REPUBLIC OF TURKEY, MINISTRY OF CULTURE AND TOURISM 

ARTICLES AND CONDITIONS ON 2011 ADVERTISING CAMPAIGN

COMMUNICATION/ MARKETING STRATEGIES

Campaign proposals should be in compliance with the below given principles, strategies and objectives of the Ministry:


1. OBJECTIVE

The objective of Turkey’s advertisement campaign is to improve the image of Turkey by promoting it through destination marketing approach all year round, especially when world tourism market accelerates and travel dates are set, in line with the following marketing and communications goals in our target markets.
2. MARKETING GOALS
· Expanding and increasing Turkey's market share in main and developing markets,   preserving share in the mature markets. 

· Increasing the total number of visitors by 8% and the revenue by 10% under normal circumstances.

· Increasing the percentage of the number of visitors with high income levels.

· Increasing tourists’ individual spending and the duration of stay.

· Expanding the demand for tourism to 12 months by decreasing the impact of seasonality.

· Increasing the demand for tourism varieties such as culture, golf, winter, congress, yacht, city, youth, health and eco tourism.

· Ensuring a balanced distribution of tourism to Turkey's different regions.

3. COMMUNICATION GOALS
· To position “Turkey” as a modern country with a unique cultural heritage and natural beauties which offers a wide range of tourism varieties by improving its image in world tourism market.
4. COMMUNICATION STRATEGIES AND TACTICS 
· Promotion through destination marketing approach

· Emphasizing the variety and harmony of Turkey’s touristic products by focusing on other travel motivations than sea-sun-sand

· Promoting the life style and travel experience Turkey offers with messages which appeal to the senses

· Positioning Turkey’s destinations such as Istanbul, Antalya, Mugla, Cappadocia and Mt. Nemrut as important alternatives for short breaks 

· Promoting the international sports activities, cultural and artistic events taking place in Turkey

· Giving place to friendly and welcoming human factor together with slices of life in the campaign visuals. 
· Focusing more on digital campaigns

5. TOURISTIC PRODUCTS
Turkey's tourism product is composed of harmonious, compatible components which stimulate different types of people. 
· Sea-Sun-sand Tourism: Favorable climate conditions, natural beauties, beaches with blue flags and marinas, new and modern accommodation, high quality service

Destinations: Alanya, Antalya, Bodrum, Fethiye, Izmir, Kusadasi, Marmaris etc.
· Culture Tourism: Historical and cultural richness (various historical and cultural values pertaining to 13 great civilizations and 3 monotheistic religions)
9 properties inscribed in the UNESCO World Heritage List: Historical sites of Istanbul, Goreme National Park and the rock sites of Cappadocia, Great Mosque and Hospital of Divrigi, Hattusa: the Hittite Capital, Mount Nemrut, Hieropolis-Pamukkale, Xanthos-Letoon, City of Safranbolu, Archeological Site of Troy.

Ancient Cities: Ephesus(Izmir), Pergessus(Antalya), Myra(Antalya), Sagalassos(Burdur), Bogazkale/Hattusas(Corum), Bergamon(Izmir),  Hieropolis(Pamukkale) etc.
Modern Cultural Elements: Exhibitions, Biennials, Festivals, Concerts, Activities etc.

Faith Tourism:  Works pertaining to three monotheistic religions (Judaism, Christianity and Islam) 
Hagia Sophia (Istanbul), Sultanahmet Mosque (Istanbul), Suleymaniye Mosque (Istanbul), St Nicholas Church (Demre/Antalya), Cappadocia, Ephesus (Izmir), St Pierre Church (Antakya), St Irina Church (Istanbul), Selimiye Mosque (Istanbul), House of Virgin Mary (Izmir), Mevlevi Convent (Konya), Deyrulzafaran Monastery (Mardin), Sumela Monastery (Trabzon), Harran (Sanliurfa), Great Mosque and Hospital of Divrigi (Sivas)
· Health and Thermal Tourism: 4 thermal tourism regions (Southern Marmara, Phrygia, Southern Aegean and Central Anatolia), SPA and wellness, Turkish Baths (Hamams)
· Golf Tourism: 21 golf facilities (16 in Belek, 4 in Istanbul and 1 in Bodrum)
· Congress Tourism: Modern congress centers in Istanbul, Antalya, Izmir and Ankara
· Winter Tourism: Palandoken, Uludag, Kartalkaya, Erciyes, Sarikamis, Davras etc. winter tourism centers and winter sports organizations (2011 Winter Universiade/ Erzurum)
· Alternative Tourism Opportunities: Surf/Sailing, yachting, water sports, diving, plateau/highland tours, rafting, trekking, cave tours/ spelunking, bird watching  etc.
· Supportive elements
· Turkish cuisine 

· Turkish hospitality

· Shopping opportunities,

· Entertainment
6. TARGET CONSUMER PROFILE
· Middle and high education and income levels

· Sensitive about the environment
· Having high brand awareness

· Inclined to tourism varieties of special interest to them rather than package tours
· Interested in activities and different cultures 
· Frequent travelers 

The groups having abovementioned characteristics should be targeted.


7. NOTEWORTHY ISSUES IN ADVERTISEMENTS

· The current country logo will be used during the new tender process as well
· A globally valid slogan is needed that would not lose its meaning when translated into different languages and that can be used through all disciplines. The need is not limited to a mere slogan; it should be perceived as a search for an integral idea that can be used in multi-disciplined manner.
· Advertisements should be in line with target markets and their budgets listed in Enclosure 1, market reports and tourism varieties (sea-sun-sand, culture, golf, yachting, youth, health, congress, shopping etc.) shown in Enclosure 2 and the perception of Turkey shown in Enclosure 3.
· Alongside with a comprehensive Turkey TV commercial and Istanbul TV commercials, the Ministry has already five different destination films (Eastern and Southeastern Anatolia, Cappadocia, Turquoise Coast "Bodrum, Marmaris, Fethiye", Antalya, Thermal-Health) The afore mentioned TV Commercials can be viewed at www.kulturturizm.gov.tr . 
· Internet is becoming a determining factor for decision making process. Proposals for the 2011 tender should include digital and mobile communication.
· Special advertisement campaigns for the important international, sports, arts and cultural events and fairs should be prepared beforehand and they should be enlisted in the media plans.
· Diversity and new approaches should be reflected in outdoor  campaigns (for ex. ambient) 
· Agencies which have been selected as the official agencies of the Ministry, will be able to use dia archives of the Ministry. 
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