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This trainee’s manual encompasses all necessary skills, knowledge and attitudes required to

Develop Tourism Promotional Materials. Students undertaking this module shall be
exposed to practical activities that will develop and nurture their competences. The writing
process of this training manual embraced competency-based education and training (CBET)
philosophy by providing practical opportunities reflecting real life situations.

The trainee’s manual is subdivided into units, each unit has got various topics, you will start
with a self-assessment exercise to help you rate yourself on the level of skills, knowledge,
and attitudes about the unit. A discovery activity is followed to help you discover what you
already know about the unit.

After these activities, you will learn more about the topics by doing different activities by
reading the required knowledge, techniques, steps, procedures, and other requirements
under the key facts section, you may also get assistance from the trainer. The activities in
this training manual are prepared such that they give opportunities to students to work
individually and in groups.

After going through all activities, you shall undertake progressive assessments known as
formative and finally conclude with your self-reflection to identify your strengths,
weaknesses, and areas for improvement.

Do not forget to read the point to remember the section which provides the overall key

points and takeaways of the unit.



Module Units:

Unit 1: Collect tourism information
Unit 2: Produce promotional materials

Unit 3: Use tourism information
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This unit provides you with the knowledge, skills and attitudes required to collect

tourism information. It covers the main activities including, identification of tourism
market needs, and identification of tourism information such as gathering of tourism

information, analysis of tourism information, and selection of tourism information.
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Self-Assessment: Unit 1

1. Referring to the unit illustration above, answer the following questions:

a. What does the illustration show?

b. What is the difference between the features illustrated in the picture?

c. Basing on the picture, what do you think this unit is about?

2. Fill in and complete the self-assessment table below to assess your level of
knowledge, skills, and attitudes under this unit.

a. There is no right or wrong way to answer this assessment. It is for your own reference
and self-reflection on the knowledge, skills, and attitudes acquisition during the
learning process.

b. Think about yourself; do you think you have the knowledge, skills, or attitudes to do
the task? How well?

c. Read the statements across the top, tut a check-in a curriculum that best represents
your level of knowledge, skills, and attitudes.

3. At the end of this unit, you’ll assess yourself again.

Experience | am
| do not | know | have | have a lot
confident
have any alittle some of

Knowledge, skills, and . . . L Ly’
experience about experience experience

attitudes ability to

doing this. this. doing this.  with this.
do this.

Define tourism market

Define tourism market

needs

Describe tourism market

Describe tourism market

needs

Describe ways of identifying

tourism market needs

Describe categories of

tourism market needs
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Experience

Knowledge, skills, and

attitudes

Identify types of tourism

market

I do not
have any
experience

doing this.

lam

| know | have I have a lot
confident
alittle some of
in my
about experience experience
ability to
with this.

this. doing this.

do this.

Define tourism information

Identify different ways of
identifying tourism market

needs

Describe categories of

tourism market needs

Identify types of tourism

market

Describe tourism

information

Describe ways of gathering

tourism information

Describe quantitative
method of analysing

tourism information

Identify factors to consider
while selecting tourism

information
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Q
ﬁ(ﬁe Key Competencies:

Knowledge Skills ‘ Attitudes

1. Describe tourism 1. Identify tourism 1. Demonstrate passion when
market needs market needs identifying tourism market needs

2. Describe different types 2. Identify tourism 2. Be selective while selecting
of tourism information information tourism information

3. Describe ways of 3. Gather tourism 3. Manage effectively the time
gathering tourism information while gathering tourism
information information

4. Describe methods of 4. Analyse tourism 4. Pay attention to details while
analyzing tourism information analysing tourism information
information

5. ldentify factors to 5. Select tourism 5. Be attentive when selecting
consider while information tourism information
selecting tourism
information

Scenariol: Collection of tourism information

Discovery activity

You are part of a team of tourism professionals tasked with developing a comprehensive
tourism plan for Rwanda. The government has requested detailed information on key
tourism destinations to help promote Rwanda internationally and grow the tourism
industry. As part of your team's mission, you need to gather, analyze, and select crucial
tourism information across eight important tourism destinations in Rwanda. Each
destination offers unique features, including different landscapes, flora and fauna, cultural

experiences, and lifestyles.




v
Task 1:
Referring to the scenario above, answer the following questions.
1. What do you think is:
a. Tourism market?
b. Tourism market needs?
c. Tourism information?
What do you think may be the tourists’ needs?
How would you gather tourism destinations information?

Which methods could you use to analyse tourism information?

vk N

What would you consider while selecting tourism information essential to produce

tourism promotional material?

Topic 1.1: Identification of tourism market needs

Scenariol: Identifying Tourism Market Needs in Rwanda

Rwanda, known as the "Land of a Thousand Hills," is a growing tourism destination
offering diverse attractions such as the majestic Volcanoes National Park, vibrant Kigali
City, serene Lake Kivu, and rich cultural experiences. To sustain this growth, the
Rwanda Development Board (RDB) wants to enhance its understanding of tourism
market needs to better serve tourists and support local businesses and assigns
Mutembe, as RDB’s staff in charge of tourism market needs management, to better

identify those needs in Rwanda.



[
Task 2:
Referring to the scenario 1 above, answer the questions below:
1. Describe the terms below

a. Tourism market

3. List different categories of tourism market needs

4. Differentiate functional needs emotional needs and functional needs as tourism market

needs



5. ldentify the types of tourism market

6. Refer to the Key Facts 1.1.a below for more clarifications.

¢ Introduction to tourism market
v' Definition of tourism market
The tourism market encompasses all activities, services, and industries that cater to the
travel and leisure needs of tourists. It refers to the interaction between tourists
(demand) and tourism suppliers (accommodation, transportation, activities) who
provide services to fulfil those demands (supply) (International Labour Organization,
2024). This interaction creates a dynamic economic system driven by tourist needs and
preferences. Tourism markets can be categorized based on various factors such as
traveller preferences, purpose of travel, demographics, and destination appeal.
v’ Description of tourism market
Understanding the tourism market involves analyzing the supply of tourism products
and services, the behavior of travelers, and the global and local factors shaping tourism
trends.
+ Key components of the tourism market
o Tourism demand:
= Refers to the willingness and ability of tourists to travel to destinations and
consume tourism products.
= |nfluenced by factors such as income, preferences, availability of time, and
external circumstances like safety, political stability, and economic conditions.

o Tourism supply:




= Encompasses the services, facilities, and attractions provided to meet tourist
demand.
= |ncludes transportation, accommodation, food and beverage services,
entertainment, attractions (natural, cultural, and man-made), and travel
agencies.
o Market segmentation:
= The tourism market is diverse, segmented by factors like demographics,
purpose of travel (e.g., leisure, business, health, religious), and geographic
origin.
= Specialized segments include adventure tourism, eco-tourism, cultural
tourism, and luxury tourism.
o Tourism value chain:
= Covers all stages from planning a trip to delivering and consuming tourism
services.
= |nvolves stakeholders such as airlines, tour operators, hotels, local
communities, and government authorities.
+ Trends and influences:
o Emerging trends include sustainable tourism, digitalization, personalized travel
experiences, and health-conscious travel.
o External influences like climate change, global health crises, and technological
advances also shape the market.
+ Economic Impact:
o Tourism boosts foreign exchange earnings, creates jobs, and stimulates the
growth of ancillary industries like retail and transportation.
+ Challenges:
o The industry faces challenges such as over-tourism, environmental degradation,
geopolitical instability, and fluctuating global economic conditions.
¢ Introduction to tourism market needs
v" Definition of tourism market needs
Tourism market needs refer to the requirements and expectations of travellers that

shape their choices and experiences. They encompass the desires, expectations, and




motivations that drive tourists to travel. These needs can be practical, emotional,
social, or based on convenience (UNWTO, n.d.). Identifying these needs allows tourism
businesses to develop targeted products and services that cater to specific segments of
the market.
v’ Description of the tourism market
Tourism stakeholders can effectively attract and satisfy visitors, fostering growth in the
sector.
+ Authentic experiences
o Cultural immersion
Tourists want to experience local traditions, cuisine, festivals, and crafts.
o Community engagement:
Opportunities to interact with locals in a meaningful way.
+ Adventure and exploration
o Activities:
Hiking, safaris, mountain climbing, water sports, or ziplining.
o Unique attractions:
Wildlife viewing, scenic landscapes, or hidden gems.
+ Convenience and accessibility
o Transportation:
Easy access to destinations via flights, roads, or public transport.
o Seamless booking:
Online platforms for accommodation, tours, and tickets.
o Guides and information:
Reliable maps, guides, and multilingual staff.
+ Sustainability and eco-tourism
o Eco-friendly practices: Conservation-focused accommodations and low-impact
tourism activities.
o Wildlife protection: Ethical wildlife interactions and support for conservation
efforts.
o Community benefits: Supporting local businesses and sustainable development.

+ Affordability and value




o Cost transparency: Clear pricing for accommodations, tours, and additional
expenses.
o Package deals: Bundled offerings that provide value for money.
+ Safety and security
o Health facilities: Access to medical care, especially in remote areas.
o Safety guarantees: Well-trained staff, secure environments, and travel advisories.
+ Digital connectivity
o Online presence: Accessible websites, mobile apps, and social media
engagement.
o Wi-Fi and mobile networks: Connectivity at accommodations and key tourist
sites.
+ Personalized offerings
o Tailored itineraries: Customizable tours for individuals or groups.
o Diverse experiences: Options catering to families, solo travelers, or specific
interests like photography or birdwatching.
+ Health and wellness tourism
o Relaxation: Spas, retreats, and yoga centers.
o Medical tourism: Access to high-quality, affordable health care services.
+ Memorable moments
o Storytelling: Unique narratives behind attractions or cultural practices.
o Photo opportunities: Instagram-worthy spots and moments.
e Ways of identifying Market Needs
Identifying tourism market needs involves a mix of research, analysis, and direct
engagement with travellers.
v Market research: Conducting surveys, focus groups, and analyzing online reviews to
understand tourist preferences. (Peek Pro, 2023)
+ Surveys and questionnaires
Collect feedback from tourists about preferences, experiences, and expectations.
+ Focus groups
Small, interactive sessions with potential or past tourists to explore their interests

in depth.




+ Demographic studies
Analyze age, nationality, income level, and travel habits of target audiences.
v’ Data analysis
+ Tourist behavior analytics: Use data from travel bookings, search trends, and online
reviews to identify popular destinations and services.
+ Seasonal trends: Examine patterns of travel during peak and off-peak seasons.
+ Competitor analysis: Review successful tourism offerings in competing destinations.
v’ Direct engagement with tourists
+ Feedback mechanisms: Collect insights through post-trip surveys, feedback forms,
or social media interactions.
+ On-the-ground observations: Interview or observe tourists at popular attractions to
understand what they value most.
+ Social media listening: Monitor travel-related posts and hashtags to identify
emerging trends.
v" Collaboration with stakeholders
+ Local guides and operators: Engage with those who interact directly with tourists to
understand their needs.
+ Tourism boards and agencies: Share insights and reports that highlight changing
market dynamics.
+ Community engagement: Understand local perspectives and ensure alignment with
community offerings.
v" Industry reports and publications
+ Global trends: Analyze tourism trends from organizations like UNWTO (United
Nations World Tourism Organization).
+ Regional insights: Use country or region-specific data on visitor demographics and
preferences.
+ Case studies: Study successful tourism initiatives to replicate or adapt them.
v’ Leverage technology
+ Online reviews and ratings: Platforms like TripAdvisor, Google Reviews, or
Booking.com offer direct insights into tourist satisfaction and desires.

+ Travel forums: Look into forums like Lonely Planet’s Thorntree or Reddit for




unfiltered traveler discussions.
+ Artificial intelligence (Al): Use Al tools to analyze big data from various sources to
predict trends.
v’ Testing and experimentation
+ Pilot programs: Test new attractions, packages, or services with a small audience
before a full-scale launch.
+ A/B testing: Offer two versions of a product or service to see which resonates better
with tourists.
v Competitor benchmarking
+ What works elsewhere: Analyze what competitors are offering and identify gaps
you can fill.
+ Differentiation opportunities: Focus on unique selling points to stand out in the
market.
v’ Expert insights
+ Tourism consultants: Hire specialists who can analyze trends and identify gaps in
offerings.
+ Industry conferences: Participate in events to network and learn about emerging
needs.
v’ Continuous monitoring
+ Adaptability: Regularly update services based on changing needs and emerging
trends.
+ Tourist satisfaction metrics: Use tools to measure satisfaction levels and areas

needing improvement.
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Task 2:
Read careully the questions below and answer them as instructed:

1. The following are tourism market needs, please classify them according to correct types.
Transportation, accessibility, accommodation, guidance, digital tools, health, safety,
personal security, budget clarity, cost-efficient options, ease of booking, facilities, utilities,
food, beverages, itineraries, customer support, sense of adventure and excitement,
relaxation, peaceful environments, inspiration, revisiting memories, cultural marvels, fun
activities, cultural marvels, social interaction, networking, cultural exchange.

What are

Functional needs



Describe the major types of tourism market in Rwanda

e Categories of tourism market needs
Tourism market needs go beyond just visiting a place. Understanding the diverse needs
of tourists is crucial for tourism sector. By understanding different types of needs, you
can develop a more holistic approach to tourism offerings.
v" Functional needs
In the context of tourism market needs refer to the practical and tangible
requirements that travellers expect to be met for their journey to be convenient,
efficient, and successful. These are the "must-haves" that ensure the core
functionality of the travel experience. They form the foundation of any tourism
experience. Meeting them ensures a smooth and enjoyable trip, enabling travellers to
focus on their leisure, business, or exploration goals
+ Accessibility
o Transportation:
Availability of reliable transport options (flights, buses, trains, car rentals),
connectivity to and within the destination and clear signage and maps.
o Accessibility for all:
Facilities for travellers with disabilities (e.g., ramps, elevators, accessible rooms).
+ Accommodation
o Diverse options:
Availability of various types of lodging (hotels, hostels, resorts, homestays, etc.).
o Basic amenities:
Cleanliness, safety, Wi-Fi, and functional utilities like water and electricity.

+ Information and navigation




o Guidance:
Accurate and updated information about destinations, activities, and safety
protocols.
Multilingual guides or information to cater to international visitors.
o Digital tools:
Apps or platforms for booking, itinerary planning, and real-time navigation.
+ Safety and security
o Health and safety:
Access to medical facilities, emergency contacts, and insurance coverage
options.
o Personal security:
Safe neighbourhoods, well-lit areas, and clear security measures at attractions.
+ Affordability and value
o Budget clarity:
Transparent pricing for accommodations, transportation, and activities.
o Cost-efficient options:
Discounts, packages, or value-for-money deals for different traveller budgets.
+ Convenience
o Ease of booking:
Availability of online booking systems for accommodations, transport, and activities.
o Streamlined Processes:
Hassle-free visa applications, check-ins, and ticketing.
+ Infrastructure
o Facilities:
Availability of ATMs, restrooms, and parking at key locations.
o Utilities:
Reliable internet, electricity, and potable water.
+ Food and beverage options
o Availability:
Diverse dining options catering to dietary needs

o Local and familiar choices:




Access to both local cuisines and international comfort food.
+ Time efficiency
o Optimized itineraries:
Well-structured tour packages or guidance to make the most of limited travel
time.
o Reduced waiting times:
Efficient service at attractions, restaurants, and transport hubs.
+ Customer support
o Responsive service:
Availability of help desks, tour guides, or 24/7 customer care.
o Resolution mechanisms:
Systems for addressing complaints or resolving issues promptly.
v Emotional needs
Emotional needs in tourism refer to the psychological and emotional expectations of
travellers that influence their satisfaction, engagement, and overall experience. These
are activities that evoke excitement (adventure), relaxation (spa treatments), or
cultural immersion (museums). Addressing these needs helps create memorable and
fulfilling trips.
+ Sense of adventure and excitement
o Thrill-seeking experiences:
Activities like bungee jumping, wildlife safaris, or exploring hidden gems.
o Discovery:
Visiting unique destinations and learning new cultures or histories.
+ Relaxation and stress relief
o Peaceful environments:
Beaches, spa retreats, or quiet countryside escapes.
o Rejuvenation:
Wellness activities like yoga, meditation, or hot springs.
4+ Connection and belonging
o Community engagement:

Opportunities to interact with locals and participate in cultural traditions.




o Shared experiences:
Group tours, family vacations, or social activities that foster bonding.
Inspiration and enrichment
o Personal growth:
Experiences that expand horizons, like art workshops, educational tours, or
spiritual journeys.
o Creative stimulation:
Iconic landscapes, architecture, or cultural performances that inspire creativity.
Nostalgia and sentimentality
o Revisiting memories:
Traveling to places with personal or historical significance.
o Creating new memories:
Moments that are worth remembering, such as honeymoons or milestone
celebrations.
Confidence and empowerment
o Achievement:
Accomplishing physical or personal goals, like climbing a mountain or solo
travel.
o Independence:
Experiences that give travellers a sense of freedom and self-reliance.
Awe and wonder
o Natural beauty:
Stunning landscapes, such as waterfalls, mountains, or coral reefs.
o Cultural marvels:
Iconic landmarks, festivals, or art that evoke a sense of wonder.
Safety and comfort
o Emotional security:
Assurance of safety, friendly environments, and welcoming hosts.
o Feeling cared for:
Thoughtful gestures, personalized services, and attentive hospitality.

Happiness and enjoyment




o Fun activities:
Opportunities for laughter and entertainment, like amusement parks or live
performances.
o Playfulness:
Interactive experiences, such as cooking classes, adventure parks, or cultural
games.
+ Recognition and status
o Exclusive experiences:
VIP tours, luxury stays, or unique travel opportunities that feel prestigious.
o Social sharing:
Destinations and moments that travellers can proudly share on social media.
+ Exclusivity and prestige
o Luxury and elegance:
Experiencing high-end accommodations, private tours, or VIP treatment.
o Social status:
Sharing unique travel experiences that enhance personal identity or social
recognition.
+ Inspiration and awe
o Connection to nature:
Experiencing breathtaking landscapes, wildlife, or natural wonders.
o Cultural marvels:
Awe-inspiring moments in historical landmarks, artistic performances, or
architectural masterpieces.
+ Love and connection
o Romantic moments:
Destinations designed for couples, such as romantic getaways or sunset cruises.
o Family bonding:
Experiences that strengthen familial relationships, like family-friendly attractions or
reunions.
v How to address emotional needs

Meeting emotional needs transforms tourism from just a service into an impactful,




life-enriching experience.
+ Tailored experiences:
Personalize trips based on traveller interests, such as cultural immersion or
relaxation.
+ Storytelling:
Create narratives around destinations and activities to evoke emotions.
+ Engagement:
Provide opportunities for travellers to actively participate in memorable activities.
Social Needs
Social needs in tourism refer to the desire for connection, interaction, and
relationship-building that travellers seek during their journeys. These needs are
rooted in human interaction and the sense of belonging, making them essential for a
fulfilling travel experience. These are family-friendly resorts, group activities, and
opportunities to meet other travellers.
+ Building relationships
o Family bonding:
Activities and experiences designed for family groups to spend quality time
together.
Examples: Family-friendly resorts, amusement parks, or multi-generational
travel packages.
o Friendship trips:
Group tours or adventures tailored to friends traveling together.
Examples: Road trips, beach holidays, or festival tours.
+ Meeting new people/interaction
o Socializing opportunities:
Group activities, communal dining experiences, or guided tours.
Examples: Pub crawls, cultural exchange programs, or cruise social events.
o Social Interaction:
Opportunities to connect with locals and other travellers can enhance the
overall travel experience.

o Networking:




Travel opportunities that connect people with shared interests.
Examples: Conferences, professional events, or themed travel groups.
o Community Engagement:
Supporting local communities through responsible tourism practices can create
a positive impact.
+ Belonging and inclusion
o Cultural immersion:
Opportunities to engage with local communities and traditions.
Examples: Homestays, community-based tourism, or participation in local
festivals.
o Cultural exchange:
Immersing oneself in different cultures and traditions can foster understanding
and appreciation.
o Accessible tourism:
Ensuring inclusivity for travelers with diverse needs (e.g., language, mobility, or
dietary requirements).
+ Shared experiences
o Group Adventures:
Activities designed to foster collaboration and connection.
Examples: Team-building treks, cooking classes, or shared volunteer work.
o Event Participation:
Traveling to attend concerts, sports events, or cultural festivals.
Examples: Olympics, music festivals, or traditional celebrations.
+ Status and recognition
Social status:
Sharing travel experiences that enhance social recognition.
Examples: Luxury stays, exclusive experiences, or trips to prestigious
destinations.
o Social media moments:
Destinations or activities that encourage sharing via social platforms.

4+ Romantic connection




o Couples' travel:
Romantic experiences for couples, such as honeymoons or anniversary trips.
Examples: Candlelit dinners, private island stays, or couple’s spa treatments.
o Opportunities for singles:
Travel experiences that help singles meet and connect.
Examples: Singles cruises, dating events, or solo traveller meetups.
+ Contribution and giving back
o Volunteer tourism (voluntourism):
Activities where travelers contribute to communities or environmental causes.
Examples: Teaching in rural schools, helping with conservation efforts, or
rebuilding projects.
+ Learning and collaboration
o Skill-building in groups:
Workshops or retreats that encourage learning with others.
Examples: Photography tours, language immersion programs, or yoga retreats.
+ Festive and celebratory travel
o Shared celebrations:
Travel centred around special occasions or holidays.
Examples: Destination weddings, New Year's Eve in iconic cities, or group
birthday trips.
o Global festivals:
Participation in large-scale cultural or religious events.
Examples: Carnival in Brazil, Oktoberfest in Germany, or Diwali in India.
+ Safety in numbers
o Comfort in groups:
Traveling in groups for a sense of security, especially in unfamiliar places.
Examples: Senior travel groups, women-only tours, or first-time traveller
packages.
v How to address social needs in tourism
+ Create interactive experiences:

Design activities that encourage interaction among travellers.




+ Facilitate community engagement:
Offer authentic opportunities to connect with locals.
+ Foster inclusivity:
Ensure that offerings cater to diverse social groups and individual needs.
+ Encourage sharing:
Provide photo-worthy moments and digital connectivity to share experiences
online
v’ Convenience needs
Convenience needs in tourism focus on making travel experiences seamless, efficient,
and hassle-free for travelers. Addressing these needs helps ensure a smooth journey
from planning to return, enhancing overall satisfaction.
+ Ease of Planning and Booking
o Efficient travel planning:
Easy access to information, booking platforms, and travel agents can streamline
the planning process.
o Streamlined booking processes:
Simple and intuitive online platforms for booking accommodations,
transportation, and activities.
Examples: Mobile apps, travel agency services, or package deals.
o Clear information:
Access to detailed and accurate descriptions of destinations, costs, and
itineraries.
+ Accessibility and transport
o Convenient connectivity:
Easy access to destinations via flights, trains, buses, or roads.
o Local transport options:
Availability of taxis, rental vehicles, or public transport for easy movement
within the destination.
o Transfer services:
Seamless airport pickups, drop-offs, and shuttle services.

+ Flexible options




o Customizable itineraries:
Ability to tailor experiences to suit personal schedules or interests.
o Cancellation and rescheduling policies:
Flexibility to modify bookings without heavy penalties.
+ Time efficiency
o Optimized processes:
Fast and smooth check-ins baggage handling, and customs procedures,
attractions, and transport hubs minimize stress.
o Queue Management:
Skip-the-line passes for popular attractions or pre-booked tickets.
+ Availability of basic services
o Essential amenities:
Easy access to ATMs, Wi-Fi, restrooms, and convenience stores.
o Personalized services
Tailored experiences and recommendations can enhance customer satisfaction.
o Local Support:
Tourist information centers, guides, or 24/7 helplines.
+ User-friendly technology
o Digital Assistance:
Mobile apps for navigation, translation, or local recommendations.
o Contactless payments:
Availability of digital payment methods for ease of transactions.
+ Proximity to attractions
o Central locations:
Accommodations near major attractions, transport hubs, or city centers.
o Efficient transit:
Short travel times between destinations or activities.
+ Language and communication
o Multilingual services:
Guides, signs, and staff who speak commonly used languages.
o Translation tools:

Apps or devices to bridge language barriers.




+ Clear navigation and guidance
o Maps and signage:
Easy-to-read maps, GPS support, and directional signs at key locations.
o Guided tours:
Professional guides who simplify exploring unfamiliar areas.
+ Safety and assurance
o Travel insurance:
Availability of reliable travel insurance options for peace of mind.
o Emergency support:
Quick access to medical care, police, or embassy services.

v" How to address convenience needs in tourism

By addressing convenience needs, tourism providers make travel more enjoyable and

encourage repeat visits.
+ Adopt Technology:
Use apps and tools for bookings, navigation, and language translation.
+ Simplify Processes:
Offer comprehensive packages and reduce paperwork or formalities.
+ Enhance Accessibility:
Ensure transport and attractions are easy to reach and navigate.
+ Provide Clear Communication:
Offer clear and consistent information to travellers.
v' Specific market needs in Rwanda
+ Gorilla trekking:
High-quality  trekking  experiences, comfortable accommodations,
knowledgeable guides are essential.!

+ Wildlife safaris:

and

Well-maintained parks, diverse wildlife, and experienced safari guides are key

attractions.

4+ Cultural tourism:

1 Buhalis, D. (Ed.). (2024). Encyclopedia of Tourism Management and Marketing. Edward Elgar Publishing.




Authentic cultural experiences, heritage sites, and traditional arts and crafts can
draw tourists. 2
+ MICE tourism:
Modern conference facilities, excellent hospitality services, and efficient event
planning are crucial.
+ Adventure tourism:
Hiking trails, biking routes, and water sports activities can attract adventure
enthusiasts.
e Types of tourism market
Tourism markets can be categorized based on various factors such as traveller
preferences, purpose of travel, demographics, and destination appeal.
v’ Based on purpose of travel
+ Leisure tourism
Activities focused on relaxation, exploration, and entertainment.
Examples: Beach vacations, city tours, safaris, theme parks.
4 Business tourism
Travel related to work or professional purposes. Examples: Conferences, meetings,
trade fairs, and incentive trips.
+ Cultural tourism
Focused on exploring history, art, traditions, and cultural heritage.
Examples: Museums, historical landmarks, festivals.
+ Adventure tourism
Activities that involve exploration or physical challenges.
Examples: Hiking, rock climbing, bungee jumping, diving.
+ Eco-tourism
Environmentally responsible travel to natural areas.
Examples: Wildlife sanctuaries, national parks, sustainable lodges.

4+ Medical tourism

2 https://www.lokaltravel.com/discover/authentic-
tourism#:~:text=Unlike%20traditional%20tourism%20that%20often,immersing%20travelers%20in%20the%20I
ocal



Travel to access healthcare, wellness treatments, or surgeries.
Examples: Cosmetic procedures, fertility treatments, wellness retreats.
+ Educational tourism
Travel focused on learning or acquiring new skills.
Examples: Study tours, language programs, workshops.
+ Religious or pilgrimage tourism
Visiting sacred sites or participating in religious events.
Examples: Mecca (Hajj), Vatican City, Kumbh Mela in India.
+ Sports tourism
Travel centred around sports, either as a participant or spectator.
Examples: Olympics, marathons, or skiing trips.
v’ Based on traveller demographics
+ Family tourism
Designed for families with children, offering child-friendly attractions.
Examples: Disney World, zoos, water parks.
4 Luxury tourism
High-end travel experiences for affluent travellers
Examples: Five-star resorts, private island stays, fine dining tours.
+ Budget tourism
Cost-effective travel for those on limited budgets.
Examples: Hostels, backpacking trips, group tours.
+ Solo tourism
Tailored experiences for individual travellers
Examples: Wellness retreats, personal development tours.
+ Senior tourism
Catering to older adults with slower-paced, comfort-focused itineraries.
Examples: Cruise trips, heritage tours.
+ Youth tourism
Activities appealing to young travellers seeking adventure or social experiences.
Examples: Music festivals, adventure sports, party destinations.

v’ Based on destination appeal




% Urban tourism
Focus on cities with vibrant culture, shopping, and entertainment.
Examples: Paris, New York, Tokyo.

+ Rural tourism
Emphasis on countryside and village life.
Examples: Farm stays, wine tours, or Agro tourism.

+ Coastal and marine tourism
Centred on beaches, oceans, and water activities.
Examples: Maldives, Great Barrier Reef.

+ Mountain tourism
Activities in hilly or mountainous regions.
Examples: Swiss Alps, Mount Kilimanjaro.

+ Wildlife tourism
Attractions focusing on wildlife and natural habitats.
Examples: Serengeti safaris, birdwatching in the Amazon, birdwatching in Kivu Belt
region.

v’ Based on mode of travel

+ Cruise tourism
Travel on luxury ships with various destinations and onboard activities.
Examples: Caribbean cruises, river cruises in Europe.

+ Road trip tourism
Independent travel with a focus on road journeys.
Examples: USA's Route 66, Garden Route in South Africa.

+ Air tourism
Quick access to multiple distant destinations via air travel.

+ Train tourism
Scenic train journeys and luxury rail travel.
Examples: The Orient Express, Rocky Mountaineer.

v Emerging niche markets
+ Dark tourism

Visits to sites associated with tragedy or history.




Examples: Auschwitz, Chernobyl, Pompeii, genocide memorials.
+ Space tourism

Emerging market focused on suborbital or orbital space travel.
+ Virtual tourism

Using virtual reality to explore destinations remotely.
+ Food tourism

Exploration of destinations through culinary experiences.

Examples: Wine tours in Tuscany, street food tours in Bangkok.
+ Volunteer tourism (Voluntourism)

Combining travel with community service. 0785788275

Examples: Wildlife conservation projects, teaching in rural schools.

v’ Types of tourism markets in Rwanda

are the main types of tourism in Rwanda:
+ Wildlife tourism:

o Gorilla trekking:

several gorilla families, and permits are highly sought after. *

o Game viewing:

animals, including lions, elephants, buffalo, and hippos.®

o Birdwatching:

including Albertine Rift endemics.®

+ Historical and Cultural tourism:

Rwanda's tourism market is diverse, catering to various interests and budgets. Here

Rwanda is one of the few places in the world where you can trek to see

mountain gorillas in their natural habitat3. Volcanoes National Park is home to

Akagera National Park offers game drives and boat safaris to spot a variety of

Nyungwe Forest National Park is a birder's paradise, with over 300 bird species,

3 https://www.going.com/guides/rwanda-gorilla-
trek#:~:text=My%20trek%20has%20brought%20me,remaining%20mountain%20gorillas%200n%20Earth.
4 https://visitrwandabookings.rdb.rw/rdbportal/mountain-gorilla-tracking

5 https://www.insideakageranationalpark.com/guided-game-drives-in-akagera-national-
park/#:~:text=Take%200n%20a%20guided%20game,safari%20experience%20in%20beautiful%20Akagera.
5 https://www.antioch.edu/centers-institutes/institute-for-international-conservation/nyungwe-
forest/species-present-in-nyungwe-forest/



o

Genocide memorials (education remembrance)

Several genocide memorials, such as the Kigali Genocide Memorial, serve as
places of remembrance for the victims of the 1994 genocide against the Tutsi.
These sites educate visitors about the atrocities and the importance of peace
and King's Palace Museum (royal heritage):

Located in Nyanza, the King's Palace Museum showcases the traditional royal
residence of Rwandan monarchs. It includes a replica of the king's palace,
traditional huts, and exhibits on royal regalia and customs.

Ethnographic Museum of Rwanda (Huye)

The National Museum in Butare (Huye) showcases Rwandan history, cultural
artifacts, traditional crafts, and archaeological finds, providing educational
insights into Rwanda's past.

Community-based tourism enterprises (CBTEs)

Visit local villages and experience the daily life of Rwandan people.

4+ Adventure tourism:

o

Hiking and trekking:

Explore the diverse landscapes of Rwanda, from the volcanoes to the
rainforests.’

Cycling:

The Congo Nile Trail offers a challenging cycling route through stunning
scenery.®

Canoeing and Kayaking:

Paddle on Lake Kivu or explore the rivers and lakes of the country.’

Meetings, Incentives, Conferences and Exhibitions (MICE) Tourism:
Conferences and meetings:

Rwanda has modern conference facilities and is becoming a popular destination

for international conferences and meetings.!°

7 https://en.wikipedia.org/wiki/Tourism_in_Rwanda
& https://www.insidenyungwenationalpark.com/the-congo-nile-divide-
trail/#:~:text=It's%20recommended%20t0%20bring%20water,interesting%20villages%2C%20and%20helpful %

20locals.

9 https://visitrwanda.com/interests/kayaking/




Examples: Kigali Convention Centre (KCC),

o Incentive Travel:
Companies can organize incentive trips to Rwanda for their employees.!?

+ Luxury Tourism:

o High-End Lodges and Hotels:
Rwanda offers a range of luxurious accommodation options, including lodges
with stunning views of the volcanoes and game parks.!2

o Personalized Experiences:
Tailor-made itineraries can be created to cater to the specific interests and

preferences of luxury travelers.3

o
Task 4:

Read the scenario below then answer related questions.

Scenario 4: Addressing Tourism Market Needs in Rwanda

Rwanda Development Board (RDB) has organized a workshop on tourism development. It
hosted participants including tourism promoters, local business owners, and community
representatives. The objective of the workshop is to deepen understanding of the tourism
market and tourism market needs, and equip participants with tools to identify and
categorize these needs effectively. Consider that you are expert in identification of tourism
market needs; you are asked to identify tourism market needs. For that reason, discuss on

the following points:

10 https://www.hallpax.com/why-kigali-rwanda-should-be-your-choice-for-your-next-global-
event/#:~:text=The%20Conference%20Venues&The%20Radisson%20Blu%20Hotel%20and,best%20conference
%20facilities%20in%20Rwanda.

11 https://good-travel.co.uk/specialisms/business-travel-for-groups/business-incentive-travel/

12 https://visitrwanda.com/tourism/plan-a-
trip/accommodation/#:~:text=The%208%20luxurious%20suites%20at,the%20Park%20and%20feature%20ever
ything
Bhttps://www.wayfairertravel.com/destinations/rwanda/#:~:text=All%200ur%20brilliant%20itineraries%20ca
n,most%20luxurious%20trips%20to%20offer.
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Identify the tourism market



Topic 1.2: Gathering of tourism information

Activity 1: Problem Solving

Observe the picture below and answer related questions after.

ol
Task 5:
Answer the following questions as instructed:
1. Referring to the picture above, answer to the questions below:

What do you observe on the pictures above?
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d. Define tourism information



h. The following are different ways of gathering tourism information. Classify them as
instructed below:
Tourism websites, travel blogs, social media, travel agencies, tour operators, printed travel
guides, tourism research reports, family and friends, travel communities, cultural and E-
tourism books.

a. Which one are primary data collection?

j-  Refer to Key Facts 1.2a. for more clarification



e Introduction to tourism information
v’ Definition
Tourism information refers to any data, facts, or knowledge related to tourism,
including destinations, accommodations, transportation, activities, culture, history,

and other relevant aspects.!*

It refers to the collection, organization, and
dissemination of data, insights, and resources that help travellers make informed
decisions about their trips. It encompasses details about destinations, attractions,
accommodations, transportation, activities, cultural practices, safety, and other
aspects that enhance the travel experience. It helps tourists make informed decisions
and enhances their overall travel experience.’®

v’ Description of Tourism Information
+ Key aspects of tourism information

o Destination information
= Location details:
Provides geographical, topographical and natural attractions of the destination,
cities, countries, or regions. This includes information about landmarks,
attractions,
= Cultural details:
Provides history, traditions, customs, languages, arts, cultural data, festivals,
music, dance, traditional performances and unique cultural aspects.
= Climate and weather:
Information about the climate, weather, seasons, and best times to visit
specific locations.
= Safety and health:

Information about local safety tips, travel advisories, health regulations,

14 https://www.solimarinternational.com/tourism-information-and-content-strategy/

15 https://theacademic.com/tourism-experiences-and-stakeholders-
interaction/#:~:text=A%20tourism%20firm%20providing%20accurate,an%20enhanced%20tourism%20service
%20experience.




vaccinations, medical services and emergency contact details.
= Language and communication:
Details about the local language, phrases, and how to communicate
effectively while traveling.
o Safety and security information
= Crime rates
= Health risks
= emergency contacts.
o Accommodation information
= Types of accommodation:
Data on hotels, guesthouses, resorts, hostels, Airbnb, and other lodging
options. This includes amenities, ratings, pricing, and booking options.
= Location and accessibility:
The proximity of accommodations to major attractions, transportation
options, and local facilities.
= Amenities and services offered:
Room types, dining options, recreational facilities, and spa services.!®
o Booking information
=  Online booking platforms
= Reservation systems
= (Contact details.
o Transportation information and ticketing systems.
= Travel options:
Details about airlines, train services, bus routes, and car rentals. Information
about the availability, schedules, and costs of different transport options.
= Local transportation:
Insights into public transport systems like buses, taxis, metros, or bike

rentals, as well as accessibility for travellers with special needs.

18 https://www.studysmarter.co.uk/explanations/hospitality-and-tourism/hotel-
management/accommodation-types/




= Modes of transportation:
Air, rail, road, and water.'’
Schedules, routes, and fares.
= Organized tours:
Offers information about guided tours, excursions, and vacation packages.
These can include sightseeing tours, cruise packages, and adventure
holidays.
o Attractions and activities
=  Popular attractions:
Information on natural and cultural attractions, including parks, monuments,
museumes, historical sites, and more.
= Experiences and activities:
Provides suggestions for activities such as adventure tours, wildlife safaris,
hiking, shopping, dining, and cultural performances.
= OQOutdoor activities:
Hiking, trekking, cycling, water sports, and adventure sports
o Local cuisine and dining:
= Food options:
Information on traditional foods, local restaurants, street food, and dining
etiquette.
= Dietary considerations:
Details on special dietary needs, such as vegetarian, vegan, halal, kosher, or
gluten-free options.
o Tourism regulations:
= Visas and entry requirements:
Information on passport, visa, and entry requirements for tourists, along
with customs regulations.

= Sustainability and eco-tourism:

https://en.wikipedia.org/wiki/Mode_of_transport#:~:text=The%20different%20modes%200f%20transport,r
0ad%20and%200ff%2Droad%20transport.




Information on responsible travel, conservation efforts, and sustainable

tourism practices.

o Tourism technology:
= Booking platforms:
Websites and apps where travellers can book accommodations,
transportation, and activities.
= Digital resources:
Online maps, virtual tours, and travel blogs that provide up-to-date
information and reviews.
o Tourism offices and resources
= Local tourism offices:
Centres where visitors can get brochures, maps, and personalized assistance
regarding activities and local highlights.
=  Online travel communities:
Platforms where travellers share experiences, tips, and advice, contributing
to a broader understanding of different destinations.
o Practical information
= Currency exchange rates and local currency.
= Customs regulations and baggage allowances.
+ Importance of Tourism Information
o Planning:
It helps travellers plan their trips efficiently, ensuring they get the most out of
their visits.
o Informed decision-making:
Travelers can make better decisions based on comprehensive and accurate
information, including comparing prices, reading reviews, and exploring
different experiences.
o Cultural exchange:
By providing insights into local cultures, tourism information promotes mutual

understanding and respect between visitors and host communities.




o Economic impact:
Effective tourism information helps attract visitors, supporting local economies
by driving demand for accommodations, dining, and services.
o Enhancing experience:
Improves understanding and appreciation of the destination.
o Safety and convenience:
Ensures travellers are prepared for potential challenges.
+ Sources of tourism information:
o Where the tourism information is found:
o Official tourism boards and agencies
o Travel websites and mobile apps
o Tour guides and local experts
o Travel reviews and blogs
o Maps and brochures
o Social media and online communities
Note:
In the digital age, tourism information is increasingly accessible through websites, mobile
apps, social media, and online reviews, allowing travellers to find and book everything they
need for a successful trip.
e Ways of gathering tourism information
v’ Primary data collection
Primary data collection refers to the process of gathering original and firsthand
information directly from sources for a specific research purpose. This type of data is
collected by researchers themselves, rather than relying on existing or secondary
sources.
Examples:
+ Surveys and Questionnaires: Distributing forms to gather responses from
individuals or groups.
+ Interviews
Conducting one-on-one or group discussions to gather detailed insights. It consists

of conducting in-depth interviews with key stakeholders, such as tourism




operators, residents, and government officials, to gain insights into local
knowledge and perspectives.'®

+ Observations: Watching and recording behaviors or events in their natural setting.
Observing tourist behavior and interactions with different tourism products and
services to identify trends and patterns.

+ Experiments: Setting up controlled conditions to test hypotheses.

+ Focus Groups: Engaging a group of people to discuss a particular topic for in-depth
understanding. Organizing focus groups with a selected group of tourists to
discuss specific topics and gather qualitative data.

+ Surveys and questionnaires:

Conducting surveys and questionnaires directly with tourists to gather information
about their preferences, satisfaction levels, and travel experiences.?
v’ Secondary data collection:

Secondary data collection refers to the process of gathering information that has

already been collected, analyzed, and published by others. This type of data is

typically obtained from existing sources, such as reports, books, databases, or
websites, rather than being collected directly by the researcher.

Examples:

Government publications:

Census reports, economic surveys, and statistical abstracts.
Academic research:

Journals, theses, and dissertations.

Industry reports:

Market research studies, white papers, and industry analyses.

F e E

Media sources:

Newspapers, magazines, and online articles.

18 https://www.techsalerator.com/sub-data-categories/tourism-
data#:~:text=Tourism%20data%20can%20be%20collected,the%20types%200f%20Tourism%20Data%3F

19 https://www.driveresearch.com/market-research-company-blog/visitor-surveys-for-tourism-5-tips-to-run-
successful-market-
research/#:~:text=Visitor%20surveys%20in%20the%20travel,are%20coming%20t0%20your%20area.




v" Institutional records:

Data from schools, hospitals, and other organizations

m Primary data collection Secondary data collection

Definition |Gathering original, firsthand data Using data that has already been
directly from the source. collected and published.

Source Data is collected directly by the Data is collected by others and
researcher. obtained from existing sources.

Purpose Tailored to meet the specific needs of ||Used to provide context, background,
the researcher. or supplement research.

Methods Surveys, interviews, observations, Books, reports, articles, databases,
experiments, focus groups. government publications.

Cost Generally more expensive due to the ||Less expensive, as data is readily
resources required. available.

Time Time-consuming, as data must be Time-saving, as the data is already
gathered and analyzed. compiled.

Accuracy ([High, as researchers have control over | Depends on the credibility and
the data collection process. reliability of the source.

Relevance |Highly relevant to the specific research|May not fully align with the
guestion. researcher's needs.

Examples |/A researcher conducting a survey on ||A researcher analyzing data from
consumer preferences. government census reports.

e Ways of gathering tourism information

Gathering tourism information is essential for travellers to make informed decisions

and plan their trips effectively. There are several ways to collect this information, using

both traditional and modern tools. Here are the most common methods.

v" Online sources

+ Tourism websites:

Official

tourism boards and government websites offer

comprehensive

information about destinations, attractions, events, and practical travel tips.




+ Travel blogs:
Bloggers often provide personal insights, itineraries, and reviews of destinations,
accommodations, and activities, which can offer unique perspectives.
+ Social media:
Platforms like Instagram, Facebook, Pinterest, and Twitter provide up-to-date
travel tips, inspiration, and real-time experiences shared by travelers.
+ Review websites:
Websites like TripAdvisor, Yelp, or Google Reviews allow tourists to read
feedback from other visitors about hotels, attractions, restaurants, and more.
+ Online travel agencies:
Platforms like Expedia, Booking.com, and Airbnb provide detailed information
about accommodations, flight bookings, and activities, often with user reviews
and ratings.
+ Travel apps:
Mobile applications such as Google Maps, Triplt, or Lonely Planet apps offer
easy access to travel information, including local transport, tourist attractions,
and real-time navigation.
v’ Travel agencies and tour operators
+ Travel agencies:
Professional travel agents provide brochures, pamphlets, and personalized travel
plans. They often have in-depth knowledge of destinations and can suggest
tailored itineraries.
+ Tour operators:
These companies offer organized group tours or guided tours with detailed
itineraries, transport arrangements, and sometimes accommodation. They can be
an excellent resource for information and logistics.
v Guidebooks
+ Printed travel guides:
Traditional guidebooks like Lonely Planet, Fodor’s, Rick Steves, and Rough Guides
offer comprehensive and well-researched information about destinations,

accommodations, attractions, and local culture.




+ E-Books:
Digital versions of guidebooks are available for download, offering the same
information as print guides but in a more portable format.
v" Local tourism offices
+ Tourism information centres:
Many destinations have local tourism offices where visitors can collect brochures,
maps, and receive expert advice from knowledgeable staff about local attractions,
events, and logistics.
v’ Visitor information kiosks:
Some cities have self-service kiosks or mobile apps that provide instant access to
tourism information at airports, transportation hubs, and tourist hotspots.
v' Word of mouth and personal recommendations
+ Family and friends:
Recommendations from people who have previously visited a destination can be
invaluable. Their first-hand experiences help provide insights into hidden gems,
local culture, and practical tips.
+ Travel communities:
Online forums and travel communities like Reddit’s travel section, Lonely
Planet’s Thorn Tree, or TripAdvisor’s forums allow travelers to ask questions and
share information with others who have visited the destination.
v' Travel shows and documentaries
+ TV shows and documentaries:
Many television programs and documentaries explore travel destinations, offering
in-depth information about the history, culture, and key attractions. Shows like
Anthony Bourdain: Parts Unknown, Rick Steves' Europe, or GlobeTrekker provide a
visual and informative guide to travel experiences.
+ YouTube travel channels:
Numerous travel vloggers share destination guides, travel tips, and adventure
experiences through video content, providing a dynamic way to learn about a
place.

v Newspapers and magazines:




+ Travel sections of newspapers:
Leading newspapers such as The New York Times, The Guardian, or The Telegraph
have travel sections offering destination recommendations, travel trends, and tips
on current events or special promotions.
+ Travel magazines:
Publications like National Geographic Traveler, Condé Nast Traveler, or Travel +
Leisure offer expert-written articles, travel guides, and in-depth features about
destinations around the world.
v" Tourist attractions and cultural institutions
+ Local museums and cultural centres:
Museums, galleries, and cultural institutions in a destination can provide valuable
historical and cultural context, enriching the tourist experience.
+ Visitor centres at attractions:
Larger tourist attractions, national parks, and heritage sites often have their own
visitor centres with detailed information about the site, surrounding areas, and
upcoming events.
v’ Events and trade fairs
+ Travel expos:
Attending travel trade shows or expos, such as the World Travel Market (WTM)
or ITB Berlin, offers the opportunity to gather a wealth of information from
tourism professionals, operators, and destinations all in one place.
+ Destination presentations:
Some regions or countries organize promotional events and presentations in
different cities, offering brochures, videos, and even live demos about their
tourism offerings.
v Academic and research institutions
+ Tourism research reports:
Research papers, reports, and studies published by universities, tourism boards,
or travel organizations provide in-depth analysis and insights into global and
regional tourism trends.

4+ Cultural research:




For travelers interested in cultural tourism, universities or cultural institutes may
provide information on heritage, art, and cultural experiences available at a
destination.
v’ Public libraries:
Tourism resources: Many libraries offer access to travel books, magazines, maps, and

other tourism-related resources, often including both physical and digital copies.
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= Activity 2: Guided Practice

Task 6:

Observe the illustration above, and answer to the questions below:

a. What do you observe on the illustration above?

c. Matching their activities with data collection and analysis, what are methods used in

analyzing tourism information?
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d. You are asked to select the relevant information to include in the promotional material.

(i) What will you base on to select that information?

(ii) Briefly describe the factors to consider when selecting tourism information.

(iii) For further clarification, read Key facts 1.2 b

e Analysis of tourism information

v' Methods of analysing tourism information
After collecting tourism information, the next crucial step is to analyse it to extract
meaningful insights. This analysis can be conducted using both quantitative and
qualitative methods, each offering unique perspectives.?

v Quantitative analysis
Quantitative analysis focuses on numerical data, using statistical techniques to
identify patterns, trends, and relationships.?® It is particularly useful for large-scale

surveys and observational studies.??

20 https://www.studysmarter.co.uk/explanations/hospitality-and-tourism/tourism-and-travel/tourism-
research-
methods/#:~:text=Combining%20both%20qualitative%20and%20quantitative,comprehensive%20understandi
ng%200f%20tourism%20dynamics.

21 https://www.hotjar.com/quantitative-data-
analysis/#:~:text=Quantitative%20data%20analysis%20is%20the%20process%200f%20making%20sense%200f,
mathematical%20calculations%20and%20statistical%20tests.

22 https://www.gcu.edu/blog/doctoral-journey/why-quantitative-research-
important#:~:text=In%20addition%20to%20situations%20where,large%20group%200f%20diverse%20respond
ents.



+ Surveys and questionnaires:
o Description: Collect structured data from tourists, stakeholders, or businesses
using predefined questions.
o Example: Analysing tourist satisfaction levels based on ratings from 1 to 5.
+ Statistical analysis
o Descriptive Statistics: Summarizes data using measures like mean, median,
mode, and standard deviation.
o Inferential Statistics: Makes predictions or inferences about a population
based on sample data.
o Example: Comparing visitor numbers between different seasons using t-tests
or ANOVA.
+ Trend analysis
o Description: Examines changes in tourism data over time to identify patterns
or shifts.
o Example: Analyzing annual tourist arrivals to forecast future growth.
+ Economic impact analysis
o Description: Measures the financial contribution of tourism to the economy,
including direct, indirect, and induced effects.
o Example: Estimating the revenue generated by international tourists in a
destination.
+ Regression analysis
o Description: Examines relationships between dependent and independent
variables.
o Example: Assessing how factors like marketing expenditures and
transportation infrastructure affect tourist numbers.
+ Spatial analysis (GIS)
o Description: Analyzes geographic data to understand tourism flows, hotspot
mapping, or infrastructure planning.
o Example: Mapping the distribution of tourist attractions and accommodations.
+ Demand forecasting

o Description: Predicts future tourism demand using historical data.




o Example: Forecasting visitor numbers for the next five years.
+ Cluster analysis
o Description: Groups tourists or destinations based on similar characteristics or
behaviours
o Example: Identifying segments like luxury travellers, budget tourists, or
adventure seekers.
+ Qualitative analysis
Qualitative analysis focuses on understanding the underlying meanings,
interpretations, and motivations behind behaviours and experiences. It is
particularly useful for in-depth interviews, focus groups, and textual analysis.?®
Qualitative methods for analysing tourism information involve examining non-
numerical data, such as opinions, experiences, and perceptions, to gain deeper
insights into the subjective and contextual aspects of tourism. These methods are
particularly useful for understanding motivations, behaviours, and the meaning
behind actions.
+ Interviews
o Description: One-on-one conversations with tourists, stakeholders, or
community members to explore their perspectives and experiences
o Example: Interviewing tourists about their reasons for choosing a specific
destination.
+ Focus Groups
o Description: Guided discussions with small groups of participants to explore
attitudes, opinions, and experiences.
o Example: Conducting focus groups to explore local residents' perceptions of
tourism impacts.
+ Observational research
o Description: Observing tourist behaviors in natural settings without

interference

23 https://getthematic.com/insights/qualitative-data-
analysis/#:~:text=Qualitative%20Data%20Analysis%20dives%20into,answers%2C%200r%20notes%20from%20
observations.




o Example: Observing interactions between tourists and local vendors in a
cultural market.
+ Content analysis
o Description: Systematic examination of written, visual, or audio materials to
identify themes or patterns.
o Example: Analyzing travel blogs to identify common themes in tourist
experiences.
+ Case studies
o Description: In-depth exploration of a particular event, destination, or
phenomenon.
o Example: Studying the impacts of ecotourism on a specific protected area.
+ Ethnography
o Description: Immersive research in a community or tourism setting to
understand cultural and social dynamics.
o Example: Living in a rural tourism village to understand the interactions
between tourists and local communities.
+ Narrative analysis
o Description: Examines personal stories or accounts to understand individual
experiences.
o Example: Analyzing tourists' personal stories about life-changing travel
experiences.
+ Discourse analysis
o Description: Studies language use in tourism-related communication.
o Example: Analyzing promotional language used in brochures to understand
branding strategies.
+ Visual analysis
o Description: Analyzes photographs, videos, or artworks related to tourism.
o Example: Examining tourists' Instagram photos to wunderstand their
perceptions of a destination.
+ Participatory research

o Description: Involves stakeholders (e.g., local communities, tourists) actively in




the research process.
o Example: Collaborating with a local community to document tourism impacts
through storytelling or photography.
+ Thematic analysis
o Description: Identifies and interprets recurring themes in qualitative data.
o Example: Identifying themes like "authenticity" or "overcrowding" in tourist
feedback.
v' Combining quantitative and qualitative methods
For a comprehensive understanding of tourism phenomena, it is often beneficial to
combine quantitative and qualitative methods in a mixed-methods approach. This
approach can provide a more nuanced and holistic view of the subject matter.
+ Benefits of mixed methods includes:
o Complementary strengths: Quantitative methods can provide a broad
overview, while qualitative methods can delve into specific details.
o Increased validity and reliability: Combining different methods can strengthen
the credibility of findings.
o Richer insights: Mixed methods can uncover unexpected patterns and insights.
v The process of analysing tourism information
Analyzing tourism information is a crucial step in understanding trends, identifying
opportunities, and making informed decisions for tourism development and
marketing. The following is a simple, comprehensive process to guide you through
the analysis:**
v’ Data cleaning and preparation
+ Organize and categorize data: Sort data into relevant categories (e.g.,
demographic, geographic, and behavioural).
+ Clean and validate data: Remove errors, inconsistencies, and outliers.?

+ Transform data: Convert data into a suitable format for analysis (e.g., numerical,

24 https://www.checker-soft.com/the-importance-of-market-research-in-the-travel-and-tourism-
industry/#:~:text=By%20analysing%20data%200n%20destinations,t0%20match%20what%20consumers%20de
sire.

25 https://www.tableau.com/learn/articles/what-is-data-
cleaning#:~:text=Data%20cleaning%20is%20the%20process,incomplete%20data%20within%20a%20dataset.



categorical).?®
v’ Descriptive analysis
4+ Summarize data: Calculate basic statistics (mean, median, mode, standard
deviation).
+ Visualize data: Create charts, graphs, and maps to identify patterns and trends.?’
+ |dentify key findings: Highlight important insights from the data.
v’ Inferential analysis
+ Hypothesis testing: Test specific hypotheses about the data (e.g., differences
between groups, relationships between variables).?
+ Predictive modeling: Use statistical techniques to forecast future trends.?
+ Segmentation analysis: Identify distinct groups of tourists based on their
characteristics and behaviors.*
v’ Interpretation and Insights
+ Interpret results: Explain the meaning of the findings and their implications for
tourism.
+ Identify trends and patterns: Recognize recurring themes and emerging trends.3!
+ Identify opportunities and challenges: Pinpoint areas for improvement and
potential risks.
v’ Decision making and strategy development

+ Inform decision-making: Use insights to guide strategic planning and operational

26 https://www.tibco.com/glossary/what-is-data-
transformation#:~:text=Data%20transformation%20is%20the%20process,t0%20support%20decision%20maki
ng%20processes

27
https://www.researchgate.net/publication/247495740_Using_Geographic_Information_System_to_Visualize_
Travel_Patterns_and_Market_Research_Data

28 https://www.brookes.ac.uk/students/academic-development/maths-and-stats/statistics/inferential-
statistics#:~:text=Statistical%20tests%20are%20used%20as,difference%200r%20relationship%20between%20
variables.

29
https://www.researchgate.net/publication/380986590_Tourism_Demand_Forecast_and_Future_Market_Tren
d_Research

30 https://www.gravitatedesign.com/blog/tourism-market-segmentation-
101/#:~:text=Market%20segmentation%20in%20tourism%20is,with%20similar%20needs%200r%20characteris
tics.

31 https://www.mdpi.com/2076-3387/14/9/208

32 https://www.solimarinternational.com/how-to-conduct-a-situation-analysis-to-develop-a-tourism-strategy/



decisions.®
+ Develop marketing strategies: Target specific segments of the market with
tailored marketing campaigns.
+ Improve product offerings: Enhance tourism products and services to meet
evolving needs.
e Selection of tourism information
v’ Factors to consider when selecting tourism information for promotional materials
v’ Relevance to target audience
+ Demographics:
Consider the age, gender, interests, and income levels of your target audience.
+ Psychographics:
Understand their motivations, values, and lifestyles.
v Interests:
+ Tailor information to align with their specific interests, such as adventure,
culture, or relaxation.
v Unique selling points (USPs)
+ Highlight what sets you apart:
Identify the unique features and experiences that differentiate your destination
from competitors.
+ Focus on key attractions:
Showcase your most compelling attractions, such as natural wonders, historical
sites, or cultural events.
+ Emphasize local experiences:
Highlight authentic local experiences, such as traditional cuisine, cultura
performances, or community interactions.
v’ Visual appeal
+ High-quality imagery:
Use high-resolution photos and videos that capture the beauty and excitement of

your destination.

33 https://www.thinkdigital.travel/opinion/shaping-tourism-strategy-with-data-driven-insights



+ Engaging visuals:
Create visually appealing designs and layouts that grab attention and convey your
message effectively.
+ Consistent branding:
Maintain a consistent visual style throughout all promotional materials.
v’ Clear and concise messaging
+ Keep it simple:
Use clear and concise language that is easy to understand.
+ Highlight key benefits:
Emphasize the benefits of visiting your destination, such as relaxation, adventure,
or cultural enrichment.
+ Use strong call to action:
Encourage potential visitors to take action, such as booking a trip or visiting your
website.
v Accuracy and up-to-date information
+ Verify information:
Ensure all information is accurate and up-to-date.
+ Fact-check:
Double-check all details, including opening hours, pricing, and contact
information.
+ Regularly update:
Keep your promotional materials current to avoid outdated information.
v’ Cultural sensitivity:
+ Respect local customs:
Be mindful of local customs and traditions.
+ Avoid stereotypes:
Present a balanced and accurate portrayal of the destination.
+ Promote responsible tourism:
Encourage sustainable and ethical travel practices.
v' Accessibility

4+ Consider diverse needs:




Ensure your promotional materials are accessible to people with disabilities.
+ Provide information in multiple languages:

Translate your materials into languages commonly used by your target audience.
+ Offer Accessible Travel Options:

Highlight accessible accommodations, transportation, and attractions.

Scenario 11: Identification of tourism information

Rwanda Nziza, a prominent tourism company based in Musanze District, is expanding its
efforts to promote Rwanda's rich and diverse tourism destinations. The company specializes
in curating travel experiences that highlight the country's natural beauty, cultural heritage,
and adventurous attractions. To amplify its marketing impact, Rwanda Nziza seeks to hire a
skilled and dynamic Tourism Advertising Specialist. The Tourism Advertising Specialist will
play a critical role in gathering and curating comprehensive, accurate, and engaging
information about Rwanda’s tourism attractions. Their efforts will directly feed into

advertising campaigns designed to attract both domestic and international tourists.

wi
Task 7:

Given the scenario in Activity 2, perform the following task:

Consider that you are hired on the position abovementioned ; using both primary and
secondary data collection ways, you are asked to collect tourism and avail relevant

information to be used while developing tourism promotional material.

With regard to data analysis process, simulate how to analyse the data as per the company

standards.



Using the factors, please select community-based tourism, adventure tourism, and city tours

related information



=Y 4

1. State whether the following statements are True or False
A. The tourism market needs refer to the interaction between tourists and tourism suppliers
who provide services to fulfil those demands. ......ccccoevvvrviiiciveiienennnn,

B. Tourism market encompasses the desires, expectations, and motivations that drive
tourists to travel. These needs can be practical, emotional, social, or based on convenience.
C. Activities that evoke excitement, relaxation, or cultural immersion are categorized as
emMOotional Market NEEUS. ...cicivieciie et

D. Convenience needs include accommodation options, transportation services, restaurants,
and internet CoONNECLIVILY. ..o e e

E. Ecotourism is related to nature-based travel focusing on minimizing environmental
impact and supporting local communities. ........ccocevvnerenrienienienenns

F. Qualitative analysis focuses on numerical data, using statistical techniques to identify
patterns, trends, and relationships. ...
G. Quantitative analysis focuses on understanding the underlying meanings, interpretations,
and motivations behind behaviors and experiences. ....................

H. USPs stands for Unique Selling POINTS .......ccceereieieiieiiinieinincsr e e

I. Data cleaning and preparation is the only step through which tourism information is
ANAIYSEA. et e ettt steeae et e b e e s e e naeebeeneeseeraens
J. Combining quantitative and qualitative is allowed when analysing tourism information
that was gathered. ... e
2. Choose the letter corresponding to the right answer
One of the items below is not a tourism market, which one?

I. Ecotourism

[I. Cultural tourism

[ll. Marketing tourism

IV. Medical tourism
V. Adventure tourism

3. The following are tourism information, choose all that apply:



I. Destination information

[l. Transportation information
[ll. Educational information

IV. Accommodation information
V. Job opportunity information
4. Which way is suitable to “Primary data collection method?” Choose all that apply:
I. Government sources

Il. Focus group

lll. Interviews

IV. Online sources

V. Surveys and questionnaires

5. Match the types of tourism markets in Rwanda in Column A with their corresponding

examples in Column b and write the answer in the provided space.

Answer Types of tourism market in Example
Rwanda

i 1.Wildlife tourism A. Hiking on Mount Bisoke
2---—-mmm - 2.Cultural tourism B. Community-based tourism
3o 3.Adventure tourism C. watching football match
G- 4.MICE tourism D. High-end lodges and hotels
5--me- 5.Luxury tourism E. Game viewing

F. Farming

G. Conference and meetings

6. Describe emotional needs as category of tourism market needs



e Meeting emotional needs transforms tourism from just a service into an

impactful, life-enriching experience.

In the digital age, tourism information is increasingly accessible through

websites, mobile apps, social media, and online reviews, allowing travelers to
find and book everything they need for a successful trip.

For a comprehensive understanding of tourism phenomena, it is often
beneficial to combine quantitative and qualitative methods in a mixed-
methods approach. This approach can provide a more nuanced and holistic

view of the subject matter.

e
Self-Reflection

At the end of every unit trainee should:

1. Re-take the self-assessment they did at the beginning of the unit.

2. Fill in the table above and share results with the trainer for further guidance.

3. Fill in and complete the self-assessment table below to reassess your level of

knowledge, skills, and attitudes after undertaking this unit.
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4, There is no right or wrong way to answer this assessment. It is for your own
reference and self-reflection on the knowledge, skills, and attitudes acquisition during the
learning process.

5. Think about yourself; do you think you have the knowledge, skills, or attitudes to do
the task? How well?

6. Read the statements across the top, tut a check-in a curriculum that best represents

your level of knowledge, skills, and attitudes.

Experience lam
| do not | have | have a lot
| know a confident
Knowledge, have any some of

little about in my
skills, and experience experience experience
this. ability to
attitudes doing this. doing this.  with this.
do this.

Define tourism

market

Define tourism

market needs

Describe tourism

market

Describe tourism

market needs

Describe ways of
identifying tourism

market needs

Describe categories
of tourism market

needs

Identify types of

tourism market

Define tourism

information
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Experience lam
| do not | have | have a lot
| know a confident
Knowledge, have any some of

little about in my
skills, and experience experience experience
this. ability to
attitudes doing this. doing this.  with this.
do this.

Describe tourism

information

Describe ways of
gathering tourism

information

Describe methods
of analyzing
tourism

information

Identify factors to
consider while
selecting tourism

information

Fill in the table above and share results with the trainer for further guidance.

Areas of strength Areas for improvement Actions to be taken to improve

62 | DEVELOPING TOURISM PROMOTIONAL MATERIALS — TRAINEE’S MANUAL



This unit provides you with the knowledge, skills and attitudes required to produce

promotional materials. It covers the main activities including, choosing the topic,
identifying content formats, developing promotional material content, inserting
photographs in the promotional material content, editing promotional material content,

and producing promotional materials.




Self-Assessment: Unit 2

1. Referring to the unit illustration above, answer the following questions:
a. What does the picture show?
b. What is the difference between the features in the picture?
c. Basing on the picture, what do you think this unit is about?
2. Fill in and complete the self-assessment table below to assess your level of knowledge,
skills, and attitudes under this unit.

a. There is no right or wrong way to answer this assessment. It is for your own reference
and self-reflection on the knowledge, skills, and attitudes acquisition during the
learning process.

b. Think about yourself; do you think you have the knowledge, skills, or attitudes to do the
task? How well?

c. Read the statements across the top, tut a check-in a curriculum that best represents
your level of knowledge, skills, and attitudes.

4. At the end of this unit, you’ll assess yourself again.

Experience I do not Iknowa |have lhavealot Iam

have any little some of confident in

Knowledge, skills, and . . . -
experience about experience experience my ability to

attitudes doing this.  this. doing this.  with this. do this.

Define the term “a
topic” in production
of promotional

context

Describe a topic to be
used in developing
the promotional

material

Determine the factors
to consider when

choosing a topic
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Experience I do not Iknowa |have lhavealot Ilam

have any little some of confident in

Knowledge, skills, and . . . -
experience about experience experience my ability to

ttitud
ARHEHEEs doing this. this. doing this. with this. do this.

Define the

promotional material

Describe the

promotional material

Describe types of

promotional materials

Describe the content
format in promotional

material

Identify types of
content format
according to the type
of promotional

material

Explain the factors to
consider when
developing
promotional material

content

Describe the steps of
developing
promotional material

content.

Develop promotional

material content
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Experience

Knowledge, skills, and

attitudes

Explain the factors to
consider when
inserting photograps
in the promotional

material content.

I do not
have any
experience

doing this.

Il knowa | have lhavealot Ilam
little some of confident in
about experience experience my ability to

this. doing this. with this. do this.

Describe steps of

inserting photographs

Insert photographs in
the promotional

material content

Explain the factors to
consider when editing
the promotional

material content

Describe the editing
techniques for
promotional material

content

Edit promotional

material content

Explain the factors to
consider when
producing

promotional materials

Describe the steps to
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Experience

Knowledge, skills, and

attitudes

produce promotional

materials

I do not
have any
experience

doing this.

| know a
little
about

this.

| have
some of
experience

doing this.

lhavealot Ilam
confident in
experience my ability to

with this. do this.

Produce promotional

materials

&7

i}@ Key Competencies:
Knowledge Skills

1.Describe a topic for

promotional material

1.Chose the topic for the

promotional content

Attitudes
1.Pay attention to details while
choosing the topic for promotional

material

2.Determine the
factors to consider

when choosing a topic

2.Develop promotional

material content

2. Be focused when developing

promotional material

3.Define the

promotional material

3.Insert photographs in
the promotional

material content

3. Be attentive while inserting
photographs in the promotional

material

4.Describe the

promotional material

4.Edit promotional

material content

4. Be careful in editing

promotional material content

5.Describe types of

promotional materials

5.Produce promotional

materials

5. Be patient when producing

promotional material
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Scenariol: Produce promotional material

Come Again Travel and Tours, a new tourism company based in Kayonza District, aims to
position Rwanda as a premier tourism destination in Africa. Recognizing the country's
potential, the company has invested in understanding the diverse attractions that Rwanda
offers, such as its vibrant culture, breathtaking landscapes, wildlife, and historical
significance. Recently, a group of researchers collected and analysed comprehensive data on
various aspects of Rwanda’s tourism sector, focusing on key destinations, visitor
demographics, preferences, and emerging tourism trends. They have also presented their
findings whereby they even selected relevant information to be used for advertisment.

As a skilled person in marketing, you have been hired to develop effective promotional

materials tailored to attract both regional and international tourists.

O
Task 14:

Referring to the scenario above, answer the following questions.

What does the term “topic” mean in the promotional material development?
Describe a topic required for a promotional material.

What would you consider when selecting a topic.

What is meant by promotional material?

How would you describe the promotional material?

Identify the types of promotional materials.

Explain the steps of developing promotional material content.

What would you consider when inserting photographs in the promotional material?

L 0 N O U kB w N R

Describe the steps of inserting photographs in

a. Digital content of promotional materials.

b. Printed promotional materials.

10. Explain the factors to consider when editing the promotional material content
11. Which techniques would you use in editing promotional material content?

12. What would you consider when producing promotional materials?

13. Describe the steps to produce promotional materials



Topic 2.1: Choosing the topic

Scenariol:Tourism Promotion Material Development
Byishimo Travel Company, a leading tourism agency in Rwanda, is looking to revamp its
promotional materials to attract more tourists. They aim to highlight the unique

attractions and experiences that Rwanda offers.

The company is interested in offering travel experience in game driving, exploring
Rwanda's wildlife through guided tours in parks like Akagera National Park, discovering
the beatiful Rwanda's breathtaking scenery, including the rolling hills and the iconic
Lake Kivu, enjoying immersive encounters with nature, such as hiking in Nyungwe
Forest or visiting the Volcanoes National Park, urban experiences including Kigali's
vibrant city life, cultural landmarks, and historical sites.

You have just been hired as a Sales Marketing Agent at Byishimo Travel Company. Your
manager has assigned you an important task: to propose and choose a relevant topic
for the next promotional campaign. This material will showcase Rwanda’s tourism

attractions to local and international audiences.

ol
Task 15:
Referring to the scenario 1 above, answer the questions below:

1. Define the term “topic”.

2. Describe the topic to base on while developing a tourism promotional material.

3. Outline the characteristics of a topic for a tourism promotional material



¢ Introduction to topic

v' Definition of a topic
In the context of promotional material development, a topic is the central subject or
theme around which the promotional material is crafted. It's the core idea that will
capture the audience's attention and convey the desired message. A topic, in the
context of promotional material development, is the central subject or theme around
which the promotional content is organized. It's the core idea that the material aims
to communicate to the target audience.

v’ Description of a topic

The topic serves as the foundation for organizing content and tailoring messages to
engage a target audience effectively.
A topic could be a unique tourism destination (e.g., "The Majestic Volcanoes of
Rwanda"), a type of tourism (e.g., "Adventure Tourism in Nyungwe Forest"), or a
cultural experience (e.g., "Traditional Rwandan Cuisine").
The chosen topic guides the design, visuals, and messaging to highlight the distinct
aspects of that subject, aiming to inform, attract, and inspire potential tourists.

+ Key characteristics of a topic in promotional material development:

o Relevance:
It should be directly related to the product, service, or brand being promoted.
o Clarity:
The topic should be easy to understand and should not be too broad or too
narrow.
o Engagement:
It should be interesting and captivating to the target audience.
o Persuasive:
The topic should be chosen to persuade the target audience to take a specific
action, such as making a purchase or signing up for a service. For example, in a

tourism brochure, the topic could be "Rwanda's Volcanoes National Park,"




highlighting attractions, activities, and unique experiences in that area. A well-
defined topic ensures that the promotional material is cohesive, relevant, and

engaging.

Consider the scenario in the previous problem solving activity and answer the question in

the task below:

Task 16:
What would you consider while selecting the relevant topic for promotional material

development?

e Factors to consider when selecting a topic

Choosing the right topic for a tourism promotional material is crucial, as it directly
impacts its effectiveness in attracting the target market. By carefully considering your
target market and tailoring your promotional topics accordingly, you can create more
effective and engaging tourism materials that drive conversions and boost your
destination's appeal.
v’ Several factors should be carefully considered when selecting a topic for tourism

promotional material:

+ Target Market:

o Demographics:

o Age, gender, income level, education, occupation, and family status.

o Psychographics:

o Interests, hobbies, values, lifestyle, and personality traits.

o Travel Motivations:

o Leisure, business, adventure, cultural exploration, or relaxation.

+ Destination's Unique Selling Points (USPs):




o O O O

Natural Attractions: Mountains, beaches, lakes, forests, or wildlife.
Cultural Attractions: Historical sites, museums, art galleries, or festivals. 34
Urban Attractions: Shopping, dining, nightlife, or entertainment.
Adventure Activities: Hiking, biking, rafting, diving, or skiing.

4+ Current Trends and Issues

o

Sustainable Tourism: Eco-friendly practices, responsible travel, and
community-based tourism.

Wellness Tourism: Spa treatments, yoga retreats, and healthy cuisine.
Cultural Tourism: Heritage sites, local traditions, and indigenous cultures.
Adventure Tourism: Extreme sports, off-the-beaten-path destinations, and
outdoor activities.

+ Seasonal Opportunities

@)
O

Peak Seasons: Highlight popular events and festivals.
Off-Peak Seasons: Promote discounted rates and special offers.

+ Competitor Analysis

o

Identify Competitors' Strengths and Weaknesses: Differentiate your
destination's offerings.

Leverage Competitive Advantage: Highlight unique selling points and niche
markets.

+ Additional Tips for Choosing a Topic

o

Keep it Simple and Memorable: A clear and concise topic is easier to
remember and communicate.

Use Strong Visuals: Images and videos can enhance the impact of your
promotional material.

Tell a Story: Engage your audience with a compelling narrative.

Create a Sense of Urgency: Limited-time offers and seasonal promotions can
drive bookings.*

Test and Refine: Use analytics to track the performance of your promotional
material and make necessary adjustments.

34 https://www.studysmarter.co.uk/explanations/hospitality-and-tourism/cultural-tourism/cultural-

attractions/

35 https://www.joriwhitepr.co.uk/articles/how-pr-can-drive-hotel-bookings-during-off-peak-seasons
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Task 17:

Using the given scenario in the beginning of this topic, select the relevant topic that
will be the focus for the development of the needed tourism promotional material.
Present your chosen topic and outline to the management team during the next
meeting, ensuring it aligns with Byishimo Travel Company's mission to promote

Rwanda as a top-tier tourism destination.

Topic 2.2: Identifying content formats

Scenario: Designing Content Formats for Tourism Promotion

You are a Sales Marketing Designer hired by Iwacu Heza Tourism Design, a new and
innovative tourism marketing company. Your main task is to design content formats for
promotional materials highlighting Rwanda's breathtaking tourism attractions.
The company has collected rich content on various Rwandan tourism experiences, including
game drive adventures experiencing wildlife encounters in Akagera national park, landscape
exploration namely captivating views of hills, lakes, and scenic terrains, city sightseeing
related to urban experiences in Kigali, including art, culture, and history, as well as nature
experiences that includes immersive activities in Nyungwe forest, Volcanoes National Park,
and Lake Kivu.

Your job is to organize this content into the appropriate promotional material formats that

align with the company’s marketing goals.

Task 18:

Referring to the scenario above, answer the following questions:
1. Define the concept “promotional material”.

2. How would you describe the promotional material?



............................................................................................................................................................... 3.
Identify types of promotional material

Refer to Key Facts 2.2a. for further information.

e Promotional materials

v Definition of promotional material
Promotional material refers to any communication or tangible item used to
promote a product, service, brand, or cause. It aims to increase brand awareness,
generate interest, and ultimately drive sales or actions.
v’ Description of promotional material
Promotional material is essential in marketing to attract and engage the target
audience. Below are its key characteristics:
+ Purpose:
Persuade or Inform the Target Audience
4 Primary Aim:
The main goal is to either persuade the audience to take a specific action
(purchase, subscribe, visit) or inform them about a product, service, or idea.
+ PersuasiveFunction:
Often includes emotional appeals, evidence, or reasoning to motivate the
audience to act.
+ InformativeFunction:
Provides valuable details about offerings, such as specifications, features, or
benefits, to educate and build trust
+ Medium:

o Physical Medium:




Includes printed brochures, posters, business cards, merchandise (like
branded T-shirts or mugs), flyers, and billboards. These materials are
tangible and can leave a lasting impression.
Example: A tri-fold brochure detailing travel packages.
o Digital Medium:
Leverages online platforms to distribute content, including:

o Social media posts (e.g., Instagram ads, Facebook campaigns)
o Email marketing newsletters

o Online banners and pop-ups on websites

o Videos and animations on platforms like YouTube.

Example: A carousel ad on Instagram promoting eco-lodges.
+ Content:
Highlight Key Features, Benefits, and Unique Selling Points

o KeyFeatures:
Detailed descriptions of what is being offered, e.g., product specifications
or service details.

o Example: "This eco-friendly soap is made with 100% organic ingredients."

o Benefits: Explains how the offering improves the customer’s life or solves a
problem.

Example: "Save 20% on energy bills with our smart thermostat."

o UniqueSellingPoints(USPs):
Distinguishing factors that set the offering apart from competitors.

Example: "Only hotel in the region with a rooftop infinity pool."

o ToneandlLanguage:
Tailored to the audience, using persuasive and engaging language.

+ Call to Action (CTA):

o Clear instructions for next steps

o Purpose:
Guides the audience toward the desired action in a direct and compelling
way.

o Common Phrases:

=  "Buy Now" to drive immediate purchases.
= "Learn More" to encourage further exploration.
= "Sign Up" for subscriptions or newsletters.

= "Limited Offer: Book Today!" to create urgency.




+ Placement:
Strategically positioned within the material for maximum visibility, often
highlighted with buttons or contrasting colors in digital formats.

o Impact:
Strong CTAs improve engagement rates and conversion metrics.

o Purpose: To persuade or inform the target audience.

o Maedium: Can be physical (print, merchandise) or digital (online ads, social
media posts).

o Content: Highlights key features, benefits, and unique selling points.

o Call to Action: Often includes a clear instruction, such as "Buy Now," "Learn
More," or "Sign Up."

o Common Examples:

= Print Materials: Brochures, flyers, catalogs, business cards, posters,

postcards
= Digital Materials: Websites, social media posts, email marketing,
online ads, video content
= Merchandise: Branded merchandise like t-shirts, mugs, pens, tote bags
= Experiential Marketing: Events, trade shows, product demonstrations
v’ Types of promotional material
Promotional materials are tools and resources used to communicate and market
products, services, destinations, or initiatives to a target audience. They types
include: printed materials, digital materials, event-based materials, multimedia
content, merchandise and promotional giveaways, community-engagement
materials, and online resources.
+ Printed material
Printed promotional material refers to tangible, physical items created to
promote products, services, or events. These materials are widely used in
marketing and advertising to engage target audiences and effectively
communicate messages.

o Characteristics

o Tangible: Can be touched and held, leaving a lasting impression on the
recipient.

o Customizable: Tailored to specific audiences, with various designs, formats,
and messages.

o Versatile: Used across multiple platforms, such as trade shows, retail stores,




and direct mail campaigns.

Examples

Flyers and Brochures:

These are compact, portable materials used to provide detailed information about a

product or service. For instance, a tourism company may use brochures to

showcase destinations with vivid imagery and itineraries.

o Example: A travel agency creates a tri-fold brochure with colorful images of
Rwandan destinations like Volcanoes National Park, Nyungwe Forest, and
Akagera National Park, accompanied by QR codes linking to booking options.

Posters and Banners:

Used for public displays to attract attention. These materials are often placed in

high-traffic areas like trade shows or community centers.

o Example: A community-based tourism initiative prints a poster featuring a
traditional Rwandan village, emphasizing eco-tourism and cultural immersion.

Business Cards:

Compact cards handed out during networking events to share contact information

and create professional connections.

o Example: A tour guide service in Kigali prints business cards featuring the
company logo, website, and phone number.

Catalogs and Magazines:

These provide in-depth information about products or services and often serve as a

sales tool.

o Example: A wildlife tour company prints a catalog detailing various package
options, complete with customer testimonials and conservation efforts.

Direct Mailers:

Sent directly to potential customers, often including discounts, promotions, or

event invitations.

o Example: A hotel in Karongi mails out a postcard promoting a special weekend
package deal with a 20% discount.

o Advantages

= Builds trust and credibility through high-quality visuals and information.




= Increases brand recognition.
= Serves as a tangible reminder of a product or service.
o Limitations
= Printing and distribution costs can be high.
= Limited to local reach unless combined with digital marketing.
o Key types of printed tourism promotional materials
= Brochures
These are compact and information-rich booklets often used to showcase a
destination's attractions, activities, accommodations, and practical
information.
Example: A brochure for Rwanda’s Volcanoes National Park might include
maps, gorilla trekking information, and photographs of the park’s
biodiversity.
= Leaflet
A leaflet is a simple, folded promotional material that provides essential
information in a concise format. It is often used for promoting events,
services, or businesses and is designed to capture attention quickly. Unlike a
pamphlet, a leaflet generally focuses on summarizing key points in a more
visual and digestible manner.
o Key Features of a Leaflet:
Size and Structure: Leaflets are typically single sheets of paper, either printed on
one side or both, and may be folded into two or three sections. They are
compact and designed for easy distribution.
Content: Leaflets contain brief, engaging content, often featuring bullet points,
headlines, and strong visuals to quickly convey the message. The goal is to
deliver a snapshot of information in a way that encourages further engagement
or action.
Target Audience: Leaflets are aimed at a broad audience, often used for general
promotions or advertisements that do not require in-depth explanation.
Purpose: The main objective is to generate interest, promote awareness, or

encourage an immediate response from the reader, such as attending an event,




visiting a website, or purchasing a product.

Example:

A leaflet for a local restaurant could highlight the restaurant's menu, location, hours of
operation, and special offers. It may also include an attractive discount coupon or call

to action for reservations.
o Pamphlet
A pamphlet is a small booklet or brochure that provides detailed information about a
product, service, event, or cause. It is often used in marketing and promotions to
provide in-depth information, usually in a compact, easy-to-read format. Pamphlets are
commonly used for informational purposes, particularly in industries such as tourism,
healthcare, education, and community outreach.
o Key Features of a Pamphlet:
Size and Structure: Pamphlets are typically folded and may have three or more panels,
allowing for clear organization of content. They may be a single sheet folded into
sections, or they can be multi-page documents.
Content: The content is often more detailed than that found in a leaflet, providing
thorough descriptions, explanations, or instructions. It may include text, images, charts,
and contact information.
Target Audience: Pamphlets are designed to attract specific audiences with more in-
depth information on a topic. This makes them suitable for explaining complex issues or
offering a comprehensive view of a service or product.
Purpose: The main purpose is to inform and persuade the audience, typically focusing
on providing enough information for the reader to take action, such as purchasing a
product or attending an event.
Example:
A tourism pamphlet for Rwanda's National Parks could provide detailed descriptions of each
park, attractions, activities, accommodations, conservation efforts, and the best times to
visit.
o Flyers
Flyers are single-page advertisements that focus on specific offers, events, or
attractions. They are cost-effective for mass distribution.

Example: A flyer promoting discounted safaris at Akagera National Park during




the low season.

o Posters
Posters are visually appealing materials designed to grab attention in public
spaces. They are ideal for promoting events or creating destination awareness.
Example:
A poster advertising the "Kigali Cultural Festival," featuring vibrant imagery and
event details.

o Maps and Guidebooks
These provide geographical and logistical information to tourists, often including
recommendations for attractions, dining, and lodging.
Example:
A printed guide to Karongi, highlighting Lake Kivu, boat tours, and local
accommodations.

o Travel Magazines
These are detailed publications featuring articles, photographs, and
advertisements about destinations and travel services.
Example:
A feature in a travel magazine about Rwanda’s community-based tourism
initiatives in Musanze District.

o Postcards
Postcards serve as souvenirs or promotional giveaways, often showcasing iconic
landmarks or cultural highlights.
Example:
Postcards of Rwanda’s Nyungwe Forest canopy walk sent to prospective
tourists.

o Event Programs
These are printed materials for specific tourism-related events, providing
schedules, speaker information, and sponsor details.
Example:
An event program for the annual "Kwita Izina" Gorilla Naming Ceremony.

+ Benefits of Printed Promotional Materials in Tourism

o Tactile Experience: Tangible materials provide a sensory experience that digital




media cannot replicate.

o Memorability: High-quality prints with engaging visuals and content create a
lasting impression.

o Targeted Distribution: Materials can be distributed strategically at travel fairs,
airports, or visitor centers.

4+ Example of Application in Tourism

The Rwanda Development Board (RDB) uses brochures and maps extensively to promote

the country’s tourism destinations. A brochure on Nyungwe National Park includes high-

resolution images, information about the canopy walk, and details about eco-lodges, all

designed to attract eco-tourists.

v’ Digital Materials

Digital promotional materials refer to online tools and content designed to
advertise and promote products, services, or ideas. These materials leverage digital
platforms, such as websites, social media, and email, to reach target audiences
effectively. Examples include videos, social media posts, infographics, e-books,
banners, and interactive content like quizzes or augmented reality (AR) experiences.
+ Types of Digital Promotional Materials
o Social Media Posts
Platforms like Instagram, Facebook, and LinkedIn allow for image, text, and
video-based promotional campaigns.
Example:
A travel company posts an eye-catching Instagram reel showcasing stunning
destinations with a call-to-action (CTA) to "Book Now."
o Email Newsletters
Direct marketing tool sent to a subscriber list, offering updates, discounts, or
personalized recommendations.
Example:
A fashion brand sends an email promoting a "Black Friday Sale" with clickable
banners leading to the website.
o Video Advertisements
Hosted on platforms like YouTube or embedded in social media feeds.

Example:




A car manufacturer produces a video ad showing a new model in action,
highlighting features and a tagline like "Designed for Adventure."
Interactive Content

Includes quizzes, polls, and AR tools to engage the audience.

Example: IKEA's AR app lets users visualize how furniture would look in their
homes.

Infographics

Combines visuals and data to convey complex information in an engaging way.
Example:

A fitness brand designs an infographic on "10 Foods for Muscle Growth,"
sharing it on Pinterest.

o Website Landing Pages

Single web pages designed to convert visitors into leads or customers.
Example:

A tech company creates a landing page for a new product, featuring

testimonials, demo videos, and a "Get Started" button.

Digital Tourism Promotional Material
Digital tourism promotional material refers to content created to promote
tourism destinations, services, or experiences through online platforms and
digital media. This type of marketing is essential in reaching a global audience,
offering visually appealing, interactive, and engaging formats to attract potential
tourists.

o Websites

Websites are a primary digital marketing tool, providing comprehensive
information about a destination, services, packages, and contact details. They
often integrate multimedia elements like videos, images, blogs, and booking
systems.

Example:

Rwanda Development Board's tourism website, Visit Rwanda, showcases the
country's attractions such as gorilla trekking, Nyungwe Forest, and cultural

tours.




o Social Media Campaigns
Social media platforms like Instagram, Facebook, and TikTok enable tourism
boards and companies to create visually appealing posts and engage with
travelers through storytelling and user-generated content.
Example:
The #VisitDubai campaign utilizes influencers and engaging visuals to highlight
Dubai's attractions, from luxury hotels to desert safaris.

o Virtual Reality (VR) and Augmented Reality (AR) Experiences
VR and AR technologies provide immersive experiences, allowing potential tourists to
explore destinations virtually.
Example:
The "Google Earth VR" platform enables users to virtually walk through Machu Picchu
or the streets of Paris before visiting.

o Online Videos and YouTube Channels
Videos offer a dynamic way to showcase destinations, combining visuals,
music, and narration to inspire travel.
Example:
The YouTube channel “Amazing Thailand” features videos on Thai culture,
cuisine, and festivals, enhancing Thailand's global visibility.

o Mobile Applications
Tourism apps provide information, maps, itineraries, and recommendations to
tourists. They can also offer digital tour guides and AR-enhanced experiences.
Example: The "Japan Official Travel App" offers real-time transportation
updates, itinerary suggestions, and cultural insights for tourists visiting Japan.

o Email Marketing
Email newsletters provide personalized offers, travel tips, and updates about
destinations.
Example: Booking.com sends tailored emails highlighting discounts, travel
packages, and new destinations based on a user’s search history.

o Interactive Digital Brochures
Digital brochures are downloadable documents with embedded multimedia,

such as videos and clickable links. They are cost-effective and eco-friendly




alternatives to printed brochures.

Example:The "Australia Tourism Digital Brochure" features vivid imagery, maps,
and links to itineraries for travelers.

Search Engine Optimization (SEO) Content

Blogs, articles, and destination guides optimized for SEO help attract tourists
searching for travel-related information.

Example: Lonely Planet’s blog provides high-ranking travel tips and destination
guides that inspire and inform tourists.

User-Generated Content (UGC)

Tourists sharing their travel experiences on social media create authentic
promotional content.

Example: Iceland’s “Inspired by Iceland” campaign leveraged visitor photos

and stories, making the destination relatable and appealing.

v' Event-Based Materials

Event-based promotional material refers to advertising or marketing content

designed to promote specific events, such as festivals, product launches, trade

shows, exhibitions, or cultural activities. These materials are tailored to draw

attention to the event and are usually time-sensitive, targeting potential participants

or attendees.

+ Key Characteristics of Event-Based Promotional Materials

o

Timeliness: The materials are created and distributed well in advance of the
event to maximize outreach.

Target Audience: Specific to the demographic or group likely to attend the
event

Visual Appeal: Engaging designs, colors, and imagery that align with the
event's theme

Call-to-Action (CTA): Includes details on how to participate, such as
registration links, ticket information, or event schedules.

Brand Consistency: Reflects the brand or organization hosting the event.
Multi-Platform Approach: Delivered through posters, brochures, email

campaigns, social media posts, and digital advertisements




Example: Promotional Material for a Tourism Festival
Event: The Annual "Explore Rwanda Tourism Festival"
Materials:
+ Posters and Flyers:
Design: Vibrant imagery of iconic Rwandan landscapes, such as Volcanoes
National Park and Lake Kivu.
Content: Event details (date, location, and highlights like cultural performances
and eco-tourism workshops).
+ Social Media Posts:
Platforms: Instagram, Facebook, and Twitter.
Visuals: Teasers of performers or destinations showcased at the festival
CTA: Links for ticket purchases or event registration.
+ Video Trailers:
Short, engaging video clips featuring testimonials from past attendees and key
attractions at the event.
+ Event Website:
Dedicated page detailing the festival's schedule, maps, and registration portals.
+ Email Campaigns:
Sent to travel agencies, bloggers, and past attendees with a personalized
invitation to join the event.
Example of Poster Content
Headline: “Experience the Heart of Africa at the Explore Rwanda Tourism
Festivall”
Details:
Date: June 15-17, 2025
Venue: Kigali Convention Centre
Attractions: Wildlife photography exhibits, Rwandan gastronomy workshops,
and guided eco-tourism trails.
Register Now: [Insert QR Code]
+ Event-based tourism promotional material

Event-based tourism promotional materials are tools used to market and




communicate information about tourism events to attract visitors. These
materials highlight the features, benefits, and experiences tied to a specific event
to create excitement and drive attendance. Common examples include brochures,
posters, social media campaigns, websites, and video advertisements.
+ Key Elements of Event-Based Tourism Promotional Material includes:
+ Event Details: Clear description of the event, including name, date, time, and
location.
4+ Unique Selling Points (USPs): Highlights what makes the event special or unique
(e.g., cultural significance, celebrity appearances, unique activities).
+ Visual Appeal: High-quality images or videos that showcase the event theme,
venue, and activities.
+ Target Audience: Messaging tailored to the preferences and interests of the
intended audience.
+ Call-to-Action (CTA): Encouragement to purchase tickets, register, or visit the
event.
+ Accessibility Information: Directions, transportation options, parking, and
accommodations.
+ Social Proof: Testimonials, reviews, or quotes from previous attendees or
prominent figures.
Example:
Rwanda’s Kwita Izina Gorilla Naming Ceremony
v Promotional materials for this annual event in Rwanda often include:
+ Brochures and Posters: Featuring pictures of mountain gorillas, the Rwandan
landscape, and information about conservation efforts.
+ Video Campaigns: Short films showcasing past ceremonies, interviews with
conservationists, and clips of gorilla families.
+ Social Media Posts: Updates on event schedules, teaser videos, and highlights
of prominent participants.
+ Web Content: Dedicated event pages on Visit Rwanda’s official website,
providing detailed itineraries and registration options.

+ Collaborative Efforts: Partnerships with travel agencies to include the event in




travel packages.
v' Multimedia Content
Multimedia content in promotional materials plays a vital role in engaging audiences
and effectively conveying messages. It includes:
+ Videos
v’ Description:
Videos are dynamic and immersive, showcasing destinations, products, or services in
action. They can include aerial footage, testimonials, or behind-the-scenes looks.
Example:
A promotional video for Rwanda tourism could feature drone footage of Nyungwe
Forest's canopy walk, showcasing its lush greenery and unique biodiversity.
v’ Benefits
Videos increase engagement, enhance understanding, and are effective across
platforms like YouTube, social media, and websites.
+ Images
v’ Description:
High-quality images capture the essence of a destination or product, appealing to
the audience's emotions and visual senses.
Example:
A vivid photograph of Mount Bisoke in Rwanda with hikers ascending the trail can
inspire interest in ecotourism and adventure travel.
v’ Benefits:
Images make materials more attractive and memorable. Platforms like Instagram
heavily rely on compelling visuals to engage users.
+ Infographics
v’ Description:
Infographics present data and information in a visually appealing and digestible
format.
Example:
A community-based tourism infographic could show how revenue from tourism is

distributed among local communities in Musanze District, with charts illustrating




economic benefits.
v’ Benefits
Infographics simplify complex information and improve retention.
+ Audio Elements
v’ Description
Audio content like voiceovers, soundtracks, and background music enhance the
emotional appeal of videos or presentations.
Example:
A promotional audio clip featuring traditional Rwandan drum music could evoke
cultural pride and interest in heritage tourism.
v’ Benefits:
Audio creates a multisensory experience and strengthens emotional connections.
+ Interactive Content
v’ Description:
Interactive multimedia, like clickable maps, virtual tours, and augmented reality
(AR), allows audiences to engage actively with the content.
Example:
An interactive map highlighting destinations like Akagera National Park, Rubavu, and
Karongi could allow users to explore attractions with just a click.
v' Benefits:
Interactive content enhances user engagement and provides personalized
experiences.
+ Text and Narratives
v’ Description:
Text, combined with other multimedia elements, conveys detailed information,
storytelling, and calls to action.
Example:
A video featuring a narrative voiceover about Rwanda’s conservation success story in
Volcanoes National Park can reinforce the message of sustainability.
v’ Benefits:

Effective storytelling creates emotional resonance and aligns with brand identity.




4+ Multimedia Content in Tourism Promotional Material

Multimedia content in tourism promotional materials plays a pivotal role in

enhancing the visibility, appeal, and engagement of a destination. Such content

typically combines various media types—such as visuals, audio, text, and

interactivity—to create a compelling narrative that influences travel decisions.

v" Types of Multimedia Content

+ Images and Photographs
High-quality images showcasing scenic landscapes, cultural landmarks, and
local experiences are central to tourism marketing. They evoke emotions and
provide potential tourists with a visual preview of the destination.
Example: A brochure for Rwanda's Volcanoes National Park often includes
stunning images of mountain gorillas in their natural habitat.

+ Videos
Videos are effective for storytelling and providing immersive experiences.
Tourism videos may feature testimonials, aerial views, or walkthroughs of
destinations, blending music and narration.
Example: Visit Rwanda's promotional videos highlight iconic destinations like
Nyungwe National Park and Kigali cityscape through engaging visuals and
commentary.

+ Virtual Reality (VR) and 360° Tours
These interactive formats allow potential visitors to explore destinations virtually,
creating a sense of presence and excitement.
Example: VR tours of Akagera National Park, showcasing its wildlife and
landscapes, are used during international tourism expos to captivate
audiences.

+ Audio Content
Audio components, including background music, soundscapes (e.g., the sound
of wildlife or waterfalls), and voiceovers, enhance the emotional appeal of
promotional content.
Example: An audio guide accompanying a promotional video about Lake Kivu

might include sounds of gentle waves, birdsong, and narration about local




fishing traditions.
+ Infographics
Infographics combine data, imagery, and design to present information in an
easily digestible format, such as showcasing the biodiversity or visitor
statistics of a destination.
Example: Rwanda Development Board’s tourism materials often use
infographics to highlight the economic impact of gorilla trekking.
+ User-Generated Content (UGC)
UGC such as reviews, social media posts, and traveler photographs is often
repurposed in official promotional materials to lend authenticity.
Example: Instagram posts from tourists visiting the Kigali Genocide Memorial
are sometimes featured in Rwanda's tourism campaigns to reflect genuine
experiences.
o Benefits of Multimedia in Tourism Promotion
+ Enhanced Engagement: Multimedia elements are more captivating and retain
viewer attention longer than text-only materials.
+ Improved Accessibility: Virtual tours and videos provide accessibility to
potential tourists who may face barriers to in-person exploration.
+ Emotional Connection: Music, visuals, and stories create memorable
impressions that drive tourism interest.
Example of Integrated Multimedia Use
The "Visit Rwanda" campaign effectively utilizes a combination of videos,
interactive VR tours, high-resolution images, and infographics to promote
Rwandan destinations. For example, the campaign's collaboration with Arsenal
Football Club integrates dynamic videos and social media content to reach
global audiences.
v" Merchandise and promotional giveaways
Merchandise and promotional giveaways are tangible promotional materials
designed to create brand awareness, increase customer engagement, and drive
loyalty. These materials are typically branded with a company's logo, slogan, or

marketing message and are given away for free to customers or potential clients to




foster goodwill and increase visibility.
+ Types of Merchandise and Promotional Giveaways

o Branded Products: These include products that are customized with the
company’s branding, such as pens, T-shirts, mugs, keychains, bags, hats,
and other everyday items. They serve as practical, everyday reminders of
the brand, and their utility ensures that customers will keep and use them,
thereby increasing exposure.

Example: A company might give away branded reusable water bottles at an
outdoor event to promote sustainability while also reminding recipients of
their brand whenever they use the bottle.

o Event Giveaways: These are typically handed out at trade shows,
conferences, or other corporate events to attract visitors to a booth or
stall. These items are usually low-cost, high-visibility items such as stickers,
notepads, tote bags, or stress balls.

Example: A tech company might hand out branded USB drives or charging
cables at a technology conference to attract potential customers to their
booth.

o Seasonal or Themed Giveaways: Companies can also create merchandise
that ties into specific holidays or events, such as Christmas, New Year's, or
a company's anniversary. These items may be limited-edition or themed to
coincide with a particular campaign.

Example: A restaurant could offer branded Christmas ornaments during
the holiday season to encourage customers to return during the holidays.

o Free Samples: These can be an effective promotional giveaway, especially
for food, beauty products, or other consumables. Samples allow customers
to try the product firsthand, leading to potential future purchases.
Example: A cosmetics company may give out free samples of their new
skincare line at a popular shopping mall to entice customers to buy the full-
sized product.

+ Benefits of Merchandise and Promotional Giveaways

o Brand Visibility: Items such as T-shirts or pens are used regularly and in




public, increasing brand exposure.

o Customer Loyalty: By offering value through free giveaways, companies

can build goodwill with customers, leading to stronger loyalty.

o Cost-Effective Marketing: Merchandise is a relatively low-cost marketing

tactic that can provide a high return on investment, especially when items

are kept for extended periods.

o Increased Engagement: When given away in the right context, these

materials can engage potential customers and even motivate them to take

further actions, like visiting a website or making a purchase.

+ Merchandise and promotional giveaways as tourism promotion material

Merchandise and promotional giveaways are common tools used in tourism marketing to

promote destinations, experiences, or services. These materials help to engage potential

tourists, increase brand visibility, and create lasting impressions. Here's a detailed look at

how they are used and examples of each:

+ Merchandise as Tourism Promotional Material

Merchandise refers to branded items that are sold or given away to tourists as a

form of promotion. These items serve as tangible reminders of a destination and

can range from souvenirs to practical items.

O

O

O

Types of Merchandise

Souvenirs: Items like T-shirts, mugs, postcards, hats, and keychains with
the destination’s logo or iconic images. These serve as a physical
reminder of the experience.

Apparel: Branded clothing, such as T-shirts or caps, featuring logos,
slogans, or pictures that tourists can wear, increasing visibility and
engagement.

Accessories: Items like tote bags, scarves, and jewelry that are practical
but also reflect the essence of the destination or culture.

Handmade Products: Local crafts, such as jewelry, pottery, or artwork,
that showcase the culture and heritage of the place, appealing to
tourists looking for authentic experiences.

Example of Merchandise:

In a tourism campaign promoting the city of Paris, the local tourism board




might sell or give away Eiffel Tower keychains, Parisian berets, or Paris-

themed tote bags. These items are iconic, easily recognizable, and serve as a

memory of the visit. Additionally, high-quality French wine glasses or

artisanal food items might be promoted in packages that encourage tourists

to take a part of Paris home with them.

= Promotional Giveaways as Tourism Promotional Material

Promotional giveaways are typically items distributed for free to tourists or

potential tourists in exchange for participation in an event or campaign.

These giveaways are designed to create positive associations with the

destination and encourage future visits.

o Types of Promotional Giveaways

= Branded Stationery: Notebooks, pens, or calendars branded with a
destination’s logo, which tourists can use, helping to keep the
destination top of mind.

= Discount Vouchers: Coupons for discounts on local attractions, hotels,
restaurants, or activities. These incentives encourage tourists to spend
more during their visit.

= Reusable Bags: Eco-friendly bags that are not only practical but also
serve as a green promotional tool, promoting sustainable tourism
practices.

= Free Samples: Products that showcase local flavors or experiences, such
as small samples of chocolate, wine, or crafts unique to the area.

o Example of Promotional Giveaway:

The city of Cape Town may distribute branded reusable water bottles at

tourism fairs, which showcase the importance of sustainability in the region.

In addition, the bottles might come with a flyer offering a discount on local

eco-tourism activities, thus tying the giveaway directly to the tourism

experience.

v Online Travel Resources
Online travel resources are essential tools in promoting destinations and services,

offering visitors a wealth of information to make informed decisions about where




to travel, what to do, and how to plan their trips. These resources often include
websites, blogs, social media platforms, video content, mobile apps, and email
newsletters. Here’s a detailed breakdown of these resources and their usage as
promotional material:
+ Official Destination Websites
Official tourism websites are usually the most authoritative source of
information about a destination. These websites typically provide details on
accommodations, attractions, activities, cultural experiences, and transportation
options. They may also feature blogs, events calendars, and user-generated
content to inspire potential travelers.
Example: The Rwanda Development Board (RDB) website provides extensive details
about the country’s attractions, from wildlife experiences in Akagera National Park to
cultural tours in Kigali and beyond. It includes travel tips, itineraries, and booking
information.
Promotion: These websites often feature promotional campaigns, including seasonal

discounts, and links to trusted tour operators, increasing direct engagement with the

audience.

+ Travel Blogs
Travel bloggers can provide more personal, detailed insights into specific
destinations, offering unique perspectives and tips that may not be found in
official resources. These blogs often include personal experiences, itinerary
recommendations, and travel hacks, alongside photos and videos to bring the
experience to life.
Example: A travel blog like The Culture Trip frequently publishes articles about
Rwanda's unique offerings, from eco-friendly tours to community-based tourism
experiences.
Promotion: Travel blogs engage potential travelers by creating a personal
connection and inspiring them through compelling storytelling and visuals.

+ Social Media Platforms
Social media plays a crucial role in promoting travel destinations, offering real-
time updates, engagement, and viral marketing opportunities. Platforms like

Instagram, Facebook, and TikTok enable tourism boards and businesses to share




photos, videos, and interactive content.
Example: Instagram pages of organizations like Visit Rwanda feature stunning
images and short-form videos showcasing wildlife, landscapes, and cultural
heritage. Hashtags like #VisitRwanda encourage user-generated content,
helping amplify the destination’s visibility.
Promotion: social media is ideal for sharing user-generated content, running
contests, and showcasing influencer collaborations that highlight destinations in
a more authentic and relatable way.

+ Travel Apps
Mobile apps provide travelers with useful tools on the go, from itinerary
planning to navigation and local recommendations. Many apps also feature
booking systems for accommodations, tours, and activities, making it easier for
travelers to book their trips from their smartphones.
Example: TripAdvisor offers a mobile app where users can access reviews, book
activities, and explore local destinations. It can be particularly effective for
travelers seeking social proof and real-time information.
Promotion: Apps can be used to send personalized offers, alerts for special
promotions, or reminders about upcoming events or new destinations, ensuring
travelers remain engaged.

+ Video Content and YouTube Channels
Video is a highly engaging format that offers an immersive experience of a
destination. Many tourism boards and travel agencies use YouTube to upload
promotional videos showcasing the beauty and culture of a place. These videos
often include testimonials, drone shots, and detailed tours of local experiences.
Example: Rwanda Development Board has a YouTube channel that showcases
the country’s stunning landscapes, wildlife, and cultural experiences, making it
an excellent tool for visual storytelling.
Promotion: Video content is a powerful tool for engaging potential travelers,
especially through captivating visuals and stories that draw viewers in and spark
their desire to explore.

+ Email Newsletters




Email marketing remains a vital promotional tool for travel destinations. Tourism
boards and agencies often use newsletters to keep their audience informed
about new events, special promotions, seasonal offers, and essential travel tips.
This direct communication allows for a personalized approach to reach potential
travelers.

Example: Rwanda’s Tourism Newsletter might feature updates on new
attractions, local festivals, and sustainable tourism initiatives, directly reaching
subscribers interested in the destination.

Promotion: Email newsletters are excellent for nurturing customer

relationships, offering exclusive deals, and encouraging repeat visits.

wi
Task 19:
Read the scenario in Task 18 then answer the following questions:
1.1dentify and describe all the possible content formats you would use to present the

tourism information effectively.

2. For each format, explain its purpose, target audience, and how the content will be

tailored for it.

3. Suggest a design layout or theme that aligns with Iwacu Heza Tourism Design’s vision

of vibrant, engaging, and informative materials.



Description of content formats
Promotional material should be designed to capture attention and convey essential
information effectively.
v’ content format to include:
4+ Headline/Title
o Ashort, catchy phrase that grabs attention.
o Should reflect the main message or theme of the promotional material.
+ Subheading (optional)
o Provides additional information or expands on the headline.
o Adds context or detail.
+ Introduction/Overview
o A brief description of the product, service, or event.
o Should highlight the key benefits or unique selling points.
+ Visual Elements
o High-quality images, graphics, or videos that support the message.
o Should be relevant to the content and visually appealing.
+ Key Features/Benefits
o Bullet points or a short list outlining the key features or benefits.
o Focus on what makes the product/service/event stand out.
+ Call to Action (CTA)
o A clear instruction on what action the audience should take (e.g., “Call
Now,” “Visit Our Website,” “Book Your Tickets”).
o Should be direct and easy to follow.
+ Contact Information
o Include phone numbers, email addresses, or social media links for
inquiries.
+ Testimonial/Quote (optional)

o A short customer testimonial or endorsement can be effective in




promoting trust.
+ Legal or Disclaimer Information (if applicable)
o Any necessary legal disclaimers or fine print.
+ Social Proof or Awards (optional)
o Logos of recognized brands or partners, or mention of awards, can boost
credibility.
Example of Promotional Material Format:
"The content format for promotional materials generally includes a compelling
headline, an engaging introduction, visuals that resonate with the message, and a direct
call to action. It is crucial that promotional materials maintain clarity and conciseness
while highlighting the benefits and unique features of the subject being promoted (Doe,
2023)."
Types of content formats
Promotional materials are essential for communicating effectively with your target
audience. Below is a detailed explanation of the content and format that should be
included in different types of promotional materials.
+ Brochure
Creating an effective brochure as a promotional material involves conveying key
information in a visually appealing and concise manner. The content and format of
the brochure should be structured to attract attention, engage the reader, and

communicate the intended message clearly.

Figure 3: Z-Fold brochure




Figure 4: Bi-Fold Brochure

o Title/Headline

The title should be short, catchy, and reflect the main theme or offering. It
serves as the first point of contact with the audience and must grab attention
immediately.

Example: "Discover the Beauty of Rwanda: A Journey through Nature and
Culture"

Introduction or Overview

A brief description of what the brochure is promoting, such as a tourism
destination, a service, or an event.

Example: A few sentences introducing the unique features of Rwanda, such as
its biodiversity, culture, and adventure tourism options.

Key Features/Benefits

Highlight the main attractions, features, or benefits that make the product or
destination unique. Use bullet points for clarity.

For a tourism brochure, this could include iconic destinations, wildlife,
cultural experiences, accommodations, and available activities.

Images and Visual Appeal

High-quality images that represent the destination, service, or product. Use
visuals that align with the brand’s identity and the atmosphere you want to
convey (e.g., wildlife, landscapes, or cultural events).

Visuals can include photos of landscapes, people, wildlife, activities, or

facilities.




o Call to Action
= Encourage readers to take action, whether it's booking a tour, contacting for
more information, or visiting a website. Phrases like “Book Your Adventure
Now!” or “Contact Us Today for More Information!” work well.
o Contact Information
®* Include a clear section with contact details like phone numbers, email
addresses, social media handles, and website URLs.
= Make it easy for potential customers or visitors to inquire or make bookings.
o Pricing/Packages (If Applicable)
= |f relevant, list prices, packages, or special deals. This could include tour
packages, accommodation rates, or discounts.
= Ensure the information is clear and simple to understand.
o Testimonials or Reviews (Optional)
® |Include customer reviews or testimonials if available. This can build trust
and credibility.
= Testimonials can be from past visitors, customers, or experts who have
experienced the product or service.
o Logos and Certifications (If Applicable)
= |f the business or service has any certifications, affiliations, or awards (such
as eco-friendly certifications or tourism awards), these should be included
to build trust.
o Design and Layout
= Format: Brochures are typically folded in one of several formats (e.g., bi-
fold or tri-fold). The format depends on how much content you need to
include and how you want it to unfold visually.
= Typography and Colors: Use easy-to-read fonts, balanced spacing, and a
consistent color scheme that aligns with the branding. Avoid overcrowding
the brochure with too much text or too many different fonts.
= Flow: The content should be organized logically, guiding the reader’s eye
through the information smoothly.

o QR Codes or Links (Optional)




* Include a QR code or short link to a webpage for more information,
bookings, or a digital experience. This makes it easy for readers to engage
further without leaving the brochure

+ Leaflet
When creating a promotional leaflet, it is essential to focus on both content and
format to ensure the information is engaging, easy to understand, and visually
appealing.
o Title and Branding

= Title: The leaflet should start with a clear, attention-grabbing title that
aligns with the theme or purpose of the leaflet (e.g., "Explore Rwanda’s
Ecotourism Destinations").

= Branding: Include the logo, color palette, and any other visual elements
that represent the organization, tourism board, or company promoting the
material.

o Introduction/Overview

= This section should provide a brief introduction to the topic, explaining why
it is relevant or exciting for the reader. For example, a section titled "Why
Visit Rwanda?" can highlight the country’s unique offerings.

® |nclude a catchy and inviting statement, such as "Discover Rwanda’s natural
wonders, rich culture, and vibrant communities."

o Destinations or Features

= List of Key Destinations: If promoting tourism, highlight the main
destinations or attractions, such as Kigali Hub, Volcanoes National Park, and
Nyungwe Forest, or whatever specific regions or services you are
promoting.

= Details for Each Destination: Include brief, enticing descriptions for each
location or feature. Use bullet points or small paragraphs to present key
information, such as the activities available, landscape, local culture, or
wildlife.

o Key Benefits and Unique Selling Points (USPs)

= Emphasize what makes the service or destination unique. For example, for




ecotourism, mention how the destination promotes sustainability, preserves
biodiversity, and supports local communities.
= List benefits like eco-friendly accommodation, guided nature tours, or
conservation activities.
o Call to Action
= Encourage readers to take immediate action, such as booking a tour, visiting a
website, or calling for more information.
= Use strong, clear action verbs like “Book Your Adventure Today” or “Discover
Rwanda’s Best-Kept Secrets.”
o Contact Information and Additional Resources
= Website: Provide a URL for more information or to make bookings.
= Social media: Include social media handles or icons to follow or share
experiences.
= Phone Number: Offer a contact number for direct inquiries.
o Images and Visuals
= High-Quality Photos: Include captivating, high-resolution images that reflect
the destinations or activities being promoted. Visuals are essential for
creating excitement.
= Infographics or Maps: If necessary, use a small map to show location details
or an infographic to explain processes (like how to book a tour).
o Layout and Design
= Font: Use legible fonts and ensure the text size varies to highlight the most
important sections.
= Color Scheme: Use colors that are aligned with the brand and destination
theme (e.g., greens and browns for nature-related materials).
= Whitespace: Ensure there is enough space between text and images to make
the leaflet readable.
= Paper Quality: Choose a durable paper type that enhances the overall look
and feel of the material.
o Testimonials or Reviews

= |f possible, include a short section with quotes from previous visitors or




tourists to enhance credibility.
o Legal and Environmental Statements (Optional)

If necessary, include any disclaimers or legal information, such as travel

restrictions, health guidelines, or environmental policies.

o Example Structure:

= Cover page: Title, eye-catching image, and tagline.

= Inside pages: Destinations, benefits, activities, call to action.

= Back page: Contact info, social media, website, and testimonials.

+ Pamphlet
When creating a pamphlet as a promotional material, especially for tourism or
ecotourism, the content and format should be clear, concise, and visually
appealing to engage the target audience.

o Headline or Title:

= The title should grab the reader's attention and provide a clear idea of what
the pamphlet is about (e.g., “Explore Rwanda’s Ecotourism Destinations” or
“Discover the Beauty of Rwanda’s Natural Wonders”).

o Introduction:

= A brief introduction that outlines the purpose of the pamphlet, such as
promoting tourism in a specific region or highlighting ecotourism
opportunities.

= A statement about the significance of the destination or initiative (e.g.,
Rwanda as a leading ecotourism destination).

o Destination Information:

* Include short descriptions of the destinations being promoted (e.g.,
Volcanoes National Park, Nyungwe Forest National Park, etc.). Highlight
unique features, biodiversity, activities available, and any conservation
efforts.

= For example, describe wildlife, hiking trails, cultural experiences, and
responsible tourism initiatives.

o Activities and Attractions:

= A list or brief overview of popular activities (e.g., gorilla trekking, nature




walks, community-based tourism activities, bird watching).

= Highlight any special programs or initiatives related to ecotourism (e.g.,
conservation projects, partnerships with local communities).

Ecotourism Focus:

= Emphasize sustainable tourism practices, eco-friendly accommodations, and
how tourists can contribute to environmental conservation during their
visits.

= Provide examples of eco-lodges, community-based tourism experiences, or
conservation tours that are integral to the region’s tourism sector.

Visuals:

®= Include high-quality images of the destinations, activities, and cultural
experiences. Images of wildlife, scenic landscapes, and people engaging in
ecotourism activities can effectively draw attention.

Practical Information:

= Include practical travel information such as contact details, website, booking
procedures, recommended travel times, visa requirements, and
transportation options.

= Ensure accessibility information is included for tourists with special needs or
those looking for family-friendly activities.

Call to Action:

= Aclear call to action, such as “Book Your Trip Today!” or “Visit

www.rwandatourism.com for more information.”

= Encourage potential tourists to take action (e.g., plan a trip, learn more, or
get involved in local conservation efforts).

Testimonials or Quotes:

= |f possible, include testimonials from past visitors or experts about their
experiences in Rwanda. This adds credibility and a personal touch to the
pamphlet.

Closing or Thank You:

= A short thank-you message or closing statement that reinforces the message

of ecotourism and invites the reader to visit.




o Format to Follow:
= Layout:
Fold Style: Typically, pamphlets are tri-fold (divided into three panels). A tri-
fold format provides six sections of space for content.
Front Panel: This is the first thing a reader will see. It should include the title,
a catchy image, and a brief overview or tagline.
Inside Panels: The inside should contain the detailed content (destinations,
activities, conservation efforts, etc.). It’s helpful to have sections with
headers or bullet points for easy reading.
Back Panel: Typically reserved for contact information, websites, and a call to
action.
= Design:
Colors and Fonts: Use attractive and easy-to-read fonts. Choose colors that
complement the destination (e.g., greens for nature, blues for water).
Graphics: Use high-quality, relevant images to showcase the beauty and
uniqueness of the destinations.
Branding: Ensure that the pamphlet design is consistent with the brand or
organization’s identity.
= Language and Tone:
Use clear and concise language. Ensure that the tone is inviting and
informative. It should appeal to a broad audience but also emphasize the
sustainable aspect of ecotourism.
= Size and Paper:
The standard size for pamphlets is 8.5 x 11 inches (letter size) for tri-fold
designs. Choose eco-friendly, high-quality paper to align with the ecotourism
theme.
+ Flyers
When creating a flyer as a promotional material, the content and format must be
strategically designed to capture attention and communicate key information
effectively. Below are detailed guidelines for what should be included in a flyer,

along with the appropriate format:




o Content

Headline:

The headline is the most important part of the flyer and should be eye-
catching. It should summarize the purpose or offer in a few words.

Example: "Explore Rwanda’s Natural Wonders — Your Ecotourism Adventure
Awaits!"

Subheadline (Optional):

This is a brief sentence or phrase that expands on the headline. It helps to
clarify or add detail.

Example: "Join us for a memorable journey through Rwanda’s top tourist
destinations."

Main Body (Content):

This section provides the core message. It should include:

Overview: A brief description of the service, event, or offer. Ensure that it is
concise and clear.

Key Features or Benefits: Highlight the unique selling points or benefits of
the product/service.

Target Audience: Specify who the flyer is intended for (e.g., tourists,
adventure seekers, local residents).

Details: Provide relevant details like dates, times, locations, costs, or any
special offers. Use bullet points for clarity.

Call to Action (CTA):

Encourage the reader to take immediate action, such as booking a tour,
visiting a  website, or contacting for more information.

Examples: "Call now to book your tour!" or "Visit www.rwandatourism.com

for more details."

Contact Information:

Make sure to include easy-to-find contact details, such as:
Phone numbers

Email addresses

Social media handles




Website URL

Visuals and Branding:

Use high-quality images that represent the experience or product you are
promoting. In the case of tourism, this could include scenic landscapes or
cultural attractions.

Ensure the flyer design aligns with your brand's color scheme and logo for
consistency.

Legal or Additional Information (if necessary):

Include any disclaimers, terms, or conditions relevant to the promotion, such

as booking deadlines or limitations.

o Format

Size and Layout:

Common flyer sizes include A5 (half of A4), A4, and DL (1/3 A4). Choose a size
that best suits your distribution method.

The layout should be clean and organized. Use columns, headers, and white
space to make the flyer easy to read.

Typography:

Choose fonts that are legible and match the tone of the message. Use a
maximum of two or three fonts to avoid clutter.

Headline font should be larger, while body text should be smaller but
readable.

Color Scheme:

Use contrasting colors to ensure readability. Stick to a color palette that
reflects your branding and the nature of your promotion (e.g., earthy tones
for ecotourism).

Images and Graphics:

High-quality images are essential. They should be visually appealing and
support the message.

Use vector graphics or icons to highlight features and benefits without
overcrowding the flyer.

Alignment and Consistency:




Ensure that text, images, and other design elements are aligned for a
professional look.
Consistent use of style (fonts, colors, logo placement) strengthens your
flyer’s visual appeal.
+ Guidebooks
A well-designed guidebook as a promotional material should be informative,
engaging, and visually appealing, offering a comprehensive overview of the
destination or subject it promotes. Below is a detailed breakdown of the content
and format that should be included in the guidebook:
o Introduction
= Qverview: Provide a concise introduction to the destination, service, or
theme of the guidebook, explaining its significance and what sets it apart.
= Mission or Purpose: If applicable, explain the purpose of the guidebook, such
as promoting eco-tourism, adventure travel, or cultural heritage.
o Table of Contents
= QOrganize the sections of the guidebook in a logical order to allow easy
navigation. This may include sections like history, attractions,
accommodations, activities, transportation, local culture, etc.
o Destination Overview
= Geography and Location: Briefly describe the physical location, key
geographical features, and climate.
= Cultural and Historical Background: Offer insights into the destination's
cultural heritage and historical significance.
o Attractions and Landmarks
= Main Attractions: Highlight key attractions, such as natural wonders,
historical landmarks, museums, or cultural sites.
= |tinerary Suggestions: Provide suggested itineraries for various durations of
stay (e.g., a 1-day, 3-day, or week-long itinerary).
= Tourism Themes: If the guidebook is focused on a particular type of tourism
(e.g., eco-tourism, cultural tourism, adventure tourism), align the attractions

with those themes.




Accommodation

= Types of Accommodations: Detail different types of accommodations
(hotels, resorts, eco-lodges, guesthouses, etc.), highlighting the best options
in different price ranges.

= Booking Information: Include contact information, booking details, and any
special features of the accommodation, such as sustainability efforts or
unigue amenities.

Local Cuisine and Dining Options

= Popular Dishes: Provide a list of traditional and popular local foods

= Restaurant Recommendations: Suggest the best places to eat, including
diverse options ranging from street food to fine dining.

Activities and Experiences

= Adventure and Recreation: Include outdoor activities like hiking, wildlife safaris,
kayaking, etc.

= Cultural Experiences: Highlight cultural experiences such as local festivals, art
galleries, or traditional performances.

= Eco-tourism Activities: If the focus is on eco-tourism, include eco-friendly
tours, nature walks, and wildlife conservation activities.

Transportation and Accessibility

= Getting There: Offer information on how to reach the destination (e.g., by
air, land, or sea).

= Local Transportation: Include details on available transportation options,
such as buses, taxis, bike rentals, or private tours.

Practical Information

= Safety Tips: Provide essential safety information for travelers, including
health and safety tips.

= Travel Essentials: Include details on currency, language, local customs, and
etiquette.

= Emergency Numbers: List important emergency contact numbers, such as
medical services or tourist help desks.

Sustainability and Responsible Tourism




= Eco-friendly Practices: Emphasize sustainable tourism practices, such as
reducing plastic waste, supporting local businesses, and respecting nature.
= Community-based Tourism: If relevant, explain how the guidebook
promotes community-driven initiatives that benefit local populations and
preserve cultural heritage.
o Visual Content
= High-quality Photos and Maps: Use high-resolution images to showcase the
destination’s beauty and attractions. Include maps for easy navigation.
= Infographics: Incorporate visually appealing graphics to explain key facts,
statistics, or activities.
o Closing Remarks
o End the guidebook with a closing statement or a call to action, encouraging the
reader to visit or learn more about the destination.
o Format Guidelines:
= Size: A typical guidebook size is between 5 x 8 inches and 6 x 9 inches, but
it can vary depending on the amount of content.
= Layout: Maintain a clean, organized layout with plenty of white space. Use
headings and subheadings for easy scanning.
= Typography: Use legible fonts for body text (e.g., serif or sans-serif) and
make headings bold or larger for emphasis.
= Color Scheme: Select a color palette that reflects the destination’s
personality, using it consistently throughout the guidebook for visual
harmony.
= Binding: For durability, consider using spiral binding for easy page turning
or softcover for a professional look.
+ Maps
When creating a promotional map, it's essential to ensure that the content and
format are clear, informative, and visually appealing. Here’s a detailed breakdown
of the content and format elements that should be included:
o Content:

= Title and Description:




The map should have a clear title that reflects its purpose (e.g., "Tourist
Attractions in Kigali" or "Rwanda's Ecotourism Destinations").
A brief description or legend explaining the map’s key features and purpose
(e.g., highlighting popular tourist destinations, ecotourism activities, or routes).
= Geographical Features:
Include key landmarks, such as cities, towns, national parks, mountains, rivers,
and lakes.
Consider emphasizing locations that tourists would be most interested in (e.g.,
national parks like Volcanoes National Park, wildlife areas, or cultural heritage
sites).
= |cons and Symbols:
Use easily recognizable icons to represent key features such as
accommodations, restaurants, transport routes, tourist sites, and natural
features (e.g., hiking trails or lakes).
Color-code these icons to enhance clarity.
= Routes and Paths:
Highlight important transportation routes (e.g., roads, bus stations, airports)
and hiking or wildlife trails if applicable.
Mark distances or travel times between major destinations if relevant.
= Scale and Orientation:
Include a scale bar to indicate distances, helping users understand the size
and proximity of locations.
Include a north arrow for orientation.
=  Cultural and Natural Information:
If the map is for ecotourism, it may be important to mark areas of
environmental significance (e.g., protected areas, wildlife conservation
zones).
Indicate cultural sites, such as museums, heritage centers, and local
community areas.
= Contact Information:

Include contact details for tourism authorities, local guides, or tourism




offices. These can be provided in the map legend or as a separate section on
the map.
= Aesthetic Elements:
The map should be visually appealing with the use of complementary colors,
clear fonts, and minimal clutter.
Use high-quality graphics and illustrations to ensure that the map is easy to
read and understand.
o Format:
= Size and Layout:
The map should be designed in a format suitable for its intended use,
whether it’s printed or digital. A common size is A4 or A3 for print, but it can
vary based on distribution methods.
For digital maps, consider interactivity (e.g., clickable areas or zoom features).
= Color Scheme:
Choose colors that enhance readability and are appropriate for the
destination’s image (e.g., green for ecotourism, blue for water bodies, etc.).
Avoid overly bright or neon colors that can be difficult to read.
= Typography:
Use legible fonts for map labels. Avoid using too many different fonts; a
combination of one or two fonts will usually suffice.
Ensure that the font size is large enough to be readable at a glance.
= Legend and Key:
A map legend should be included to explain the meaning of symbols, colors,
and icons used on the map.
Ensure the key is placed in an easily visible part of the map, typically at the
bottom or side.
+ Travel magazines
A travel magazine, especially when used as a promotional material, should
effectively combine engaging content with visually appealing design to attract
potential tourists. The following is a breakdown of the content and format that

should be included in a travel magazine:




o Cover Page
= Title: Clear, engaging title with the name of the publication.
= Image: A high-quality, visually striking image that represents the
destination.
= Tagline: A catchy phrase summarizing the experience the destination offers
(e.g., "Discover the Heart of Africa").
= Date and Issue Number: Provides context for the magazine’s release.
o Introduction Section
= Welcome Message: Brief overview of the magazine’s theme or the travel
destination.
= Mission/Objective: An outline of the magazine’s purpose, such as
promoting tourism, providing insights, and encouraging visitors.
o Destination Highlights
= QOverview of Destinations: Each feature should focus on a key tourist

destination, with a concise description of its appeal.

= Key Attractions: Showcase the main attractions, including
natural sites, cultural spots, historical landmarks, and any unique
selling points.

= Local Culture: Discuss the local culture, traditions, and cuisine to
provide tourists with a holistic view of what they can experience.

* Itineraries: Suggested travel itineraries for short-term visits (e.g.,

3-day or 7-day trips) to help readers plan their trips.

o Accommodation and Dining

= Luxury and Budget Options:

Provide details on different accommodation types available in the
area, from high-end resorts to budget-friendly hotels and
guesthouses.

o Local Cuisine and Restaurants:

Recommend top places to eat and sample local dishes, especially those that




offer authentic regional food.
o Activities and Adventures
= Adventure and Ecotourism:
Highlight activities such as hiking, safaris, water sports, cultural tours, and
other ecotourism offerings.
= Family-Friendly Activities:
Information on places and activities suitable for family trips.
= Adventure Sports:
For adventure enthusiasts, mention unique activities like mountain biking, zip-
lining, or wildlife safaris.
o Travel Tips and Practical Information
= Visa and Entry Requirements:
Important information about entry policies, visas, and travel
documentation.
» Best Time to Visit:
Discuss the ideal seasons for tourists to visit the destination based
on weather conditions, local festivals, and peak travel times.
*= Transportation Options:
Provide information on how to get to and around the destination
(e.g., flights, buses, taxis, or car rentals).

* Health and Safety:

Include tips for staying healthy and safe while traveling.
o Sustainability and Responsible Tourism
= Sustainable Travel Practices:
Discuss the destination’s commitment to sustainable tourism practices,
including eco-friendly accommodations and activities.
= Community-Based Tourism:
Highlight initiatives that involve and benefit local communities, such as

guided tours by locals, handcrafts, and community-run initiatives.




o Visuals and Photography
= High-Quality Photographs:
Use vibrant and attractive images throughout the magazine that highlight
the beauty of the destination.
= |nfographics:
Utilize maps, charts, or diagrams to help readers navigate information about
attractions, itineraries, and travel tips.
o Call to Action
= Booking Information
Provide details about how to book trips, including links, phone numbers, or
QR codes to make it easy for readers to plan their visit.
= Incentives and Offers:
Special promotions, discounts, or packages that might encourage immediate
action from potential tourists.
o Testimonials and Reviews
= Traveler Stories:
Include real testimonials from tourists who have visited the destination,
discussing their experiences and recommendations.
= Influencer Reviews
If applicable, include social media posts or reviews from travel influencers
who have visited the destination.
o Final Page: Contact Information and Social Media
= Tourism Office Contact:
Provide phone numbers, websites, and email addresses for tourism boards
or offices.
= Social Media Handles:
Encourage readers to follow the destination on social media for updates and
inspiration.
o Design and Layout:
Use a clean, organized layout with clear headings and sections to ensure easy

readability. Maintain a balance between text and visuals.




= Typography:
Choose legible fonts, with larger font sizes for headings and a comfortable
size for body text.
= Colors:
Use colors that reflect the destination’s brand and culture, and keep the
design visually appealing yet functional.
+ Online travel resources
When creating online travel resources as promotional materials, it’s essential to provide
content that is informative, engaging, and designed to entice potential visitors. Here’s a
breakdown of the content and format that should be included:
o Introduction to the Destination
= Brief Overview:
A concise summary of the destination, highlighting what makes it unique
(natural beauty, culture, history, etc.).
= Purpose:
Inform visitors about what they can expect, such as adventure, relaxation,
cultural experiences, or eco-tourism.
= Visuals:
Use high-quality images or videos of the destination to give a visual sense of
the place.
o Format:
Text (brief), engaging visuals (photos/videos), and a call to action to learn more
or explore.
o Attractions and Activities
= Highlight Key Attractions:
Showcase popular tourist sites such as national parks, beaches, cultural
centers, or heritage sites.
= Detailed Descriptions:
Include practical details (e.g., best time to visit, accessibility, unique
experiences).

= Categories of Activities:




Divide into sections like adventure sports, cultural tours, wildlife
encounters, or culinary experiences.
Format

Bullet points, short descriptions, interactive maps, and video clips.

Accommodation and Dining Options

Accommodation:

Provide a list of options ranging from luxury to budget, including detailed
descriptions, amenities, and booking links.

Dining Options:

Offer information on local food, recommended restaurants, and food tours.
Format:

Tables, links to booking platforms, images of accommodations, and menus

for dining options.

Travel Tips and Practical Information

Travel Logistics:

Information on how to get there, visa requirements, and safety tips.
Currency and Language:

Details on the local currency, language spoken, and tips for communication.
Weather Information:

Monthly weather averages to help travelers plan.

Format:

Text sections with links for further reading, interactive infographics.

Itinerary Suggestions

Sample Itineraries:

Provide suggested travel itineraries based on different time frames (e.g., 3
days, 7 days) and types of visitors (adventure seekers, family vacations,
etc.).

Format:

Downloadable PDFs or interactive itineraries with links to attractions.

User Reviews and Testimonial

Social Proof:




Include reviews and testimonials from past visitors. This adds authenticity
and builds trust.
*" Format:
Carousel or grid format for reviews, ideally with images from visitors.
o Interactive Features
= Booking Options:
Offer links or direct options to book tours, accommodations, or activities.
= Maps and Routes:
Interactive maps showing key locations, transport options, and attractions.
*" Format:
Clickable elements such as buttons, sliders, or embedded booking systems.
o Call-to-Action (CTA)
= Encourage Immediate Action: Use CTAs like “Book Now,” “Plan Your Trip,”
or “Download Brochure.”
= Format: Prominent buttons, highlighted in color to stand out.
o Social Media and Sharing Options
= Shareability:
Make it easy for users to share their plans on social media or save resources
for later.
= Format:
Social media buttons, shareable links, and embedding options.
o SEO and Mobile Optimization
= Search Engine Optimization (SEO):
Ensure the resource includes keywords related to the destination and travel
topics to make it discoverable.
= Mobile-Friendly:
Since many travelers search on mobile devices, the design must be
responsive.
= Format:
Text that is concise, images that load quickly, and navigation optimized for

small screens.




Example of Format:

Header Section:

Title

Hero image with an engaging CTA (e.g., "Explore Now")
Main Content

A mix of sections with text, visuals, and interactive element
Footer Section:

Contact information

Social media links

Additional links (e.g., terms of service, privacy policy)




Scenario:

You are a professional Sales Promotion Designer specializing in the tourism industry. "lkaze
Tourism Company Ltd" has recently launched a new brand focusing on hiking, cycling, and
wheel driving experiences. The company has already collected relevant content, but they
need your expertise in determining the appropriate format and design for their promotional
materials to effectively reach their target audience.

Your task is to meet with the Public Relations Officer (PRO) of "lkaze Tourism Company Ltd"

and present your recommendations. In your discussion:

v
Task 20:
1. Identify suitable promotional material types (e.g., brochures, social media posts, videos,
websites, flyers, etc.) that align with the company’s goals.
2. Describe the ideal content format for each promotional material type. For example:
o What kind of visuals (e.g., high-quality photos, infographics, maps)?
o How should text be structured (e.g., bullet points, descriptive paragraphs, catchy
slogans)?
o What tone and style should be used in the language (e.g., formal, friendly,
adventurous)?
3. Explain why each format is effective in attracting customers to hiking, cycling, and wheel
driving activities.
Prepare
e A 5-minute verbal presentation or a short written document outlining your
recommendations.
e Specific examples of how the content could be presented (e.g., a sample brochure
layout or a concept for a social media post).
Prepare to answer questions from the PRO about your suggestions and how they will impact

customer engagement



Topic 2.3: Developing promotional material content

v

Task21:
You are hired as a professional sales promotion designer by Rwanda Yacu Travel and Tours
Company Ltd, a reputable travel agency operating in the Southern Province of Rwanda. Your
responsibility is to design various tourism promotional materials showcasing the unique
experiences offered by the company.
What would you consider when developing those promotional materials content?

For further information, read Key Facts 2.3.a

e Factors to consider when developing promotional material
Creating effective promotional material involves careful planning and consideration of
various factors to ensure it achieves its intended goals. Below are detailed factors to
consider when developing promotional material content:
v' Target Audience
4+ Understand the demographic, psychographic, and behavioral traits of the
audience.
+ Consider their preferences, interests, cultural sensitivities, and buying behavior.
+ Example: A brochure for luxury travel should use high-end visuals and language
appealing to affluent travelers, while a family-oriented guide should emphasize
safety and family-friendly activities.
v' Clear Objective
+ Define the purpose of the material: is it to inform, persuade, or remind?
+ Objectives can include driving website traffic, increasing bookings, or enhancing
destination awareness.
v Content Relevance and Value

+ Ensure the content aligns with the audience’s needs and interests.

+ Highlight unique selling points (USPs), such as special activities, cultural
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experiences, or exclusive features of the destination or service.
Content Clarity and Conciseness
Clear and Concise Language: Use simple language and avoid jargon.
Strong Headline: Grab attention and clearly state the main message.
Subheadings: Break up text into easily digestible sections.
Bullet Points: Highlight key points.
Brand Consistency
Maintain alighment with the organization’s brand identity, including logo usage,
color schemes, tone, and messaging style.
Example: If promoting a country, align with its national branding strategy (e.g.,
“Visit Rwanda” focuses on gorillas, luxury, and eco-tourism).
Brand Messaging
Brand Identity: Your brand's personality, values, and mission.
Unique Selling Proposition (USP): What sets your product or service apart from
competitors?
Key Message: The core message you want to convey.
Visual Appeal
Use high-quality images, engaging graphics, and balanced layouts to attract
attention.
Effective use of color psychology can evoke desired emotions (e.g., green for
eco-tourism, blue for relaxation).
Language and Tone
Use language that resonates with the audience: formal for professional content
or conversational for a broader audience.
Avoid jargon or complex terms unless the material is industry-specific.
Call-to-Action (CTA)
Include compelling CTAs that prompt the audience to take action, such as “Book
Now,” “Learn More,” or “Plan Your Trip.”
Position CTAs prominently for visibility.

Information Accuracy

+ Provide correct and updated details, such as contact information, prices, dates,




and itineraries.
+ Inaccurate information can lead to distrust and missed opportunities.
v’ Cultural and Ethical Sensitivity
+ Avoid stereotypes or culturally insensitive content.
4 Ensure inclusivity, respecting the diversity of the audience.
+ Compliance with Laws and Regulations: Ensure your content complies with
relevant laws, such as advertising standards and copyright laws.
+ Ethical Considerations: Avoid misleading or deceptive information.
v" Medium of Distribution
+ Tailor content based on the format (e.g., print, digital, video).
+ Print materials may require concise text, while digital formats can include links to
additional resources.
4+ Choose the Right Channels: Consider the target audience's preferred channels
(e.g., social media, email, print).
+ Optimize for Different Platforms: Adjust content for different platforms (e.g.,
mobile, desktop).
+ Distribution Strategy: Determine how and where to distribute your promotional
materials.
v' Competitive Analysis
+ Review competitors’ promotional materials to identify gaps and differentiate
your offerings.
+ Highlight unique elements that set you apart from competitors.
v' Measurement and Evaluation
+ Design the material with metrics in mind to measure effectiveness, such as QR
codes or tracking links.
+ Evaluate performance through feedback or engagement analytics for future

improvements.
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Task 22:

Referring to the scenario in Task 21, describe the steps required to develop promotional
material content.

For further information, read Key Facts 2.3b

e Steps of developing promotional material content
Developing effective promotional material content involves a strategic
approach that considers your target audience, brand identity, and marketing
objectives. Here are the key steps: 3°
v' Define Objectives
Clearly outline the purpose of the promotional material.
+ Ask: What is the goal? Is it to increase awareness, drive sales, or promote a
specific event?
Align objectives with overall marketing strategies to ensure cohesion.
Define your goals: What do you want to achieve with your promotional
materials? Are you aiming to increase brand awareness, generate leads, or
drive sales?
+ Maeasureable goals: Set specific, measurable, achievable, relevant, and time-
bound (SMART) objectives.
v Identify the Target Audience
Understand who the material is intended for.

+ Demographics: Age, gender, income level.

*_

Psychographics: Interests, travel preferences, and pain points.

+ Tailor the tone, language, and visuals to appeal to the audience.

36 https://clickup.com/blog/promotion-strategy/




v Identify your ideal customer:
Who are you trying to reach? Consider demographics (age, gender, income),
psychographics (interests, values, lifestyle), and behaviors.
v Understand their needs and desires:
What motivates them? What problems do they face? What solutions are they
seeking?
v’ Tailor your message:
Craft content that resonates with your target audience, addressing their specific
needs and interests.3’
v Research and Gather Information
Collect data about the subject of the promotional material.
+ Tourism Context: Key attractions, activities, testimonials, awards, and statistics.
+ Competitor Analysis: Review similar materials for inspiration and
differentiation.
+ Use credible sources to ensure accuracy and authenticity.
v" Develop a Key Message
Craft a central theme or unique selling proposition (USP) that highlights the value of the
offering.
4+ Example: "Experience Rwanda’s breathtaking nature and vibrant culture—your
adventure awaits!"
+ Ensure the message resonates with the target audience and aligns with the
brand identity.
+ Key message: What is the core message you want to convey? Keep it simple
and memorable.
+ Unique selling proposition (USP): What sets your product or service apart from
the competition?
+ Call to action (CTA): What do you want your audience to do after reading your

content? (e.g., visit your website, make a purchase, sign up for a newsletter) 38

37 https://www.contentoo.com/blog/target-audience-analysis-proven-
strategies#:~:text=is%20worth%20pursuing.-
,More%?20effective%20content%20creation,your%20audience's%20interests%20and%20concerns.




Here are five effective examples of call-to-action (CTA) phrases in tourism marketing:
o "Book Your Adventure Today!"
Encourages immediate booking for experiences like safaris, hiking, or tours.
o "Explore Our Top Destinations Now!"
Directs potential tourists to learn about key attractions or activities.
o "Plan Your Dream Getaway — Start Here!"
Invites visitors to initiate the trip-planning process with tools like itineraries or guides.
o "Don't Miss Out — Reserve Your Spot!"
Creates urgency for events, festivals, or limited-capacity tours.
o "Discover Hidden Gems — Download Our Free Guide!"
Offers value (e.g., free content) while prompting engagement and lead
generation.
v Plan the Structure
Organize the content for clarity and flow. A typical structure includes:
+ Headline: Eye-catching and relevant.
+ Body Content: Informative and engaging details about the destination or
activity.
+ Call-to-Action (CTA): Encourages specific actions (e.g., "Book Now").
Use headings, bullet points, and visual aids to enhance readability.
v' Create Engaging Content:
+ Compelling headlines: Capture attention and encourage readers to learn
more.
+ Informative and persuasive copy: Use clear, concise, and persuasive
language.
+ Visual appeal: Incorporate high-quality images, graphics, and videos.?®

+ Storytelling: Use storytelling techniques to connect with your audience

38 https://www.adjust.com/glossary/call-to-
action/#:~:text=CTA%20stands%20for%20call%20to,to%20take%20a%20specifick20action.

39 https://www.forbes.com/councils/forbesagencycouncil/2022/12/07 /visual-marketing-the-power-of-images-
-videos-for-promoting-your-
brand/#:~:text=Use%20high%2Dquality%20visuals.&Tell%20a%20story%20with%20your%20visuals.&Be%20co
nsistent%20with%20your%20visual%20branding.




emotionally.

+ Social proof: Highlight testimonials, reviews, and case studies to build
credibility.

v" Choose the Right Format:

+ Consider your target audience and message: Select the format that best suits
your needs (e.g., brochure, flyer, email, social media post).

+ Optimize for different channels: Adapt your content for various platforms
(e.g., print, digital, social media).

v’ Design for Impact:

+ Brand consistency: Maintain a consistent brand identity throughout your
materials.

+ Visual hierarchy: Guide the reader's eye to the most important information.

+ White space: Use white space to improve readability and visual appeal.

+ Mobile-friendly design: Ensure your content is accessible on mobile devices.

v Incorporate Visuals and Design

Combine engaging visuals with concise text.

+ Use high-quality images, illustrations, and maps to evoke emotion and
provide context.

+ Ensure the design aligns with branding elements like logos, fonts, and color
schemes.

v Edit and Refine

Review the draft to ensure clarity, consistency, and impact.

4+ Check for grammatical errors, redundant content, and formatting issues.

+ Seek feedback from stakeholders and, if possible, test the material with a
sample audience.

v' Select the Distribution Channels

Determine the platforms where the promotional material will be shared.

4+ Options include print (brochures, leaflets) and digital (social media, websites,
email marketing).

+ Optimize the content for each platform to maximize reach and engagement.

v" Publish and Promote




Finalize and launch the material.

+ Ensure timely distribution to align with campaigns or seasonal events.

4+ Monitor performance metrics (e.g., engagement, click-through rates) to
assess effectiveness.

v" Review and Update

Periodically evaluate the material’s relevance and effectiveness.

+ Update outdated information (e.g., pricing, contact details).

+ Incorporate audience feedback to improve future iterations.

Referring to the scenario in the Task 21, perform the duties described in the task below:

Task 23:
Given that the promotional content focuses on highlighting four key activities:
1. Airballooning in Akagera National Park capturing the breathtaking landscapes and
wildlife views from above.
2. Nyungwe Canopy Walkway Experiences showcasing the thrill of walking amidst lush
rainforest canopies and observing diverse flora and fauna.
3. Primate Species Trekking highlighting the adventure of tracking primates like
chimpanzees and colobus monkeys in their natural habitats.
4. Community-Based Life Experiences promoting immersive cultural experiences, such

as local cuisine, traditional dances, and interacting with communities.

Using the content collected, you are tasked with developing one of the following

promotional materials:

1.
2.

Brochure: A visually appealing tri-fold brochure targeting high-end tourists.
Poster: A vibrant poster for display in hotels, airports, and travel agencies.
Social Media Posts: Engaging posts for platforms like Instagram, Facebook, and
Twitter.

Flyer: A concise and attractive flyer targeting local and regional tourists.




5. Web Banner: An eye-catching banner for the company’s website promoting a special

package.
Requirements:

e Ensure all materials reflect Rwanda’s unique beauty and cultural richness.

e Use clear, captivating visuals and concise language to engage the target audience.

e Incorporate the company’s branding elements, such as logo and slogan: "Discover
Rwanda with Us!"

e Highlight sustainability and community involvement to attract eco-conscious

travelers.

Topic 2.4: Inserting photographs in the promotional material

/4

Scenario 14: Inserting photographs in the promotional material content

You have been hired by ljabo Best View Company Ltd, a tourism company operating in the
Northern Province, Gicumbi District. The company is renowned for promoting diverse
tourism experiences across Rwanda and aims to position itself as a top provider of unique
travel adventures. The content was previously formatted but needs to include also
photographs.

Your role as the Tourism Promotion Designer involves creating various promotional materials to

attract both domestic and international tourists by inserting most attractive photographs.

)
Task24:

Read carefully the scenario above and answer the following questions:

1. What factors do you consider when inserting photographs in the promotional material content?

2. Describe steps of inserting photographs



e Factors to consider when inserting photographs in the promotional content
When incorporating photographs into promotional materials, several factors
should be considered to maximize their impact and effectiveness. Here are some
key considerations:
v Image Quality and Resolution
+ High-resolution images: Ensure images are of high resolution to avoid
pixelation when printed or viewed on high-resolution screens. 4°
+ Proper file format: Use appropriate file formats like JPEG or PNG for optimal
image quality and compatibility.
+ Image sharpness and clarity: Choose images that are sharp and clear, with
good focus and exposure.
+ Reason: Eye-catching visuals create a strong first impression and evoke
emotional responses, encouraging viewers to take action.
v" Relevance to the Message
+ Direct correlation: Ensure that each image directly relates to the message or
product being promoted.
+ Evoke emotion: Use images that evoke emotions such as excitement, joy, or
nostalgia to connect with the target audience.
+ Storytelling: Consider how images can contribute to a narrative or storyline,
enhancing the overall message.

v" Relevance to the Theme

+ Photographs should align with the core message or theme of the promotional

40 https://carleton.ca/theprintshop/story/resolution-and-
clarity/#:~:text=The%20higher%20the%20DPI%2C%20the,image%20will%20be%20when%20printed.



material. For example, a tourism leaflet promoting eco-tourism should include
images of natural landscapes, wildlife, or eco-friendly lodges.

+ Reason: Relevant images enhance the audience's understanding and
engagement, ensuring consistency in messaging.

v’ Diversity of Content

+ A variety of images should be included to highlight the destination's multiple
attractions and activities, such as adventure, culture, relaxation, and nature.

4+ Reason: This ensures the promotional material appeals to a broader audience
with diverse interests.

v’ Visual Appeal and Aesthetics

+ Color palette: Choose colors that complement the overall design and branding.

+ Image composition: Use strong composition techniques like the rule of thirds
to create visually appealing images.*

+ Image placement: Strategically place images within the layout to guide the
reader's eye and create visual balance.

+ Image size and cropping: Adjust image size and cropping to fit the layout and
highlight the most important elements.

v' Target Audience and Cultural Sensitivity

+ Cultural appropriateness: Ensure images are culturally sensitive and respectful
of different cultures and beliefs.

+ Target audience preferences: Consider the preferences and interests of the
target audience when selecting images.

+ Inclusivity: Use images that represent diversity and inclusivity.

v’ Strategic Placement

+ Photographs should be placed strategically within the material to complement
text, guide the viewer’s attention, and avoid overcrowding. Using captions can
add context.

+ Reason: Proper placement ensures a balanced layout and enhances readability

41 https://shorthand.com/the-craft/the-rule-of-thirds-in-
photography/index.html#:~:text=The%20principle%20is%20that%20the,evenly%20spaced%20and%20aestheti

cally%20pleasing.




while reinforcing key messages.

v" Emotional Connection

+ Choose images that evoke positive emotions such as joy, excitement, or
relaxation. This could include smiling locals, serene landscapes, or thrilling
adventures.

+ Reason: Emotional resonance encourages viewers to imagine themselves at
the destination and motivates action.

v Branding and Logo Integration

+ Photographs should complement the overall branding, including color
schemes, logos, and style.

4+ Reason: Consistency in branding fosters recognition and professionalism in
marketing material.

v" Copyright and Licensing

+ Image ownership: Obtain necessary permissions or licenses to use copyrighted
images. 42

+ Royalty-free images: Use royalty-free images from reputable sources to avoid
copyright issues.*?

+ Creative Commons licenses: Utilize images with Creative Commons licenses
that allow specific usage rights.**

v Technical Considerations

+ Image file size: Optimize image file size to reduce loading times and improve
website performance. 4

+ Image formatting: Ensure images are formatted correctly for the specific
medium (print or digital).

+ Image compression: Use appropriate compression techniques to balance

image quality and file size.*®

42 https://communications.admin.ox.ac.uk/photography-and-filming/images-
copyright#:~:text=1t%20is%20essential%20to%20clear,form%200f%20a%20written%20licence.
3 https://dunnerlaw.com/using-online-images-without-violating-copyright/

4 https://web.dev/learn/performance/image-
performance#:~:text=Images%20are%200ften%20the%20heaviest,improve%20performance%200n%20your%
20website.



Scenario 14: Inserting photographs in the promotional material content

You have been hired by ljabo Best View Company Ltd, a tourism company operating in the
Northern Province, Gicumbi District. The company is renowned for promoting diverse
tourism experiences across Rwanda and aims to position itself as a top provider of unique
travel adventures. The content was previously formatted but needs to include also
photographs. Your role as the Tourism Promotion Designer involves creating various
promotional materials to attract both domestic and international tourists by inserting most

attractive photographs.

[

Task 25:

Referring to the scenario above, describe the steps through which the insertion of
photographs would be done in

a. Digital content

b. Printed materials

For Further information, read Key Facts 2.4b

46 https://www.electronicofficesystems.com/2023/08/28/how-can-image-compression-be-balanced-with-
maintaining-sufficient-image-quality-for-document-
readability/#:~:text=Image%20compression%20techniques%20can%20be,images%20without%20sacrificing%2
Oimage%20quality.



e Steps of inserting photographs
v’ For digital content
4+ Open Your Document:
o New document: Create a new document with the desired dimensions (e.g., for a
website, social media post, or digital brochure).
o Existing document: Open an existing document where you want to insert the
image.
+ Insert the Image:
o File menu: Go to the "File" menu and select "Place" or "Import."
o Drag and drop: Drag the image file directly onto your document.
o Copy and paste: Copy the image from another source and paste it into your
document.
+ Position and Resize the Image:
o Selection tools: Use selection tools to select the image. #’
o Resize: Drag the corners or edges of the image to resize it. ¥
o Move: Click and drag the image to reposition it.
+ Adjust Image Properties (Optional):
o Crop: Remove unwanted parts of the image. 4°

o Rotate: Change the image's orientation.

o

Adjust color and brightness: Enhance the image's appearance.

o Add effects: Apply filters or special effects.

47 https://helpx.adobe.com/ro/photoshop/how-to/selection-tools-
basics.html#:~:text=A%20selection%20is%20a%20way,work%200n%200nly%20that%20area.

48 https://support.microsoft.com/en-us/office/insert-pictures-3c51edf4-22e1-460a-b372-
9329a8724344#:~:text=WindowsmacOSWeb,What%20about%20EPS%3F

43 https://support.microsoft.com/en-us/office/crop-a-picture-in-office-14d69647-bc93-4f06-9528-
df95103aaleb#:~:text=See%20Also,-
Insert%20pictures%20in&In%20Word%20for%20the%20web,unwanted%20margins%200f%20a%20picture.




+ Save Your Document:
o Save as: Save the document in a suitable format (e.g., JPEG, PNG, PDF) for your
intended use.
o Printed materials
+ Prepare Your Image:
o High-resolution: Ensure the image has a high resolution (300 DPI or higher) for
optimal print quality.>®
o Correct color mode: Use CMYK color mode for printing.
o Image size: Adjust the image size to fit the layout of your printed material.
+ Choose Your Design Software:
o Popular options: Adobe InDesign, Adobe lllustrator, Canva
o Consider: Complexity of the design, your skill level, and the specific needs of your
project.
+ Create Your Layout:
o Design your layout: Create a layout for your printed material (e.g., brochure,
flyer, poster).
o Place the image: Use the software's tools to place the image in your layout.
+ Adjust Image Properties (Optional):
o Crop: Remove unwanted parts of the image. 51
o Resize: Adjust the image size to fit your layout.
o Adjust color and brightness: Enhance the image's appearance for printing.
+ Export Your Design:
o Choose the right format: Select a suitable format for printing (e.g., PDF, high-
resolution JPEG).
o Export settings: Configure export settings to ensure optimal print quality.

4+ Print Your Material:

50 https://www.adobe.com/uk/creativecloud/photography/discover/dots-per-inch-dpi-
resolution.html#:~:text=Paper%2C%20printer%20and%20ink.&If%20the%20final%20product%20is,quality%20
print%20is%20300%20DPI.

51 https://helpx.adobe.com/si/photoshop/how-to/cropping-photo-
basics.html#:~:text=Crop%20to%20remove%20content%20at,the%20edges%200f%20a%20photograph.




o Professional printing services: Consider using professional printing services for
high-quality results.
o Home printing: Use a high-quality printer and appropriate paper.
v’ For printed materials
v' When inserting photographs into promotional printed materials, several factors must
be considered to ensure that the images effectively convey the intended message and
enhance the overall design. Taking these factors into account ensures that the
photographs enhance the promotional material, effectively communicate the desired
message, and appeal to the intended audience.
+ Relevance to the Content
o The photograph should align with the promotional material's theme, message,
and target audience.
o Images should directly support the content and help communicate the product,
service, or idea being promoted.
+ Quality of the Image
o Use high-resolution images to ensure clarity and avoid pixelation in print.
o The photograph should be professionally composed, with good lighting,
focus, and color balance.
4+ Composition and Visual Appeal
o Follow design principles such as the rule of thirds, balance, and symmetry to
create visually appealing layouts.
o Ensure the subject of the photo is clear and not overshadowed by distracting
backgrounds or elements.
+ Branding and Consistency
o The photograph should align with the brand’s identity, including its color palette,
tone, and style.
o Use images that are consistent across various promotional materials to build
brand recognition.
+ Target Audience Appeal
o Choose photographs that resonate with the preferences, culture, and values of

the target audience.




o Avoid images that might be misinterpreted or offend any demographic.
+ Copyright and Licensing
o Ensure the photograph is either original or properly licensed for use.
o Avoid legal issues by using stock photos with the appropriate rights or
commissioning custom photography.
+ Placement and Layout
o Consider the image’s placement in relation to text and other design elements to
avoid clutter.
o Leave enough margin or padding around the photograph to maintain a clean
design.
+ Use of Color and Contrast
o Ensure the photograph’s colors complement the overall color scheme of the
material.
o Check contrast between the image and text overlay to maintain readability.
+ Emotional Impact
o Choose photographs that evoke the desired emotion or response from the
audience (e.g., excitement, trust, or curiosity).
+ Printing Specifications
o Ensure the photograph adheres to the required specifications for the printing
process (e.g., CMYK color mode, appropriate dimensions, and bleed areas).
+ Cultural Sensitivity
o Consider cultural norms and values when selecting photographs, especially for
materials intended for diverse or international audiences.
+ Caption and Text Integration
o If captions or text are used with the image, ensure they are legible and
appropriately placed.

o Avoid obstructing key elements of the photograph with text.




Scenario 14: Inserting photographs in the promotional material content

You have been hired by ljabo Best View Company Ltd, a tourism company operating in the
Northern Province, Gicumbi District. The company is renowned for promoting diverse
tourism experiences across Rwanda and aims to position itself as a top provider of unique
travel adventures. The content was previously formatted but needs to include also
photographs. Your role as the Tourism Promotion Designer involves creating various
promotional materials to attract both domestic and international tourists by inserting most

attractive photographs.

Task 26:

Assuming that the materials must showcase Rwanda’s rich tourism offerings, focusing on

the following themes:

1. Blue Tourism highlighting activities such as lake exploration, water sports, and relaxation
at scenic waterfronts like Lake Muhazi and Lake Kivu.

2. Ecotourism promoting sustainable and environmentally friendly travel experiences,
including visits to Nyungwe Forest and Volcanoes National Park.

3. Heritage and Cultural Experience showcasing Rwanda’s cultural heritage, such as the
King’s Palace Museum, traditional dance performances, and local crafts.

4. Nature-based Tourism featuring Rwanda’s stunning landscapes, including Akagera
National Park, lush tea plantations, and breathtaking mountain views.

5. Adventure Tourism highlighting adrenaline-pumping activities such as hiking Mount
Bisoke, gorilla trekking, and kayaking in Twin Lakes.

Task



Using the provided content, which has been pre-formatted and categorized into the five

tourism themes listed above then incorporate high-quality photographs related to each

tourism theme.

Note:

You will need to research or curate images showcasing Rwanda’s attractions, ensuring
they align with the company’s branding and the message of each material.

Ensure the information is concise, engaging, and informative, suitable for both digital
and print formats.

Ensure each material highlights a distinct tourism theme while maintaining a cohesive
visual style that reflects the identity of ljabo Best View Company Ltd.

Tailor the materials to appeal to eco-conscious travelers, cultural enthusiasts, adventure

seekers, and nature lovers worldwide.

Topic 2.5: Editing promotional material content

You have recently been hired as a Tourism Promotional Material Editor for Tembera Travel

and Tours Company Ltd, a well-known tourism company operating in Kigali City, Gasabo

District. Your primary responsibility is to review, analyze, and enhance a variety of

promotional materials developed to attract and inform tourists about the diverse tourism

offerings in Rwanda.

The materials you will edit include brochures, social media posts, website content, and

flyers focusing on different types of tourism:

Pilgrimage Tourism — Highlighting sacred sites and spiritual journeys.

Ecotourism — Promoting sustainable tourism practices and natural attractions like national

parks.

Heritage and Cultural Experiences — Showcasing Rwanda’s rich cultural history, traditions,

and local artistry.

Nature-based Tourism — Featuring activities like birdwatching, hiking, and exploring scenic

landscapes.



Adventure Tourism — Capturing the thrill of activities such as gorilla trekking, kayaking, and

canopy walks.

¢

[
Task 27:
Referring to the scenario 1 above, answer the questions below:

1. What would you consider when editing required promotional material content?

For further information, read the Key Facts 2.5a

e Factors to consider when editing promotional material content

Editing promotional material is a critical step to ensure the message is clear, engaging,
and achieves its intended purpose. When editing promotional material content, several
factors need to be considered to ensure clarity, effectiveness, and alignment with the
target audience and brand message.
v’ Clarity and conciseness

+ Clear and concise language: Use simple, direct language that is easy to

understand. Avoid jargon and technical terms.
+ Strong headline: Capture attention immediately and convey the main message.

52

+ Concise body copy: Keep the text focused and avoid unnecessary details.

52 https://optinmonster.com/why-these-21-headlines-went-viral-and-how-you-can-copy-their-
success/#:~:text=A%20strong%20headline%20can%20make,delve%20deeper%20into%20the%20content.




#+ Active voice: Use active voice to make the content more engaging and direct.>3
v' Target Audience:
#+ Understand the target audience: Consider their demographics, interests, and
preferences.
+ Tailor the message: Adjust the tone, language, and content to resonate with the
target audience. >
#+ Use appropriate language and visuals: Avoid using language or images that may
offend or alienate the target audience. >®
v Brand Consistency:
#+ Maintain brand voice and tone: Ensure the content aligns with the brand's
overall messaging and style. >°
#+ Use consistent branding elements: Incorporate the brand's logo, color scheme,
and typography.
#+ Check for brand guidelines: Adhere to any existing brand guidelines or style
manuals.
#+ Call to Action:
o Clear and compelling call to action: Tell the reader what you want them to
do (e.g., "Book Now," "Learn More"). >’
o Place the call to action prominently: Make it easy for the reader to find and

act on.”®

53 https://www.keyholemarketing.us/get-active-
writing/#:~:text=All%2Din%2Dall%2C%20using,action%20and%20interaction%20with%20your

54 https://www.threegirlsmedia.com/2023/07/31/how-to-use-editing-to-improve-your-content-
marketing/#:~:text=Editing%20also%20helps%20tailor%20the,language%2C%20preferences%20and%20pain%

20points.

55 https://www.texthelp.com/resources/digital-accessibility-guide/inclusive-marketing/

56 https://www.nobledesktop.com/learn/content-marketing/how-to-align-content-with-your-brands-

messaging-and-
values#:~:text=To%20effectively%20educate%20and%20engage,your%20brand's%20messaging%20and%20val

ues.

57 https://help.hootsuite.com/hc/en-us/articles/4403597090459-Create-engaging-and-effective-social-media-
content#:~:text=Promotional%20content%20is%20about%20encouraging, with%20a%20call%20to%20action.

58 https://www.grammarly.com/blog/writing-techniques/call-to-action/




o Create a sense of urgency: Use time-limited offers or limited availability to
encourage immediate action.>®
+ Visual Appeal:
o Use high-quality images and graphics: Visuals can enhance the message and
make the content more engaging. 60
o Ensure visual consistency: Use a consistent visual style throughout the
promotional material.
o Consider the overall layout and design: The layout should be clean, easy to
read, and visually appealing.
v Accuracy and Fact-Checking:
+ Verify all information: Ensure that all facts, figures, and claims are accurate and
up-to-date.
4+ Check for spelling and grammar errors: Proofread carefully to avoid mistakes.
+ Cross-reference information: Verify information from multiple sources to
ensure accuracy.
v Legal and Ethical Considerations:
+ Comply with advertising laws and regulations: Ensure that the content is
compliant with local and international laws.
+ Avoid misleading or deceptive claims: Be honest and truthful in all promotional
materials.

+ Respect copyright laws: Obtain permission to use copyrighted images or text.

000
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Scenariol: Editing promotional material content

59 https://mailchimp.com/resources/limited-time-
offer/#:~:text=All%20limited%2Dtime%200ffers%20create,0f%20missing%200ut%20(FOMO).

80 https://www.whyoptimize.com/the-importance-of-high-quality-marketing-images




You have recently been hired as a Tourism Promotional Material Editor for Tembera Travel
and Tours Company Ltd, a well-known tourism company operating in Kigali City, Gasabo
District. Your primary responsibility is to review, analyze, and enhance a variety of
promotional materials developed to attract and inform tourists about the diverse tourism

offerings in Rwanda.

[
Task 28:

Read carefully the scenario above and perform the following task:
1. Discuss techniques that are applied while editing the content of the developed

promotional material?

For further information, read the Key Facts 2.5b

e Editing techniques for promotional material content
When editing promotional material, your goal is to create content that is clear, concise,
persuasive, engaging, and aligned with your objectives. Here are some techniques to
enhance the effectiveness of your promotional materials:
v Define the Purpose and Audience
+ Clarity: Ensure the content is tailored to the intended audience and purpose.
4+ Tone and Style: Match the tone to the target demographic (e.g., professional,
casual, enthusiastic).
v" Focus on Benefits, Not Just Features
+ Highlight the value proposition of the product or service.
+ Use language that conveys how it solves problems or fulfills desires.

v" Maintain a Clear Structure




+ Use headings, subheadings, and bullet points to make content scannable.
+ Begin with a strong hook to grab attention.
4 Ensure the call-to-action (CTA) is prominent and compelling
v/ Optimize for Engagement
+ Use power words that evoke emotion (e.g., “exclusive,” “transformative,”
“proven”).
+ Incorporate questions or direct address to engage the reader (e.g., "Are you ready
to transform your life?").
+ Use short, impactful sentences
v Incorporate Visual Elements
+ Ensure the text works well with images, graphics, or other visual aids.
+ Avoid redundancy between text and visuals each should complement the other
v’ Streamline the Content
4+ Remove unnecessary words or jargon.
+ Keep sentences concise and to the point.
+ Replace passive voice with active voice
v" Ensure Consistency
4+ Maintain a consistent brand voice and terminology.
+ Align the content with your branding guidelines.
v" Add Credibility
+ Include testimonials, statistics, or case studies to build trust.
+ Use authentic and verifiable claims rather than generic statements

v Content Clarity and Conciseness
+ Cut the Clutter: Eliminate unnecessary words and phrases
+ Simplify Complex Ideas: Break down complex concepts into simpler terms.
+ Use Strong Verbs: Choose action verbs to make your writing more impactful.
+ Prioritize Key Messages: Focus on the most important points.
+ Eliminate redundant or wordy sentences to maintain reader attention.
+ Use short, impactful sentences with active voice for greater engagement.

% Structure information hierarchically, starting with the most important

v Content Alignment with Objectives




+ Ensure the content reflects the core goals of the campaign, such as promoting a
destination, highlighting unique experiences, or encouraging bookings.

+ Cross-check the messaging with the brand's tone and voice, ensuring consistency.

Grammatical Accuracy, Punctuation and readability

4 Proofread Carefully: Check for spelling, grammar, and punctuation errors.

+ Use Consistent Formatting: Maintain a consistent style throughout the document.

+ Avoid Overuse of Jargon: Use plain language that your target audience can
understand.

+ Use tools like readability checkers to ensure the content is easy to understand.

Strong Writing Style

+ Active Voice: Use active voice to make your writing more direct and engaging.

+ Vary Sentence Structure: Avoid repetitive sentence patterns.

+ Use Strong Transitions: Connect ideas smoothly.

4+ Write with Clarity and Precision: Use clear and concise language.

Target Audience and Brand Voice

4+ Know Your Audience: Tailor your content to their needs and interests.

4+ Maintain Brand Consistency: Ensure your writing aligns with your brand's voice and
style.

+ Use Persuasive Language: Use strong language to motivate your audience.

Visual Appeal

+ Use High-Quality Images: Choose images that are relevant and visually appealing.

+ Create Engaging Layouts: Use white space and typography to enhance readability.

+ Use Visual Hierarchy: Guide the reader's eye to the most important information.

Call to Action

+ Be Clear and Direct: Tell your audience what you want them to do.

4+ Use Strong Action Verbs: Encourage immediate action.

4 Place Your Call to Action Prominently: Make it easy to find.

Design and Aesthetic Consistency

+ Check alignment, font sizes, and color schemes for a cohesive and professional
appearance.

4 Ensure visuals match the text content and convey the intended message.




v" Readability and Accessibility
4+ Use simple, inclusive language to reach a broader audience.
+ Optimize the material for various formats (print, digital, mobile).
+ Test accessibility features, such as alt text for images or high-contrast designs for
readability.
v" A/B Testing, Iteration and refine
+ Experiment with A/B testing for headlines or CTAs.
+ Test Different Versions: Experiment with different headlines, images, and calls to
action.
+ Test the material with a sample audience or focus group to identify areas for
improvement.
+ Analyze Results: Track the performance of your promotional materials.
+ Gather feedback and make adjustments based on audience reactions.
+ Use feedback to refine the content and ensure it resonates with the target

audience

Scenariol5: Editing promotional material content

You have recently been hired as a Tourism Promotional Material Editor for Tembera Travel
and Tours Company Ltd, a well-known tourism company operating in Kigali City, Gasabo
District. Your primary responsibility is to review, analyze, and enhance a variety of
promotional materials developed to attract and inform tourists about the diverse tourism

offerings in Rwanda.

[
Task 29:

Read the information provided in the scenario above, then perform the following task.
Consider the scenario abovementioned; your task is to edit the promotional materials with a

focus on the following objectives:

Clarity and Effectiveness: Ensure the language is clear, engaging, and free of errors.




Purpose Alignment: Confirm that the content serves its intended purpose—whether it’s to

inform, persuade, or inspire.

Target Audience Appeal: Adjust the tone and design to resonate with the target audience

(local and international tourists).

Cohesion and Branding: Ensure consistency across all materials and align them with

Tembera Travel and Tours branding guidelines.

Call to Action (CTA): Strengthen CTAs to prompt immediate engagement, such as visiting a

website, booking a tour, or contacting the company.
Steps to Complete the Task:

Review the provided promotional materials.



Topic 2.6: Producing promotional materials

Scenario: Producing promotional materials

You are a professional tourism promotional material producer hired by Kivu Travel and
Tours Company Ltd, a tourism company based in Rubavu District, to enhance their

marketing strategies through creative and engaging promotional materials.

The company recently completed a comprehensive content development phase, where
information about Rubavu's scenic landscapes, cultural attractions, adventure activities, and
hospitality services was collected and formatted. The content has also been edited for
accuracy and appeal. Your task is to produce high-quality promotional materials that align

with the company’s vision and purpose of attracting more tourists to the region.

[
Task 30:
Consider the scenario above,

1. what would you consider when producing promotional materials?

For further information, read the Key facts 2.6 a.



Factors to consider when producing promotional materials

Producing effective promotional materials for tourism requires careful consideration of
several factors to ensure the materials engage the target audience and communicate
the intended message effectively. Below are key factors to consider:

v' Target Audience

4+ Why Important: Understanding the demographics, preferences, and behaviors of
your audience helps tailor the message and design.

4+ How to Implement: Identify whether your audience consists of families, solo
travelers, luxury tourists, or budget travelers. Use language, images, and offers
that resonate with their interests.

v" Purpose of the Material

+ Why Important: Clearly defining the purpose ensures the material meets its
objectives, whether to inform, persuade, or generate leads.

+ How to Implement: Decide if the material is for awareness, event promotion, or
conversion. For instance, a brochure might focus on providing detailed
information, while a social media post may emphasize visuals and urgency.

v' Content Quality

+ Why Important: High-quality, concise, and engaging content helps to capture
and retain attention.

+ How to Implement: Use appealing headlines, accurate information, and
storytelling to highlight unique features of destinations or experiences. Avoid
overly technical language.

v Visual Appeal

+ Why Important: Eye-catching visuals draw attention and create an emotional
connection with potential tourists.

+ How to Implement: Include high-resolution images, attractive color schemes,
and layouts. Ensure visuals align with the brand identity and evoke the desired
feelings (e.g., adventure, relaxation, culture).

v Brand Identity




4+ Why Important: Consistency in branding reinforces recognition and trust.

+ How to Implement: Use the same logos, fonts, colors, and tone of voice as other
promotional efforts. For example, the Rwanda Development Board consistently
highlights its logo and slogan.

v’ Cultural Sensitivity

+ Why Important: Misrepresentation or insensitivity to cultural nuances can
alienate audiences and harm brand reputation.

+ How to Implement: Respect local cultures and traditions in the imagery and
language. Ensure all materials align with ethical tourism practices.

v’ Distribution Channels

4+ Why Important: The choice of medium determines how effectively the material
reaches the target audience.

+ How to Implement: Consider whether the material will be used for print (e.g.,
brochures) or digital platforms (e.g., websites, social media). Optimize designs for
each platform.

v Call-to-Action (CTA)

+ Why Important: A clear CTA guides the audience toward the next step, whether
booking, subscribing, or contacting.

+ How to Implement: Use action-driven phrases like "Plan Your Trip Today!" or
"Download Our Travel Guide."

v Budget and Resources

4+ Why Important: The scale and quality of promotional materials depend on the
available budget.

+ How to Implement: Allocate resources for professional design, printing, or digital
tools. Balance cost with quality to maximize ROI.

v Sustainability

+ Why Important: Eco-conscious travelers value sustainability in tourism
promotions.

+ How to Implement: Use environmentally friendly materials for print and
emphasize sustainable tourism practices in content.

v" Timeliness




+ Why Important: Relevance to the current travel season, trends, or events
enhances engagement.

+ How to Implement: Highlight seasonal attractions, upcoming festivals, or timely
discounts.

v Legal and Ethical Compliance

+ Why Important: Non-compliance with advertising regulations or ethical
standards can lead to penalties or reputation damage.

4+ How to Implement: Ensure all claims are accurate, and the content adheres to

local and international advertising standards.

Scenario: Producing promotional materials

You are a professional tourism promotional material producer hired by Kivu Travel and
Tours Company Ltd, a tourism company based in Rubavu District, to enhance their

marketing strategies through creative and engaging promotional materials.

The company recently completed a comprehensive content development phase, where
information about Rubavu's scenic landscapes, cultural attractions, adventure activities, and
hospitality services was collected and formatted. The content has also been edited for
accuracy and appeal. Your task is to produce high-quality promotional materials that align

with the company’s vision and purpose of attracting more tourists to the region.

[
Task 31:
Consider the scenario above,

1. Describe the steps to follow while producing those promotional materials.




For further information, read Key facts 2.6b.

Steps to produce promotional materials
Creating effective promotional materials involves a systematic process to ensure they
meet the marketing objectives and resonate with the target audience. Here are the
detailed steps:
v Define Objectives and Target Audience
+ What to do: Identify the purpose of the material (e.g., increasing bookings,
raising awareness, or promoting a specific event). Understand your target
audience's preferences, needs, and travel behavior.
+ Why: Knowing your audience and objectives helps craft relevant messages and
designs that attract the intended demographic.
v" Develop Key Messages
+ What to do: Highlight the unique selling points (USPs) of the destination or
service, such as breathtaking scenery, cultural heritage, or exclusive offers.
Include persuasive call-to-action statements.
4+ Why: Clear and engaging messages communicate why tourists should choose the
destination.
v' Choose the Format and Design
4+ What to do: Decide on the type of promotional material (e.g., brochures, flyers,
posters, digital ads). Select design elements like colors, fonts, imagery, and
layouts that align with the branding.
+ Why: A visually appealing and professional design enhances credibility and
captures attention.
v Gather Content
+ What to do: Collect high-quality photos, videos, testimonials, maps, and any
information that supports the key messages. Ensure content is accurate and up-
to-date.
+ Why: Authentic and relevant content builds trust and engages the audience.

v' Create the Material




+ What to do: Work with graphic designers or use design software to combine the
content and visuals into a cohesive product. Maintain branding consistency
throughout.

4+ Why: Professional and polished materials convey a strong brand image.

v" Test and Revise

v

v

+ What to do: Share the draft with a focus group or stakeholders for feedback.
Revise based on suggestions to improve clarity, appeal, and functionality.

+ Why: Testing ensures the material resonates with the audience and meets
marketing goals.

Distribute and Promote

+ What to do: Deploy the materials across multiple channels, including travel
agencies, social media, websites, and events. Track their performance.

+ Why: Wide and strategic distribution maximizes reach and effectiveness.

Evaluate Impact

+ What to do: Monitor the outcomes using metrics like engagement, leads,
bookings, or ROI. Use surveys or analytics tools to assess effectiveness.

4+ Why: Evaluation provides insights for future improvements




Task 32:

Read the scenari belo and perform related task after.

You are a professional tourism promotional material producer hired by Kivu Travel and

Tours Company Ltd, a tourism company based in Rubavu District, to enhance their

marketing strategies through creative and engaging promotional materials.

The company recently completed a comprehensive content development phase, where

information about Rubavu's scenic landscapes, cultural attractions, adventure activities, and

hospitality services was collected and formatted. The content has also been edited for

accuracy and appeal. Your task is to produce high-quality promotional materials that align

with the company’s vision and purpose of attracting more tourists to the region.

Assignment:

1.
2.

o v &~ W

10.
11.

Carefully review the provided content to understand the themes and messages.
Ensure the content reflects Rubavu District’s unique tourism offerings, such as Lake
Kivu, the Congo Nile Trail, local gastronomy, and cultural experiences.

Choose the appropriate types of promotional materials,

Justify your selection based on the target audience and distribution channels.

Use creative design software to develop visually appealing layouts.

Incorporate high-quality images, eye-catching headlines, and persuasive calls-to-
action (CTAs).

Prepare the materials for both digital and print production.

Ensure the designs meet professional standards for resolution, formatting, and
compatibility with various platforms.

Present drafts to the company’s marketing team for feedback.

Make necessary revisions to align with their expectations and branding guidelines.
Produce the final versions of the materials, ensuring they are ready for distribution

to target audiences.



=Y 4
A. Written assessment
I. Circle the letter corresponding to the correct answer.
1. The promotional material topic should relevant. This means it should be:
a. Easyto understand and not be too broad or too narrow
b. Chosen to persuade the target audience to take a specification
c. Directly related to the product, service, or brand being promoted
d. Allanswers above are correct
e. No answer is correct
2. When selecting a topic for a tourism promotional material, many factors should be
considered among which destination’s unique selling points is included. What are those
selling points? (Choose all that apply)
a. Urban attractions
b. Peak seasons
c.  Cultural attractions
d. Adventure activities
e. Demographics
Il. State whether the following statements are True or False
1. A promotional materials is defined as any communication or tangible item used to
promote a product, service, brand, Or CAUSE.......c.covviiiecciee e e
2. Physical medium includes online platforms to distribute promotional material
content.........
3. Flyers, brochures, and online travel resources are printed promotional
materials.....ccccooeenee..
4. Social media platforms are online travel resources aiming at promoting travel
EStINATIONS..c..eiiiiiee e
5. All  promotional materials should be designed basing on the target
audience......ccoeeeeecnenenns
[ll. Creating effective promotional material involves careful planning and consideration of

various factors to ensure it achieves its intended goals. Match the factors in Column A with



their corresponding exaplanation in Column B and then write the answer in the provided

space
Answers  Factor Explanation
oo, 1.Target audience A. Include compelling CTAs that prompt the audience
to take action, such as “Book Now,” “Learn More,” or
“Plan Your Trip.”
2o 2.Clear objective B. Provide correct and updated details, such as
contact information, prices, dates, and itineraries.
I 3.Content relevance | C. Consider the intended users’ preferences,
and value interests, cultural sensitivities, and buying behavior
4q......... 4.Content clarity and | D. Use simple language and avoid jargon.
conciseness
TR 5.Brand consistency E. Use language that resonates with the audience.
(T 6.Language and Tone | F. Review competitors’ promotional materials to
identify gaps and differentiate your offerings.
/SO 7.Information G. Maintain alignment with the organization’s brand
accuracy identity, including logo usage, color schemes, tone,
and messaging style.
< T 8.Cultural and ethical | H. Define the purpose of the material.
sensitivity
1> 9.Medium of | I. Tailor content based on the format (e.g., print,
distribution digital, video).
10............ 10.Competitive J. Evaluate performance through feedback or

analysis

engagement analytics for future improvements.

K. Ensure inclusivity, respecting the diversity of the

audience.

L. Ensure the content aligns with the audience’s

needs and interests.

IV. In your own words answer the following questions

1. Describe the steps through which a promotional material is developed.




2. What are the factors to consider while inserting photographs in the promotional content?

Explain your reasons.

4. The following are key considerations when editing the promotional material content.
Briefly explain them.

e Clarity and conciseness

e Target audience

e Brand consistency



V. Which editing techniques would you apply while editing the content of the developed

promotional material? Explain at least three of them.



VI. What would you consider while producing promotional materials? List any five

considerations.

A. Practical assessment
Read the scenario below then answer to related questions.
You are a newly recruited professional tourism marketing agent at Karibu Tours, a leading
tourism company operating in Karongi District, Western Province, Rwanda. As part of your
role, you are tasked with creating effective promotional materials to highlight the region’s
attractions for both international and national audiences. These materials will be used in
various marketing channels, including brochures, social media campaigns, and trade fairs.
Task
Basing on the collected information as described in last scenario, your mission is to follow a
below structured process to create high-quality promotional materials for Karibu Tours:

1. Choosing the Topic

2. Identifying the Content Format

Developing the Content

3

4. Inserting Photographs
5. Editing the Content

6

Producing the Promotional Material



ﬁ Points to Remember

A topic, in the context of promotional material development, is the central subject
or theme around which the promotional content is organized. It's the core idea
that the material aims to communicate to the target audience. It could be a unique
tourism destination, a type of tourism, or a cultural experience.

Choosing the right topic for a tourism promotional material is crucial, as it directly
impacts its effectiveness in attracting the target market.

The aim of promotional material is to increase brand awareness, generate interest,

and ultimately drive sales or actions.

The effective use of photographs significantly impacts the overall success of your

promotional materials.

When inserting the photographs in the promotional material content, consider
image quality and resolution, relevance to the message, relevance to the theme,
diversity of content, visual appeal and aesthetics, target audience and cultural
sensitivity, strategic placement, emotional connection, branding and logo

integration, copyright and licensing.
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O
8 Self-Reflection

At the end of every unit trainee should:
1. Re-take the self-assessment they did at the beginning of the unit.
2. Fill in the table above and share results with the trainer for further guidance.
3. Fill in and complete the self-assessment table below to reassess your level of
knowledge, skills, and attitudes after undertaking this unit.

a. There is no right or wrong way to answer this assessment. It is for your own
reference and self-reflection on the knowledge, skills, and attitudes acquisition
during the learning process.

b. Think about yourself; do you think you have the knowledge, skills, or attitudes to do
the task? How well?

c. Read the statements across the top, tut a check-in a curriculum that best represents

your level of knowledge, skills, and attitudes.

. | am
Experience I do not | have a lot

| know a | have some confident
have any of

Knowledge, ) little about  experience . in my
. experience experience
skills, and - this. doing this. - ability to

doing this. with this.

attitudes do this.

Define the term
“a topic” in
promotional
context

Determine the
factors to
consider when
choosing a topic

Define the
promotional
material

Describe the
promotional
material

Describe types
of promotional

materials
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Experience

Knowledge,
skills, and
attitudes

Describe the
content format
in promotional
material

I do not
have any
experience

doing this.

| know a
little about
this.

| have a lot
| have some
. of
experience .
experience

doing this.
OMETNE- | with this.

lam
confident
in my
ability to
do this.

Identify types of
content format
according to the
type of
promotional
material

Explain the
factors to
consider when
developing
promotional
material
content

Describe the
steps of
developing
promotional
material
content.

Develop
promotional
material
content

Explain the
factors to
consider when
inserting
photographs in
the promotional
material
content.

Describe steps
of inserting
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. lam
Experience | have a lot .
| know a | have some f confident
o
Knowledge, ) little about  experience : in my
- experience experience
skills, and y p " this. doing this. .ph ¢ ability to
attitudes oing this. WIER Ehis. do this.
photographs
Insert

photographs in
the promotional
material
content

Explain the
factors to
consider when
editing the
promotional
material
content

Describe the
editing
techniques for
promotional
material
content

Edit
promotional
material
content

Explain the
factors to
consider when
producing
promotional
materials

Describe the
steps to
produce
promotional
materials
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Experience lam

| do not | have a lot .
| know a | have some confident

Knowledge, IBE ?ny little about  experience of : in my
skills, and ex?erlen.ce this. doing this. e)fperle.nce ability to
attitudes doing this. with this. do this.
Produce
promotional
materials

Fill in the table above and share results with the trainer for further guidance.

Areas of strength Areas for improvement Actions to be taken to improve
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This unit provides you with the knowledge, skills and attitudes required to collect

tourism information. It covers the main activities including selection of promotional
channels, publication of promotional materials , distribution of promotional materials,

and collection of feedback




Self-Assessment: Unit 3

3. Referring to the unit illustration above, answer the following questions:

a. What does the picture show?

b. What is the difference between the features in the picture?

c. Basing on the picture, what do you think this unit is about?

4. Fill in and complete the self-assessment table below to assess your level of knowledge,

skills, and attitudes under this unit.

a. There is no right or wrong way to answer this assessment. It is for your own

reference and self-reflection on the knowledge, skills, and attitudes acquisition

during the learning process.

b. Think about yourself; do you think you have the knowledge, skills, or attitudes to do

the task? How well?

c. Read the statements across the top, tut a check-in a curriculum that best represents

your level of knowledge, skills, and attitudes.

5. At the end of this unit, you'’ll assess yourself again.

Experience I do not Iknowa |have lhavealot Iam
have any little some of confident in
Knowledge, skills, . . . -
experience about experience experience my ability to
and attitudes . . . . .
doing this. this. doing this. with this. do this.
Describe
promotional
channel
Explain the

selection criteria of
promotional

channels

Select promotional

channel

Describe

promotional
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Experience I do not Iknowa |have lhavealot Ilam

have any little some of confident in
Knowledge, skills, . . . -

experience about experience experience my ability to
and attitudes

doing this. this. doing this. with this. do this.
material
publication

Identify techniques
of publicizing
promotional

materials

Apply the
techniques of
publicizing
promotional

materials

Define the

distribution system

Describe the

distribution system

Define the
distribution

channel

Explain the
characteristics of
distribution

channel

Identify the types
of distribution

channels
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Experience I do not Iknowa |have lhavealot Ilam

have any little some of confident in

Knowledge, skills, . . . -
experience about experience experience my ability to

d attitud
and attitudes doing this. this. doing this.  with this. do this.

Explain the factors
determining the
distribution

channels

Distribute
promotional
materials using
different
distribution

channels

Describe the
process of

feedback collection

Identify the tools

to collect feedback

Collect feedback
using different

tools

7

ﬁ@ Key Competencies:
Knowledge Skills Attitudes
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Knowledge Skills Attitudes

1.Describe 1.Select promotional 1.Being selective while selecting
promotional channel channel promotional channel

2.Explain the selection 2.Apply the techniques 2.Being attentive in applying the
criteria of promotional of publicizing techniques of publicizing
channels promotional materials promotional materials
3.Describe 3.Distribute promotional 3.Being ethical while distributing
promotional material materials using different promotional materials
publication distribution channels

4.ldentify techniques 4.Collect feedback using 4.Managing effectively the time
of publicizing different tools when collecting feedback
promotional materials

4

Scenario 18: Marketing Rwanda's Destinations for "Umubano Travel and Tours"

(||@

-Discovery activity

You are a professional tourism marketing agent hired by Umubano Travel and Tours, a
reputable tourism company based in Eastern Province, Kayonza District. The company
specializes in promoting Rwanda's rich tourism destinations to both national and
international audiences. Promotional materials, including brochures, posters, videos, social
media content, and branded merchandise, have already been developed and are ready to
be distributed.

Your role is to spearhead an innovative and impactful marketing campaign to advertise the
destinations Umubano Travel and Tours offers using various promotional channels, and
distribution systems. These destinations include the Akagera National Park, Muhazi

Lakeside, and cultural heritage sites around Kayonza District.




Task 33:

Referring to the scenario above, answer the following questions.

1.
2.

o 0 N o v B~ W

10.
11.
12.
13.

Define the term “promotional channel”.

Describe the concept of promotional channel

Identify the criteria to follow when selecting a promotional material
Describe the promotional material publication.

Explain the techniques to be used while publicizing promotional materials.
Describe the concept “distribution system”.

Explain the concept “distribution channel”.

Identify the characteristics of distribution channel.

Discuss the factors determining the distribution channels

Identify the types of distribution channels.

Explain the term “feedback”.

Describe the steps of collecting feedback.

Identify the tools used while collecting the feedback.

Topic 3.1: Selection of promotional channels

¢

Scenariol9: Selection of promotional channels

You are a professional tourism marketing agent hired by Umubano Travel and Tours, a
reputable tourism company based in Eastern Province, Kayonza District. The company
specializes in promoting Rwanda's rich tourism destinations to both national and
international audiences. Promotional materials, including brochures, posters, videos, social

media content, and branded merchandise, have already been developed and are ready to

be distributed.

Your role is to spearhead an innovative and impactful marketing campaign to advertise the
destinations Umubano Travel and Tours offers. These destinations include the Akagera

National Park, Muhazi Lakeside, and cultural heritage sites around Kayonza District.

Task 34:

Referring to the scenario 1 above, answer the questions below:



1. Define the term “promotional channel”

Refer to Key Facts 3.1a for further information.



¢ Introduction to promotional channels
v’ Definition of promotional channel
A promotional channel refers to the specific method or medium used to
communicate a marketing message to a target audience. These channels serve as
conduits for delivering promotional content, such as advertisements, public relations
materials, and sales promotions.®?
v Description of promotional channel
+ Types of promotional channels
Promotional channels can be broadly categorized into two types:
o Traditional Channels:
o Print Media:
Newspapers: Local, national, and international newspapers offer various
advertising formats like display ads, classified ads, and inserts.®?
Magazines: Targeted magazines can reach specific demographics and interests.
Brochures and Catalogs: Printed materials that provide detailed information
about products or services.
o Broadcast Media:
Television: Offers a wide reach and visual appeal.
Radio: Can target specific demographics and geographic areas.
Outdoor Advertising: Billboards, signs, and transit advertising.
Direct Marketing:
Direct Mail: Sending promotional materials directly to consumers' homes.
Telemarketing: Using telecommunications to sell directly to consumers.
o Digital Channels:

o Digital Advertising:

51 https://www.masterclass.com/articles/marketing-channels#:~:text=Advertising%20and%20Creativity-
,What%2015%20a%20Marketing%20Channel%3F,brand's%20message%20to%20potential%20customers.

62 https://mailchimp.com/marketing-glossary/classified-
advertising/#:~:text=For%2Dsale%20classified%20ads%20are,individuals%20to%20create%20public%20advert
isements



Search Engine Marketing (SEM): Paid advertising on search engines like
Google.
Social Media Marketing (SMM): Leveraging social media platforms to reach
and engage audiences.
Display Advertising: Banner ads, pop-up ads, and interstitial ads on websites.
Email Marketing: Sending targeted emails to subscribers.

o Content Marketing:
Blogging: Creating and sharing valuable content to attract and retain
customers.
Video Marketing: Using videos to educate, entertain, and promote products or
services.

o Influencer Marketing:
Collaborating with influencers to promote products or services to their
followers. 63

o Public Relations:
Press Releases: Sharing news and information with media outlets.
Media Relations: Building relationships with journalists and media influencers.
Crisis Communication: Managing negative publicity and protecting brand reputation.
+ Key Considerations for Effective Promotional Channels:

o Target Audience

Understanding the target audience's preferences and behaviors is crucial for

selecting the right channels.

o Marketing Budget

The available budget will influence the choice of channels and the scale of the

campaign.

o Brand Image

The chosen channels should align with the brand's image and messaging.

o Measurable Results

53 https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-influencer-
marketing#:~:text=Influencer%20marketing%20is%20a%20collaboration,promote%20brands'%20products%20
or%20services.&Sphere%200f%20influence.



Setting clear objectives and tracking key performance indicators (KPls) is
essential.

o Integration

Combining multiple channels can often yield better results than relying on a

single channel. ®

Scenariol9: Selection of promotional channels

You are a professional tourism marketing agent hired by Umubano Travel and Tours, a
reputable tourism company based in Eastern Province, Kayonza District. The company
specializes in promoting Rwanda's rich tourism destinations to both national and
international audiences. Promotional materials, including brochures, posters, videos, social
media content, and branded merchandise, have already been developed and are ready to

be distributed.

Your role is to spearhead an innovative and impactful marketing campaign to advertise the
destinations Umubano Travel and Tours offers. These destinations include the Akagera

National Park, Muhazi Lakeside, and cultural heritage sites around Kayonza District.

[
Task 35:

Consider the scenario above, answer the following question:

What would you consider while selecting promotional channels?

4 https://mediatool.com/blog/channel-strategy




Promotional channel Selection criteria
When selecting promotional channels, businesses must consider various criteria to
ensure the most effective use of their marketing budget. Here are some key
selection criteria:
v’ Target Audience
+ Demographics: Age, gender, income, education, and occupation help
determine the channels preferred by the audience.
+ Psychographics: Interests, lifestyles, and values influence how audiences
consume promotional content.
+ Geographics: The location of the target audience affects whether local,
regional, or global channels are appropriate.
+ Behaviors: Purchase habits, brand loyalty, and media consumption.
Example: Social media platforms like Instagram may work better for younger
audiences, while newspapers may appeal to older demographics.
v Marketing Objectives
+ Brand awareness: Increasing brand visibility and recognition.
+ Brand image: Shaping brand perception and associations.
+ Sales generation: Driving sales and revenue.
+ Customer retention: Building loyalty and repeat business.
v' Budget Constraints
+ Cost per impression (CPM): The cost to reach 1,000 people.
+ Cost per click (CPC): The cost to generate a click-through on an ad.
+ Cost per acquisition (CPA): The cost to acquire a new customer.
v" Channel Characteristics
+ Reach: The number of people exposed to the message. The potential reach
of a channel should align with the audience size. Accessibility ensures that
the audience can easily engage with the content.

+ Example: Television reaches mass audiences, but targeted online ads on




platforms like YouTube provide tailored reach.
+ Frequency: The number of times a person is exposed to the message.
+ Impact: The ability of the message to influence behavior.
+ Engagement: The level of interaction and involvement with the message.
+ Measurability: The ability to track and measure the effectiveness of the
channel.
v' Channel Synergy
+ Complementary channels: Channels that reinforce each other's messages.
+ Integrated marketing communications (IMC): A coordinated approach to
marketing communications.
v' Channel Flexibility
+ Adaptability: The ability to adjust the message and media to changing
market conditions.
+ Timeliness: The speed with which messages can be delivered.
v' Competitor Analysis
+ Assess the promotional channels used by competitors to determine industry
benchmarks.
+ Imitating and improving upon competitors' strategies can yield better
results.
Example: If competitors are using Facebook ads effectively, it may indicate a
viable channel for the same audience.
v' Channel Credibility
+ Audiences trust some channels more than others depending on the industry
and type of message.
+ Established media outlets or trusted influencers may enhance the credibility
of the promotion.
Example: Scientific products may benefit from promotions on research-focused
websites rather than general entertainment platforms.
v' Adaptability to Trends
4 Channels that allow quick adjustments to campaigns or capitalize on

emerging trends are preferable.




+ Social media and digital platforms are often more adaptable compared to
traditional channels like print.
+ Example: Reacting to viral trends on platforms like TikTok can significantly
boost visibility.
v'  Integration with Other Channels
+ The ability of a channel to integrate with other promotional efforts ensures a
cohesive message across all touchpoints.
Example: A marketing campaign might use social media for initial
engagement and email for follow-ups.
v' Measurement and Analytics
+ Select channels that provide detailed metrics to evaluate campaign
performance.
+ Data-driven decisions ensure better resource allocation in the future.
+ Example: Google Ads provides insights like click-through rates and
conversion rates, which are vital for ROl assessment.
v" Regulatory and Ethical Considerations
+ Some channels may have restrictions based on content or audience type.
+ Ensuring compliance with laws and ethical guidelines avoids legal or
reputational risks.
+ Example: Advertising alcohol requires careful consideration of audience and

legal restrictions.

Scenariol9: Selection of promotional channels
You are a professional tourism marketing agent hired by Umubano Travel and Tours, a
reputable tourism company based in Eastern Province, Kayonza District. The company
specializes in promoting Rwanda's rich tourism destinations to both national and
international audiences. Promotional materials, including brochures, posters, videos, social
media content, and branded merchandise, have already been developed and are ready to

be distributed.



Your role is to spearhead an innovative and impactful marketing campaign to advertise the
destinations Umubano Travel and Tours offers. These destinations include the Akagera

National Park, Muhazi Lakeside, and cultural heritage sites around Kayonza District.

O
Task 36:
Use the scenario above to perform the task below:
Create a detailed plan that outlines all possible promotional channels you would use to
effectively market these destinations. Your plan should address the following:

a. National promotion channels

b. International promotion channels

c. Digital marketing

d. Outreach and branding

Topic 3.2: Publication of promotional materials

¢

Scenario 20: Publication of promotional materials

You have been hired by Umubano Travel and Tours, a tourism company operating in
Kayonza District, Eastern Province. The company specializes in promoting breathtaking
destinations in Rwanda and beyond. Recently, they have developed a set of high-quality
promotional materials that showcase their offerings. These materials include brochures,

posters, digital advertisements, videos, and social media content.

Your role as a professional tourism marketing agent is to ensure these materials are

strategically publicized to reach both national and international audiences effectively.

[
WV —
Task 37:
Referring to the above scenario, answer the following questions.

1. Define the concept “promotional material publication”.



For further information, read Key facts 3.2a.

e Description of promotional material publication
Promotional material publication refers to the process of creating and distributing
materials designed to promote a product, service, or idea. These materials can take
many forms, including print, digital, and physical items, and are used to increase
brand awareness, generate leads, and drive sales.
v' Key aspects of promotional material publication
+ Content Creation:
o Involves crafting engaging and visually appealing content tailored to the
target audience.
o Includes descriptions of offerings, key benefits, testimonials, and calls to
action.
+ Identifying the Target Audience:
Understanding the target demographic helps tailor the content to their
specific needs and interests.
+ Developing a Strong Message:
Crafting a clear and compelling message that resonates with the target
audience.

+ Creating Engaging Content:




Utilizing various content formats, such as text, images, videos, and infographics,
to capture attention.
v’ Formats:
+ Print Materials: Flyers, brochures, posters, and magazines.
+ Digital Materials: Social media posts, websites, email newsletters, and
online advertisements.
+ Audio-Visuals: Videos, commercials, and podcasts.
+ Merchandise: Branded items like calendars, T-shirts, and souvenirs.
v' Design and Layout:
+ Visual Appeal: Designing visually attractive materials that are easy to
understand and navigate.
+ Brand Consistency: Maintaining a consistent brand identity throughout all
promotional materials.
+ Effective Layout: Organizing content in a logical and visually pleasing
manner.
v’ Target Audience:
+ Materials are tailored to specific demographics or psychographics, ensuring
relevance and resonance.
v’ Print and Digital Production:
+ Print Materials: Selecting appropriate paper, printing techniques, and
finishing options.
+ Digital Materials: Optimizing content for various digital platforms, such as
websites, social media, and email.
v’ Distribution Channels:
+ Print Distribution: Utilizing channels like direct mail, print advertising, and
distribution at events.
+ Digital Distribution: Leveraging online platforms, social media, email
marketing, and search engine optimization.
v/ Measurement and Analysis:
+ Tracking Key Metrics: Monitoring website traffic, social media engagement,

email open rates, and conversion rates.




+ Analyzing Results: Evaluating the effectiveness of the promotional materials
and identifying areas for improvement.
v Its role in Tourism
Promotional material publication is crucial for the tourism industry as it:
+ Increases Awareness: Highlights lesser-known destinations or services.
4 Builds Trust: Professional, high-quality materials can establish credibility.
+ Enhances Engagement: Encourages potential tourists to explore more.
+ Drives Conversions: Motivates target audiences to make bookings or visits.
Example
A tourism board might create a brochure showcasing a country's national parks,
highlighting activities such as safaris, cultural festivals, and eco-tourism
opportunities. The brochure could be distributed at airports, hotels, and travel

expos or shared as a downloadable PDF online

Scenario 20: Publication of promotional materials

You have been hired by Umubano Travel and Tours, a tourism company operating in
Kayonza District, Eastern Province. The company specializes in promoting breathtaking
destinations in Rwanda and beyond. Recently, they have developed a set of high-quality
promotional materials that showcase their offerings. These materials include brochures,

posters, digital advertisements, videos, and social media content.

Your role as a professional tourism marketing agent is to ensure these materials are

strategically publicized to reach both national and international audiences effectively.

[
Task 38:
Referring to the scenario above,

1. Describe the techniques that you would use to publicise produced promotional materials.



Read Key Facts 3.2b for further referencence.

e Techniques of publicizing promotional materials
Publicizing promotional materials involves various strategies and tools aimed at
reaching target audiences effectively. Effective publicizing of promotional materials is
crucial to reaching your target audience and achieving your marketing goals. Here are
some key techniques to consider:
v' Traditional Methods:
+ Print Media:
o Newspapers and Magazines: Using advertisements, inserts, or articles in local
and international publications to attract attention to promotional materials.
o Brochures and Flyers: Concise, visually appealing, and informative handouts
distributed at events, offices, or through direct mail.
o Posters and Banners: Large-scale, colorful designs placed in high-traffic areas to
grab attention and convey essential messages quickly.
o Advantage:
Tangible and easy to distribute. Limitation: Limited reach compared to digital
media.
= Direct Mail: Send promotional materials directly to potential customers
through mail.
+ Outdoor Advertising:
o Billboards: Large outdoor displays that can be seen by many people.
o Bus and Train Ads: Reach a captive audience while they commute.
o Street Furniture: Utilize benches, lampposts, and bus stops for advertising.
o Advantage:
Targets people on the move.
o Limitation:

High costs and limited engagement duration.




v’ Digital Marketing
+ Social Media Marketing:
o Create engaging content: Share posts, images, and videos on platforms like
Facebook, Instagram, Twitter, and LinkedIn.

1. Run targeted ads: Reach specific demographics and interests.

o Utilize social media influencers: Partner with influencers to promote your
brand.

4+ Email Marketing:
o Build an email list: Collect email addresses from website visitors, events, or
surveys.
o Send personalized emails: Tailor messages to individual preferences.
o Use eye-catching subject lines: Encourage recipients to open your emails.

+ Search Engine Optimization (SEO):

o Optimize website content: Use relevant keywords to improve search engine

rankings.
o Build backlinks: Increase website authority through links from other
websites.
+ Pay-Per-Click (PPC) Advertising:
o Google Ads: Pay for ads to appear at the top of search engine results.
o Social Media Ads: Pay for ads on social media platforms.

+ Content Marketing:

o Create valuable content: Produce blog posts, articles, and videos that attract

and engage your audience.

o Share content on social media: Increase visibility and drive traffic to your
website.

+ Advantage:
Wide reach and cost-effective.

4+ Limitation:

Requires technical expertise and consistent content updates.

v’ Public Relations, networking and Partnerships

+ Press Releases: Share news and announcements with media outlets to generate




publicity.
+ Hosting press releases, media events, and interviews to disseminate promotional
materials via trusted news outlets.
+ Leveraging trade shows, expos, and community events to distribute materials.
+ Media Relations: Build relationships with journalists and bloggers to secure
media coverage.
+ Partner with Other Businesses: Collaborate with complementary businesses to
cross-promote each other.
+ Attend Industry Events: Network with potential customers and partners.
+ Sending promotional materials to journalists for features or reviews.
+ Advantage:
Leverages credibility of media outlets.
+ Limitation:
May not guarantee coverage.
v’ Broadcast Media
+ Television and Radio:
Airing advertisements or sponsorships that include promotional materials,
leveraging high viewer/listener engagement.
+ Podcasts:
Featuring discussions or ad slots for promotional materials in popular podcasts
within the relevant niche.
Advantage:
High impact with audio-visual content.
Limitation:
Expensive and time-bound.
v' Word-of-Mouth and Influencer Marketing
+ Word-of-Mouth:
Encouraging satisfied customers or employees to share promotional materials with
their network.
+ Influencer Marketing:

Collaborating with social media influencers to share promotional content with their




followers.

Advantage:

Builds trust and credibility.
Limitation:

Difficult to control messaging.

Scenario 20: Publication of promotional materials

You have been hired by Umubano Travel and Tours, a tourism company operating in
Kayonza District, Eastern Province. The company specializes in promoting breathtaking
destinations in Rwanda and beyond. Recently, they have developed a set of high-quality
promotional materials that showcase their offerings. These materials include brochures,

posters, digital advertisements, videos, and social media content.

Your role as a professional tourism marketing agent is to ensure these materials are

strategically publicized to reach both national and international audiences effectively.

[
Task 39:

Using the same scenario above, read the information below and perform related tasks.

You are asked to:

Make a material assessment and categorization

Begin by reviewing the promotional materials.

Identify their key messages, the target audiences, and the most suitable platforms for
publication.

Determine the Publication Strategy

Describe in detail how and where each type of promotional material will be publicized prior
to its intended use.

Make a Target Audience Analysis

Explain how you will tailor the publication strategy to appeal to:

Set out a Publication Timeline and Partnerships:



Propose a timeline for launching the promotional campaign.
Suggest potential partnerships with travel agencies, hotels, influencers, or tourism boards to
maximize reach.

Apply different techniques to publicize promotional materials

Topic 3.3: Distribution of promotional materials

Activity 1: Problem Solving

Scenario 21: Distribution of promotional materials

You are a professional tourism marketing agent working for Peaceland Travel and Tours
Company Ltd, a renowned tourism company based in Rusizi District, Western Province. Your
primary role is to promote the company’s curated destinations, including the stunning
attractions of Rusizi and other parts of Rwanda, to both national and international
audiences.

The company has provided you with a comprehensive set of promotional materials,
including brochures, posters, social media content, and video ads, all highlighting the unique
experiences offered by Peaceland Travel and Tours. These materials emphasize breathtaking
landscapes, cultural heritage, and eco-friendly tourism opportunities in and around Rusizi

District.



Your task is to ensure the promotional materials reach the right audience through effective

distribution and strategic marketing activities.

O
Task 40:
a. Observe the picture above and answer to the question below:
What do you think it is illustrating?
b. Referring to the scenario above, answer the following questions:
i.  How could you define the term “distribution system”?
ii.  What are the key components of a distribution system?
iii.  Outline the types of distribution system
iv.  Identify the importance of distribution system
v.  Explain the challenges in distribution systems
vi.  What is meant by “distribution channel”?
vii.  Explain the role of distribution channel.
viii.  Highlight the characteristics of distribution channel.
ix.  Explain the factors determining the distribution channels.

X.  ldentify types of distribution channels

e Introduction to the distribution system

v Definition of distribution system
A distribution system refers to the interconnected network that delivers goods,
services, or utilities from producers or providers to end-users or customers. It plays a
crucial role in various industries, such as manufacturing, utilities (electricity, water,
gas), and logistics, ensuring that products or services are available when and where
they are needed. Distribution systems are designed to optimize delivery efficiency,
minimize costs, and maintain high service levels.

v" Key Components of a Distribution System:

+ Suppliers and Producers: The starting point of any distribution system, where

products or services are generated.




Warehouses: Facilities where goods are stored before being dispatched to
customers or retailers.

Transportation Network: The infrastructure (e.g., trucks, trains, ships, or
pipelines) used to move products from one location to another.

Retailers or Distributors: Intermediaries that bridge the gap between producers
and consumers by selling goods or services.

Customers: The final destination, where the goods or services are consumed or

used.

v" Types of Distribution Systems:

+ Direct Distribution: Goods move directly from producers to consumers without

intermediaries. This approach is common for e-commerce and specialized
products.

Indirect Distribution: Involves intermediaries such as wholesalers, retailers, or
agents who facilitate the delivery process.

Physical Distribution: Focuses on the logistics of moving products, including
inventory management, warehousing, and transportation.

Service Distribution: Delivery of intangible goods such as electricity, internet, or

healthcare.

v Key Functions of Distribution Systems

+ Transportation: Ensures goods are delivered to the right locations in a timely

manner.

+ Storage: Provides temporary holding facilities for inventory management.

+ Order Fulfillment: Manages the process of picking, packing, and shipping orders.

+ Market Coverage: Ensures that products or services are available across different

geographic regions.

mportance of Distribution Systems

+ Customer Satisfaction: Ensures goods are delivered on time and in good

condition.

Cost Efficiency: Reduces logistics and transportation costs through optimized
routes and storage systems.

Market Expansion: Helps businesses reach customers in distant or underserved

areas.




+ Supply Chain Integration: Acts as a crucial link between suppliers, producers,
and customers, ensuring a seamless flow of goods and services.
v Challenges in Distribution Systems
+ Cost Management: High costs associated with fuel, labor, and infrastructure.
+ Technological Integration: Adopting advanced technologies like automation and
real-time tracking.
+ Environmental Concerns: Reducing the carbon footprint of logistics operations.
+ Demand Variability: Managing fluctuations in customer demand and inventory
levels.
e Introduction to distribution channel
v’ Definition
A distribution channel is a network of organizations and individuals involved in the
process of transferring a product from its producer or manufacturer to its final
consumer. It encompasses the various pathways used to deliver goods to their final
destination, such as wholesalers, retailers, and the internet.
v The Role of Distribution Channels
Distribution channels play a critical role in ensuring that products reach the right
customers at the right time and place. They facilitate the following functions:

+ Physical Distribution: This involves the transportation and storage of products
from the manufacturer to the consumer.

+ Breaking Bulk: Wholesalers and retailers purchase large quantities of products
from manufacturers and break them down into smaller quantities for sale to
consumers.

+ Creating Assortments: Retailers offer a variety of products from different
manufacturers, providing convenience to consumers.

+ Providing Customer Service: Intermediaries offer services like after-sales
support, returns, and exchanges.

+ Facilitating Communication: Channels help in promoting and communicating
product information to consumers.

v’ Characteristics of distribution channel
Distribution channels, the pathways through which products or services move from the

producer to the consumer, possess several key characteristics that shape their




effectiveness and efficiency. Key Characteristics of Distribution Channels are:

+ Length:
o Refers to the number of intermediaries involved in the channel.
o Short Channels: Fewer intermediaries, often direct from producer to
consumer (e.g., online retailers).
o Long Channels: Multiple intermediaries, common for complex or
specialized products (e.g., consumer electronics).
+ Width:
o Refers to the number of outlets at each level of the channel.
o Wide Channels: Many outlets, such as mass-market distribution through
supermarkets and department stores.
o Narrow Channels: Fewer outlets, such as specialty stores or exclusive
distributors.
+ Depth:
o Refers to the degree of market penetration, or how deeply a product is
distributed within a market.
o Deep Channels: Product is available in many outlets, ensuring wide reach.
o Shallow Channels: Product is available in fewer outlets, targeting specific

segments.

4+ Channel Relationships:

o

The nature of relationships between channel members, including
cooperation, conflict, and power dynamics.

Cooperative Channels: Members work together to achieve mutual goals.
Conflicted Channels: Members have conflicting interests, leading to

potential disputes.

4+ Channel Control:

o

The degree of control a manufacturer or producer has over the distribution
process.

Direct Control: Manufacturer has significant control over pricing,
promotion, and distribution.

Indirect Control: Intermediaries have more control, influencing pricing and

promotion strategies.




+ Channel Costs:
o The costs associated with operating a distribution channel, including
transportation, storage, and marketing expenses.
+ Channel Efficiency:
o The effectiveness of the channel in delivering products to the target
market.
o Efficient Channels: Minimize costs and maximize customer satisfaction.
4 Channel Flexibility:
o The ability of the channel to adapt to changing market conditions and
consumer preferences.
v Factors determining the distribution channels
The choice of distribution channels is a critical decision for businesses, as it directly
impacts their market reach, sales, and overall success. Several factors influence this
decision:
+ Product Characteristics:
o Perishability: Perishable products require shorter distribution channels to
minimize spoilage (e.g., fresh produce).
o Complexity: Complex products (e.g., electronics) often benefit from direct sales
or specialized retailers who can provide technical support.
o Unit Value: High-value products (e.g., luxury goods) may warrant shorter
channels to maintain control over distribution and pricing.
o Standardization: Standardized products (e.g., FMCG) can be distributed through
longer channels involving wholesalers and retailers.
+ Market Characteristics:
o Target Market Size and Geographic Dispersion: A large, dispersed market may
necessitate a wider distribution network, including intermediaries.
o Customer Buying Habits: If customers prefer specific channels (e.g., online, retail
stores), the distribution strategy should align with these preferences.
o Competitive Intensity: In highly competitive markets, efficient distribution can
be a significant competitive advantage.
+ Company Resources and Capabilities:

o Financial Resources: Companies with ample financial resources may invest in




direct distribution channels or own retail outlets.

o0 Marketing and Sales Capabilities: Strong marketing and sales teams may allow for
direct distribution, while weaker capabilities may necessitate intermediaries.

0 Production Capacity: The ability to produce and deliver products in sufficient
guantities may influence the choice of distribution channels.

+ Environmental Factors:

0 Government Regulations: Government policies and regulations can impact
distribution channels, particularly in terms of import/export restrictions, licensing
requirements, and taxation.

o Economic Conditions: Economic factors like inflation, recession, and exchange
rates can affect distribution costs and consumer purchasing power.

0 Technological Advancements: E-commerce and digital platforms have
revolutionized distribution channels, enabling direct-to-consumer sales and
omnichannel strategies.

+ Control and Coordination:

o Desired Level of Control: Companies may prefer direct distribution to have
greater control over pricing, promotion, and customer experience.

o Complexity of Distribution Network: A complex network may require more
coordination and management efforts.

v Types of distribution channels

Distribution channels refer to the pathways through which products or services move
from the producer to the final consumer. These channels can be broadly classified into
two categories:

+ Offline Distribution Channels

Offline channels involve the physical movement of goods and personal interactions in
traditional markets. These channels have been the backbone of commerce for centuries
and continue to play a significant role in many industries. Offline channels can be
divided into several types:

o Direct Selling
= Producers sell directly to consumers without intermediaries.
= Examples: Farmer's markets, company-owned stores (e.g., Apple stores).

= Benefits: Control over pricing, customer experience, and direct feedback




from consumers.

o Retailers

Businesses that purchase products in bulk and sell them to consumers in
smaller quantities.

Examples: Supermarkets, specialty stores, and department stores.

Benefits: Convenience for consumers, wide variety of products, and

established networks.

o Wholesalers

Middlemen who buy goods in large quantities from manufacturers and resell
them to retailers or other businesses.
Benefits: Help manufacturers reach multiple retailers, bulk purchasing

reduces costs.

o Distributors

Distributors act as exclusive partners for specific brands or products within a
particular region.
Benefits: Specialized knowledge, supply chain management, and marketing

support for the product.

o Franchising

Franchisees operate businesses under a franchisor’s brand name and follow
a standardized model.
Examples: McDonald's, KFC.

Benefits: Expands the brand footprint and lowers risk for the franchisor.

+ Digital Distribution Channels

Digital channels have gained prominence with advancements in technology and the

internet. They facilitate the sale and delivery of products or services through online

platforms.

o E-commerce Platforms

Websites or marketplaces where businesses sell products directly to
consumers.
Examples: Amazon, eBay, Shopify.

Benefits: Convenience, global reach, and 24/7 availability.

o Social Media Platforms




Businesses leverage platforms like Instagram, Facebook, and TikTok for

marketing and selling products.

Benefits: Direct engagement with customers, cost-effective advertising, and

targeting specific demographics.

o Mobile Apps

Businesses develop apps to provide personalized shopping experiences.

Examples: Uber Eats, Starbucks Rewards app.

Benefits: Easy access, push notifications for offers, and better customer

retention.

o Affiliate Marketing

Businesses collaborate with affiliates (bloggers, influencers) to promote their

products and services.

Benefits: Cost-per-performance model and access to niche audiences.

o Digital Marketplaces for Services

Platforms that connect service providers with consumers.

Examples: Airbnb (hospitality), Fiverr (freelancing).

Benefits: Streamlined booking processes and broader market reach.

o Streaming and Download Platforms

For digital goods like music, movies, and books.

Comparison of Offline and Digital Channels

Examples: Netflix, Spotify, and Kindle Store.

Benefits: Instant access to content and no physical storage needed.

m Offline Channels Digital Channels

Interaction Face-to-face Virtual
Reach Limited to geographical areas Global reach

Higher operational costs (rent,|Lower costs (online setup, digital
Cost

utilities)

ads)

Convenience

Fixed locations, limited hours

24/7 accessibility from anywhere

Customer

Feedback

Direct and immediate

Through reviews, ratings, and

analytics




Task 41:

Consider the previous scenario to answer the following questions:
You are asked to collect the feedback after distributing the promotional material:

a. Define the term feedback

h. Which tools would you use while collecting the feedback?



e Collection of feedback

v’ Introduction to feedback

+ Definition

Feedback is an essential component of the learning process, interpersonal

communication, and organizational growth. It refers to the process of providing

information about how one’s actions, behaviours, or performances are perceived,

along with guidance for improvement or reinforcement of positive behaviour. It

helps individuals or groups identify areas of strength and areas in need of

development, fostering personal and professional growth.

+ Types of Feedback

Feedback can be both positive (reinforcing desired behavior) or corrective (aiming

to guide toward improvement), formative or summative.

o

Positive Feedback: A form of feedback that acknowledges and praises the
actions or performance that meets or exceeds expectations. Positive feedback is
motivational and reinforces the continuation of effective behaviors or actions.
Constructive (or Corrective) Feedback: This feedback focuses on identifying
areas of weakness or improvement. It offers guidance for making adjustments or
changes to behavior, methods, or performance.

Formative Feedback: This type of feedback occurs during the learning or work
process and aims to improve the current performance or behavior. It’'s often
timely and focuses on helping individuals improve as they progress through a
task.

Summative Feedback: This feedback typically happens after a task,
performance, or evaluation is completed. It is used to summarize performance

and provide an overall assessment.

+ Criteria for effective Feedback

o Specificity: Feedback should be clear and detailed, pointing out exact behaviors

or actions rather than being vague.




o Timeliness: Feedback should be delivered promptly to ensure that it is relevant
and can be acted upon immediately.

o Constructive and Solution-Oriented: Even corrective feedback should be
delivered in a way that encourages improvement and offers guidance for
change.

o Balanced: A good mix of positive and constructive feedback promotes learning
and motivation.

+ Importance of Feedback
o Motivation: Constructive feedback, when delivered in a supportive manner,

boosts morale and motivates individuals to continue their efforts.

o Improvement: Feedback helps individuals recognize areas where they need to
improve and guides them in making changes to enhance their performance.

o Building Relationships: Constructive and positive feedback fosters trust and
strengthens relationships, whether in educational, work, or personal contexts.

o Personal and Professional Development: Regular feedback is crucial for ongoing
growth, ensuring individuals know where they stand and how they can evolve.

+ Challenges in Giving and Receiving Feedback
Despite its importance, feedback can sometimes be met with resistance, especially
when it is critical or negative.

o One challenge in giving feedback is ensuring it is received constructively. The
manner in which feedback is delivered, including tone and language, plays a
critical role in how it is perceived. Similarly, individuals receiving feedback may
feel defensive or discouraged if it is not delivered thoughtfully.

v' Methods of Gathering Feedback

+ Surveys and Questionnaires: Surveys, either online or offline, can ask targeted
questions about the material’s effectiveness, clarity, and appeal.

+ Focus Groups: Small groups of people are invited to discuss and evaluate the
promotional material in a controlled environment. This provides more in-depth
insights.

+ Social Media Monitoring: Tracking social media platforms to see how people are

reacting to the promotional materials can provide immediate and widespread




feedback.

+ A/B Testing: A/B testing involves creating two versions of the same promotional
material and testing which one performs better. This method is commonly used for
digital ads or email campaigns.

+ Interviews and Feedback Sessions: Personal interviews or feedback sessions with
stakeholders or key audience members can offer specific insights on the material’s
strengths and weaknesses.

+ Sales and Conversion Data: Analyzing data such as sales numbers or conversion
rates before and after a campaign can indicate the effectiveness of the
promotional materials in driving actions.

Steps of collecting feedback

Collecting feedback is a structured process that involves obtaining valuable

information from stakeholders, customers, or participants to improve a service,

product, or system.

The process can be applied in various contexts, such as education, business, and

community engagement. Below are the detailed steps for collecting feedback:

+ Define the Purpose of Feedback
Before collecting feedback, it's essential to clearly understand why you're
collecting it. The purpose should guide the type of feedback you collect and how
you will use it. Are you looking to assess customer satisfaction, identify areas for
improvement, or understand perceptions of a new program?

+ Identify Your Audience
Determine who will provide the feedback. It could be employees, customers,
students, or any other group related to your work or service. Knowing your
audience helps in crafting specific, relevant questions.

+ Choose the Feedback Collection Method
There are various ways to collect feedback, each with its own strengths:

o Surveys/Questionnaires: Online or paper-based surveys can gather structured
feedback. Common platforms include Google Forms, Survey Monkey, or
Typeform.

o Interviews: One-on-one conversations offer deep insights into individual




perspectives.
o Focus Groups: These involve group discussions and provide qualitative insights
into opinions, attitudes, and suggestions.
o Observation: Sometimes feedback is best collected by observing behaviors
and interactions directly.
o Online Reviews: Platforms like Yelp or Google Reviews allow customers to
provide feedback online.
o Social Media Monitoring: Tracking comments and messages on social media
can also be a way of gathering feedback.
+ Design Clear and Relevant Question
The questions you ask should be clear, concise, and aligned with the purpose of
the feedback. Use a mix of open-ended and closed-ended questions:
o Closed-ended questions (e.g., Yes/No, Likert scales) provide quantitative data.
o Open-ended questions (e.g., "What did you like most about the service?")
give more qualitative insights.
+ Ensure Anonymity and Confidentiality (If Needed)
To ensure honest and unbiased feedback, especially in sensitive contexts, make it
clear that responses will be anonymous or confidential. This encourages people to
provide more candid and accurate responses.
+ Distribute the Feedback Mechanism
Share the survey, questionnaire, or invitation for interviews or focus groups with
your audience. Consider timing and accessibility to increase response rates.
Provide instructions on how to fill out the survey or participate in interviews.
+ Collect the Feedback
Set a deadline for submission and begin collecting responses. If using surveys,
ensure that all tools are functioning well. If conducting interviews or focus groups,
record responses accurately.
+ Analyze the Feedback
Once the feedback is collected, the next step is to analyze the data. Quantitative
feedback (e.g., survey ratings) can be analyzed using statistical methods, while

qualitative feedback (e.g., open-ended responses) should be categorized or coded




for recurring themes.

Report and Share Findings

Summarize the feedback in a clear, understandable format. Reports should
highlight key insights, common trends, and any patterns that emerge. Share these
findings with stakeholders and decision-makers.

Take Action Based on Feedback

The most important step in the feedback process is to act upon it. Based on the
findings, make necessary adjustments or improvements. This shows that you value
the input provided, which can lead to higher engagement and trust.

Close the Feedback Loop

Communicate back to the participants about the changes or actions taken based on
their feedback. This is crucial for building trust and encouraging future participation

in feedback processes.

v’ Challenges in Collecting Feedback

+ Bias in Feedback: Feedback can sometimes be influenced by personal preferences

or the respondent’s relationship with the brand, which may not reflect the broader
audience’s opinion.

Limited Responses: Often, only a small percentage of the target audience provides
feedback, and their opinions may not be fully representative.

Data Overload: When collecting both quantitative and qualitative feedback, there
may be an overwhelming amount of data to analyze, which can make it difficult
to pinpoint actionable insights.

Response Time: Feedback may take time to gather, especially with focus groups
or in-depth surveys, which can delay the process of making adjustments to the

promotional material.

v Tools to collect feedback

Collecting feedback is essential for understanding the effectiveness of a program,

product, service, or project. Below are some common tools used for gathering

feedback, each offering unique advantages:

+ Surveys and Questionnaires

o Description:




Surveys and questionnaires are structured tools that collect quantitative and
qualitative data from participants. These tools can be distributed in various
formats, including paper, online, or via email. They may consist of multiple-
choice, Likert scale (rating), or open-ended questions.
o Advantages:
= Can be distributed to a large audience quickly.
= Useful for collecting both quantitative and qualitative data.
= Easy to analyze, especially with online survey platforms.
o Common Tools: Google Forms, SurveyMonkey, Typeform.
+ Interviews
o Description:
Interviews involve one-on-one or group discussions with participants. They can
be structured, semi-structured, or unstructured. Structured interviews have
predefined questions, while unstructured interviews are more conversational.
o Advantages:
= Offers deeper insights into participants' thoughts and feelings.
= Allows for clarification and follow-up questions.
o Common Tools: Audio or video recording equipment for documentation;
transcription software for analysis (e.g., Otter.ai).
+ Focus Groups
o Description:
A focus group involves gathering a small group of people to discuss specific
topics. A facilitator guides the conversation to explore participants' opinions,
experiences, and perceptions.
o Advantages:
= Encourages discussion and allows participants to build on each other’s ideas.
= (Can generate qualitative insights that are rich and nuanced.
o Common Tools: In-person or virtual meeting platforms (e.g., Zoom, Microsoft
Teams).
4+ Online Review Platforms

o Description:




These platforms allow customers to post reviews about a product or service.
Examples include platforms like Yelp, TripAdvisor, or Google Reviews.
o Advantages:
= Provides direct feedback from actual users.
= Public reviews can attract attention from potential customers or users.
o Common Tools: Yelp, TripAdvisor, Google My Business, Amazon reviews.
+ Comment Boxes
o Description:
Physical or digital boxes where participants can anonymously leave their feedback.
These are often used in events, websites, or organizations for general comments or
suggestions.
o Advantages:
= Simple and quick to set up.
= Allows for anonymous responses, which can increase honesty.
o Common Tools: Physical comment boxes or digital forms on websites.
+ Polls
o Description:
Polls are short surveys, typically involving a single question, that provide a quick
snapshot of participants' views or opinions. They are often used in social media
or live events.
o Advantages:
= Very quick and easy to complete.
= Useful for gathering immediate, high-level feedback.
o Common Tools: Twitter Polls, Instagram Stories Polls, SurveyMonkey,
Facebook Polls.
+ Observation
o Description:
This method involves collecting feedback by observing the behavior of individuals
in natural settings. It can be particularly useful for understanding how users
interact with a product or service in real-time.

o Advantages:




= Provides insights into actual behavior rather than self-reported data.
= Useful for identifying issues participants may not articulate.
o Common Tools: Video recordings, field notes, and observational software
tools.
+ Usability Testing
o Description:
This involves asking participants to use a product or service while observers note any
issues or difficulties. This method is commonly used in website or app design.
o Advantages:
= |dentifies usability issues that may not be evident through surveys.
= Provides actionable insights for improving a product or service.
o Common Tools: UserTesting, Lookback, Crazy Egg.
+ Social Media Listening
o Description:
This involves monitoring social media platforms for mentions, comments, and
discussions about a brand, service, or product. It helps gather spontaneous and
unsolicited feedback.
o Advantages:
= Provides real-time feedback.
= Allows organizations to engage with users and address concerns quickly.
o Common Tools: Hootsuite, Brandwatch, Sprout Social.
+ Net Promoter Score (NPS)
o Description:
NPS is a metric that measures customer loyalty by asking how likely a customer is
to recommend a product or service on a scale of 0-10. Responses are categorized
into promoters, passives, and detractors.
o Advantages:
= Simple to implement.
= Provides a quick overview of customer loyalty and satisfaction.

o Common Tools: Delighted, SurveyMonkey, and Medallia




Read the scenario below and answer related questions in Task 42 below

Scenario 21: Distribution of promotional materials

You have been hired as a professional tourism marketing agent by Amahoro Tours, a
renowned tourism company operating in the Northern Province, Musanze District, Rwanda.
The company recently developed promotional materials showcasing key destinations in the
region and distributed them across both national and international markets through various
distribution channels, including digital platforms, tourism fairs, hotels, and travel agencies.
Your role involves advertising these destinations and, most importantly, collecting feedback
from users who interacted with the promotional materials. This feedback will be
instrumental in assessing the effectiveness of the campaign and identifying areas for

improvement.

[
V —
Task 42:
Task: Describe the Feedback Collection Process

Detail the steps you would take to collect feedback from the intended users.

Create a practical plan explaining how you would execute the feedback collection process over a

one-month period.



Reflect on how the collected feedback will help Amahoro Tours enhance their promotional strategy

and customer engagement.

Written assessment

State whether the following statements are True or False

1. A promotional channel and distribution channel are the same in meaning and

fUNCLION ...t

Direct marketing is known as one of traditional promotional channels...........................
Effective promotional channel consider the target audience rather than expected
income to be generated........ocooevvvvieneneec e

Promotional material publication refers to specific method or medium used to
communicate a marketing message to a target audience.........ccocvvereeeieieininieinnen,

Print medi are advantageous for they are tangible and easy to distribute although they
can not reach to many people compared to digital madia.......cccccceeevrecvininininineneenee.

A distribution channel refers to the interconnected network that delivers goods,
services, or utilities from producers or providers to end-users or customers...............
Direct selling is an online distribution channel.........cccovivivininiicceciece e,

Constructive feedback focuses on identifying areas of weakness or improvement. It
offers guidance for making adjustments or changes to behavior, methods, or
PEIfOrMANCE....c.iveieie ettt

Share the survey, questionnaire, or invitation for interviews or focus groups with your

audience is one of the distribution of feedback mechanism.......cccceevveeevieecveevieieeenn.

10. While collecting the feedback, one must use only surveys and questionnaire................

Match the type of feedback in Column A with the related explanation in Column B and

write the answer in the provided space



‘ Answer Column A Column B
i RS 1.Constructive A. A form of feedback that acknowledges and
feedback praises the actions or performance that meets or

exceeds expectations

2 2.Summative feedback | B. It offers guidance for making adjustments or
changes to behavior, methods, or performance.

TR 3.Formative feedback C. It should be clear and detailed, pointing out
exact behaviors or actions rather than being
vague.

4. 4Positive feedback D. This type of feedback occurs during the learning

or work process and aims to improve the current

performance or behavior.

E. Feedback influenced by personal preferences or
the respondent’s relationship with the brand,
which may not reflect the broader audience’s

opinion.

F. This feedback typically happens after a task,

performance, or evaluation is completed.

Answer the following questions in your own words

1. Define the term “promotional channe

III

2. Describe the concept of promotional channel

3. Identify the criteria to follow when selecting a promotional material




8. Describe the concept “distribution system”.

12. Identify the types of distribution channels.
13. Explain the term “feedback”.
14. Describe the steps of collecting feedback.
15. Identify the tools used while collecting the feedback.
Practical assessment
You are hired as a professional tourism marketing agent working on behalf of Izuba Suncity
Tours, a prominent tourism company based in Karongi District, Western Province. Your
mission is to effectively promote the company's offerings, including the breathtaking
attractions of the Western Province, by utilizing the prepared promotional materials. Your
assigned to perform the following tasks:

1. Review Promotional Materials

2. Select Appropriate Promotional Channels

3. Publicize the Promotional Materials

4. Distribute Materials to Intended Users

5. Collect Feedback

6. Reporting and Recommendations
Instructions

a. Familiarize yourself with the provided promotional materials, including brochures,

videos, social media content, and banners. These materials showcase the natural



beauty, cultural heritage, and unique tourism activities available in the Western
Province, especially in Karongi.

b. Identify the most effective promotional channels to reach both national and
international audiences.

c. Develop a clear strategy to publicize the materials across the selected channels.

d. Organize the distribution of brochures, posters, and videos to potential clients and
partners in both national and international regions.

e. Implement mechanisms to gather feedback from audiences and partners who
receive the promotional materials.

f. Analyze the collected feedback to assess the impact of the promotional campaign.
Provide a report to Izuba Suncity Tours with recommendations for improving future

marketing efforts.

ﬁ Points to Remember

A promotional channel refers to the specific method or medium used to communicate
a marketing message to a target audience .

Promotional material publication refers to the process of creating and distributing
materials designed to promote a product, service, or idea.

Publicizing promotional materials involves various strategies and tools aimed at
reaching target audiences effectively.

A distribution system refers to the interconnected network that delivers goods,
services, or utilities from producers or providers to end-users or customers while a
distribution channel is a network of organizations and individuals involved in the
process of transferring a product from its producer or manufacturer to its final
consumer.

Characteristics of distribution channel are concerned with length, width, depth,

channel relationships, channel control, channel costs, channel efficiency, and channel

flexibility

Collecting feedback is a structured process that involves obtaining valuable
information from stakeholders, customers, or participants to improve a service,

product, or system.
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e Tools used to collect the feedback include survey and questionnaires, interviews, focus

group, online review platforms, comment boxes, polls, observation, usability testing,

social madia listening, and net promoter score (NPS).

2
Self-Reflection

At the end of every unit trainee should:
1. Re-take the self-assessment they did at the beginning of the unit.
2. Fill in the table above and share results with the trainer for further guidance.
3. Fill in and complete the self-assessment table below to reassess your level of
knowledge, skills, and attitudes after undertaking this unit.

d. There is no right or wrong way to answer this assessment. It is for your own
reference and self-reflection on the knowledge, skills, and attitudes acquisition
during the learning process.

e. Think about yourself; do you think you have the knowledge, skills, or attitudes to do
the task? How well?

f. Read the statements across the top, tut a check-in a curriculum that best represents

your level of knowledge, skills, and attitudes.

Experience lam
I do not I have a lot

I know a | have some confident
Knowledge, have any . . of .

little about  experience in my
skills, and experience experience

this. doing this. ability to
attitudes doing this. with this.

do this.

Describe
promotional
channel
Explain the

selection criteria

of promotional
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Experience

Knowledge,
skills, and

attitudes

channels

I do not
have any

experience

doing this.

| know a
little about

this.

I have a lot
| have some

of
experience

experience
doing this.

with this.

lam
confident
in my
ability to
do this.

Select
promotional

channel

Describe
promotional
material

publication

Identify
techniques of
publicizing
promotional

materials

Apply the
techniques of
publicizing
promotional

materials

Define the
distribution

system

Describe the
distribution

system

Define the
distribution

channel
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Experience lam
| do not | have a lot
| know a | have some confident

little about experience in my
skills, and experience experience
this. doing this. ability to
attitudes doing this. with this.
do this.

Explain the
characteristics of
distribution

channel

Identify the
types of
distribution

channels

Explain the
factors
determining the
distribution

channels

Distribute
promotional
materials using
different
distribution

channels

Describe steps of
collecting

feedback

Identify the tools
to collect

feedback

Collect feedback

using different
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Experience lam
| do not | have a lot
| know a | have some confident

little about experience in my
skills, and experience experience
this. doing this. ability to
attitudes doing this. with this.
do this.

tools

Fill in the table above and share results with the trainer for further guidance.

Areas of strength Areas for improvement Actions to be taken to improve
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Integrated/Summative assessment

Integrated situation

OUTDOOR TOURS is a Tour Company that has its headquarter in Musanze, sector Cyuve,
Kabeza cell, that specializes in Outdoor activities. The company receives a request to
prepare a tour arrangement for a group of 5 travelers from Tanzania who want to
experience the natural beauty of the country. Unfortunately, the company does not have
the promotional material to provide tourism information about the country. OUTDOOR
TOURS hires you to develop promotional materials of Rwanda destination.

Resources

Tools: Websites, engines, Employable Skills for Sustainable Job Creation

Equipment: Computer, projector, billboard, TV,

Materials/Consumables: Internet, leaflet, brochures, newspapers, feedback forms, questionnaires
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