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Setting smart objectives

· In order to achieve the overall mission, organisations must set themselves a series of short, medium and long term marketing objectives. These are vital to the success of the operation and must be:
· Specific – clearly linked to a particular area of operation
· Measurable – have a method of measurement to be effective and successful
· Achievable – be feasible and realistic, staff can work towards set objectives
· Realistic – be compatible with the organisations´s mission statement
· Timed – have deadlines for review, weekly, monthly, annually.

Marketing objectives may cover financial, social and environmental issues. Some examples of SMART objectives are:
· Increase income for the next month by 10 per cent
· Reduce staffing budget by 15 per cent during January and February
· Generate 50 per cent of all bookings from existing customers and repeat bookings
· Achieve 10 000 paying visitors per month during next 12-month period
· Give local youth organisations and disabled groups priority use of the facility between June and August
· Generate 25 per cent of all bookings from people who are registered unemployed or those receiving income support
· Give pensioners free use of the facility during off-peak periods
· Reduce the number of customer complaints by 25 per cent in July and August
Analysing internal factors

One of the first activities that organisations need to carry out in the marketing process is an analysis of the effectiveness of the company´s operation and of the internal factors which influence success. This analysis is commonly carried out by conducting a SWOT analysis. This stands for:
Strenghts
Weaknesses
Opportunities
Threats
Strengths and weaknesses are internal factors that are within the control of the organisation. Opportunities and threats are outside the control of the organisation, for example, products offered by competitors or market forces such as seasonal fluctuations in demand.
A SWOT marketing analysis allows an organisation to plan future activities by considering a number of questions.
· What are our strengths? How can we build on them to ensure that we offer a better product than our competitors?
· What are our weaknesses? How can we eliminate them?
· What are our opportunities? How are we going to use them to attract new customers or increase the number of products that existing customers buy?
· What are our threats? How are we going to minimise them so that they do no affect sales of our products?
Analysing external factors

Travel and tourism organisations do not operate in isolation. A number of external factors influence the products and services that they offer and the extent to which customers decide to buy them. One of the activities in the marketing process is to look at these external factors and assess the effect that they have on the organisation, its products and services and its customers. These factors are often referred to as market forces or factors and include political, economic, social, technological, cultural and legislative influences.
Many organisations carry out a PEST (also sometimes known as STEP) analysis, so called because it uses the initial letter of the four main factors involved. The analysis considers:
Political factors
Economic factors
Social factors
Technological factors
The purpose of carrying out a PEST analysis is to analyse the external environment in which the organisation operates and to identify how it should influence marketing decisions.
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