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Introduction
The brief is a starting point for your project. The briefing document is important as defines what you are setting out to achieve and why.

It is your objective to promote your product to as many members of your targeted audience as efficiently and effectively as possible. You should be able to measure the success of your plan by a marked increase in ticket sales.  

Once the project is completed the briefing document also acts as a point of reference for you to check your solution against; does your solution fulfil all of the aims and objectives of the brief?

1 Aim
To devise a Marketing Plan – that is a promotional activity or series of activities over a period of time, to promote the use of the travel ticket you have designed. The plan must specifically target the audience you identified in your ticketing brief.


2 Objective – What would you like to achieve?
To inform your target audience about the existence of your ticket.

Explain the benefits of your ticket.

How they can obtain your ticket.

Any other benefits.

And most importantly get them using public transport, traveling safely and independently.


3 Defining your audience – Who are you talking to?
When you created your ticket you will have defined a target audience, probably students and young people. A group of people with a similar set of requirements or needs. You created a travel ticket that directly benefited them.

When thinking about marketing to your group you will need to divide them further into:

· People who never use public transport – they might rely on lifts or walking

· People who sometimes use public transport but could possibly use it more often

· People who use public transport regularly, possibly to travel to school, but don’t realise they could use it a lot more.

4 Media – Where are you going to advertise and why?
Think about how and where you will communicate with your audience. There are lots of different formats and places you can use. Some are listed below:

· Indoor Posters (these can be inside schools, leisure centres, cinemas etc)
· Outdoor Posters (everything from shop windows and bus stops to big advertising hoardings                                       (48 sheet is the technical term!)
· Free postcards

· Advertisements that come through the door (direct mail)

· Stickers

· Leaflets

· Local news papers

· Email

· Text messaging

· The World Wide Web (www)

There are many more, think of the advertising you see everyday. 

From when you get out of bed in the morning and the post falls onto the mat, the journey to school, around school, out at the shops, at the football ground, on television, to the magazine you read at night before going to bed.

For your marketing plan to be successful you need to think about the advertising opportunities most likely to be seen by your target audience.

Make an extended list of the opportunities available to you. Highlight the media most appropriate and interesting to your audience. 


5 The plan
You need to promote your ticket for an entire school year. Due to budget requirements you can not advertise everywhere and anywhere for the entire time so, you need to think carefully about where and when you advertise.

Study the calendar for the academic year.

Think about when would be the best times of the year to concentrate your efforts?

From the list of media you have highlighted and your understanding of the academic year you should be able to identify the best media and times for your marketing activity. 

You will find that different times of year call for different solutions.

During term time for example it might be better to advertise in and around schools.

The very best time to get people thinking about their travel arrangements might be at the start of a new academic year when they are making plans for going back to school, how will you reach them?

Make a month-by-month spreadsheet of your proposed activities.
6 Copy – What are you going to say?

Now that you know where and how you are going to advertise you need to think about what you are going to say.

You will need a strap-line – an attention grabbing statement or headline that will interest your audience and make them want to read on and find out more.

How do you want your communication or ticket to be perceived?

Informative

Liberating

Cool

Innovative

Any other emotive reaction…


7 Look and feel
You now have the look and feel of your ticket, your strap-line, and the formats of your communications.

You now need to work out what they will look like and how they will work in more detail.

Each item you propose must have the same strap-line and a similar overall look and feel so that your target consumer begins to recognize your ‘campaign’.

8 Steps
Initial research make a list of media, study the academic calendar, define your market, look at the examples provided of previous campaigns.

Look at successful advertising, think about where and when you have seen the adverts, can you see any patterns forming? Discuss as a group.

Finalise your marketing plan.

Brainstorm strap-lines for your campaign, test them on your colleagues

Begin designing your various pieces of marketing materials (collateral). These can be simple outlines of what you intend to do known as ‘scamps’

Finalise your scamps

Check your solution against the aims of the brief. Does it answer all of the objectives? 

Present your finished marketing plan alongside your proposed advertising campaign.


9 Research Materials
These could include: magazine articles, newspaper articles, video, postcards, photos, posters.

10 Research Contacts
http://www.tfgm.com
Travel Shop

 
11 Notes
Use this space to make notes


12 Glossary 
Brainstorm

To generate creative ideas in an intensive group discussion

Brief


Description of the task

Campaign

A planned and organised series of actions intended to achieve a specific goal

Concept


Broad idea

Constructive Criticism
Explaining why you think something may not be correct

Collateral


Supporting material



Copy


The words

Feedback


An evaluated response from an audience; people tell you what they think

Headline


Title

Marketing
Presenting products or services to potential customers in a way that makes them want to buy them

Media
Various means of mass communication

Mock-up


3 dimensional representation of your concept

Mood Board

Collage of reference material 

Objective


Something worked toward or striven for; a goal

Present


Prepare your concepts and explain them to an audience

Research Materials

Reference

Scamp


A rough outline or sketch of your ideas

Solution


A design which you consider to answer the brief

Strap-line


Advertising slogan or headline

Target Audience

The people to whom you are aiming your solution

Visual


2 dimensional representation of your concept

Visualising

The process of creating a visual
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