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Fraser Coast Marketing Strategy
Executive Summary
	The Fraser Coast marketing plan is a detailed outline of the involved authority’s dedication to the tourism sector over the next few years and beyond. The marketing strategy highlights the organizational goal of developing the Queensland tourism sector to improve from “good” to “great” and augment the company and the entire industry’s incomes and revenues. The marketing plan acknowledges actions from various critical strategic areas that the company and its associates will implement to double the need for and supply tourism and outdoor recreation experiences and products. Furthermore, these action plans take into account the situational analysis, SWOT analysis, Positioning Plan, Objective and Performance measure, marketing communication tactics, and budget and action plan. 
 


Introduction
The main objective of destination marketing organizations is to improve the competitiveness of the Regional Tourism Organizations in a particular market. In this day and age, competitiveness has become progressively more challenging in markets muddled or jumbled with marketing communications from the unlimited rival place, providing identical advantages, substitute services, and products. The vast majority of Regional Tourism organizations have no control over Exogenous events because they are low in probability but extreme. Furthermore, these events have only helped fabricate matters in recent years as competitive destinations feature scale between an influential marketing segment, profitable tourism business, a magnetic milieu, constructive visitor experience, and supportive residents. As a result, the essential thing in a Regional Tourism organization's marketing plan is its competitors' influential market position. Therefore, this paper aims to examine the marketing strategy of Fraser Coast Queensland through a destination marketing organization to determine its marketing position and interlinked aspects.
Overview
The Fraser Coast is the home to two of the leading icons of Queensland tourism: the global heritage documented Fraser Island and the whale watching capital of Australia; namely Hervey Bay. Furthermore, the island to the north of Hervey Bay – Lady Elliot Island – allocates easy accessibility to the Great Barrier Reef. However, Maryborough's heritage and the adjacent hinterland amplifies the natural magnetization of the coastal region with its authentic Australian charm and heritage while inland. In 2016, Fraser Island and the entire coast region were globally recognized as the leading whale experience destination, mainly due to its legendary personal natural experiences on the world heritage. On the contrary, the marketing plan allocates a framework to direct the tourism sector establish in the Fraser Coast region by coordinating stakeholders in a common conduit to augment the destination's tourism potential to accomplish a scale of social, economic, and environmental ramification. There must be various aspects to be considered for the Fraser Coast Region to achieve its aspiration for 2018. What’s more, these aspects include a coordinated plan to destination promotion and marketing, a creative infrastructure and product development across the area that delivers on the destination objective, and the industry if working at the most outstanding service level, sustainability, and safety through appropriate industry development initiatives (Meghisan & Burger-Helmchen, 2017). 
Target Market
           The vast majority of – if not all – tourism promotional and developmental activities are based on the consumers' needs. The Fraser Coast region's target market takes into account the current targets and those acknowledged for development to accomplish the organization’s long-term possibilities and goals. The Fraser Coast has four groups of the target market that consider tiers one, two, and three and new and new and developing. The first tier feels the connectors in Brisbane and Regional Queensland and the United Kingdom. In contrast, the second tier is filled with social fun-seekers and active explorers in Brisbane, Melbourne, Sidney, North America, Scandinavia, and Europe. The third tier consists of connectors and social fun-seekers from Malaysia, Korea, and New Zealand, while the new and developing concentrates on China, Hong Kong, and Taiwan (Faisal, 2016).
           As aforementioned, the domestic market consumer segmentation for the organization under review considers connectors, social-fun seekers, and actively explores. Moreover, connectors view holidays or vacations as an opportunity to interlink with the people they care about the most. Consumers in this target market normally subordinate their selections in the context of activities to ensure everyone has a good time. Nevertheless, the main aim of a holiday or vacation for social-fun seekers is having a good time. In contrast, they do various yet varied activities about sharing the experience with friends and other holidaymakers who make the difference (Polo, 2018). Ultimately, active explorers believe vacations and holidays alike are about pushing boundaries by challenging themselves through physical activity as they enjoy others' company. This target market also concentrates on seeing the extreme sights of their physical setting as it is about feeling alive. 
Situational Analysis
PEST Analysis
           Concerning the marketing strategy, A PEST analysis is a procedure for appreciating the various facets that affect supply chains both locally and globally. Furthermore, these aspects are mainly focused on political, economic, social, and technological undercurrents that move the regional tourism organizations in the market. Moreover, PEST analysis's application provides a better understanding of the settings in which Fraser Coast operates and the external facets that may influence its production of services or goods. Carrying out the PEST analysis on the buyer gives the company insights into their needs and necessities (Frigo, 2014). 
           Godet (2009) believes that the political undercurrents of Fraser Coast as a Regional Tourism organization include current local and international legislations, future or planned legislation, government policies interlinked to tourism as an industry. Furthermore, regulatory agencies, political changes in the election, wars or conflicts, local and intern trading settings, and funding, grants, and other initiatives are also the political undercurrents shaking the organization under review and the tourism industry at large. The economic facets that affect Fraser Coast are outlined in the table below.
           On the contrary, consumer trends, lifestyle trends, demographics, media opinion, significant events, ethical issues, and advertising and brand imaging are the critical social undercurrents that significantly impact the way Fraser Coast does its business. Furthermore, the conduct and attitude of target markets and age, sex, gender, employment, ethnicity, and homeownership play an integral role in the company's social connotation under review. Polo (2018) claims that technology incentives, innovation, research and development, automation, digital economy, and maturity to technology are some of the Fraser Coast pest analysis's technological aspects. What’s more, telecommunications, manufacturing, degree of technological change, and entry barriers are also part of the technical factors undermining the company. More detailed in the table below.
Table1: PEST Analysis	
	Political
	Economic
	Social
	Technological

	· legislation 
· Planned or future legislation
· policies
· agencies
· Elections
· Sponsorship
· Disputes
· Trading milieus
	· Economic improvement
· inflation rates
· economic factors
· Trade cycles
· markets
· Industry trends

	· Consumer trends 
· Brand Image
· Events 
· Media opinions
· Major events
· Moral obligations
· Brand image
	· Innovation
· Research and Development
· Technology 
· Barriers to entry
· Automation
· Digital economy
· technological change
· Telecommunications
· Manufacturing


  Source: Polo (2018)
SWOT Analysis
A SWOT analysis is a simple tool very integral to work out the in-house and peripheral aspects affecting the Fraser Coast business. Furthermore, it is one of the most regular applied business assessment and policymaking tools. More to the point, the SWOT analysis is integral in building on strengths, diminishing weaknesses, seize opportunities, and counteract threats. The organization under review should carry out SWOT analysis with a particular business goal to get the most out of the assessment to decide if a company should incept a new service or product or change its procedures. Therefore, a SWOT analysis allocates a prospect to evaluate the competing operating settings or environment impartially.
Strengths
According to Lehmann (2017) a marketing strategy has various strengths of the Fraser Coast, including diversity in history, culture, and venue settings. Deep communal engagement and support for events, climate, and weather favorable to outdoor events are also strong critical points under review. Furthermore, the region's augmented profile and destination brand, well-organized and supported events culture, an array of accommodation supply and options, and natural settings and waterways are also some of the organization’s fortes. 
Weaknesses
The marketing plan indicates that lack of infrastructure, minimal cooperative marketing efforts within stakeholders, parking, and transport to hold large events are some of the company's weaknesses under view. Furthermore, constrained financial access and partnership to attract and support events and misunderstanding by a community of the social, economic, and other advantages of hosting significant occasions are voiced as feebleness eating up the organization. Lack of coordinated single portal for event calendar, insufficient marketing endeavors within tourism board and community, and short-term grants and, therefore, adequate funds to improve event sustainability are also part of the weaknesses hurting Fraser Coast (Lehmann, 2017). 
Opportunities
           Fraser Coast presents various opportunities that make a significant payment to accomplishing objectives both in the short and long term. Additionally, these prospects consider appreciation and developments of events that augment visitation outside peak seasons, partnerships with parks and recreation centers to establish appropriate infrastructure for staging events, and expand cultural and arts events to take advantage of current venues and facilities. Similarly, growing the techniques and networking ability of regional coordinators, develop and maintain rapport with shareholders, organizing sports events tourism through natural esplanade and attractions. Cooperative marketing support for the local event under one brand considering packaging prospects with local tourism product is also some of the other openings that the company can capitalize on or make the most out of the situation (Polo, 2018).
Threats
           Financial sustainability, communal anticipation of ongoing funds and in-kind support, augmenting vibrant rivalry from other regional and national destinations, as well as constrained and diminishing pool of sponsorship appropriations to accommodate new significant events and maintain current major event as some of the threats facing the company as stated by the marketing plan (Gilley & McMillan, 2009). Inadequate funding to improve current key events and secure new major event prospects and loss of a recent and prosperous major event to a rivalry destination also are integral elements of the organizational threats Fraser coast is facing. More detailed in the matrix below


Table 2: SWOT Analysis
	Strengths
	Weaknesses 
	Opportunities
	Threats

	· Culture
· Communal engagement
· Climate and Weather
· Region
· Customs
· Accommodation alternatives
· Milieu
	· Resources
· Strategy
· Cooperation
· Knowledge
· Funding/Grants

	· Collaborations
· Major Events
· Networking
· Cultural Events
· Sports based events
	· Fiscal sustainability
· Competition
· Inadequate major events
· Funding




Positioning strategy
           On the word of Lehmann (2017) the essential thing is that perceptions and understanding are critical competitive aspects. Knowledge-based tourism has become a crucial plan with the introduction of knowledge-based tourism and the tourism industry's globalization. As a result, promotion is an essential element of the Fraser Coast's marketing mix but should be driven by a focused positioning plan. Primarily, positioning was incepted to the marketing society as an advertising plan. It is a system of developing and upholding a distinguished market segment for an institution and its products and services. According to the case study, Fraser Coast positioning is undermined by three propositions namely; people live in an over-communicated community, people’s mind creates a defense mechanism against communication disorder and the manner to cut through the condition is through focused and simplified communique. Fraser Coast might come across direct competition with vibrant, stronger brands, an unwanted segment with little or no demand, and an unclear position if it does not prefer a focused and simplified position plan. 
           Fraser coast positioning plan makes the company a fundamental construct in branding in two dimensions. First and foremost, the positioning plan will make the brand identity as the market image aspired to by Fraser Coast on the supply side. In contrast, it will make the brand image as the actual perception held by target consumers. In this context, the brand position's main aim is to improve Fraser coast congruence’s through promoting or marketing interactions between the brand image and brand identity (Lehmann, 2017).
Objective and Performance Measure
           According to Appleton (2017) objective and performance measurement is a challenging experience in the tourism industry for various reasons. For example, Fraser Coast could be criticized on methodological grounds, and improving business performance has been one of the critical tenets of management as it is essential to the company's success under review. Even though companies can function only with accounting-based pointers, strict fiscal outcomes remain the dominant measures applied to assess a regional tourism organization's performance. Therefore, these particular company’s key performance indicators include finance, customer, internal business procedures, innovation, and learning, as the figure below highlights it in detail.
Table 3: Key Performance Indicators:LEARNING AND GROWTH
“To achieve our vision, how will we sustain our ability to change and improve?”
VISION AND STRATEGY
INTERNAL BUSINESS PROCESS
“To satisfy our stakeholders and customers, what business processes must we excel at?”
CUSTOMER
“To achieve our vision, how should we appear to our customers?”
FINANCIAL
“To succeed financially, how should we appear to our stakeholders?




























Source: Appleton (2017)

Marketing communication tactics
           Marketing communication tactics are relatively short terms for essential marketing functions. In this day and age, conveying and disseminating information has become progressively more critical. Whereas public relations are a type of marketing communication tactics that Fraser Coast will use, the role incorporates or involves much more, taking into account brand development, brand messaging, and product position. Therefore, the company under review will use various mechanisms to communicate efficiently; these mechanisms engage shared emails, formal meetings, informal meetings, team visits, progress charts, billboards, radio, Television, and social media as indicated below.
Table 4: Marketing communication Tactics
	Marketing communication Tactics

	· Shared emails

	· Formal meetings

	· Team Visits

	· Progress charts

	· Social media

	· Billboards

	· Television

	· Radio



Budget and action plan
Fraser Coast strives that tourism is one of the most emphatic tactical building blocks and a substantial tactical benefit for every Regional Tourism Organization of Queensland. Furthermore, this is because the region under review has the world’s most spectacular places, different cultures, landscapes, resorts, and outstanding resort. However, the company wanted to work had to ensure that it provides funding in the most effective way possible to augment its revenues and make communities across Queensland to accomplish their full tourism potential. Therefore, the budget and action plan enables the Queensland tourism sector to improve to great heights and double its revenue by using $100,000. The budget and action plan identifies four critical areas for the Fraser Coast to focus on; inspire development and investment with a constructive business climate and publicly endorse infrastructure. Furthermore, the budget and action plan will improve access and infrastructure with secure and constant transportation to the destination (Newell, 2004). 
As an outcome, this signifies hassle-free entry into the destination; adequate airlift ability and landing rights from foreign locations to the goal; and transportation that enables visitors to move around the region. The budget and action plan will also guarantee a vibrant tourism workforce. Fraser Coast will need more than 10,000 well-managed, well-equipped, well-trained, client-focused, and service-oriented workers to make the plan effective. Accessibility to workers will be a limiting aspect constraining forthcoming tourism to improve (Newell, 2004). The disbursed monies will also target marketing and promotion through extremely strategic and coordinated market efforts to guarantee competitive advantages are augmented and maintained. Therefore, the $100 000 will be equaling distinguished into four portions to carter for development and investment, Access and infrastructure development, Tourism Taskforce, and Marketing and promotion as indicated in the table below.
Table 5: Budget and Action Plan
	Department
	Amount

	Development and Investment
	$25,000

	Access and Infrastructure Development
	$25,000

	Marketing Promotion
	$25,000

	Taskforce
	$25,000


 Source: Newell (2004)
Conclusion
           In conclusion, the Fraser Coast marketing plan, in expression, the agreed direction for the company, allocates the strategic platform for fostering the useful, productive, and coordinated application of resources to improve sustainable tourism development in the region. Furthermore, the marketing plan also guides the involved shareholders' planning and activities. Therefore, the shareholders and partners working with Fraser Coast will be the key influences in championing and prioritizing initiatives and actions to accomplish the marketing plan's objective. The marketing plan will be used as a reference point for motivating emotional connections and collaborations to guarantee tourism needs are addressed in policy, procedure and infrastructure development, and statutory plans. The marketing plan will also be a referencing point for stimulating leadership to foster quality, growth, and sustainable business across the Queensland region and promoting the significance of tourism advantages to inspire communal support for maintainable tourism development.
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