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ÅBREAKING INTO NEW MARKETS

ÅCASE STUDIES:

1) United Kingdom 

Bollywood & Lake District.

2)  Malaysia

UNESCO 123 & 

Tapping the Middle East market

Å SUMMARY
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WIDE RANGING ROLE OF 
NATIONAL TOURISM 

ADMINISTRATION (NTA)
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Many roles after the crisis.

× Developing New Products

× Strengthen or Revamp Existing Production

× Improve Infrastructure, Linkages & Connectivity

× Designing and Planning for a New Campaign

× Addressing Weaknesses In Human Resource and Service Quality

× Encouraging Investments in New Areas and Launch New Events



ÅRelook at business modelsïrepositioning 

taking into account of global requirements.

ÅBe more open to collaborative opportunities

instead of direct competition.

ÅMaintain quality with competent tourist guides   

and travel operators
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× Identify and target specific customer groups as the   potential market

× Analyse need of market segment and design marketing programs for 

their needs.

× position the country's tourism products and services to meets the  
specific needs of the targeted audience.

BREAKING INTO NEW MARKETS
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a) NTAs Customise Promotions and Product Positing. 

b)   Cost Efficiency in media choices and marketing efforts

c)   Communicate Effectively with Market 

d) Maximise Market Returns

BENEFITS OF SEGMENTATION



ÅCreate uncontested market space

ÅMake the competition irrelevant

ÅFocus on non-customers

ÅCreate and capture new demand

ÅBreak the value-cost trade off

(Seek greater value to customers and  low cost

simultaneously)

ÅAlign the whole system of an organisation`s 

activities in pursuit of differentiation 

and low cost. 

BLUE OCEAN STRATEGY
Look for new and uncontested markets
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http://www.blueoceanstrategy.com/authors/ck.html
http://www.blueoceanstrategy.com/authors/rm.html


CASES ON 

BREAKING INTO NEW MARKETS
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CASE STUDY
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UNITED KINGDOM

http://rds.yahoo.com/_ylt=A0S020o3OtRKvqsAz5yJzbkF;_ylu=X3oDMTBpaWhqZmNtBHBvcwMzBHNlYwNzcgR2dGlkAw--/SIG=1f86lsij0/EXP=1255508919/**http:/images.search.yahoo.com/images/view?back=http%3A%2F%2Fimages.search.yahoo.com%2Fsearch%2Fimages%3Fp%3Duk%2Bflag%26ei%3Dutf-8%26fr%3Dsfp&w=635&h=354&imgurl=www.british-prisons.co.uk%2Fimages%2Fuk_flag.gif&rurl=http%3A%2F%2Fwww.british-prisons.co.uk%2Fimages%3FS%3DA&size=6k&name=uk+flag+gif&p=uk+flag&oid=2b4532a1eac09518&fr2=&no=3&tt=253864&sigr=11bc17fti&sigi=11cridlcv&sigb=126j6hvo4


Å Britain receives 250,000 arrivals from India 

each year

Å Indian visitors accounts for 6 million nights

Å Average length of stay is 27 nights per visit 
(3 x the average)

Å Total expenditure over £200 million per year

Å Many of  Indian descent live in the UK

Å Visit Friends & Relatives (VFR) accounts 37% 

of visits

Å Britain is Indiaôs 2nd most important export 

market.

CASE STUDY ï

United Kingdom and Bollywood
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Reasons for choosing Bollywood and the Indian market: 

a) Age Group

composed of  two main age groups. 

25-44 yrs old age group & 45-64 yrs old age group accounts for 2/3 of  Indian tourist 

expenditure.

b) Observable Trends

Correlation between the impact of films and tourism. Examples:

ÅCrocodile Dundee on Australian tourism /

Å Braveheart and Rob Roy on Scottish tourism and

Å Lord of the Rings on New Zealand tourism,

CASE STUDY ï

United Kingdom and Bollywood
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c)    Repeat Visitors

Å The Bollywood product development was seen to provide as an additional itinerary for  

repeat visitors.  

Å About 60% of Indian visitors had visited the film location of the film shot ten years ago! 

d)   A Tourism Activity Within The Average  Stay Capability

Å Provides as a convenient tour activity that is easily scheduled within 

the visitorôs average length of stay.  

e) Increase Geographic Dispersion of Tourists

ÅThe product will realise the  long-standing aims of the British Tourism Authority (BTA) / 

VisitBritain to increase geographic dispersion of tourists.

CASE STUDY ï

United Kingdom and Bollywood
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http://images.google.com.my/imgres?imgurl=http://news.beatthebrochure.com/Images/45146020704/Virgin_encourage_Americans_to_Visit_Britain_xlarge.jpg&imgrefurl=http://news.beatthebrochure.com/Virgin-encourage-Americans-to-Visit-Britain-45146020704.html&usg=__as7-XBvVOnsLm2paLEhW8AT_9FQ=&h=243&w=249&sz=16&hl=en&start=10&um=1&tbnid=OmTQVMeNw33vwM:&tbnh=108&tbnw=111&prev=/images?q=visit+britain+logo&hl=en&sa=N&um=1
http://www4.pictures.gi.zimbio.com/ICC+Champions+Trophy+India+v+England+WbHkBoK-oNzl.jpg


HOW THE PRODUCT WAS DEVELOPED: 

a) Promotional Leaflet

Å Locations  and maps of Bollywood films shot in the UK

b) Post Cards from Stars

Correlation between the impact of films and tourism. Examples:

ÅCrocodile Dundee on Australian tourism

Å Braveheart and Rob Roy on Scottish tourism and

Å Lord of the Rings on New Zealand tourism,

CASE STUDY ï

United Kingdom and Bollywood

13



QUOTE:

ñThe number of Bollywood movies shot in London has quadrupled over the

past five years, from 10 films in 2001 to 40 films last year. 

Some 23 million Indians go to see a film every day and more and more of them 

are being inspired to visit Britain. The number of Indians visiting Britain rose by

25 per cent  last year, spending 294 million pounds. And Indian tourists spent

more than tourists from Japan in London for the first time last year.

Tom Wright, the Chief Executive of VisitBritain.

CASE STUDY ï

United Kingdom and Bollywood
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http://images.google.com.my/imgres?imgurl=http://news.beatthebrochure.com/Images/45146020704/Virgin_encourage_Americans_to_Visit_Britain_xlarge.jpg&imgrefurl=http://news.beatthebrochure.com/Virgin-encourage-Americans-to-Visit-Britain-45146020704.html&usg=__as7-XBvVOnsLm2paLEhW8AT_9FQ=&h=243&w=249&sz=16&hl=en&start=10&um=1&tbnid=OmTQVMeNw33vwM:&tbnh=108&tbnw=111&prev=/images?q=visit+britain+logo&hl=en&sa=N&um=1


Åintegrating three socio-demographic 

variables namely;

ÅOccupation, Life Stage and Gender
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CASE STUDY ï
Japanese Office Ladies &  Britainôs Lake District

http://www.lakedistrictcamping.co.uk/welcome.htm
http://www.andrewjonesnet.co.uk/graphics/uk_ld_derwent_stage3_s.jpg
http://images.google.com.my/imgres?imgurl=http://www.southshields-sanddancers.co.uk/photos_posters/lake_district_calendar_photo.jpg&imgrefurl=http://www.southshields-sanddancers.co.uk/photos_posters/english_lake_district_calendars.htm&usg=__TNPupCVTnjA_Ns8P8aqeetgz4Oc=&h=367&w=367&sz=42&hl=en&start=52&um=1&tbnid=cIW6fxUXT2mRhM:&tbnh=122&tbnw=122&prev=/images?q=Lake+District,+UK&ndsp=20&hl=en&sa=N&start=40&um=1
http://images.google.com.my/imgres?imgurl=http://gtstours.co.uk/upload_files/19/Lake%20district%20scenic.jpg&imgrefurl=http://gtstours.co.uk/manchester.html&usg=__-nZzY8sKC1ZQfrNeo26erF_FCEM=&h=494&w=500&sz=40&hl=en&start=69&um=1&tbnid=nVYCUqSU-f7DbM:&tbnh=128&tbnw=130&prev=/images?q=Lake+District,+UK&ndsp=20&hl=en&sa=N&start=60&um=1
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CASE STUDY ï
Japanese Office Ladies &  Britainôs Lake District

× Betrix Potter`s house ïa famous Edwardian writer of Children`s books

and character like Peter Rabbit & Friends which were very well received

among the Japanese women folks.

× Package includes afternoon tea stops at quaint

country house hotels along the Lake District.


