe clients want? Do they request anything with
you, or dothey request with Sales, or how does that work?

IE: With sales, we don't dothat at all.

IR: With sales.

IE: I'm not really aware of what they do. Randomly sometimes | receive a phone call sayingthey are
interested by a flyer. Then Sales sends, but I'm always forwarding backto Sales because | just don't
know howto work with it.

IR: Yeah! How many people are you in Operations forthe French?

IE: Two.

IR: Two people.

IE: Yeah.

IR: How many clients are there that you're handling?

|E: Clients... it's hardto say. In high season we have 35 groups. And it can go from, you know one
group could be just a hotel bookingto a tour of 7, 14 days. 14 daysis a bigone, but it could happen.

IR: Yeah. Yeah.
IE: So yeah,it's... it really depends.

IR: And how do you think, | mean withoutlooking atthe season or anything, during the time that they
travel — I'mnot... | don't know anything aboutemergency phones or anything — but is there anything

during theirtravels that they are famous for, that they... dothey complain alot, dothey change last-

minute as you said, do they_.. yeah, any typical...?

IE: So they don'tchange onthe spot as much as other nationalities. So they're pretty respectful, like of
the tour. The onlything they could complain of is the food. Very important. They always complain
aboutthe food, and even if they don't complain—cause at the end of each tour we callthe agency and
ask if they had any feedback—and often, even if they won't complain us for compensation or anything,
they will say “oh, the food was bad”.

IR: Yeah, yeah.

|IE: So it happens quite often, but we do tell them, Sales tells each agencies thatobviouslythe, they
can't, they don'ttravel to the UK forthe food. Andthat's why for example small details, butforthe
bread., it's like part of our culture, right, to have bread on tables?

IR: Yeah, yeah.

IE: And we hadto write a note onthe contract sayingthat breadis not part of the culture.

80



59

60
61
62

63

64

65

66

67

68
69
70
71
72
73

74

75
76

77

78
79
80

81
82

83
84
85
86
87
88
89
90
91

92

IR: Noway.

|E: Yeah, and so they, they couldn’t, you know if they wantbread on tables, they would haveto pay a
supplementforit because many restaurants are not offering bread ontables, but forthemit's
completely logical, so yeah.

IR: It's a culture thing.

IE: It's a culturalthing, yeah. For sure.

IR: Can'tblamethem, right?

IE: No nono, but... andthere are many other things.| mean aboutfood it's (not understandable).
IR: Yeah, it's all about foodforthe French, I've heardthat so manytimes,

|E: It's veryimportant, and sometimes they have like 3-course lunch, 3-course dinner every day, so
you know, they like spendingtime like in a restaurant. But UK is quite hard sometimes. London mostly,
cause, you know, obviously French people wantto have a bit cheaptour, they have a cheap, not a big
budget. Then afterwards they wantthe quality. Sothe problemwe have is that Sales is making the
cheapestbudget ever and then we have to book quite good quality restaurants, but we can'tdo that
sometimes.

IR: Yeah, it has to be balanced, right?

IE: Yeah, yeah. So it's quite hard sometimes, butl'm always trying to book good pubs or restaurants
withoutany complaints. | mean| couldtalk aboutfood all day...

IR: Soit's apparently a bigthingin any, in all of the tours they are very muchfocused onfood.

IE: It is. Even the agencyis a good one, they will tellthem, and they know what they're doing. They wil
tell them “look, come to the UK, but enjoy the culture and you know, like pub culture or like,
architecture, people like anything, but not the food, we don'twant youto complain aboutit” and yeah.

IR: So you do thinkthat the agencies, thatit's their job alsoto make the end clients aware of that the
UK is notreally...?

IE: | think so. Because | didtalk to some of my clients who were promoting the tour and travelling with
them, so smalleragencies, | will always remember one of themtold me that when everyoneis
registering, she explains thatfact. And when she had problems on spotbecause you know, the quality
wasn'tgood, she will you know, tell them “look, like at leastyou know what the culture, pie or fish and
chips whichis not properly cooked because it's not a superior pub, it's just like a drinking pub®. And
they will laugh about you know, like she will always know howto manage. And some clients, some
agenciesthey're like selling itlike it was Italy oryou know. Obviously if French people go to Italy, they
go to restaurants and have lovely pasta, pizza and come here and get disappointed. I'm notsaying
Englishfoodis bad, | actually enjoyit, butthe problemis... no,l... | actually do.

IR: You do? That's great!
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|E: | actually do, but | don’tgo to some pubs because | knowthe qualityis bad and I'mnot gonna
enjoyit. Andthe problemis, again, because of the budget, | have actuallyto book my groupsin these
pubs, and because of the size as well of the group. It could be 50 people, sofinda pubfor50 people,
it's quite hard for 50 people. But some, yeah...

IR: It's actually very interesting because itwas mentioned several times thatthey are often also_.. |
mean if agencies are not aware of the food quality and then the end clients will be disappointedinthe
endthat’'s probablylostbusiness forthe nexttime, so...

IE: Itis, itis.

IR: Yeah, informing maybe aboutthe destinationis a bigthing in general. Do you thinkthat French,
not only agencies, suppliers, butany like end clients, are properly informed of whatthe culture is like in
the UK andIreland? What media shows them, do they have stereotypes?

|IE: They do have stereotypesforsure.

IR: Andthey do believe alot ofthe_.. if we talk aboutforexample the attacks. Do youthink Sales
would go down? Didthey go down whenthe attacks happened or?

|IE: The what?

IR: In London. The attacks, the terror attacks... | think it was last year?

|E: Ah, the attacks, sorry terrorist attacks. Yeah. It did affect a bit the market, and as well not the fact it
happenedin London cause we didn'thave as many attacks as in France but just the factit happened
in France, people got just scared. It's not just the UK, I think it was all around, no one wantedto really
travel anymore. Plus, we have student groups andthe French government, and| do believe a bit the
Belgian government, forbid students to get out of the country. So evenifthe family were notscared
andwantedto travel, they were not allowedto.

IR: Yeah...

|IE: So that was a bit problem andthat's why... and veah sometimes, some tours won't cancel, but
push back forthe next year. But there wasn'tjust one attack, it was several attacks, you know. | think
it... people gotused to. It's sadto say, but they were like “life goes on”.

IR: Yeah, exactly.

|E: It happens in our own country, so you know, we're not safe anywhere. But, you knowit's not
Englandwhichis a threat, it's like everywhere. So it's just enjoying and go andtravel, so | think now
it's not really affecting anymore.

IR: Butit's allowed again, or?

|E: It is allowed, ohyeah,yeah. It is, itis, itis.

IR: Didthey actually say “you can't leave the country™or...?
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|E: Yeah, they were, like the schools were informed and itwas like a publicthing where they couldn't
leave the country.

IR: So youwould say media, orlike the pressit has a lot of influence onthe people?

|IE: Yeah, oh forsure. The press has an immense, big, biginfluence.lmean everyone in France is —
forwhat | can remember—

IR: Nowaorries.

IE: Is watching, you know, the 8pm news on TV, so everyone is aware of what's going on.

IR: Yeah... whichis also good...

IE: Itis.

IR: But sometimesitcan be a little pushed and made worse thanitis.

|IE: They believe whatever mediaistellingthem, so sometimes it's a bit annoying. But | do believe, TV
is quite importantand influencing the market and whatthey do and what they believe which could be
goesin a goodwayand ina badway...

IR: Yeah, exactly.

|E: But yeah.

IR: Are youin directcontact with agencies during the travel?

IE: If... wellyeah, anytime, | meanif they have any guestions they could contact me. And the end
clientcould contact me as wellif they have any issues. So I'm always in touch with the agent, but the
endclientis allowedto contactme while they are travelling because they have a phone number.

IR: Yeah. The language is probably only French?

|E: Only French.

IR: No English.

IE: Well, | mean it depends because lasttime | had a Filipino group andthey speak English, so...

IR: Yeah, yeah, yeah. But for French people, do you think they are, | mean you said alreadythey're
not the mostorganized-in general,| meanwe're not, | meanthere’s always different people, butthat
they're not the mostorganized ones —do you think, do they, are they insecure when travelling abroad
or are they “off they go and you never hearfromthem?® or are they_.. basically what are they like?

IE: | meanwe usually have a guide or they are coming with a tourleader, so that helps alot.

IR: Yeah.
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IE: When we have groups with notour leaders which is booked bythe agency or a guide of ours, it's
annoyingin away because they are insecure andthey will call for anything. But that's why it's always
goodto have a guide there, you know he or she is there for them andthey will take care of them like,
you knowthe whole time. But it depends, | mean there are clients where we only book a hotel and
transfers, airporttransfers andthen free time, they do whateverthey want. And | thinkthey more like
younger. Andthen we have the seniorclients — clientele, don'tknowif it's an English oneto say —

IR: Yeah.

IE: ...where, yeah| think they need a quide andthey're not very secure. | heard some guide saying
that, you knowin Covent Gardenit's not very hardto get lost, it's like a square...

IR: Yeah.

IE: With the market. And sometimes it's very hard forthem. The guide will be like “okay, freetimein
CoventGarden, you have like 45 minutes™ and some members of the group will stay with the guide
becausethey're really worried, yeah.

IR: Aw, that's cute.

|IE: Yeah, it's cute, butin a way it's sad, | meanit'slike, you know it's England, it's Europe.

IR: Yeah, exactly.

IE: | do considerthe UK as Europe, whateverwe can say, but yeah, it's just yeah. It really depends.

IR: Also, you probably have to distinguish in general between the seniors andthe... whatdo they —
Marie Laure called it somehow - like the workers basically.

|IE: Oh, yeah.

IR: Did she say workers, | don't remember. Yeah, so distinguish between the old, there is always
different characteristics obviously. I'm not sure if you're familiar with pricing. You, you said they want
cheap, cheap, cheap. Do you thinkthey are willing to spend more money and get better quality, or
wouldtheyrather save money and be okay with the food?

|E: | thinkthey want to pay less and have better qualityto be honestwith you. It's hard, it's hard.

IR: I meanin general, who doesn'twantthat, right?

IE: No, | know, but | thinkthey are more._..

IR: ... price sensitive.

IE: Yeah, yeah like it. It's tough sometimes. It's hard to say, but that's what | thought, you know while
working here. Cause | evenhad a clientonce sayto me - because she was disappointed about
restaurantand hotels — saying that she was readyto pay more for better quality andthenI'm sure it's

notthe case, it's neverthe case. They say that afterthe tour, but atthe end...

IR: Yeah, exactly. Sure.
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IE: And it'stough, like the competitionis bigherein London. Andthe best wayis the rates, so it' not
easy, it's really not easy.

IR: Okay, that's interesting. | think that was it.

|IE: Don'tknow if | have anything elseto say, but...
IR: You actually, you, that's a lot of information.
IE: Yeah?

IR: Yeah, a lot of good background information. You have nothing thatyou would like to add, anything
else that comesto your mind?

IE: | meanjustas the UK | meanit's still part of, you know in the headthey all know, | think everyone
wants to gotc London atleast once. Maybe Scotland andIreland, it's backthe head(...), yeahyou
knowwhat | mean, right?

IR: Yeah.

IE: But Londonforsure it's very famous. Andwe've, | mean| don'tbuy allthese newspaper, butyou
know like the — how do you call it — famous magazines where you can see famous people. You know
like Gala...

IR: Yeah, yeah, yeah,| don'tknowwhat you callthese.

IE: | can'tremember,thereis a name for sure. Anyway, that's a big thingin France.

IR: Yeah?

IE: Yeah, a lot of women, mostly women, not men, would buythese kind of newspaper. it's not
newspaper, it's like...

IR: Magazines.

|IE: Magazines, yeah magazines. As simple asthat. And you will always see the Royal Familyinthese
magazines. And| thinkthey're quite interested byit, fascinatedin away. Because obviously we don't
have a king and queenin France anymore. And| thinkit's very exotic forthem...

IR: Exotic, yeah.

|E: So they like it. So obviouslywhenthey cometo Londonthey wanna see Buckingham Palace and,
you knowit's, it's quite a thing, it's quite a thing.

IR: Yeah. But| meanthat they could also seein Scotland, they have Royal residencies everywhere,
but Londonisthe biggestthing, right?

IE: Yes, yeah.

IR: Also easily accessible from France cause | meanthey are rightthere.
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IE: It is. | meanthere are some ofthem are just doing a day trip. It's tiring, but they're doingit. But |
think just because of Buckingham, you knowit's, or Kensington Palace, veryfamous.

IR: | don'tknow what, yeah, but like, yeah| know Gala. Yeah these magazines whereiit's like “boom,
boom, look at this™.

|IE: People magazine!

IR: Yeah, yeah, people magazine, yeah.

|IE: That's a bigthing, a lot of women are buyingthat. So that's a big marketas well.
IR: Perfect.

IE: Yeah, for sure.

IR: Doyou thinkin general they still do buy a lot of print? Print like newspapers, or do you think more
they readit on the internet, watch TV, like you saidthe 8pm show?

|IE: TV has always been a bigthing. I think it's like a routine, it's very easy, they can eat because we
always eat at 8pm, right?

IR: So theycan eat while watching?
|E: (...) depends on the family. Butthey will always watch it.
IR: That's hilarious.

|E: It's like a tradition.| meanin myfamilythat's whatit is anyway. But for newspaper| don'tknow, it's
not a thingin myfamily, I've neverseenit. And| think internet...

IR: Rising, increasing.

IE: It's available anywhere andit's cheap, it's free,so...

IR: Yeah, exactly.

IE: | can'tanswerthat. | just know TV andthese people magazines.
IR: That's a very good point.

|E: Which are working quite well.

IR: Thanks foraddingthat.

IE: No worries.

IR: Andjustto make sure again,I'm gonna use yourname, the results and I'll use yourrecording.
Thank you so muchfortakingthe time.

|E: You're welcome.
IR: Andyeah, enjoythe rest of your day.

IE: Thankyou.
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[nterview promotional activities at Hotels & More

Harrow. April 24* 2018, 13:00 min.

Interviewer (IR): Luisa Litkemeyer
Interviewee (IE): Marie Belanger, Sales Manager atirish Weicome Tours (Dublin)

Interview number: 4

IR: Well. first of all, Marie, thank you very much fortaking the time to talk to me. And firstly | would like
to ask you if it's okay for you to use the, yeah the recording of the interview and the results with your
name in my thesis.

|E: Yeah, sure.

IR: Perfect, thank you. | mean, my, | mean yeah we don't know each other, we never met each other.
My name is Luisa, | am part of the Marketing Team at Hotels & More and I'm currently working on a
projectforthe French market, mainlyfocussed on promotion, so online, offline, where we are, what we
do to reach our clients, our French clients.

IE: Okay.

IR: And Vera was so kind to give me your contact — or Bernadette's contact and she was kind to give
me your contact to, yeah find out a little more about what you guys do and yeah, to look at how we
can approach the market better; cause I've heard that you are the French experts. Maybe first of all, if
you could shortly explain to me what exactly you do and how involved you are in the French market.

|IE: So I've started to work as a Sales Manager for Irish Welcome Tours in January. So my role is to
maintain, and also develop like relationships with the French clients in the French market and | also
have to develop the business on the Spanish market as nobody worked on the Spanish market yet.

IR: Yeah.

IE: And sofor French market, Bernadette was working on it basically on her own, so now we are going
like to share and she should keep like the historical clients and I'm going to take care of the new
clients for the French market.

IR: Okay. Perfect, thank you. First of all, | would... just a general question: do you have a separate
Marketing department at IWT?

|IE: No, we don't have any Marketing department.

IR: And is, things like for example — I'm not sure if you guys have a brochure, if you guys are
represented in magazines, anything in print...

|IE: No, we do no... like our brochure will be most of our website and then we are on the social media,
such as Facebook, | think we are... (asking colleagues), yeah we are on Twitter also.

IR: Okay, okay.
|IE: So Facebook and Twitter.

IR: Do you think that social media plays a big role for the French clients or do you think they don't
really use it a lot?

|IE: French clients, they are using a bit, yeah a bit social media, not so much.
IR: Do you, when we talk about, you said that you also take care of the Spanish market...
IE: Yeah.
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IR: What do you think are the biggest differences betweenthe French andthe Spanish with regards to
booking, what they book, what they want to have in their tours, what do you think are typical
characteristics?

IE: Yeah, the thing is that we can clearly say thatthe French people will have more budget than the
Spanish. Then, forthe differences, the French clients they like to have like the full package with all the
activities included. Also, for French people the meals are very important.

IR: Yeah, food, yeah.

IE: Yeah, food is very important. So basically all the programmes, | mean for the guaranteed
departures, all the programmes are basically on full board.

IR: Yeah.

IE: And it's true that French people they do have a, a little bit more budget for compared to Spanish
pecple and also compared to the German market.

IR: And do you think that — so you say that food plays a very important role — what would you think,
because French clients, | mean you only handle Ireland, correct?

IE: Yes.

IR: So notthe UK, so...

IE: No... (not understandable)

IR: What in Ireland do they mainly want to do, where do they mainly wantto go?
IE: Connemara.

IR: Connemara...

|E: Of course. They wantto go to Connemara you know because of the French song about the lakes
of Connemara. So allthe French people basically wantto go to Connemara, it's mandatory for them.

IR: So...

|E: Because of the song is talking to them a lot. And they like to go also to the North, to the Giant's
Causeway or Cliffs of Moher also, yeah.

IR: Yeah, and what about Dublin?

IE: Yeah, oh yeah, of course Dublin, yeah. Definitely, Dublin should be included. Because we do have
a lot of requests for the weekend in Dublin, but it is not easy to sell because weekends in Dublin are
Very, very expensive.

IR: Yeah!

IE: And with all the events, live music we do have or sporis events or so, and, but anyway yeah, for
each itinerary they will stop by Dublin of course yeah, atthe beginning or atthe end of the itinerary,
yeah.

IR: Okay, thank you. Then, I'm not sure, to what extent do you guys undertake any sales trips? Or do
you have any representatives in France?

|IE: No, no, no. We don'thave any representatives anywhere. \We are like, now Bernadette before she
was working with Esther, a German girl, now Esther left, she moved to another company. So now
since January Bernadette she has like a Sales team with Katie who is in charge of the Nordic
Countries andthe rest of the world. We do have Marita which is working with the German market, and
myself on the French market and Spanish market and then Bernadette.

IR: That's alsc not a big team.
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|IE: So we are allbasedin Dublin and at least once per month we are going for a week to a Sales trip.

IR: Ah, okay, at least once per month. And then you meet potential clients or you meet existing
clients?

IE: Both.

IR: Both, okay.

IE: Yeah.

IR: And it's basically spread all over France? Or is there like an area where there are most?

IE: Yeah, no, no, it's all over France because Paris, and then you will have East of France, North of
France, so yeah it's (not understandable) area, yeah.

IR: And do you think that these personal meetings are important to the clients?

|IE: Yes, definitely because for example our competitors Abbey Tours, they do have like a (not
understandable) basedin France and we can see that, how can| say that, as | meanthey are stronger
as we do have somebody you know, basedin France, but now also before it wasn't so much politic of
the company and Bernadette as she was alone, she couldn’'t do everything, so now this is also the
new, | mean something new, something new that our CEO wants us to do. So | mean for doing a
Sales trip once per month.

IR: Yeah.

|IE: And because of, for example, two weeks ago | wentto Lyon and | met like some historical clients
and they are working with us and it's working very well. And you see she has not been visited for
years, so like something like four, five years. So you see it's a long time also, so we need to, we have
to visit the historical clients, existing clients, yeah.

IR: Yeah. So personal contact...
|E: Because it is important to maintain the relationship.

IR: Yeah, yeah! Very good point. Do you think that there are any, any other factors that influence the
French market, cultural or political or motivational? The end clients, if we talk about the end clients,
what do you think motivates them to travel?

|IE: So, basically | would say that French clients always have a good picture of Ireland, have been
attracted by Ireland. Then is a safe country, so it's not so far from France and you can easily fly from
France to Ireland. You have several flights from Paris also fromthe countryside. So the access is quite
easy, then the only problem if | can say will be the price.

IR: Yeah!

IE: Ireland is a bit too much expensive, but | mean, there are always, even if it's quite difficult
sometimes for the travel agents to sell Ireland, (not understandable) requests for Ireland, so the
country has still a good picture for French people.

IR: Yeah. So you think that they have a stereotype in their head that it's safe, that it's nice to visit and
which is very important to them?

IE: Yes, yeah definitely.

IR: And do you think that they are very easily influenced by the media? Let's say if something
happens, like it happened in London, do you think that French people are very receptive to that?

|IE: Oh yeah, more and more since the attacks we gotin Paris and in France, yeah.

IR: Yeah, so Ireland, toi toi toi.
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IE: Yeah | mean, you got now people are more and more worried aboutthe attacks, so... and because
we had a lotin France, now we are more careful. And also about the communication, we have like a
very good Tourism Ireland office in Paris. Andthey are very good about communication. For example
in February we did some adverts on TV, alsoin the subway and also can provide supportfor the travel
agency, you knowto put some decoration inside of the agency, things like that. So the team from the
Tourism Ireland in Paris is very good.

IR: So they actively support you in basically representing the country, promoting?
IE: Yeah.
IR: Ah, okay.

IE: Yeah. For the promotion and also they can support you with (notunderstandable)funds, things like
that yeah.

IR: That's interesting.
IE: Yeah.
IR: Do you think French people are in general TV watchers if you can say it like that?

IE: Yes, yeah because after my visit to France, first Sales trip you know, the following day 1 was talking
with some travel agent and then also people talked a lot about this adverts on the TV. So yeah, as
soon as, you know (not understandable) something like seven or eightin the evening most of the time
people are in front of the TV. With the news, the news are at eight, so, and then you have the movie
which is starting, so yeah...

IR: Yeah, exactly, exactly. Is there anything that comes, anything else that you would like to add that
comes to your head with regards to characteristics for French people, how they travel, or how they
search for information? Do you think it's more online, offline, yeah anything that you could think of?

IE: Right now...
IR: That's fine.

IE: | think that now people, but it's not maybe linked to that, that people are again booking, doing
booking on last minute compared to before.

IR: Yeah. Yeah. No that's a very good point.

IE: So maybe you know it could be a good pop up for the head also. If they see something on the
social media or on a, as an advert on the TV, it could influence them, yeah.

IR: Cool! Awesome, well that was it already. | found out things that | wanted to find out. Thank you
very much for taking the time and for helping me...

IE: Yeah, is it okay? Are we done already?

IR: Yeah, that's perfectly fine.

IE: Ah okay great! | hope I'm gonna be good help for yourself.

IR: You definitely helped me a lot.

IE: Okay great. I'm happy for you.

IR: Thank you, Marie. Thank you. See you soon, bye bye.

IE: You're welcome, Luisa. Have a good day and good luck for your research.
IR: You too. Thank you, bye bye!

|E: Bye byel
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[nterview promotional activities at Hotels & More

Harrow. April 25 2018, 24:00 min.

Interviewer (IR). Luisa Litkemeyer
Interviewee (IE): Anais Pogorzelski, Business Development Manager at Hoteis & More

Interview number: 5

IR: Hi Anais. Thank you very much for taking the time for me, taking the time for me to talk to me
today.

|IE: No problem.

IR: First of all, | would like you to confirm that it's okay that | use your results, your name which only
goes to my university.

|IE: No problem at all.

IR: Perfect, thank you. First of all, | mean you kind of know me, I'm Luisa, working in the Marketing
team and we, I'm writing a project about how to approach the French market, what's typical for the
French, how they want to be addressed, how they want to communicate, what they want to see,
basicallywhatthey wantto do, basically marketresearch. So if you want to shortly introduce yourself,
what exactly you do within your team, yeah that'd be great.

IE: Right, so I'm Anais and | work in the Sales team at Hotels & More. My position is business
developmentmanagerand| basically workinto the new business only. So everything that comes from
people we never worked with before, or we lost them because we had issues in the past. So | work
from scratch, so | need to get in touch with them and try to fix appointments, things like that and then
obviouslythe salesteam here in London will follow-up with enquiries afterwards. So I'm just basically
the first contact, try to find enquiries and see whatwe can offerthem. Andthen the sales team follows
up and then | would see them again probably later on. So yeah, it's a few months only that I've been
doingthat, so | don'thave results yet, cause it's about planting seeds. But hopefully shortly we'll have
results.

IR: Yeah. That's... it sounds actually really interesting. Like, | mean | don’'t know how...

IE: It does. It's sometimes frustrating cause you know, we're calling clients that... it's a lot of, we have
wasting time. We have clients where there are time consuming or you know they, I'm calling a lot of
people and some of them are not doing England or are not interested at all, they're selling other
destinations, so... But when you have afish and kind of like potential, you really want to show them
the best and because we are the first, that usually is the first time we work with them, so they have no
kind of ideawho we are and... it's great. And alsoto learn aboutthe competition as well because most
of them are working with our competition andit's great to hear about them as well via other clients, so
it's really great, it's really interesting.

IR: Yeah. And how do you basically start if you have a new potential client? How do you find them first
of all?

|IE: Okay. So what we have in France, it's called “Les pages jaunes”™ which is a website that would
register every single company in France and you just have to type... What | do, | have a map of
France, Switzerland and Belgium cause | work on them — and we separate the France, we splitthem
into two, cause it would be too much — so | just kind of concentrate myself into a county and | will just
put the county name and like let's say travel agencies, coach operator and it will come like registering.
And | know about the existingthat we have already, so| wouldn't call them, but everything thatsounds
neworis newto me, and... you know| have to make a lot of researches before calling obviously, so it
takes time. And then when| knowthat they do our destination, | will callthem up and introduce myself
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andtell them whatwe’re doing. Most of the time | will follow up with an email or create a sales lead in
the system, so | can, | know myself, maybe they work into the brochure, let's say in six months, | will
call them up or, and if | have the chance... and if | see that there is a big potential in this area for
example, I'll definitely plan a business trip there. So that's, yeah, that's how | try to work right now
whichis greatso far, it's working and we just actually decided this morning that to me, when | have an
enquiry, | will just give itto someone in sales, but now | have a person in particular that will take care
of it cause... so it's easier for me to keep track.

IR: Yeah, yeah.

|E: Because withinthe three people, four people it's hard then to follow-up “ah okay, so you took care
of this and (...)". So now | have a person in particular for the new business, so (...) business, so it's
great.

IR: Nicel
IE: | think it's gonna be effective.

IR: You're talking about sales trips — so that's basically mainly what you have to do when you're in
France, right? How often do you go on sales trips?

IE: Soit's, we're trying to do that like a full week once a month. So yeah, and...
IR: Andit's only you?

IE: Yeah. Well, Marie Laureis also doingthat, but because she’s, | mean leadingthe team here keeps
her busy, but she does that, she tries to do at least once a month as well, a sales trip.

IR: And then what you basically do is you go there and you introduce... | mean what basically... they
probably show you the office and...

|E: | use our lovely brochure that we have.
IR: You take the brochure with you?

|IE: Yeah, yeah. | have a lot of brochures at home, so yeah, basically. They really appreciate it actually
this year, how it's done and most of them talk a lot about our Marketing stuff that we're working on
since we became TPG. We're much more on social media and everything, so they know a bit about us
which is really good.

IR: Yeah!

|E: Yeah, basically,the brochure it's like, it's really helpfulforme, so | can present properly what we're
doing. Always start with TPG and then explain that I'm more Hotels & More and that's what we're
doing. Cbviously it depends on the end clients, if it's more FIT then you would use other kinds of
things, like | would print some scheduled departures beforehand, so it's just yeah...

IR: Yeah, yeah. So do you think— so it's great to hearthat the brochure is helpful — do you think social
media is a big thing in France, or for our clients basically, or more print documents?

|IE: Depends who.
IR: Yeah.

|E: | have a few clients that would, that are following us on Facebook, but this is something | try to
push it as well when we're there. Because some of them, we... like let's say the coach operator,
they're not keen on doingthat. Well, they would some of them because they try to be trendy or they try
to kind of renew, but most of them will not really do that. But | think it needs to be pushed because
that's really necessary. And | mean, no it's... 'mtrying to... the brochure is definitely something we
have to keep and we can't do an online brochure for example.

IR: Yeah.

94



83
84
85

86

87
88

89

90
91

92
93

94
95

96
97

98
99
100

101
102

103
104
105
106
107
108

109

110
111
112
113
114
115
116
117
118

119
120
121
122

123
124
125

126

IE: This is now way, because they love to have the paperthere. And it's there, it's there. Because...
andthe business cards and (not understandable) they would remember me just because of that. But
social media, | mean you can tell we don't have a lot of followers.

IR: No...

IE: And even though, | sometimes._.. if | see that they are on social media and things like that, or
Instagram, | would just “yeah, you can follow us as well, we have (not understandable).”

IR: Yeah, butit's not like a priority?

IE: No, no. I'mthinking about all the kind of things that we could, but no. Apart frem the brochure and
social media we don't do... A trade fair obviously.

IR: That was actually my next question. Like Top Resa there was, that's | thinkthe only French one we
have, right?

|E: That we're going.
IR: Yeah.

IE: They all... we used to go to the French two, which happens in February, | went. It's every two
years, it's “Meet the French®™ and it's in Paris. But we don't go anymore because it's not a big thing.

(Interview was interrupted by someone, continued later on, part 2 as below.)
IR: Okay, short interruption — interruption, do you say that?
IE: Yeah!

IR: Butthat's fine, we're justgonna keep on going where we stopped. Trade shows — we talked about
Top Resa | think.

IE: Yeah, and | was saying that we have Top Resa, Top Resa is the main one. And it was two
different, MaPro and Top Resa before and now it became the same trade fair now. It's in September,
so it's the trade fair that we have to be there cause everyone is there. And yeah, there are others that
we could obviously be. One in Marseille as well, a few trade fairs that vou could, but we think that Top
Resa is the main one and we have to be there, soit's a full week, and it's, yeah it's a lot of, yeah it's
quite big.

IR: It's a whole week? It's in Paris, right?

IE: Yeah, it's a whole week. Yeah, yeahit's in Paris. And, yeah usually you make a lot of contacts and
we don'thave... we try to take appointments, but again, different market. Like when | see the RDA for
the German or any kind of trade fair, they would have the full schedule and they wouldn't have so
muchtime forthe walking clients, so at leastthey will have someone who had to deal with it. What we
do is more like, we take appointments, but again, French people they tend to cancel, they tend to “oh
no, we won't take appointment because you know, we don't know really when we're gonna be free
and we will come and see you®. So you know that they will come, they usually do but it's never
German way. But it's really, it's really, yeah | think it's really important and usually it's effective
afterwards, we do a follow-up, we send offers and yeah.

IR: Yeah. Talking about follow-ups: if you — I'm not sure how it works — if you for example contact a
travel agency, potentialtravel agency, and they might tell you “yeah we’ll get back to you™ or | mean, |
don'tknow how that usually works, do you think... howis it in the French market with the chasing? Do
they liketo be...?

|E: Pushed, yeah. | think no one likes to be pushed, right? Because atthe end of the day everyone is
busy and usually they take time to, to have a reply from the end client and they don't want to push
them either because they don't want to be, to sound very pushy.

IR: Yeah.
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IE: So again, it's, it's how it's always been with this company — compare it to the German that where
yvou gave them a deadline, they usually they tend to respectit. In France you will never have, unless
you're working with the Belgium maybe it's slightly different, but no one’s gonna come back to you
before the deadline saying like “yeah, we (not understandable)” — you always have to call them up
saying like “look, your option is running out, | just wanted to remind you®, “oh, but yeah, that's fine
Anais, you can confirmthat®, | was like “yeah, but you better tell me”you know, so they reallykind of ...
you have to push them a lot. If you want them to confirm, you have to push them. Some of them you
don't want to push them too much because it's, it all depends but yeah, they don't take it seriously
when you have options dates. You always have to... it's not like we really want to be kind of clear
without, but it's complicated. So, yeah.

IR: That's interesting.

IE: They would always have to push it anyway. “Oh yeah, but | haven'thadtimeto talk to my clientyet,
can you push it again?”

IR: Yeah. Do you take — when you visit clients — do you take anything except brochures or any
merchandise articles? Do you take like presentations with you, or do you ever hold any presentations
oris it really just going there and saying this is what we do?

IE: Not yet. | always say to clientwho doesn’'tknowthe destination at all, that I'm happy if they have a
big group like say more than 200 PAX, sorry, ifthey wantto have a presentation of the tour or because
they haveto do it. Usuallythey do a presentationto sellthe package andI'm like “If you need support,
I'm happy to come as long as it's not, and if it's part of me being there and it, it's, you know, it works
with the whole thing. And if it's a big fish, let's say it's a big series or things like that, | always tend to
tell them “look I'm happy to do a PowerPoint and come and present everything” but no, that's not
somethingI've done yet, and... but| try to tellthemthat I'm happyto do that. But | wouldtake some of
the, our calendars if |, if | know that they're keen on that. One of our clients said “oh, oh you're from
Hotels and More, oh you're doing UK, oh you're gonna come with a bottle of Whisky then?” | was like
“hm, maybe we'll see, I'll come with the brochure first and then I'll see®. So, you don't need to bribe
them.

IR: Yeah.

|IE: To getthe clientthere. They stay professional. It's not something that would work. Even though lots
ofthemin competition, | knowthey do that a lot. | wouldn’tbe,| wouldfeel uncomfortable, like coming
with a, thousands of goodies.

IR: Yeah, then it might feel like you are actually bribing them. “We brought this, work with us.”

|E: Exactly. To me, I'm... especially with my business — because I'm doing the new one — what's the
point? You can come and have a thousand of goodies, you don't even know them, you don't know
what's the proper potential. So | don't know, | wouldn't be keen on doing that, so the brochure is
enough andthen_.. | try to, if| hadlike a, one of our clients it was a big anniversary, | didn't know, but |
realized onthe spot. And then| sentthem a calendar and a pen like via post saying “oh that's for you",
so | tend to do that a lot, a little bit, but yeah.

IR: Yeah, not priority.
IE: No, not at all.

IR: You saidif they don'tknow anything aboutthe destination—so there are travel agencies that might
not do UK yet at all that you could contact?

|IE: Oh yeah. Well, not that often.

IR: Butifthat happens? | meantheyneedto know something about the destination, right? So then it's
basically your job to teach them what there is, what we have, or how...?

|IE: Yeah. What | do is like a, usuallyifit's, if they don'tfeel comfortable,l... | have client she is so cute
and she called me up before she’s gotta meet her client and she’s like “you know, Anais, | don't know
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London atall andI've never beenthere, but if my client is asking me blablabla... orsome of our clients
have also asked to prepare a PowerPoint, we don't really have time to do that. But we just tell them
like “look, if you have questions, give me a quick call, I'll answer you, so you feel more comfortable
during your presentation, so...” But we would never have anything to send to them, so we just...

IR: Yeah, | mean it would be very general anyways.
IE: Yeah.
IR: So whenever they have questions that you are basically the destination expert and they...

|E: Yeah, | tend to tell them “Feel free, don't feel uncomfortable asking me. We are the ones that are
happy to help, so..." That's what | do.

IR: Yeah. | mean obviously it's important for everyone to find the right balance between the right
product and the right price. How price sensitive do you think are the Frenchies?

IE: They're really price sensitive. They're not... | mean | saw it, you know, they have partnerships for
yvears and years with an inbound company and when | go there, if we're cheaper, they will “ah yeah,
Anais I'll give it a try, even though | don't know you, | think if you're cheaper I'll go with you™. They
really look at the price because at the end of the day what they wanna do is that the tours, the tour is
selling and we all know that that people usually go to the cheaper.

IR: Yeah.

IE: So yeah, price is reallyimportantandthat's why also we, yeah, the margin onthe French market is
so low right now because we need itto. Like the competition works on 1-2% margin, so you have to.
Even though | know sometimes it's, you wonder if there is a mistake or like a, a budgeting mistake,
then it's gonna be crazy, it's gonna be lost, but yeah, they're really sensitive to that, unfortunately.

IR: More sensitive to the German market for example, would you say?

|E: Well, it depends on clients on the German market, | know as well they, they_.. it depends on their
client. Some of them are really faithful and they will stay even though it's one or two euros more. On
the French market I'm not sure.

IR: If they would be loyal.

IE: Yeah. Yeah. They're not faithful and they always “you know, Anais, there will be on us sometimes
saying like ‘it was two euros cheaper, even though | like to work with you, | need to, | have a budget,
my director told me to get the cheaper and the best value for money, so I'll go to...”" So they would
never... some of them would, but margin rating, it's strange, right? So you have to be really
competitive.

IR: Maybe culture, politics play an important role as well. The travel of the French people in general.
Do youthink, forexample whathappenedin London — was it last year or two years ago, no last year|
think it was —

IE: Yes, last year. Same year.

IR: On Borough Market. Do you think French people are very receptive to what's shown in the media
and very influenced by it?

IE: Yeah. | mean...
IR: Did sales go down?

|IE: Yeah. Well, when it had happened, we hardly had cancellations because people paideverything in
advance, right? So during the high season they travelled, most of them. We only had one student
group to cancel, which makes sense, students, you know, they travelling without parents, so they're
obviously really worried. But we postponed the trip, we had a chance to postpone the trip for free to
the next year. So you see, in that position they postponedthe trip which means they're notreally afraid
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anymore, but on the spot they were really afraid to come. Which doesn’t really make sense because
we all knowthat when it happens, ithardly happens the week after again. But they postponed the trip,
so | was really surprised because (notunderstandable)in year, who knows that's gonna happen again
the same time. And again, but then what happened is that the request for London for example, that
dropped completely. And, but | think it's more like a, a thing as well — we had a lot of requests for
London atfour, five years ago maybe. And then all clients telling me “you know, we had London, it was
really trendy at that, and then it's coming back every four years, you will see, it's gonna come back,
but now it's not London right now". So you see, they go with the trendy thing, but | think the attacks
obviously didn't (not understandable) you know we had so many attacks in France and it was, also we
had one in a really small village and no one expected that. And people were really “oh, you know it
happens anywhere, so if you go London, if you go Berlin, if you go anywhere you're not really safe”.

IR: Yeah, true.

|IE: Even in a small village, so Paris has been really affected by that, really, really deeply. But it's
coming back bit by bit, but obviously you always have a drop, so yeah.

IR: That's probably, | mean you can't change it anyways and if you travel or not, but yeah it's...

IE: Yeah, some client would say “you know Anais, I'm not even keen on selling it because it doesn't
work of all the attacks and... so I'm not trying to push them, cause some were really close to... but
some of them will say “yeah but you know it happens everywhere anyway”, so | try_.. People always
like London, Frenchies love London, they love it, they love Royalty, like you would see overthe news. |
mean I'm pretty sure it's the same in Germany.

IR: Yeah, yeah.

|E: Butthey've always beenreally keen on London cause we're notthat far as well, so, but yeah. We'll
see.

IR: So you would also say London is the main thing?

|E: That's the main thing, like the main destination they think about when we talk about Great Britain,
definitely.

IR: Yeah, yeah. Do you think they know much about any other? Like for example to Dublin, city trip if
we talk about city trips.

|E: Dublin— because we had a lot of advertising from, for Ireland the past year, we kind of, everyone
knows the Irish andthey know about beers and about like the how they're welcoming. So you know a
little bit aboutlreland. Scotland not much. Edinburgh, some people like, they don’t even think about it.
Cornwall no way. And when | tell them “it's like Bretagne in France, you know it's really nice and it's
coastal landscapes and everything, you know®... no, but it's mainly London, Canterbury that they
know. Theywill have heard aboutLiverpool for the Beatles, but that's it. So it's really, when | try to sell
themit's like “yeah, Anais, you're right, this sounds amazing, but you know it doesn't... our clients are
not that receptive cause they don’t know, they've never heard about it”, | was like “yeah, but you have
to push it, you know, | mean®... Who knew about Slovenia like a few years ago?

IR: Yeah, exactly.
1E: Who knew about all those countries?

IR: Butthenyeah, it's the responsibility also for the travel agents to pass that on to their clients, right?
Because you can't really reach the end client anyways.

IE: Yeah, so you have to convince them first, so they can... But yeah, advertising helps a lot and
because of... we have a lot of for Ireland, so | think it helps, you know, and hopefully with VisitBritain
as well, they're doing a campaign, I've seenthat, so all of it plays even in Paris in cinemas, yeah so...

IR: It's actually interesting that there are companies thatwork with a Tourism board which is so smart.
Because yeah active advertisement on spot is difficult if you don't have any organisation there, but
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yeah apparentlywhat| realized is that the Frenchies want to meet their partner and they want to have
a relationship with their partner and meet them in person.

IE: Oh yeah, face to face is so important, yeah! That's why we agreed on me doing that basically.

IR: Maybe one last thing is interested to know — it's probably clear — that they only want to
communicate in French. What if there would be a person not speaking French visiting them, do you
think they would be_..?

IE: It's funny, it's really funny. | think some of them will try, maybe in Paris that would work and not
even...

IR: Butin general...

IE: Yeah, they would be so scared, so scared. Theywouldn't be confidentin their English first. And it's
obviously really hard to get them to find for you a time slot so you can meet them, (not
understandable) always busy obviously. But no, the French language is so important to them.

IR: Yeah, yeah, okay.

|IE: They hardly go direct, that's the thing. You would have a lot of Netherlands, or Belgium, Belgians
go a bit direct sometimes, but even though, they like to have an inbound company, so you see they
really like to have the French contact.

IR: Yeah, yeah. Okay, | think that was it from my side, you actually helped me a lot, lot.
IE: Yeah? I'm glad.
IR: If there is anything else you would like to add?

|E: No, I think | mean unless you have further questions while you're writing your thingy, I'm happy to
answer that.

IR: Perfect, thank you.

|E: So with... you know, | couldthink aboutsomething else to tell you, butif | do, I'll email you. But no,
so far we covered.

IR: Perfect, thank you very much.
IE: Good luck with that!
IR: Thank you!
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6.8 Code tree

Axial and open coding

Interview 1: Marie Laure Devigne
Interview 2: Vera Lett

Interview 3: Melody Fournelle
Interview 4: Marie Belanger

Interview 5: Anais Pogorzelski

Axial codes Open codes Fragments of interviews

Purchased products Food very important, take their | 1.36-1.41
time, relax, not too many 1.330-1.361
activities, rather shorter trips 2.42-2.46
Workers: center, hotel less 3.49-3.80
important, more activities 4.40-4.43
Seniors: food & hotel
important, less activities, more
staying in hotel
Often high expectations of
food, not informed about
different standards in the UK
Travel agencies: what’s new, 1.87-1.91
new trends, exciting tours, 1.101-1.102
original new tours
Coach operators: traditional
tours
Mainly city trips, London very 2.40-2.42
popular, Madame Tussauds or 2.47-2.50
Harry Potter (fun activities) 3.200
London most popular, 5.236-5.254
Canterbury, Liverpool maybe,
Ireland a little, otherwise “never
heard of it” hence end-clients
will not buy
A lot of activities included 4.38-4.39
Ireland: Connemara famous due | 4.53-4.56
to French song, Dublin usually 4.60-4.67
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always included (pricy)

Advertising Newsletters not too often, don’t | 1.50-1.66
like to be pushed
French people TV watchers, 1.464-1.513
very influenced by news, very 2.64-2.70
receptive to what's shown in 3.128-3.138
the media 3.230-3.232
Brochure: important 2.56-2.61
Taking on sales trip, very handy | 5.61-5.72
and helpful to present
ourselves and our products,
Online brochure unhandy
Magazines (royal family) very
famous in France (people’s 3.200-3.240
magazines)
Social media: not so much in
use at IWT 4.26-4.32
Want to push, some use, most 5.76-5.80
not active (should mention
more frequent)
Tourism Ireland agency based
in France: adverts on TVand in | 4.117-4.128
subways, offering support for
travel agencies on spot, good
communication also about
attacks
Les pages jaunes to find
partnering companies (follow 5.32-5.43
up with sales lead or email)
Destination knowledge of Travel agencies sufficiently 1.70-1.91
clients informed, coach operators not 1.110-1.122
(need to distinguish), co’s need
training in destinations
French mostly connecting the 2.76-2.85

UK to London only, we need to

teach them and bring other
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destinations closer

Often not sufficiently informed 3.49-3.80
about the food in the UK, very 3.81-3.101
different from France
Clients have asked for ppt 5.174-5.182
about destination, happy to
answer questions if agencies do
not have extensive knowledge
about destination
Most people do not have 5.246-5.261
knowledge about other
destinations

Personal selling Follow ups via phone/email: 1.42-1.49
don’t like to be chased/pushed
Meetings and visits are key, 1.128-1.158
most important aspect to build 1.182-1.87
relationship 2.87-2.95
Relationships needed to 2.103-2.106
increase bookings (via phone, 2.108-2.109
in person, social media) 4.76-4.98
frequent contact needed, not 5.27-5.29
working with you if have not 5.55-5.58
met you before, need French 5.266, 5.279
contact person, min. 1-
2x/months be in contact
IWT going at least 1x/month on
sales trip to France, very
important to establish new but
also keep up longer clients
Good also to find out about
competition, full week
1x/month
Trade shows: Top Resa, not too
crucial, French clients not 1.159-1.180
booking appointments, rather 1.89-1.203
stop by to talk shortly, mostly 2.97-2.99
meeting already known people 5.103-5.118

Top Resa only relevant one,

important to be there and show
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face
Need to be there, full week of

opportunity

Presentations: not doing at the

moment, would be good for big | 1.245-1.266
clients, support them for big 5.143-5.153
presentations for associations 5.174-5.175
Willing to support agencies with
big groups for presentation to
sell more, clients have asked
for ppt about destination
Phone calls: preferred, quick
and easy (not too chasing) 1.268-1.278
Buying behavior Competitiveness: clients not 1.216-1.242
working with xy due to xy
working with competitor, quite
sensitive towards that issue
Price sensitive: end clients 1.286-1.306
asking various different 2.118-2.121
agencies, agencies asking 3.182-3.189
various different tour 4.38-4.46
operators, related to 5.185-5.204
competitiveness, hence pricing
is crucial
Asking for e.g. central hotels,
but cheap = challenge
Want better quality, but
cheaper prices
Have more budget than Spanish
and Germans
Could become “unloyal” for
lower price at competitor
Time of booking: quite late, do | 1.307-1.324
not want to take risks (related 2.37-2.39
to terror attacks), last minute 3.13-3.14
bookings when reacting upon 4.141-4.145
adverts
Factors influencing buying Political: French president 1.421-1.461
behavior example of encouraging notto | 2.133-2.137
travel after Brexit, French quite | 3.109-3.114

103




sensitive

People got scared, government
large influence, people
believing

End-clients scared of terror

5.213-5.237

Media: French receptive, media 1.464-1.513
pushing a lot of negative 2.64-2.70
events, very influenced by it 2.76
Media immense influence on 3.128-3.138
French people, TV shows at 4.130-4.135
night, talk a lot about what is
shown on TV
2.132

Weather could influence travel

Other characteristics Language: only French, not too | 2.124-2.126
confident in English
Seniors more dependant on 3.155-3.167
guides, younger people more
independent
Positive stereotype of Ireland 4.102-4.112
(safe and close), but pricy
Deadlines: less suitable in 5.127-5.139
France
Appreciate gift e.g. for 5.150-5.164
anniversary or calendars, small
items, but no “bribing”

Bottlenecks/challenges Not visiting enough clients 1.519-1.538
Pricing, destination knowledge, | 2.143-2.148

reaction time, frequency of
reaching out, relationship
(point of contact), media

influences
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6.9 Survey

6.9.1 English

Questionnaire for Hotels and More Ltd.

My name is Luisa and | am part of the Marketing Team at Hotels & More, the B2B expert for the UK and
Ireland based in London. | am currently working on a project about how Hotels and more can better
service you as a partner and also keep you informed about trends and developments, products and any
other relevant news. For this, | am conducting research in order to eventually give recommendations to
the Management and would like to kindly ask you to fill out this questionnaire which should take
approximately 5-10 minutes. Thank you for your help!

1. General information
1.1 Where is your head office based?
O North of France
O South of France
O East of France
O West of France
O Region around Paris
O Belgium/Switzerland
1.2 Are you
O a travel agency
O a coach operator
O Other,namely: _______________
1.3 Are you mainly handling
O workers

O seniors

2. Products and destination

2.1 Which destination do you mainly sell to your clients (multiple answers possible)?
O London only
O England, namely: ______________
O Scotland, namely: ______________
O Ireland, namely: _______________
O Wwales, namely: ________________

2.2 What is the usual length of the tours you sell (on average)?
O Daytrips
O 2-4 days
O 5-8 days

O 8 days or more
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2.3 What kind of tours do you mainly sell (multiple answers possible)?
O Citytrips
O Round tours
O Food tours
O Cultural tours
O Active tours
O Historical tours

O Other, namely:

2.4 Please tick a box for each statement.

Statement from
your point of

view

Strongly

disagree

Somewhat

disagree

Neutral

Somewhat agree

Strongly agree

Our clients find
that good food

is important.

Our clients

would like a lot
of fun activities
included in the

tours.

Our clients are
satisfied with
basic

sightseeing.

Our clients
think a central
location of the
accommodation

is crucial.

Our clients
think good
quality of the
accommodation

is crucial.

2.5 How would you assess your level of knowledge about the UK and Ireland (1=little
knowledge, 5= very good expertise)?

01 02 03 04 05
2.6 Would you like to learn more about the UK and Ireland?
O Yes ONo O Maybe

2.7 Apart from the products you sell most, would you like to learn more about other
attractions and spots in the UK and Ireland?
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2.8 O Yes ONo O Maybe

3. Communication
3.1 Please tick a box for each statement.

Statement from Strongly Somewhat Neutral Somewhat agree Strongly
your point of view disagree disagree agree

We prefer phone
contact over email

contact.

We like to be
reminded/contacted
at least once a

month.

We think it is
important to meet
our business

partner in person.

We prefer our
contact at Hotels &

More to be French.

We think it is
important to attend

trade shows.

3.2 How often would you like to meet your business partner?
O Not important at all
O About 4-5 times a year
O Every two months
O Every month
O Twice a month
O Other, namely: _____________
3.3 How often would you like to be in contact with your business partner (phone/email)?
O Only when necessary
O Every few weeks
O Once a month
O Every week
O On a daily basis
O Other, namely: _____________
3.4 Would you be interested in Hotels & More holding presentations about the destination
and/or products for you and/or your clients?
O Yes
O No
O Maybe
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3.5 What do you find most interesting with regards to newsletters (multiple answers possible)?
O Interesting facts about the destination
O Business/personal news
O Updates on political events
O Original, exciting tours
O Traditional tours
O Attractive design with nice images
O Informative content
O Interactive tools

O Other, namely:

3.6 Please tick a box for each statement.

Statement from Strongly Somewhat Neutral Somewhat agree Strongly
your point of view | disagree disagree agree
The Hotels &

More brochure is
helpful to see

what they offer.

The content of
the Hotels & More
newsletter is
interesting and

relevant.

We would like to
receive the
newsletter every
two weeks or

less.

We read (travel)
magazines on a

regular basis.

Print material is
more important
to us than online

material.

We are active
online (social
media/online

magazines).

TV
advertisements
influence us

and/or our clients

in buying
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products and/or
looking into new

trends and ideas.

Public posters
(e.g. in subway
stations)
influence us
and/or our clients
in buying
products and/or
looking into new

trends and ideas.

We like to receive
articles, such as

calendars or

pens.
4. Media
4.1 Please tick a box for each statement.
Statement from Strongly Somewhat Neutral Somewhat agree Strongly
your point of view | disagree disagree agree

We consider
ourselves
informed about
political
happenings in the
UK and Ireland.

In case of
negative events,
we can contact
the incoming and
learn about the

situation.

The media
influences the
people in our

country.

Stereotypes play
a big role for our

travelers.

5. Comments and remarks
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5.1 With regards to newsletters or the brochure: is there any specific content you would like to
see more? Do you have any general remarks about our communication or other? Please
help us improve by noting comments below:

6.9.2 French

Questionnaire for Hotels and More Ltd.

Je m'appelle Luisa et je fais partie de I'équipe marketing de Hotels & More, I'expert B2B du Royaume-
Uni et de l'lrlande basé a Londres. Je travaille actuellement sur un projet sur la facon dont Hotels and
more peut mieux vous servir en tant que partenaire et également vous tenir au courant des tendances
et des développements, des produits et de toute autre nouvelle pertinente. Pour cela, je méne des
recherches afin de donner éventuellement des recommandations a la Direction et je voudrais vous
demander de bien vouloir remplir ce questionnaire qui devrait prendre environ 5-10 minutes. Merci de
votre aide!
6. Informations générales
6.1 Ou se trouve votre siege ?

O Nord de la France

O Sud de la France

O Est de la France

O Ouest de la France

O Region autour de Paris

O Belgique/Suisse

6.2 Vous etes:

O Une agence de voyage

O Un coach operateur
6.3 Vous travaillez plutot avec des:

O CE

O seniors

7. Produits and destination
7.1 Quelle est la destination principale que vous vendez a vos clients (plusieurs réponses
possible)?
O Seulement Londres
O Angleterre, a savoir: ______________
O Ecosse, a savoir:

O Irelande, a savoir:
O Pays de Galle, a savoir: ________________

7.2 Qu’elle est la durée moyenne des voyages que vous vendez ?
O 1 journée
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O 2-4 jours
O 5-8 jours
O 8 jours ou plus
7.3 Quel type de voyages vendez-vous (plusieurs réponses possible)?
O Voyage dans une ville
O Un circuit
O voyage culinaire
O Voyage culturelle
O Tour actif
O Voyages a thématique historique
O Autre:

7.4 Merci de bien vouloir cocher une seule case pour chaque figure de cas.

Votre point de | Pas du tout Plutot pas Neutre Plutot d’accord Tout a fait
vue d’accord d’accord d’accord
Nos clients

trouvent que
la nourriture

est importante

Nos clients
souhaiteraient
beaucoup
d’activités
amusantes
dans les

circuits

Nos clients
sont satisfaits
avec des
visites

classiques

Nos clients
pensent qu’un
hotel central
est

indispensable

Nos clients
pensent que la
qualité de
I’hébergement

est cruciale

1.1 Comment évalueriez-vous votre niveau de connaissance du Royaume-Uni et de I'lrlande (1
= peu de connaissances, 5 = trés bonne expertise)?
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01 02 03 O4 05

1.2 Voudriez-vous en savoir plus sur le RU et I'lrlande?
O Oui O Non O Peut-étre

1.3 En dehors des produits que vous vendez le plus, souhaitez-vous en savoir plus sur

d'autres attractions et spots au Royaume-Uni et en Irlande?

O Oui O Non O Peut-étre
3. Communication

3.1 Veuillez cocher une case pour chaque figure de cas.

Votre point de Pas du tout Plutot pas Neutre

vue d’accord d’accord

Plutot d’accord

Tout a fait

d’accord

Nous préférons
un appel
téléphonique
plutot qu’un

email

Nous aimons etre
rappelé /
contacté au
moins une fois

par mois

Nous pensons
qu’il est
important de
rencontrer ses
partenaires
commerciaux en

face a face

Nous pensons
qu’il est
important
d’assister a des
salons

professionnels

3.7 A quelle fréquence souhaitez-vous rencontrer votre partenaire commercial?

O Pas important du tout
O Environ 4-5 fois par an
O Tous les deux mois

O Chaque mois

O Deux fois par mois
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Oautre: _____________
3.8 A quelle fréquence souhaitez-vous étre en contact avec votre partenaire commercial

(téléphone / e-mail)?

O Seulement quand c'est nécessaire

O Toutes les quelques semaines

O Une fois par mois

O Chaque semaine

O Au quotidien

O Autre:

3.9 Seriez-vous intéressé par les présentations de Hotels & More sur la destination et / ou les
produits pour vous et / ou vos clients?
O Oui

O Non
O Peut-étre

3.10 Qu'est-ce que vous trouvez le plus intéressant en ce qui concerne les bulletins
d'information (plusieurs réponses possibles)?
O Faits intéressants sur la destination
O Nouvelles professionnelles / personnelles
O Mises a jour sur les événements politiques
O Tours originaux et passionnants
O Visites traditionnelles
O design attrayant avec de belles images
O Contenu informatif
O Outils interactifs
O Autre:

3.11 Veuillez cocher une case pour chaque figure de cas.

Votre point de Pas du tout Plutot pas Neutre Plutot Neutre Tout a fait

vue d’accord d’accord d’accord

La brochure
Hotels & More est
utile pour
découvrir les

circuits proposés

Le contenu de la
newsletter Hotels
& est intéressant

et pertinent

Nous aimerions
recevoir la
newwsletter
toutes les deux

semaines ou

moins
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Nous lisons
réguliérement
des revues

touristiques

Le format papier
est plus
important pour
nous que
I'information en

ligne

Nous sommes
présents sur
internet (réseaux
sociaux /
magazines en

ligne)

Les publicités TV
nous influencent
/ influencent nos
clients dans
I’achat de
produits et / ou
I’étude de
nouvelles
tendances et

idées

Les affiches
publicitaires (par
exemple dans les
stations de
métro) nous
influencent /
influencent nos
clients dans
I'achat de
produits et / ou
I'étude de
nouvelles
tendances et

idées

Nous aimons
recevoir des

articles, tels que
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des calendriers

ou stylos
4. Média
4.1 Veuillez cocher une case pour chaque figure de cas.
Votre point de Pas du tout Plutot pas Neutre Plutot Neutre Tout a fait
vue d’accord d’accord d’accord
Nous nous

considérons
informés des
événements
politiques au
Royaume-Uni et

en Irlande

En cas de
probléme, nous
pouvons
contacter le
réceptif pour en
apprendre
davantage sur la

situation

Les médias
influencent les
gens dans notre

pays

Les stéréotypes
jouent un grand

role pour nos

voyageurs

5. Commentaires et remarques
5.1 En ce qui concerne les newsletters ou la brochure: il y a-t-il un contenu spécifique que
vous souhaiteriez y trouver plus souvent ? Avez-vous des remarques générales sur notre
communication ou autre ? Merci de nous aider a nous améliorer en nous faisant part de
VOS commentaires ci-
dessous :
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6.10 Survey analysis

Q1 - Ou se trouve votre siege?

Mord de la France

Sud de la France

Quest de la France

Reqgion autour de
Faris

Belgique/Suisse/Cana

da
[ [ [ [ I [
0 2 4 B 8 10 12
# Answer % Count
1 Nord de la France 12.00% 6
2 Sud de la France 28.00% 14
3 Est de la France 26.00% 13
4 Ouest de la France 8.00% 4
5 Region autour de Paris 26.00% 13
6 Belgique/Suisse/Canada 0.00% 0
Total 100% 50
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Q2 - Vous etes:

Une agence de
woyage

Un coach operateur

Autre:

] & 10
# Answer
1 Une agence de voyage
2 Un coach operateur
3 Autre:
Total
Autre:

Autre: - Texte

autocariste
Tour Operateur
Tour operator
AUTOCARISTE
AUTOCARISTE
AUTOCARISTE
Tour operateur
Agence MICE
Mice et agence
association
autocariste et agence de voyage

association
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56.86%

9.80%

33.33%

100%

20 25

Count

29

51

ao
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Q3 - Vous travaillez plutét avec des:

] 2 ] 8 10 12 14 16 18
# Answer % Count
1 CE 37.25% 19
2 Seniors 37.25% 19
3 Autre: 25.49% 13
Total 100% 51

Autre:

Autre: - Texte

Senior et CE

Scolaires

scolaires

établissements scolaires

Tous groupes sans distinction

Associations culturelles

BtoB (entreprises) et étudiants écoles de commerce
Société

Association

CE, SENIORS, AMICALES DE POMPIERS, GROUPE D'AMIS

scolaires
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Q5 - Quelle est la destination principale que vous vendez a vos clients (plusieurs réponses possible)?

Seulement Londres

Angleterre, &
savoir:

Ecosse, 6 5avoir

Iralands, &
savoir

Pays da Galle, a
savoir:

o 5
# Answer
1 Seulement Londres
2 Angleterre, a savoir:
3 Ecosse, a savoir:
4 Irelande, a savoir:
5 Pays de Galle, a savoir:
Total

Angleterre, a savoir:

Angleterre, a savoir: - Texte

Angleterre pour le patrimoine et Londres
Brighton Oxford Bath

Bath, Oxford

Londres, Brighton

Londres principalement

Londres

Ecosse, a savoir:
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%

26.92%

18.27%

19.23%

30.77%

4.81%

100%
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Ecosse, a savoir: - Texte

Edimbourg

Edimbourg

Circuit

Edinburgh highlands
Edimbourg et circuit Ecosse

edimburgh

Irelande, a savoir:
Irelande, a savoir: - Texte
Dublin Galway

Dublin, Galway, Cork
Circuit

Dublin

Dublin et autres

Dublin

Dublin et Circuit Irlande
dublin galway

Dublin

Pays de Galle, a savoir:

Pays de Galle, a savoir: - Texte

Cardiff

121



Q6 - Qu’elle est la durée moyenne des voyages que vous vendez ?

1 journée

5-8B jours

8 jours ow plus

o 2 4 ] 8 10 12 14 16 18 20 2z 24
# Answer % Count
1 1 journée 5.88% 3
2 2-4 jours 49.02% 25
3 5-8 jours 39.22% 20
4 8 jours ou plus 5.88% 3
Total 100% 51
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Q7 - Quel type de voyages vendez-vous (plusieurs réponses possible)?

Voyage dans une
ville

Voyage culinaire

Voyage culturelle

Tour actif

Voyages a thematique
historigue

o 5 10 15

# Answer
1 Voyage dans une ville
2 Un circuit
3 Voyage culinaire
4 Voyage culturelle
5 Tour actif
6 Voyages a thématique historique
7 Autre:

Total
Autre:

Autre: - Texte

SEJOUR
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32.73%

30.91%

2.73%

19.09%

5.45%

7.27%

1.82%

100%
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Séminaire / assister a un match (foot, rugby)
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Q8 - Merci de bien vouloir cocher une seule case pour chaque figure de cas (de votre point de vue).

Pas du tout d'accord

Plutot pas d'accord

M Mos clients trouvent que la nourriture est importante
M Mos clients souhaiteraient beaucoup dactivités amusantes dans les circuits...
Heutre M Mos clients sont satisfaits avec des visites classigues.
M Mos clients pensent qu'un hotel central est indispensable.

Mos clients pensent gue la gualité de I'hébergement est cruciale.

Plutot d'accord

Tout a fait d'accord

08 08E5a5
Pas du Plutot Tout a
] Plutot )
# Question tout pas Neutre fait Total
d'accord
d'accord d'accord d'accord

Nos clients

1 frouvent que 7.84% 4 0.00% 0O 5.88% 3 23.53% 12 62.75% 32 51
la nourriture
est importante
Nos clients
souhaiteraient

2 beaucoup 5.88% 3 19.61% 10 49.02% 25 19.61% 10 5.88% 3 51
d’activités

amusantes
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dans les

circuits.

Nos clients

sont satisfaits

avec des 0.00% 0 11.76% 6 17.65% 9 54.90% 28 15.69% 8 51
visites

classiques.

Nos clients

pensent qu’un

hotel central 0.00% 0 3.92% 2 17.65% 9 35.29% 18 43.14% 22 51
est

indispensable.

Nos clients

pensent que la

qualité de 1.96% 1 3.92% 2 392% 2 50.98% 26 39.22% 20 51
I’hébergement

est cruciale.
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Q9 - Comment évalueriez-vous votre niveau de connaissance du Royaume-Uni et de I'Irlande (0 = pas
de connaissances, 10 = trés bonne expertise)?

67% 31% 2%

Detracteur Passif Promoteur

) Détracteur

) Passif

B Promoteur

-64.71
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Q9 - Voudriez-vous en savoir plus sur le RU et I'lrlande?

Mon

Peut-atre

0

Answer

Oui

Non

Peut-étre

Total

70.59%
3.92%
25.49%

100%
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Count

36
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Q10 - En dehors des produits que vous vendez le plus, souhaitez-vous en savoir plus sur d'autres

attractions et spots au Royaume-Uni et en Irlande?

Oui
Mon
Peut-&tre
o
# Answer
1 Oui
2 Non
3 Peut-étre
Total

%

66.67%
11.76%
21.57%

100%
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20

25

a0

Count

34

11

51

35



Q11 - Veuillez cocher une case pour chaque figure de cas (de votre point de vue).

Pas du tout d'accord l

Plutot pas d'accord

B Mous préférons un appel téléphonigue plutdt qu'un email.
Meutre M Mous aimons etre rappelé/contacté au moins une fois par mois.
M Mous pensons qu'il est important de rencontrer ses partenaires commerciaux ...

M Nous pensons qu'il est important d'assister a des salons professionnels.

Tout a fait d'accaord

Plutot d'accord L
[NREN

Pas du Plutot Tout a
Plutot
] tout pas fait Tota
# Question Neutre d'accor
d'accor d'accor d d'accor |
d d d
Nous préférons
un appel
o PP 1 1 31.37 1
1 téléphonique 19.61% 27.45% 17.65% 9 3.92% 2 51
R 0 4 % 6
plutét qu’un
email.
Nous aimons
etre 1 2 23.53 1
2 . 25.49% 39.22% 7.84% 4 3.92% 2 51
rappelé/contact 3 0 % 2

é au moins une

130



fois par mois.

Nous pensons
qu’il est
important de
rencontrer ses 0.00% 0 5.88%
partenaires
commerciaux
en face a face.
Nous pensons
qu’il est
important
1.96% 1 1.96%
d’assister a des
salons

professionnels.

21.57
%

27.45
%
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50.98%

50.98%

21.57%

17.65%

51

51



Q12 - A quelle fréquence souhaitez-vous rencontrer votre partenaire commercial?

Pas important du
tout

Tous kes deux mois

o 2
# Answer
1 Pas important du tout
2 Environ 4-5 fois par an
3 Tous les deux mois
4 Chaque mois
5 Deux fois par mois
6 Autre:
Total
Autre:

Autre: - Texte

1 FOIS PAR AN

1 fois par an

au moins une fois par an
1 fois par an

environ 2x par an
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23.53%

27.45%

3.92%

0.00%

3.92%

41.18%

100%

Environ 4-5 fois par
an

21

51



1 fois par an

2 X par an maxi

1 fois par an

1 fois par an
2 fois

1 x par an

1 FOIS PAR AN
2 fois par an
Selon besoin

1 fois par an

1 fois par an

1 FOIS PAR AN
1 fois par an

1 fois par an

1 fois par an
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Q13 - A quelle fréquence souhaitez-vous &tre en contact avec votre partenaire commercial
(téléphone/e-mail)?

Seulement quand
c'ast nécessaire
Toutes les quelques -

semaines

Une fois par mois

Chague semaine

Au quotidien
Autre:
] é 1::1 :5 EII:- 2|5 :ill:l 3|5
# Answer % Count
1 Seulement quand c'est nécessaire 76.00% 38
2 Toutes les quelques semaines 8.00% 4
3 Une fois par mois 12.00% 6
4 Chaque semaine 0.00% 0
5 Au quotidien 2.00% 1
6 Autre: 2.00% 1
Total 100% 50

Autre:

Autre: - Texte

par mail lors d'évenements ou spécificités de la destination
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Q14 - Seriez-vous intéressé par les présentations de Hotels & More sur la destination et/ou les

produits pour vous et/ou vos clients?

Mon

Peut-étre

o 5
# Answer
1 Oui
2 Non
3 Peut-étre
Total

54.90%
5.88%
39.22%

100%
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Count

28

20

51



Q15 - Qu'est-ce que vous trouvez le plus intéressant en ce qui concerne les bulletins d'information

(plusieurs réponses possibles)?

Faits interessants
gur la destination

Mouvellas
professionnelles/pars
onnelles

Mises a jour sur les
evenements politiques

Tours originaux et
passionnants

Viaites
traditionnelles

Des=ign attrayant avec
de belles images

Contenu informatif

Autre:
I I I I
o 5 10 15 20
# Answer
1 Faits intéressants sur la destination
2 Nouvelles professionnelles/personnelles
3 Mises a jour sur les événements politiques

4 Tours originaux et passionnants
5 Visites traditionnelles
6 Design attrayant avec de belles images

7 Contenu informatif
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%

23.49%

8.72%

5.37%

20.13%

12.08%

8.72%

14.09%

Count

35



8 Outils interactifs
9 Autre:

Total

Autre:

Autre: - Texte

nom de ['hotel
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6.04%

1.34%

100%
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Pas du tout d'accord

Plutot pas d'accord

Meutre

Plutot d'accaord

'-
K
B
=

Tout a fait d'accord

Firrrn
05102335

Pas du
. tout
# Question ,
d'accor
d
La brochure Hotels &
More est utile pour
. . o 1.96%
découvrir les circuits
proposés.
Le contenu de la
newsletter Hotels &
0.00%

est intéressant et

pertinent.

Q16 - Veuillez cocher une case pour chaque figure de cas (de votre point de vue).

M La brochure Hotels & More est utile pour découvrir les circuits proposes.
M Le contenu de la newsletter Hotels & est intéressant et pertinent.
M Nous aimerions recevoir la newwsletter toutes les deux semaines ou moins.
M Mous lisons réguliérement des revues touristiques.

Le format papier est plus important pour nous que linformation en ligne.
M Nous sommes présents sur internet (réseaux sociaux/magazines en ligne).
M Les publicités TV nous influencent/influencent nos clients dans I'achat de ...
M Les affiches publicitaires (par exemple dans les stations de métro) nous in...

M Mous aimons recevoir des articles, tels que des calendriers ou stylos.

Plutot Tout a
Plutot
pas Neutr fait Tota
d'accor
d'accor e q d'accor |
d d
37.25 1 2
1 1.96% 1 43.14% 15.69% 8 51
% 9 2
64.71 3 1
0 1.96% 1 33.33% 0.00% 0 51
% 3 7
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Nous aimerions
recevoir la
newwsletter toutes 12.00% 6 16.00%
les deux semaines
ou moins.

Nous lisons
régulierement des 6.12% 3 6.12%
revues touristiques.
Le format papier est
plus important pour
nous que 22.00% 18.00%
I'information en
ligne.

Nous sommes
présents sur internet
(réseaux 3.92% 2 9.80%
sociaux/magazines

en ligne).

Les publicités TV

nous

influencent/influence

nt nos clients dans

0.00% 0 11.76%

I’achat de produits
et/ou I'étude de
nouvelles tendances

et idées.

Les affiches
publicitaires (par
exemple dans les
stations de métro)
nous
influencent/influence 0.00% 0 13.73%
nt nos clients dans

I’achat de produits

et/ou I'étude de

nouvelles tendances

et idées.

Nous aimons

recevoir des articles,

9.80% 5 7.84%

tels que des

calendriers ou stylos.
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28.00 1

40.00% 4.00% 2
% 4 0
18.37

9 61.22% 8.16% 4

% 0
36.00 1

16.00% 8  8.00% 4
% 8
45.10 2 1

27.45% 13.73% 7
% 3 4
29.41 1

43.14% 15.69% 8
%
29.41 1

47.06% 9.80% 5
%
41.18 2

29.41% 11.76% 6

%

50

49

50

51

51

51

51



Q17 - Veuillez cocher une case pour chaque figure de cas (de votre point de vue).

Pas du tout d'accord

Plutot pas d'accord ’

, M Mous nous considérons informés des événements politigues au Royaume-Uni et ...
Meutre M En cas de probléme, nous pouvons contacter le réceptif pour en apprendre da...
I M Les médias influencent les gens dans notre pays.

M Les stéréotypes jouent un grand role pour nos voyageurs.

Plutot Meutre

Tout a fait d'accaord i

HEE
Pas du Plutot Tout a
. Plutot .
# Question tout pas Neutre fait Total
Neutre
d'accord d'accord d'accord

Nous nous
considérons
informés des
1 événements 3.92% 2 13.73% 7 25.49% 13 41.18% 21 15.69% 8 51
politiques au
Royaume-Uni
et en Irlande.
En cas de
2 probléme, nous 0.00% 0 5.88% 3 17.65% 9 31.37% 16 45.10% 23 51

pouvons
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4

contacter le
réceptif pour
en apprendre
davantage sur
la situation.
Les médias
influencent les
1.96% 1 3.92%
gens dans
notre pays.
Les stéréotypes
jouent un
1.96% 1 7.84%
grand role pour

nos voyageurs.

2 3.92%

4 11.76%

141

2

6

33.33%

37.25%

17 56.86%

19 41.18%

29 51

21

51



Q18 - En ce qui concerne les newsletters ou la brochure: il y a-t-il un contenu spécifique que vous
souhaiteriez y trouver plus souvent? Avez-vous des remarques générales sur notre communication ou
autre? Merci de nous aider a nous améliorer en nous faisant part de vos commentaires ci-dessous:

En ce qui concerne les newsletters ou la brochure: il y a-t-il un contenu spécifique que vous
souhaiteriez y trouver plus souvent? Avez-vous des remarques générales sur notre communication ou
autre? Merci de nous aider a nous améliorer en nous faisant part de vos commentaires ci-dessous:
Des photos intéressantes sur les destinations ainsi que avec une bonne connecton vers les transports

en commun.

ras

mettre en avant des visites ou lieux originaux, les expositions dont nous ne sommes pas informés,
nous connaissons déja les classiques

Non je n'ai pas de commentaires dés que je recoit une information je la transmet aupres des CE mais
se sont eux qui prennent la décision finale

sur les événements ponctuels avoir un onglet spécifique merci

La derniére fois que jai fait un circuit avec vous j'ai constaté que vos adresses de restaurants étaient un
peu obsolétes (trop loin des lieux visités) je pense que ca, c'est a améliorer surtout si vous avez comme
clients des personnes des personnes seniors qui font des circuits culturels, mais je vous I'ai déja dit je
crois. Bonne chance et bon courage
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