What is marketing?
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What do ) you like about domg your business?
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How does your business compare to other businesses that are offering similar
services to similar market group(s)?
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Helpful your service E5TI] Harmful
23 YA 53] your product BT HaEx i o)

your skills B3
your story B53amaaa]
your staff BT
your knowledge @xT9xdia)
your way of operating B8 3mar§535%] —
projects you support B53xgI¥= 35 =Ras=a) e
your resources B=3¥ameay Ey O TRt
your reputation Bz TaEsyE ST

Strengths
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Political environment asf:r%ﬁ@'ﬁm&ﬂ]
Legisation ®@a|

Opportunities Market trends  Har=3agar gy Threats
o Economic trends  srarag=ad e 35
TAIN] Competition a5 %3] External
Global influence FaFdcsT qaa3a| Sochat A s et

Weather/nature — sgsrajqarae=ege|
Technology agasx)
Demographics EBES
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My body has needs
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Air temperature =7 7534
ga]
Food and water 3ar3=g
Toilets gxm=]

Sleeping 557
Clothing 54
Movement AafaAa]

| need to feel important
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Being heard and
seen, feeling
special and worthy
of attention
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| need certainty
Ay RHARAL]

| need to grow
NP AR CIEES
FNAFRTNA]

Learning new
things,
developing

myself
PN T YR FRE
SRR FAHE ]

Feeling safe and
comfortable in
accommodation,
community and

surroundings, health

wise
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Change,
something new
and different,
cg{rig;s.ity
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| need connection
D AR AR RAA]

Relationship and
communication with
others, support, being

part of community
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| need to contribute
EAARS AT N HN RN

Helping others,
care and give
beyond myself
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Who is your ideal customer?
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It is important to have a clear picture of your ideal customer.
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Think of your ideal customer and try to answer as many of the questions below.
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Domestic or international? gar3asrgarasazads
Couple, family or single traveller? 33x gR3x L WR§ & FLNA WA TR RS
Type of holiday: relaxation, adventure, cultural, shopping, etc.?
Income? dizaag S NISG B :m*tqil’@m'@'qyiﬂ'ﬂaﬂ'ﬁm%’xﬂfs;*"%:'arix'q&m]
Married? a=~gaiqas| _ Average length of stay?
Education? digas] YRARR A SN YE & SRR AT 8]
Occupation? sy Travel expenditures?

Age? 4
Nationality? guma]
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Hobbies 257 &

SpOI’tS & activities?%q'frﬁr:'g'qgm@%:qm Famlly & friends Bararse s
Magazines & newspapers [NRTRREINLIR]

Lives in city or rural area?d=@=sx L AR AR AR R
Internet g

Interests (for example culture/history, nature,
adventure, spiritual, local communities)? Travel agencies / tour operator afsragargaEa|
AR IR TG g [ A Ny R g = agardiy] Online booking sites §aAwaB=ags &
HARR Y JE 3R Travel guides WA= SATIRER AN TGS
Level of comfort needed? Other
Y HANE SRR




Backpackers

SRpr i R Repeat visitors
LB IR

NN N ~
WRARWE'ANAS TNV HRH]

Mountaineers
ENSEG S Nature lovers
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Cultural tourists

DAt Pilgrims / religious tourist
AARNITHA]

G HEY T

Adventure travelers

> Bird watchers
FENF ]

RIS HA|

Self driving tourists
S U A KL B N et

High end luxury tourists
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Students sh holi
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Bar hoppers Chl Senlvgr vt(?ur,'StS §ECARAANEE]
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The Marketing mix
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Product
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Product
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What are customers looking for?saaysama gars GaradEarg@s ds)
How does your product/services meet your customers needs?

What sets your product/service apart from your competitors’?
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What does it cost the customer to use your product/service?
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What is the customer willing to pay for your service (percejved value)?
i T Y AR g HR AT RS 1 R s 5 R ARA )
What profit margin do you need?
B R aan e Sa RN A
How are your prices helping you reach your ideal customer?
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What is the price of similar products/services offered by your competition?
T T E5 HE Ha BN AR QAN QAT NECN WA RE R Y5 WA A B 7 F5 2R




When and where, in terms of time and space, is your product available to
customers?
Is your product/service convenient to buy?
55'@'55'E"'%'%@'%"""ﬁ'&'ﬁ'ﬁ“ [




Promotion
AR FA|

Radio, TV & Email
movies marketing and

RO aRa Networking newsletters
SHEY A A G ABE|
Brochures & Blogs and
flyers bloggers
%zqvg:vRﬂvqﬁNNv gﬁq}%q%&ﬁgg Social media
. ey Sa R %’fﬂwﬂgﬁw&q

What mediums do your target consumers use (especially when in “buying mode”)?
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How do you communicate with your customers?
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. Agents By ON S §H G AL R GRIR IFUR
AT : : : Billboards &

How are your competitors promoting their products? posters

OR s SR B Kay BN E @R WA FA AR A A TR
What is your budget for promotion? BRJwxFNaHE IR & SAE]|

Word of mouth Online travel
Magazines & Online

S| newspapers B ,S'te,s,\ booking sites
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Purpose
ANANYA]

How are you taking your social and/or environmental responsibility?
How are you inspiring customers and employees through meaning, innovation and
community?
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Product gazxy

You understand your customer’s
needs and have what they are
looking forYour products/
services give the customer an
unique and authentic experience
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Price 254

You give them value for their
money
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Using the marketing mix

B B ARG R

Place &)

You are easy to find
and connect with
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Promotion
C@M@N‘N&WK‘@N |
You know what media

your customers use
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Using your company has
meaning and purpose by having
a limited impact on the
environment and/or benefit for
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People &y

The people in your company
find it important to build a
special relationship with each
customer
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O SONGTSAM

Coming home

In this remote land Songtsam has built a series of boutique high end lodges each providing a distinctive experience.All lodges are beautifully decorated and
equipped with modern amenities, ensuring absolute comfort and relaxation. 5!:‘3!:‘5]'N'&'Q?R]ﬁﬂ'&ﬂﬂ'@ﬂ'ﬁ%‘ﬁwzsaﬁ@%ﬂ'mL:'N:‘iﬁ%ﬂ]ﬂgﬂ]ﬂga\'gﬂﬁE'ﬁ'ﬁﬂrﬂ\'\'
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Songtsam never tried or wanted to be separate from the local community. Instead, the lodges are constructed right inside or next to living villages, which
creates opportunities for guests to share a special close bond with the vibrant life of the local culture.
N (N AQA O\ 7

Local villagers’ yaks often try to get in the yard to eat the plants and villagers say hello on their way back home. §]ﬂ'&l&ﬂ’&fﬁ'ﬁﬂwﬂ'@ﬂ'&@'g'gﬂﬂmﬁf
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Songtsam builds lodges that evoke a feeling of "coming home”, rekindling the warmth of being taken cared for just as when one was a child.
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Songtsam was formally set up in 2001 in Shangri-La with its aim of preserving and promoting local Tibetan culture and tradition.
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The soul of Songtsam is the friendly and attentive staff.

A family atmosphere draws them together, with many members having worked with Songtsam from the very beginning. Coming from different villages
around the region, everyone has a story to share about their hometown; first-hand experiences that help enrich and deepen guests' travel experiences.
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The Marketing mix

SRR

How to connect your ideal customer to what you have to offer?
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Slogan: Coming home a5 day=

Songtsam builds lodges that evoke
a feeling of "coming home,
rekindling the warmth of being taken
cared for just as when one was a
child.

Songtsam never tried or wanted to
be separate from the local
community. Instead, the lodges are
constructed right inside or next to
living villages, which creates
opportunities for guests to share a
special close bond with the vibrant
life of the local culture
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Place N'&]

In this remote land
@:%:vaﬂvq%xvi&T
(can book online)
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Promotion w=gx|
Website 5&a

= o\

Price X5
Songtsam has built a series of
boutique high end lodges each

providing a distinctive experience.
All lodges are beautifully
decorated and equipped with
modern amenities, ensuring
absolute comfort and relaxation.
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Purpose saiaaraa)
Songtsam was formally set up
in 2001 in Shangri-La with its
aim of preserving and
promoting local Tibetan culture
and tradition. Jca@ssa 5 FuarRe;
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People &3

The soul of Songtsam is the
friendly and attentive staff.
Coming from different villages
around the region, everyone has a
story to share about their
hometown; first-hand experiences
that help enrich and deepen
guests' travel experiences &
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