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Introduction to Resorts 123:

Resorts 123 is amongst the founding companies of the time-sharing resorts industry. It has been operational for the past twenty years. The presence of Resorts 123 is not only in the domestic market but it also exists internationally in four countries. It has 16 ownership resorts available to its customers. Recognizing the growth potential in the industry after being regularized and reformed, Resorts 123 plans to launch an extensive marketing and promotional plan to attract the potential customers from domestic and foreign market. This marketing plan is outlined below. 

Marketing Plan:

The four components of marketing plan research, formulation, implementation and evaluation are discussed. All these four steps have strategic importance and are equally crucial to the success of the marketing plan. The company is aiming to grab its share in a high growth potential industry; therefore, this plan is designed with equally high caliber and aggressive strategies. 

1. Research:
Competition: The time share resorts industry in which Resorts 123 is operating has been regulated by government in past decade. Giants such as Marriot, Disney entered the market of Resorts during the late 1990’s. Recently, Four Seasons and Ritz Carlton have entered the market and are in direct competition with Resorts 123 (Razzi, 2000). 

Market Trends: The industry has been legalized and regulated during the past decade. Every year about 300,000 Americans are being added to the consumer base. US industry of time share resorts is witnessing high growth. The sales have touched levels of $3 billion, constituting of world one third supply. Not just individual families but corporations are also interested in time sharing resorts that send their employees on paid leaves as a part of extrinsic reward (Razzi, 2000).  

Views of Current Customers: Customers are appreciating the idea of time share resorts now. They like the privacy it provides as compared to a single hotel or motel room at their disposable. Also, some consumers mentioned that they do not have to maintain a ‘second home’ or be obligated to take care of an additional property (Razzi, 2000).  

Lost Customers: The industry had lost customers in past due to malpractices of certain groups due to lack of regulations. Also, to a large extent, slow adaptation of a new concept or product can be blamed. The lagers and trend followers have yet to try the product for the first time. So far, only fast movers are amongst the consumer base. 

The Company’s Current Image: Resorts 123 is an international company with 16 vacation resorts in 4 countries. The company has strong market presence with corporate headquarters, 17 on-site sales centers, 5 off-site sales centers, and a range of 20-40 independent brokers with real estate license credentials for sales.
Success of Past Campaigns: The industry has had bad experiences in the past due to mal-practices of some businesses. It also led to loss of consumer trust in the industry and its relevant products.   
2. Formulation:
Goals of Campaign: There are two main goals of this campaign. First it is to build the image in consumer’s perception and regain their trust. Second is to use increase frequency of advertising and publicity to ensure that Resorts 123 has more heart and mind share of the consumers then its competition. 

Budget: The budget will be allocated keeping in mind that frequency of message has to be high. The marketing budget includes cost of implementing the advertising and promotional plan. Also, the marketing workforce for an organization as large as Resorts 123 is large which should also be considered. The workforce includes 5 Marketing Managers, 30 telemarketers, 30 field-marketing agents, and 5 administrative support staff. 

Approaches: The marketing channels that will be used for the domestic market is magazine, television advertisement and direct marketing through field-marketing agents. On other hand, the foreign market will be tapped upon using newspaper, television advertisements and direct marketing through telemarketers. The main objective is to attract consumers from different geographical areas and for that purpose, target consumers need to be constantly stimulated through advertising. 

Action Plan: It is understood that the past experiences of consumers with the Resort industry have been negative. It makes the marketing of Resorts 123 a challenging task and the product can be grossly termed as a ‘complex product’. 

Television Channels that will be used can be those such as CNN, Oxygen, etc. because these channels are followed worldwide and will increase our Reach enabling us to deliver our message to our target consumer worldwide. 

Magazines and Newspapers that will be used to deliver the message should be family oriented magazines with consumer profiles of upper income level groups. The appropriate magazines and newspapers can be Family Circle, Newsweek and Family Fun. 
Website of Resorts 123 can be launched. This website will promote the experience that a consumer can expect through the resorts virtually. It is a relatively in-expensive marketing channel, yet, as effective as any other.  

Direct Marketing will be done through field marketers in generating local sales. These marketers will contact potential consumers who have disposable income, affordability and preferably history of such purchases. They will be contacted at their offices, homes and appointments for converting the potential client into sales will be fixed. Telemarketers will be mostly used for generating international sales. These marketers will have monthly targets to meet during prime holiday months to attain maximum productivity. 

Public Relations is planned to be done through creating alliances with a champion team of NFL Super Bowl championship. Indianapolis Colts will be used for promotional campaign this year. The team players will be invited with friends and family at the beginning of the holiday season event organized at Resorts 123. This colorful event will be exclusive to elite on its first day and open to masses on its second and third day. It will be a snapshot of what customers can expect during their holidays at Resorts 123. Association with the Indianapolis Colts will also be used when advertising in local magazines and television channels. 
3. Implementation & Control

Test marketing of the product will be done by inviting couples and families to try out the resorts. These families will inform us of areas to improve and could also act as a publicity tool by promoting Resorts 123 through positive word of mouth.  To assess effectiveness of message being delivered through television, newspaper and magazine advertising, focus groups of consisting individuals from target market will be used. 
Frequency is how often the consumer is exposed to the marketing message and Reach is that how many consumers are exposed to it (Kotler & Keller 2005). For Resorts 123 frequency of advertisement during early months is going to be high to cultivate the brand identity and create positive consumer perception. Television advertisement will run at all major television channels during prime time. Over a period of one year this frequency will be gradually reduced. In newspapers; full page teaser ads will begin the promotional campaign. Within a year it will be reduced to weekly banner advertisement in leading newspapers, magazine and websites. The initial months will also be the start of holiday and vacation season, crucial to sales in the Resort industry.  
Placement of Campaign: The campaign components; that is advertisements and direct marketing activities will be placed through mediums discussed in ‘action plans’. It is realized that placement for domestic and foreign consumers will be distinguished and critical to success of marketing efforts. 

4. Evaluation:

The advertising campaigns main goal is to get rid of any ambiguity that a consumer might have and attract them to the Resorts 123. This goal is short term and every year a new promotional campaign will be launched to attract potential customers. The marketing campaign is used to position the product with respect to target consumers. Product positioning is how a company wishes to be perceived by the consumers depending upon the product attributes (Kotler & Armstrong, 2004). For this reason Resorts 123 needs to evaluate what their competitive advantages are over the competing products. The competition is becoming fierce in the industry with arrival of companies like Marriot and Ritz Carlton but Resorts 123 can still capitalize on its extensive experience in the field. 
Over a long period of time, this campaign is serving to build a positive image in consumers mind and creating brand loyalty. The results of this aspect will be noticed over a period of time when the business will experience re-purchases by consumers. 
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