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— Traditional Printed/ Electronic

— Online/ emerging electronic media
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— Pust
— Hybrid
e 3 way-finding types
— Traditional
— Emerging
— Hybrid

e 3 Business strateqgies
— Cost
— Differentiate
— Focus

e 3 Operational strategies
— Compete
— Collaborate
— Hybrid




CONCINSIENS
SIS ETENIRSEINCONCET IINKS tourists, busin
IBNEOCUS 01 IElUSIons and
AIDA rne hani_s_n_]s__assist Des | n Marketing and Management:
B NV o [11-5 Formall “collateral”, maps, street sions; and Word Ofi Meuth,
2. WWW Online: furmzl zinel Jnrléoenrlenr WERSILESEmell noner (@l
n Jjgdjf](l =00E: 3G mobiles, PDA, GPS etc, (and all"above)?
FONISIVIIES odhst decision; making
Iriforrrizl ,1.6 fioc: ignores collateral; relies on “WOM?”
il rcl.C]JEJOmei- : : relies on formally produced collateral (brochures, etc)
Flvo ,a'ditional and nontraditional
Online &> Isi information and adequate for progression?
Need Cf ECKLISTS off “pathways”™ and “touch -points” by AIDA stage
= _J:l'"'t'portlon of potential tourists “ ” your businesses touch-points?
FGemprehenswely integrate all locational & contact infermation
_ vs pace of adoption and appropriation? (B2B & B2C)
- 1. Websites (HTML only), need upgrade for bleeding edge technology & users

5T Collaboration| & Competition within & between destinations? (SHARE & SIZE)

— 1. lndirect competitors (other tourism) & Wider community traders (non tourism)
2. Business associations & networks (formal & informal)

Geographic Information Systems (GIS); GPS and SAT-NAV . . . Lat’ & Long’ ?
Location Based Services (LBS); push & pull, 3G convergent, directory based.

{0

management of individual Oﬂﬁ)ﬁci}r'r(yms and destination aggregates!
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Portable

Apart from above, ubiquitous convergent devices are already here;
the rate of innovation, adoption and appropriation is rapidly increasing!

e Combined 3G Phone + PDA + GPS
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A rrw WORLD: . the destination
—r; = tools:
*Search engines (Google, etc)

Travel & tourism Meta search engines
WWW. multimap.com

Focused QUESTIONS .
consultcurry@hotmail.com or Ph: 0414 675 561
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WVhEYENhEE wWorld are @onsideration Sets:

- - = . —_—a
sPRREctINng tourists, destinations and bUSIRESSES
Abstract: e S — R— . #

NV IERNRVESHIAGIfer growtiien hould| proactive mprove
SONSIUENALIoN Set outcomes; WHEther or not they target tourists. This aspect
GIRSZCHOUIISITI G ESEIVES Lo I9E Pl Ol the WIdEr transitioning fox the future.

Toursm s, perlentlal geography; Is your business in the minds ofi tourists,
CIERIIEY rnv\r i€ and interested? Tlourists vary enormously en many aspects
Iricluelinief s vreadlng and technoelegy appropriation; such issues assist with
JECISIBINTIE r'f

S AS rrrrJ"g ﬁ'al or modern clicks and mortar business managers, are we
opLMizIng outcomes for customers; including luddites, online and bleeding
- ':ICF: 2 ¢ 'tourlsts’)

i — —=
——-'-' _,_'—

”f-— '“—Wrthout getting operatic, AIDA mechanisms that assist profitable sustainable
~ Destination Management need addressing. Luddite tourists use maps and
~ street signs; online tourists use websites, email and phone; bleeding edge
tourists now use G3 mobiles, PDA, GPS and more, as well as the more
traditional. Are the business networks at each destination hierarchy effectively
aligned and integrated to maximize profitable outcomes?

Ubiquiteus computing, Tourist decision making, Chambers of
Commerce, Business Networks.

©Philip Curry, 2005



	Where in the world are �Consideration Sets; �connecting �tourists, destinations and businesses
	Tourism issues . . .
	Invest for growth; transitioning to future
	Consideration Sets & decision making�The Decision Making “funnel” for anything (CATEGORIES, BRANDS, DESTINATIONS, BUSINESSES, 
	Linking the Tourism issues . . .
	Community Strategy & Infrastructure 
	Conclusions
	Questions, answers & follow up
	Where in the world are Consideration Sets; connecting tourists, destinations and businesses�

