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Foreword
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Furthermore, I would like to express my gratitude towards my university supervisor- Marja Exalto-Sijbrands. She has helped me in numerous occasions. As well coached me on how to be persistent and make the best choices regarding my work. Her support has been vital in many occasions of the long and sometimes difficult process of writing a graduation assignment.

Last, but not least I would like to express my gratitude towards my parents. They have been the most supporting, caring and amazing people in my life. Without their wise advices and help I would not keep my balance throughout this period of working and writing my graduation assignment. Moreover, they have always had true faith in me and helped me to stay positive in this challenge.

Lora Tsankova
Executive Summary
Nowadays travelling and exploring new destinations has become vital part of the study abroad experience for many students. There are plenty of choices from different travel companies offering trips and events in preferred destinations for study abroad such as Spain. Consequently, the manner in which each travel company is positioned in consumers’ minds plays key significance in the choices they make.

We Love Spain is a travel and events company based in Seville. The company has significant interest in expanding to the city of Granada due to the huge amount of international students there. Moreover, We Love Spain is interested in the best positioning tools, strategies and possibilities for the company to enter Granada. The results from this study provide various strategies for We Love Spain. As a physical expansion it is possible to open an office in the city of Granada. In terms of diversification it is possible to add new trips such as Barcelona, IBIZA, various experiences such as ‘La Feria’ and the Tomato Festival. This can be accomplished via possible partnership with a company closer to the destinations mentioned above such as HAPPY ERASMUS. Moreover, virtual expansion is a very modern tool to create a name for We Love Spain in Granada. There is a possibility to create You Tube Video that embraces the difference in the origin of the students. Another very useful recommendation is to create a smart phone application which advertises the services of We Love Spain and its competitors too. Furthermore it provides information about all the important events and places in town. Finally, there is a proposal for new type of events to be offered to the students from Granada. For example, exciting sport experiences and visit of the close natural wonders such as the Lake Negratin and the Mount Jabalcon. All the recommendations described above have their advantages and disadvantages. Therefore analysis regarding their effect on We Love Spain by the managers will determine the choice of the best strategies and alternatives.

The goal of the positioning as very important marketing tool is to increase market share, profitability and enhance company’s image. Furthermore, We Love Spain is looking at the market share as a key indicator of the success regarding its future positioning strategy in Granada. The higher market share contributes to higher level of profitability, better advertisement campaigns and improved image of the company. To conclude due to the managers’ evaluation a choice about the best alternatives is made. The two most beneficial recommendations in terms of investment, change in organizational structure and effect on consumers’ are:

              1) Creation of You Tube Video embracing the different origin of the consumers.

              2) Creation of offers towards new destinations such as IBIZA, Barcelona and small towns with distinctive atmosphere such as Ronda.
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1. Introduction to the research 
These days the term ‘positioning’ is used so often that it’s meaning is blurry and confusing. In the modern world the market is oversupplied with too many products and services. This makes it very hard for a product to be memorable, extraordinary and successful in the long run (Christensen, 2000). Tourism and leisure industries are one of the most challenging, vibrant and profitable ones. In order to compete effectively and efficiently in these industries a strong positioning strategy is required (Lewis & Bibo, 2010). Even the best products and services fail due to lack of successful positioning in consumers’ minds (Kapferer & Bastien, 2012). Moreover, positioning is an ongoing process that captures various consumers’ perceptions and the changes occurring in them (Baert, 2012). The power of using the best tools to position We Love Spain in Granada can unlock many opportunities for the company. This study is devoted to analyzing the current position of We Love Spain in the market of Granada and finding the best tools to enhance it. Furthermore, it combines the findings in the theory and the results from the research in the field. The goal for We Love Spain is to receive the best positioning solutions to enter the market in Granada.

1.1. Research Problem
Nowadays there is a very strong rivalry in the tourism industry. For instance organizing short trips for students that are a combination of fun and interesting cultural visits are provided by many companies. It becomes more difficult to be unique and successful in this area. Tourism is part of a very dynamic industry and the consumers change constantly in the industry in which We Love Spain competes. A person is only a limited time in her, his life being a student. This target group of short term available students causes problems when positioning a traveling company in a new market. In order to gain competitive advantage in this volatile market a research on positioning is conducted. The results of this study are applicable only for We Love Spain’s positioning in Granada.
1.2 Research Goals
This study is focused on the following key issues:

1) understanding the leisure needs and desires of the international students in Granada;

2) based on the above finding various positioning tools for We Love Spain;
3) Advising We Love Spain how to deploy these tools in the best possible manner for We Love Spain’s positioning in Granada.                                                                                                                             The analysis of the current market position of the company and how to reach the desired 30% increase in market share is conducted with the aid of business and financial models. 

1.3 Outline of this study
This study begins its first chapter with Introduction to the nature and area of its content. Then is presented chapter 2 Theoretical Framework consisting of extensive literature review regarding positioning, the tools associated with it, how to measure it and previous cases of positioning in tourism destinations. Afterwards, chapter 3 Methodology explains the main research question with the associated sub-questions. They are presented as tools that aid finding the best solution of the main problem. The empirical data is provided in chapter 4 Empirical Findings. Afterwards the data from chapter 4 Empirical Findings is analyzed in chapter 5 Data analysis. In the last chapter the recommendations for We Love Spain are provided based on the findings acquired in this study. There is a reflection on the recommendations and their effects on We Love Spain due to the possible implementation of the advised solutions. This study consists of six chapters.
2 Theoretical Framework
These days there are so many products being offered in the market that it becomes more difficult to stand out and be extra ordinary. Marketing is a tool that strengthens the communication with consumers (Edwards & Day, 2005). Within marketing ‘positioning’ is a very significant tool used to change the way products are communicated.  According to Baert positioning focuses on the survival and success of products and services, the positioning of a company itself in the consumer's mind and effective consumer targeting tools such as dramaturgy, cultural awareness and performance. According to this theory a product itself does not have vital significance but it receives its meaning by its status, competitors and the position of the owners of the product. If this positioning theory is applied it can overcome the pitfalls of both philosophy and problems with the sociological views of positioning (Baert, 2012). The old-style sociological views of positioning describe the intellectual products in terms of social class and generation only (Baert, 2012).
According to Baert the basis of the positioning theory lies in the possibility to take hold of the perception of the individual customer. The positioning theory can also be seen as an ongoing process that captures the changes in perceptions. In this sense the process involves the person performing the positioning and the target group that is showed certain feature, characteristics, products and ideas. Significant factors that are of influence at a positioning intervention are:
1. The capabilities of agent who performs the positioning;
2. The nature, past experience and status of this agent;
3. The shifts in the positioning of competitors;
4. The significance of context and time;
5. Other factors out of the control of the agents performing the positioning. 

Furthermore, positioning itself depends on the agents Intellectual networks; the Team effort       effecting in higher profits and positive image accomplished. After positioning the evaluation of positioning is equally important (Baert, 2012).
2.1 Positioning theory
The purpose in marketing is to capture new unconquered niches with the right brand positioned in the best possible manner. The basis of the positioning theory lies in the potential advantages and disadvantages for certain products and services based on the political or cultural setting in which they are positioned (Baert, 2012).  Freestone & McGoldrick support this viewpoint and mention that being socially responsible and ethical the positioning itself should focus on these cultural business values instead of only on the strategy associated with attracting more consumers. An important reason for this lies in the effect of social media. This in its turn has become a successful and modern tool on how to communicate with consumers. Branding via the usage of social marketing is a very significant concept that could be used for influencing behavioral change, audience focus, segmentation and marketing mix. Via the usage of different social platforms such as Face book, Twitter or blogs a huge amount of consumers can be reached with ease in a very short time frame. In combination with traditional marketing, social marketing through social media adds value and advantage to the image of a company (Newton-Ward & Andreasen, 2004). 

A second traditional approach in a new form is positioning via word-of-mouth marketing. The importance and popularity of word-of-mouth is a very well-established marketing tool. With the internet opportunity the concept of viral-marketing is introduced. In this type of marketing the message is distributed online between the peers. The message spreads like a virus without the actual involvement of the source (Woerndl, 2008). This way viral marketing as informal marketing tool has become the new type of word-of-mouth marketing distributing text, images, videos and power points. The effect can be measured immediately by the internet statistics such as the number of videos watched on You Tube, followers in twitter, or the number friends and groups in FB. Besides these quantitative numbers qualitative information such as the given comments expressing their opinions are also available (Woerndl, 2008). The campaign itself as well as the manner in which the message is structured and formulated in viral marketing plays a key important role. This needs to be studied before the tool is applied.

Positioning is done with the aim to achieve certain financial and non-financial results such as: higher market share, more profits and increased positive brand image. Market share is used as an indicator measuring the profitability of a business. Another tool used for this purpose is the ROI (Return on Investment). The ROI is also used for organizational development, leadership, total quality management and effectiveness of investment. This means that the ROI can also be a measurement between desired and accomplished results (Phillips, 2003). Cooper and Nakanishi look at how to determine market share using models. They express that the choice of a particular model is determined by the nature and industry of the business (Cooper & Nakanishi, 1996). According them the model used to analyze market share depends on its goal, such as: the required increase of the market share, or of leadership in particular region or country, or of the future possible customers. 

Looking at non-financial measures Mohamad and Ali suggest a careful analysis of the relationship between destination image and loyalty in order to gain insight on the competitive advantage. Destination image and loyalty are key factors that determine the success in tourism industry. They are direct representation of the opinion and attitude of consumers towards specific destination. As tourism is one of the most vibrant economic generators in many countries it is important to understand the key factors that attract tourists. Tourism aids the national economy via increasing the country’s Gross Domestic Product. Destination loyalty is very significant factor for assessing tourism. Destinations loyalty is measured by: 1) Repurchase intention or loyalty, and 2) Word-of-mouth marketing. Once destination’s loyalty is accomplished consumers retention raises as well. Destinations loyalty could be used to identify specific positioning strategy that meets a particular market niche (Mohamad & Ali, 2012).

It is very significant for the destinations to position themselves very carefully in order to present the correct image and to specify exactly the type of tourism they provide to the potential target. The first step towards successful destination positioning comes from the destination management who presents attractive attributes that pull tourists. The second step is to identify the different needs and desires of the various target groups. Choosing the right market and offering the most suitable set of local products and services are key issues according to Mohamad and Ali. The tourists’ positive experiences will result in revisit intentions and or recommendation to friends and family for a specific destination. However negative experiences will lead to negative word-of-mouth marketing and no revisit intention. The successful positioning strategy is based on understanding all of the important attributes that attract and retain tourists (Mohamad & Ali, 2012). 

The market share and the ROI can be used for benchmarking between companies operating in the same industry. The higher the market share, the more consumers the company has in comparison with its competitors. This results in market leadership and increased profitability. The ROI in this use represents the efficiency of the investments made.

2.2 The process of positioning
According Gensch and Javalgi the attitude of the consumers results in a ideal point for positioning of particular product or service (Gensch & Javalgi,1988). To be able to find the gap's in the consumers’ minds, perceptual maps are used. This requires special techniques such as the principal component analysis, factor analysis, mapping techniques with multidimensional scales, clustering methods and or regression analysis. Gensch and Javalgi mention that outcomes are underlying attributes, the ideal point of positioning, and the distance between different brands. They emphasize that prior knowledge on: 1) problem area, 2) data available, 3) purpose of the study aid significantly on the model choice and type of positioning for the particular case. Due to the very strong rivalry and diversity of products the map models are more practical for today’s marketplace. The input received from the consumers via surveys and interviews represent very significant and determining part regarding the model of positioning to be used. Understanding and analyzing carefully how and what the consumer wants and in which manner they prefer to be communicated with is of huge importance (Gensch & Javalgi,1988).  
To understand what 'successful destination image positioning is' three case studies are applied:

Cape Town

The first case studied is that of Cape Town presenting insight into destination imaging and how to position a particular destination. This study shows the positive effects and relationships between:  the favorable perception of the destination with its positive influence on tourist satisfaction. This resulted in positive consumer’s behavior associated with higher sales. Other factors such as consumer’s loyalty and retention have direct effects on company’s profitability. Loyalty was measured via word-of-mouth and the willingness to return. According to Prayag visitor’s loyalty is characterized by: 1) Durable emotional relationship, 2) Attitude and behavior. 

The effect of cognitive and affective images on future behavioral intentions of the consumers, which are linked to the retention factor in tourism are: 
1) A better feedback from consumers that reveals new advantages and disadvantages for the particular destination; 
2) Maximized limited marketing resources; 
3) Attributes that affect consumers retention or brands switching;
4) Valuable input for advertising and promotion campaigns;
5) The beneficial effects on destination image and positioning. 

The factors that play a crucial role in visitor’s loyalty are characterized as: 1) Durable emotional relationship, 2) Attitude and behavior (Prayag, 2008). Whilst the destination image influences both pre visit decisions and after visit ones. The loyalty of the visitors depends on the performance of multiple attributes and the satisfaction levels. Other significant factors that lead to positive destination image according to Prayag are: advertising, promoting, safety issues and infrastructure too. 
Malaysia

The second case is the case of Malaysia which confirms the positive effect of destination loyalty on tourism. This study on the post behavioral intentions of tourists shows many factors related to consumers loyalty and retention. In this case destinations loyalty is measured by repurchase intention and word-of-mouth marketing too. One of the conclusions on destination marketing is that to provide the best possible results a set of local products and services has to be presented in the most appealing manner to the consumers (Mohamad & Ali, 2012). In the case of Cape Town the main topic is about destination image, factors that affect it positively and lead to destination loyalty. In contrast the case of Malaysia focuses on the destination loyalty and its measurement.
Malta

The third case is about Malta and the significance of place marketing due to the competitive advantages it brings for a particular destination. This concept requires combining the economic, social trends with the various interests of the parties involved. Effectively targeting the consumers is due to the following set of steps: 
1) Market analysis
2) Segmentation
3) Targeting 
4) Branding

Place marketing requires insight in the destinations citizens live in to understand its importance and distinctiveness. This increases the competitiveness of a particular destination once used in the strategic planning process to formulate a step by step place positioning marketing plan. This delivers significant positive results (Metaxas, 2009).

 This can also be determined at country level where a country is assessed by the scale it scores on various human traits (d’ Astous & Boujbel, 2007). The set of adjectives that normally is related to humans is applied to countries using the following dimensions:  1) agreeableness, 2) wickedness, 3) snobbism, 4) assiduousness, 5) conformity, 6) unobtrusiveness. This model of country positions could be used for assessment of the consumers’ attitudes towards the products from this country. This now can be assessed as the attitude of the tourists towards travelling to this country resulting in the image of a particular destination and a very significant issue in tourism industry (d’ Astous & Boujbel, 2007). The use of 'sensory marketing' can provide the fullest benefits and experience to the consumers associated with a particular destination. Ditoiu and Caruntu have determined the 5 dimensions of this specific destination branding model being 1) Visual, 2) Auditory, 3) Olfactory, 4) Gustatory and 5) Tactile (Ditoiu & Caruntu, 2014). The Netherlands is a great example of a destination positioned with these five dimensions in the soul and mind of the consumer as ‘The Land of Tulips’. The difference between the projected destination profile and the perception by the consumers is open to corrective actions if needed.

3.  Research Methodology
        3.1 The aim of this research is:

1) The Positioning in Granada of We Love Spain that results in a market leadership in the Andalusian region.

2) Methods and tools to achieve the final goal- market leadership of We Love Spain in the Andalusian region.
The proposed research question for further analysis is ‘How should We Love Spain position itself in Granada in order to become the market share leader in the Andalusian region of Spain by the end of 2014?’ 
Sub questions:
· What does positioning of a company in the tourism branch mean?
· What market share (in percentage) does We Love Spain currently have in the Andalusian region?

· What are the current needs and desires of the international students in Granada?

· What are the future needs and desires of the international students in Granada?

· Are there variable preferences in the tastes of the international students in Granada based on the differences in age, gender, nationality and background?

· Is the investment in Granada worthwhile for We Love Spain?
3.2 Research Design:

The total research design consists of five stages:


It is very important that the main research methods applied in this research have the goal to provide reliable and valid data for further analysis. Moreover, a combination of qualitative and quantitative research methods (triangulation) is used, because it improves significantly the quality of the research. The benefit of this approach lies in the fact that We Love Spain never before had the data gathered from international students confronted with the available company information and the best cases in the industry. In addition, it is very important to note that ethical approach is used towards both the agents and the data that are part of the research. Another significant tool in this research is validity which checks the number of the systematic errors also called ‘biases’. Reliability is the component in the research that looks for random errors and for certain proof that the results are not coincidence. The reliability of the research is increased via the use of:

· Triangulation

· Inter subjectivity

· Test interviews 

3.3 Sampling:

In order to collect data for further analysis, a sample from the population needs to be studied with the aid of one of the most often used data collection methods:

1) Surveys which are quantitative type of data collection method

2) Open interviews which are qualitative type of data collection method (Verhoeven, 2012).
Moreover, ‘population’ refers to the total number of cases included in the research (Verhoeven, 2012). In this research there is a different type of population in stage 1 and 2. The reason for using the two stages sampling is because this way understanding of the gap between the actions of the company and the preferences of the consumers is achieved.
Find below table that show different types of population and samples included in this research.
Table (3.3.1) Stages of Research and Population
	Stages of the research
	Total Population
	Sample of the population to be studied
	Type of sample

	Stage 1
	Three employees of We Love Spain that are in charge of Granada
	The whole population can be researched at this stage.
	Representative sample, because it equals the population.

	Stage 2
	All the international students in Granada
	United part of the population that can be reached and analyzed due to the large population size.
	Indicative sample


In the first stage of the research the sample is representative, because it includes all the three employees that equal the population for this stage. They are all chosen to be part of the ‘purposive sample’ due to the fact that they provide the information that needs to be found. Moreover, the participants are experts in their area of knowledge about the problem and can provide new valuable insights. However, in the second stage of the research all the international students in the city of Granada represent the population in this research.  The sample to be taken from this population is the united part of the population that can be reached and analyzed due to the large population size. Moreover, the main goal of the research is to choose a random sample that forms an indication of the population. The usage of this random sample increases the quality of the research. As well, the survey research is characterized by the use of the random sample, because it provides the answers needed for a particular company and problem that cannot be generalized. Via the combination of the methods and tools proposed above the most useful and significant information is received in order to propose a final recommendation for the resolution of the research problem.
 3.4 Data Collection & Analysis:

The data is to be collected in two stages- the first via the interviews with the three employees within We Love Spain that are responsible for the positioning. The interviews increase the reliability of the quality of the research. In-depth interviews provide better insight into the central research question and gives new directions or possibilities for the research. The second data collection method that is used is the surveys which are distributed to the international students in the city of Granada. The surveys are representing the quantitative part of the research, because they answer the questions about behavior, intentions, attitudes in the type how many and how often. Due to its usefulness and help in the processing of the data the software of ‘Beta Socrative’ will be used. The next stage interviews with a small, but representative part of the random sample of students is held in order to gain better inside into how consumers would like to be targeted and communicated with.
Finally, an ethical approach is used in both the interviews and the surveys with respect to the participants. By ethical approach is referred to:

1) Equal and respectful treatment of all the agents involved in this research.

2) The data in the research is used only for the purpose of the research- positioning of We Love Spain in Granada.

3) The data in this research is not to be distributed to third parties except to the Utrecht University of Applied Sciences and We Love Spain.
4) Surveys are distributed via the use of Beta Socrative software in order to show that being green and the protection of the environment are significant issues for the researcher.
3.5 Limitations:

Due to the fact that the positioning in the city of Granada is based on the formulation of the research question to make We Love Spain market share leader in Andalusian region, some risks and problems are considered. For example, the idea that this positioning if accomplished successfully can lead to market leadership makes the company less aware of the possible lack of consumers or market niche in Granada. However, there is no assurance that another company will not enter Granada before We Love Spain. It is also possible that the company is not aware of potential competition trying to establish a name and reputation for itself in Granada such as: ESN Granada, Granada Erasmus, Erasmus Granada and Discover Excursions. Other type of limitations can significantly have negative influence on the research process such as: The best industry cases and business models used are not in aid of this particular research for the positioning of We Love Spain in Granada. The researcher cannot be held responsible in case of any unforeseen limitation that affects the result of the researcher’s work.

4. Empirical Findings
4.1 In the first stage data is collected and provided for further analysis from the three interviews with the key employees within We Love Spain who are responsible for Granada. The interviews are recorded and below a summary in a transcript form of the key findings is presented.
Interviewees:
1) David Reina- general manager and owner of We Love Spain
2) Elizabeth Kinnon- general manager and owner of We Love Spain
3) Amanda Martin- marketing manager within We Love Spain
4.1.2 Overview of the results from the interviews with We Love Spain’s key employees:
1. The market in Granada and the closest competitors:

Granada owns the number one place in Spain in terms of international students coming on exchange programs. The closest competitors in Granada are Discover Excursions, Erasmus Granada and ESN. Setting up meetings with all the 'study abroad programs' and organizers of events for international students in Granada is perceived as the first step before establishment of an office.

 2. Future opportunities for We Love Spain in Granada:
 The possible reasonable investment in Granada for establishment of an office and hiring new personnel is in the amounts between 10 000 and 15 000 euro. In the future We Love Spain has to overcome the obstacles associated with adding new trip destinations to its portfolio such as Ibiza and Barcelona. The future possible expansion in Granada must supply additional clients for the currently successful services- trips to Morocco, Sahara and Portugal instead of swapping clients. Organizing events such as beach BBQ and days at the beach are great ways to improve the image of the company while providing the chance for students to get acquainted.
3. The consumers in Granada:

Consumers change every 3 months. A new approach that minimizes the effort to reach the 'new comers' is required. No difference between the consumers in Seville and Granada. Students are interested in cheap trips with other students in order to spend time with people of the same age. There is a tendency in terms of the nationality of the students who are booking trips. For instance, Americans tend to purchase more trips than students from Europe, because it’s their first and maybe only possibility to travel in Europe. Also of importance to understand is that European students see the trips in Morocco as a now or never chance. The contact moments with the international students should increase in number in order to communicate with them more effectively.
4. The image of We Love Spain in Granada:

The image of We Love Spain is and has to remain international. The image of We Love Spain should continue to be of a very well - organized and professional company. We Love Spain in Granada is sometimes confused with Granada Erasmus. 
An establishment of clear and distinctive image of We Love Spain in Granada will bring many benefits. The same image that the company has in Seville is the goal for Granada.
5. Competitive advantages of We Love Spain and key services:
The two most profitable services for the company are: the trip in Morocco (called ‘Fantasy Weekend’) with included visit of Gibraltar; and Portugal beach weekend (seasonal trip available only in April, May and June). The pool party is another very significant event in order to get familiar with the target group of the company. It improves the company’s image and creates a buzz. Face book is currently very useful tool for promotion and building networks with the students.
   The interviews with the key employees in We Love Spain were guided in the direction that is providing answers the sub-research questions. Please find below the sub-questions and the information gathered in accordance with them:

·  What market share (in percentage) does We Love Spain currently have in the Andalusian region?
Exact answer in terms of percentages was not provided to this question. However, the position occupied by We Love Spain in the last two years has been in the first and second places within its industry. It is very hard to assess the market share (in percentages), because the consumers change every five months to a whole study abroad year. Moreover, not all the services provided by the companies in the tourism industry are the same. Therefore the leadership in terms of market share varies in the different periods of the year and for the different services offered. Consumers’ preferences for cheap offers or diversified offers define the market leadership in this industry due to the findings presented further in this paper. This question was not answered by the data gathered in the expected manner (percentage value).
· What are the current needs and desires of the international students in Granada?
This question was answered in detail by the employees of We Love Spain. Moreover, further in this chapter data from the international students with their needs and desires is provided as well. The data gathered matches the researcher’s expectations completely.

· What are the future needs and desires of the international students in Granada?
This question was answered both by the employees in We Love Spain and the international students. It is very interesting to match the two types of data and discuss the similarities combined with the differences. This question has matched partly the expectations I had as a researcher. The findings from this question are very valuable and directly reflected in chapter 6 Recommendations for We Love Spain too.
· Are there variable preferences in the tastes of the international students in Granada based on the differences in age, gender, nationality and background?
This question was answered by both the company employees and the international students. The data gathered from both samples is confirming the same result. The only difference is in terms of nationality and it is explained in chapter 5 Data Analysis. 

· Is the investment in Granada worthwhile for We Love Spain?
There is emerging market and many consumers in Granada. Moreover, the consumers are ready to travel and spend money if they consider the offers valuable and interesting. The investment is future opportunity for We Love Spain. However careful analysis is required for the mode of expansion virtual due to the emergence of technology or physical.
Conclusion: The sub-questions have been valuable tool that guides the research and increases its reliability. They have raised more questions for further research. The answers are searched in the theory presented in chapter 2 Theoretical Framework and the Business models in chapter 4 Empirical Findings. Overall, most of the research questions have met the researcher’s expectations about the results except the first one about the market share value in percentages. The question regarding the importance of the positioning in tourism industry was answered by the theory presented in chapter 2 Theoretical Framework. Moreover, the research questions are formulated in a manner that contributes to the validity, reliability and lack of generalizations of the acquired results. The results from this study are applicable only for We Love Spain and the market in Granada particularly.
4.2 In the second stage of the research Business and Financial Models are applied for We Love Spain: 
Different business models were assessed before the final choice was made. For example, the Business Model Canvas is widely used, because it can assess the current business models within the organization and implement changes if necessary (Stuckenberg & Fielt, 2011). However, the goal of We Love Spain is to find new strategies and innovative tools to position itself in Granada. This makes the usage of the Business Model Canvas not the most suitable choice for this study. Moreover, Treacy and Wiersema’s Value Disciplines Model was considered, too. The model classifies the products via creating different value propositions for the different target groups. However, businesses can miss very significant characteristics, because this model lacks flexibility (Martinez & Bititci, 2001). The models described below are chosen for this study due to their usefulness and significance in analyzing the current situation of We Love Spain.
The first model to be used is the Strengths, Weaknesses, Opportunities, Threads analysis due to its importance in assessing the critical factors that affect tourism management and performance (Zhang, 2012). Please find below the most significant results of this model. 
	Opportunity
	Strengths that are contributing to the opportunity 

	Establish physical presence in Granada via having an office there or a virtual one. Furthermore due to the preferences of the consumers expressed further in this chapter virtual presence is a very beneficial possibility. The target group is using its mobile phones very often and they play key role in their search for travel agencies.
	Efficient use of the existing resources 
- very successful management team


- financial health 
- The amount of working hours and the amount of employees focusing on the promotion and the consumers in Granada can be increased.


	Create a new offer for an interesting event or combination of destinations that has never been sold before in the market. This can be as well an offer for existing destination with completely new vision and offers for visitors (Morgan & Pritchard, 2004).
	Wide service range, services with competitive advantage, innovation and R& D. This was proved by the results in Porter’s Generic Strategies and Porter’s Competitive Five Forces. However, there are a lot of possibilities regarding the service range that can be implemented as improvements in the future.

	Create an application for smart phones such as new things to do in town (Chen & Huang, 2013).
	Very high service level, services with competitive advantage, innovation, R& D


Find below a combination of the points of improvement within the company and the threats in the market. These are red flags that require a lot of attention in order to prevent any future problems.
	Weaknesses
	Threats

	Lost sales in Granada due to the lack of office and increased personalized contact with consumers. The communication with the consumers in Granada now is online via email or face book. This is not enough and the amount of employees spreading the word for Granada has to be increased.
	Intense rivalry in the industry and the ability of consumers to switch to another company without additional costs.

	Training is required for every new employee and there is employee turnover, e.g. every 3 or 5 months. The reason for this is the fact that there are many interns who are still students.
	Change of personnel and consumers every 3 months is preventing the creation of long-term relationships with the employees and their ability to grow within the company. 

	There is no unique trip offered by We Love Spain. 
	The competitors can create a new offer towards a unique destination.


The second model used is Porter’s Diamond due to its significance in analysing what creates a successful, healthy business environment in specific country or region. The way micro and macro factors interact with each other results in either competitive advantage or disadvantage for a specific country or region (Herciu, 2013). Please find below the key results from Porter’s Diamond Model, which are:
Micro factors: 
1) Limited demand combined with intense competition in the industry; cultural awareness is required due to the various nationalities of the consumers.
2)  The ‘factor conditions’ being: well-developed infrastructure, natural resources, openness of the Spanish culture towards tourists and the state support for tourism industry all contribute positively. 

        3) The intense rivalry in the industry results in continuous innovation and price reductions for tourists in Spain. 
Macro factors: 
1) The government supports the growth of tourism industry with its infrastructural and super structural investments at a national level. Moreover, Andalusia is reported to be the poorest region in Spain. More than 40% of the population in this region is unemployed (The Guardian, 2014). Therefore government supports and stimulates as much as possible tourism. This is one of the few profitable business segments these days in Spain.
2) Economic crisis affects negatively the government’s ability to support the tourism industry due to the lower budgets. Moreover, the financial crisis affects the ability of tourists to spend money for travelling.
Conclusion Porter’s Diamond Model: 
Overall, Spain is a country which represents great destination for tourism due to its natural resources and well-developed tourism industry. However, careful attention needs to be paid to the economic crisis in Spain and Europe due the limited demand resulting from the lower income of the international students being the consumers. This should lead to new initiatives and creativeness to offer fun attractions for little and to develop new business models. 

The next model to be used is the Porter’s Five Competitive Forces due to its ability to analyse the global changes in the industry. As change is the base of strategy it is very significant to use this framework with all the advantages it provides (Wu & Tseng, 2012). The key results of Porter’s Five Competitive forces are:








Conclusion regarding the analysis of Porter’s Five Competitive forces: The partnerships established by We Love Spain combined with continuous innovation and improvement can benefit the position of the company within the industry. New tools and techniques to connect with consumers on various levels have to be established.

After conducting a careful analysis of the micro and macro environments and the way they affect We Love Spain a specific strategy for the company needs to be chosen. The performance of Apple shows that Porter’s Generic Strategies are not only useful, but very beneficial if studied carefully enough for the specific company and industry (Heracleous, 2013).  
The results from the model are provided below: We Love Spain has chosen the cost leadership strategy via cutting costs continuously. The lowest possible price offered to consumers is provided while still making a reasonable profit. The choice of We Love Spain’s strategy results in increased market share for the company. The targeted consumer group is price sensitive due to the fact that they are students seeking for the cheapest offer. In order for this strategy to be beneficial in the long-run, there is a need for continuous improvement. Finding new ways to cut costs is very significant for this purpose. For instance the use of interns who do not receive salaries is a successful representation of this strategy.
After analyzing the position of We Love Spain in Granada in comparison with its competitors, a competitive matrix is created.The matrix below presents the competitive advantages of We Love Spain in terms of its offers and the benefits associated with them against the other companies in the region of Granada. 
Competitive Matrix:

	Features and Benefits
	We Love Spain
	Discover Excursions
	Erasmus Granada
	Granada Erasmus
	ESN Granada

	Very high service level
	+
	+
	+
	+
	+

	Constant innovation and improvement
	+
	+
	-
	-
	-

	Cheap prices
	+
	+
	+
	+
	+

	Unforgettable experience
	+
	+
	+
	+
	+

	Trips to Morocco
	+
	+
	+
	+
	-

	Trips to Portugal
	+
	+
	-
	-
	-

	Events such as welcome parties and pool party
	+
	-
	-
	+
	+


 The results from the Income Statement created for We Love Spain are in the appendix of this paper. Please find below key figures from these financial documents:
The profit for the first five months and acquired by May 31st, 2014 is €46.519. Previous experience from the company’s financial statements shows that this amount of profit is doubled in order to arrive at the annual net income. This is due to the fact that consumers come from September most often on exchange programs and stay until July. Most of the international students come for a whole year as part of their study abroad programs or one semester. The ones who come for one semester stay five months. The expected annual net income for 2014 is calculated to be €93.039, 66. Moreover, the possible expansion in Granada is expected to bring an additional profit of €50.000 during the first year. These factors contribute to the possibility to increase the market share of We Love Spain in Granada and acquire the number one place in the Andalusian region. The profitability of the company defines its ability to invest in advertising, promotion and therefore increase the awareness for the company. All of these factors lead to higher market share.

4.3 The third stage of this chapter is the findings from the questionnaires and interviews that were conducted with the international students in Granada:

Number of participants in the indicative sample: 47 international students. The population varies every year; however on average more than 2150 students annually come to Granada for various study abroad programs. The most significant key results from the survey are:
	11,0%
	Of the international students living in Granada are aware  of We Love Spain

	14,9%
	Of students found about the travel company that they use via Face book and friends. 

	26,0%
	of the participants picked Discover Excursions as the most popular company in Granada 

	27,7%
	Of the participants in the survey found out about the travel companies operating in Granada via Face book.

	51,0%
	Of the international students in Granada have never heard about We Love Spain.

	52,0 %
	of the participants are from USA

	44,0 %
	Of the participants are from Europe

	27, 6%
	Of the participants in the survey found out about the travel companies operating in Granada via Face book.

	21, 3%.
	The Portugal Beach weekend is the best current offer of We Love Spain

	46,0%
	Most popular study abroad program is American study abroad program.

	33,0%
	The second most popular study abroad program is Erasmus.


4.4 Findings from the interviews conducted with the international students living in Granada:
The channels to present a travelling agency in the best manner to its future consumers are: 

1.1 Using social media marketing namely:
1.2 Face book
1.3 Website with useful information and contact form to ask any possible questions

1.4 Blogs used as an online community for international students. 
 These are the present tools used to connect to consumers. However, the consumers are open for all types of technological innovations. Therefore any new usage of the media is going to be of significant advantage for the company adopting it.
2. Having a physical establishment- office in the city of Granada increases the confidence in the company and ability to interact more effectively with the company’s employees. 

3. Organizing welcome parties to spread the word and create a buzz for a specific company is very important when entering a new market. This way the advertisement is not the only purpose of the event and students can meet new friends. 

The desired destinations and new events to explore in Spain stated by the interviewees are: 

1. Cultural and special events for example ‘ La Feria’ which is typical, unique Spanish festival. The foreigners living in the country have difficulties in understanding about these events and afterwards entering them in some cases. The best places in ‘La Feria’ are for private usage and only Spanish people whose families have connections and their friends are using them. If a foreigner is not a friend or acquaintance with the people who have the right to occupy these places, they cannot enter them. There are others pubic locations in ‘La Feria’ where everyone can enter. However, they are not as valued and preferred by the international students as the ones for private usage described above.

2. Small, but not very touristic cities with their own distinctive atmosphere and beauty such as:

2.1  Jaen, Huelva, Ronda, Tariffa, Nerja are just a few of the amazing places that international students want to visit. Each of these towns represents different atmosphere with its distinctive culture. 

2.2 The northern part of Spain is very different from the Southern one where Granada is located.

2.3 Beautiful beaches such as Cabo de Gato are desired destinations to visit.

2.4  Typically Spanish festivals such as the Tomato Festival are preferred as interesting and great new events to attend by the consumers.

2.5 Hiking in promising places in terms of natural beauty and diversity is very interesting travelling opportunity.  

2.6 Finding lakes and another type of natural wonders in the diverse nature in Spain is very interesting possibility. 

2.7 Attending flamenco shows and then eating tapas are very famous moments to encounter in Spain. However, they are representing major interest, because in this way the Spanish culture is understood and lived by the experience itself.
The conclusions from the international students’ opinions regarding the establishment of an office of We Love Spain in Granada are presented below:
1) The legitimacy of a company would be way higher if they have an office established in the city of Granada. 

2) The company image would improve significantly. 

3) The confidence of the consumers will increase if the company has an office in the city where its consumers are.

The most important factors when choosing one company over another in consumer’s perspective are: 

1) Word of mouth marketing namely how their friends rank the experience. This type of feedback cannot be fabricated. Moreover, advices and feedback by friends are considered realistic compared to just advertisements or marketing campaigns. 

2) Welcome parties are interesting venues to meet new friends and network in a new town is very significant factor. Creating contacts and getting acquaintances while being abroad has vital importance for the international students.

Consumers’ attitudes regarding travelling to Morocco: 

1) Very different and interesting destination to visit due to the uniqueness of its culture, history and beauty. 

2) There is nothing to fear so much as people think. 

3) Spain is the closest point in Europe to Morocco and this makes the opportunity cheaper to visit. Furthermore, the distance does not take many hours of travelling. 

4) The best destinations in Morocco to visit are: Asilah, Rabat, Chefchaouen, Fes, Casablanca and Marrakesh.
Consumers’ attitudes regarding travelling to Portugal: 

1) It is not seen as a ‘must see’-destination in comparison with Morocco. 

2) Lisbon is a place that the international students want to visit due to its popularity and positive reviews.

3) The beaches in Portugal such as Lagos & Albufeira are another interesting aspect of Portugal for foreigners.

The data collected from the surveys and interviews with the international students has been in significant aid to create segmentation for the market in Granada.
4.5 Segmentation based on nationality and preferences regarding the experience provided by companies such as We Love Spain:

	Nationality
	Preferences regarding travelling experience

	European  44%
	50% are interested in beach trips, IBIZA trip, events such as welcome parties and ‘La Feria’ experience.

	American 52%

South American 4%
	50% are interested in cultural visits of towns such as Ronda, Jaen, Lisbon and Morocco as well.


Due to the existence of two types of preferences and two major segments based on nationality there are four types of segments in the market that are targeted:

	Segment type:
	Preferences regarding the experience, event being offered by We Love Spain.

	1.European students
	Party trips and events associated with meeting new people at the beach or another type of festival experience.

	2.European students
	Interested in cultural visits and experiencing the local traditions, food, music and lifestyle. As well this segment has interest in hiking in promising places and other type of sport events.

	3.American students
	Party trips and events associated with meeting new people at the beach or another type of festival experience.

	4.American students
	Interested in cultural visits and experiencing the local traditions, food, music and lifestyle. As well this segment has interest in hiking in promising places and other type of sport events.


5. Data Analysis
In this chapter of the paper the data collected from the theory, business models, key employees within We Love Spain and the international students is confronted. As a result of this analysis later in this paper in chapter 6 recommendations for the company are provided. Please find in table 1 below the goals and key issues associated with the positioning strategy in this study.
Table 1:
	THEORY
	BUSINESS MODELS-SWOT, Porter’s (Diamond, 5 competitive forces & generic strategies).
	WE LOVE SPAIN EMPLOYEES ( interviews)
	INTERNATIONAL STUDENTS (surveys & interviews)

	Positioning focuses on the survival and success of products and services (Baert, 2012).
	Only Porter’s Generic strategies confirm the data in the theory. The model is associated with choosing particular strategy that defines the image/ position in consumers’ minds.
	The data gathered from the interviews confirms the importance of positioning in the travel and events industry.
	Confirmed by the data gathered from the international students. The consumers perceive the image and their own perception of the company as a key issue when making a choice.

	Positioning captures the changes in consumers’ perceptions (Baert, 2012).
	The theory is confirmed by: 1) SWOT analysis,2)  Porter’s Diamond Model and 3)Porter’s Generic strategies.
	The data gathered from the interviews confirms the importance to capture the changes in consumers’ needs, perceptions and interests. 
	Confirmed by the data from the international students. The changes in preferences and perceptions have to be understood and managed very well.

	Positioning is focused on cultural business values such as being socially responsible and ethical company (Freestone & McGoldrick, 2007).
	Porter’s Diamond’s model confirms this theory due to the importance of the natural resources and history in Spain. This is part of the micro, factor conditions in the model.
	The data gathered from the interviews confirms the theory completely. The mission of the company is in accordance with the theory.
	Confirmed by the data gathered from the international students. The image of the company is of major importance for its consumers.


Please find below in table 2 the tools that improve significantly the positioning strategy and its implementation:

Table 2:
	THEORY
	BUSINESS MODELS- SWOT, Porter’s (Diamond, 5 competitive forces & generic strategies).
	WE LOVE SPAIN EMPLOYEES (interviews)
	INTERNATIONAL STUDENTS (surveys & interviews)
	

	Branding via the usage of social marketing adds value and advantage to the company image (Newton-Ward & Andreasen, 2004).
	All four models confirm this part of the theory.
	The data gathered from the interviews confirms the usage of social media as irreplaceable. Even as expandable via the usage of smart phone application.
	Confirmed by the data gathered from the international students. They point out Face Book and Internet as a major source for their search in terms of travel companies. 
	

	Word of mouth marketing & viral marketing with their beneficial effects on positioning (Woerndl, 2008).
	Applicable to all four models due to the importance of continuous and effective communication with consumers.
	The data gathered from the company confirms the significance of both word of mouth and viral marketing.
	These two types of marketing techniques are confirmed by the consumers as the most significant and influential ones.
	

	Destination management presenting attractive attributes that pull tourists towards a destination (Mohamad & Ali, 2012).
	Confirmed by the Porter’s Diamond Model and 5 competitive forces.
	The data gathered from the company partly confirms this theory. Innovations should be implemented as pull attributes for tourists.
	Confirmed by the data gathered from the consumers due to their interest in particular attributes such as:  natural beauty and culture in a destination.
	

	Ideal point of positioning found by the perceptual map ( Gensch & Javalgi, 1988).
	Confirmed by the Porter’s Diamond, Porter’s Five competitive forces and Porter’s Generic strategies.
	The data gathered from the interviews with the students confirms this theory. A gap in the perceptual map has to be found and captured in order to be successful in the travel and events industry.
	Partly confirmed by the data gathered from the international students. Consumers are not always aware of what they search for. However if offered a new and interesting destination they are going to accept it. 
	

	Cognitive and affective images as a great forecast towards future behavioural intentions of consumers (Prayag, 2008).
	Not applicable to the business models created for We Love Spain.
	Not applicable to the data gathered from the interviews. More attention can be paid to these levels of perception while creating strategies.
	Confirmed by the data gathered from the consumers. The opinion towards a product or services is formed at
different levels including cognitive and affective.

	Destination loyalty as a very significant factor affecting the post behavioural intentions of tourists ( Mohamad & Ali, 2012).
	Applicable to all four models due to the importance of consumers and the intense rivalry in the industry.
	Confirmed by the data gathered from the interviews. Satisfied consumers recommend to friends via word of mouth marketing the company. This is significant part of destination loyalty.
	Not applicable directly in this case, because consumers are students. They change every five months and it’s hard to maintain loyalty. However, recommending to other consumers via word of mouth marketing is considered destination loyalty too.

	Place marketing in the strategic process is used to improve the competitiveness of a particular destination (Metaxas, 2009).
	Confirmed by the Porter’s 5 competitive forces and the Porter’s Diamond model.
	Not confirmed by the data gathered from the interviews.
	Not confirmed directly by the data gathered from the international students.

	The model of country positioning with the usage of human traits for assessment of the consumers’ attitudes towards a particular destination (d’ Astous & Boujbel, 2007).
	Applicable to all four models due to the continuous need for innovation combined with research and development.
	Not confirmed by the data gathered from the interviews.
	The data gathered from the international students compliments this theory. The importance of the perception towards a destination defines the purchase decision.

	Sensory marketing to be used, because it provides the fullest benefits and experience to consumers ( Ditoiu & Caruntu, 2014).
	Applicable to all four models due to the continuous need for innovation combined with research and development.
	Not confirmed by the data gathered from the interviews.
	The data gathered from the consumers confirms this part of the theory. Experience on various levels contributes to the consumers’ positive experience.


Please find below in table 3 the financial and non-financial tools used to assess the positioning strategy after its implementation.
Table 3:
	THEORY
	BUSINESS MODELS SWOT, Porter’s (Diamond, 5 competitive forces & generic strategies).
	WE LOVE SPAIN EMPLOYEES (interviews)
	INTERNATIONAL STUDENTS (surveys & interviews)

	Financial tools that measure positioning results are market share and return on investment.
	Partly applicable with the business models created for We Love Spain. Have relation to the financial health as strength within the company and ability to innovate and expand.
	Confirmed by the data gathered from the interviews. Financial factors have a key role in performance measurement.
	Partly confirmed by the data gathered from consumers.  For instance, higher market share results in higher awareness towards a specific company.

	Destination image and loyalty used as non-financial factors affecting the competitive advantage in tourism industry ( Mohamad & Ali, 2012).
	The significance of destination image and loyalty is confirmed by all four models.
	Partly confirmed by the data gathered from the interviews. Destination image can be researched further with its significance and effects.
	The data gathered from the consumers confirms this part of the theory. Despite the fact that consumers change every five months they can recommend a company via word of mouth marketing. This is part of destination loyalty.


Conclusions: The goals and key factors when creating a positioning strategy are very important for We Love Spain. Baert states that the positioning actions define the survival or failure of a product or service. This is proven to be true by the major stakeholders’ in this study: 1) the consumers, 2) the employees of We Love Spain. This creates room for further development of successful and beneficial positioning strategy in accordance with the possibility to expand in Granada. Moreover, Baert states that the positioning strategy captures the changes in consumers’ perceptions. This is confirmed by the biggest assets of the company- the consumers and its employees. Freestone & McGoldrick present the importance of implementing cultural business values when creating a positioning strategy. There is a match between the data in the theory and the empirical findings regarding this topic. Therefore it is useful to analyze this interdependency critically when presenting the recommendations in the following chapter of the paper.

6 Recommendations
 As positioning is crucial for the success of products and services specific recommendations on how to do it in the best possible manner are provided. We Love Spain needs to enter the market in Granada if decided to do so with the most beneficial offers and tools provided below as recommendations. Furthermore, the recommendations are presented due to their priority starting with the most beneficial one. The assessment of the recommendations was made by the managers in We Love Spain- David Reina, Elizabeth Kinnon and Amanda Martin. Due to the segmentation of the market presented in chapter 4 Empirical Findings a generic approach with diversified offers is provided in the recommendations. We Love Spain is offering both cultural trips and organizing events such as beach trips in order to satisfy the taste of all consumers. However, recommendations four and five are with niche focus. For instance, recommendation four targets segments of European and American students interested in cultural trips. On the other hand recommendation five is targeting the segments of European and American students interested in party and festival experiences.

1)Freestone & McGoldrick present the significance of the cultural business values and appreciating the difference between the consumers origin. A great way to embrace this difference and create a stable, long-term relationship with the consumers is via special You Tube video. The message should be vivid, engaging, interesting and in different languages expressing the experience of the consumers. Photos of the amazing views and nature can be used as background for the video in order to add more images in consumers’ minds. This recommendation is not going to cost a lot of resources for We Love Spain in terms of financing. However, it requires close contact and negotiating with the consumers from different nationalities in order to convince them to participate in the creation of the video. A temporary employee who is specialist in the area of film making has to be hired in order to create the best possible effects from this video.
2) The ideal point of positioning ( Gensch & Javalgi, 1988) is another recommendation for We Love Spain. Creating new offers with various, interesting and unpopular destinations can only improve the image of the company. Destination management (Mohamad & Ali, 2012) is the tool recommended to be used when diversifying the portfolio of We Love Spain. For instance a trip to Lisbon, Cabo de Gato, Nerja, Jaen and Ronda are very interesting destinations to implement in the offers of the company. It is recommended to include a trip to IBIZA and Barcelona due to the consumers’ desire to see these places. The creation of new trips is not going to be too costly for We Love Spain except Barcelona and IBIZA. A partnership can be created with companies already travelling to Barcelona and IBIZA resulting in costs saving for We Love Spain. The experience of HAPPY ERASMUS if chosen for partnership for example can be a great opportunity for We Love Spain to expand and offer trips to IBIZA and Barcelona. This represents a great opportunity for We Love Spain to enhance the image of the destinations offered via creating more diversity. Moreover, the improved destination image leads to higher levels of destination loyalty resulting in profitability. 

3) Due to the importance of social marketing while branding (Newton-Ward & Andreasen, 2004) a new recommendation is provided. Consumers are so accustomed to using their phones and this tendency is increasing rapidly. Therefore a mobile phone application can be created. The mobile phone application can present the newest events, trips (described below) from jam sessions or gigs in karaoke bars for example. This way the international students are reached in new way and type of environment. It is the companies offering the events or trips who pay a small amount of money for the advertising. In the same time We Love Spain can offer its trips too. The students don't pay for this application. The application provides information regarding museums, cultural events, bars, restaurants and clubs. This speaks clearly for the respect and interest in We Love Spain towards the students’ well-being and happiness. For We Love Spain it means additional income – like a paid method of getting the We Love Spain’s name around. We Love Spain will advertise its own trips combined with the other services and some of its competitors’ offers too. This results in additional amount of money. We Love Spain acts as an advertising board that attracts companies who like to increase the students’ awareness regarding their names. Moreover, when We Love Spain advertises the competitors’ offers too, it shows to the students why it’s better to chose them and earns money from the competitors too- advertising fee. The creation of the application is less costly than opening an office in Granada and hiring personnel there. Moreover, the consumers have expressed how involved they are in the technology and this is a niche to conquer for We Love Spain.
4) Due to the importance of cognitive and affective images (Prayag, 2008) in combination with the model of country positioning with the usage of human traits (d’ Astous & Boujbel, 2007) a new recommendation is given. Spain has the image of a Mediterranean country with coastline to the Atlantic Ocean as well. The country is popular for its hot climate and beautiful natural resources. The image of Spain is almost always associated with summer holidays in the beach. However, in Granada there is an amazing opportunity to create a We Love Spain event in completely different form than the pool party in Seville. Hiking in promising places in terms of natural beauty and diversity is very interesting travelling opportunity in the region of Granada. The mountain in this region represents beneficial advantage to this type of tourism. Furthermore, trips to Mount Jabalcon and Lake Negratin are amazing opportunities for We Love Spain to diversify its portfolio. They can enhance the image and popularity of We Love Spain in Granada. This breath taking natural wonders are huge chance for We Love Spain to present completely different new type of tourism and culture to its consumers. As well sport activities such as diving, sail, surfing and water-skiing can attract a completely new segment for We Love Spain. Of course this is costly for the company and requires hiring new personnel in this region to aid the organization of the trips.
5) Sensory marketing ( Ditoiu & Caruntu, 2014) and understanding that the Spanish culture is understood and lived by the experience itself is crucial for this study. Another recommendation is to create ‘La Feria Experience’ which is offered with workshops on how to dance Sevillanas, typical Spanish food and music. This manner the consumers can experience Spanish culture on different levels: 1) Visual, 2) Auditory, 3) Olfactory, 4) Gustatory and 5) Tactile. The same strategy to create unforgettable experience on all levels can be used for the Tomato Festival in Spain. This festival is one week long involving all of the participants in the Spanish culture, music and food. Moreover, participants come from all over the world to join this amazing event. It is very beneficial to create an opportunity for the exchange students in Andalusian region to join this life experience. Another part of this offer can be a hotel or hostel close to the Festival with breakfast, lunch in the local restaurants in order to experience the true Spanish culture and live it. Due to the large distance in terms of kilometres, the festival is hold in a city close to Valencia a partnership with company operating in this region is going to be very beneficial. Happy Erasmus can be a useful and significant partner for We Love Spain in this initiative due to its closer location to the Tomato festival. This recommendation is very innovative and requires bargaining with the possible future partners of We Love Spain. However, on the other hand represents a breakthrough and huge possibilities for profit combined with growth for We Love Spain.
6) The influence of word of mouth marketing & viral marketing ( Woerndl, 2008) is reported to be of major importance for the consumers. Therefore the recommendation to open an office in Granada and hire more employees working only with Granada can lead We Love Spain to competitive advantage. The international students report to have more trust and confidence in the legitimacy of a travel company if this company has physical presence in Granada. Therefore opening an office is going to be very beneficial for the company. This results in increased personalized contact with the consumers and higher level of sales in Granada. In order to have more stability and success We Love Spain can create partnerships with the local academies in Granada. This way the consumers are going to understand about the company in very beneficial manner and chose its services most often. However, this type of expansion in Granada costs time, money and additional complications associated with hiring new personnel. As well the partnerships with the academies can bring another type of complications such as additional conditions for We Love Spain’s presence in Granada. For instance, in case American student breaks a leg during sport activity on the trip, the company who he or she is travelling with can be hold responsible for it. In America there is a different law system than the one used in Europe which causes possible complications in case of accident with consumers from American background.
Conclusion based on the goal of We Love Spain: 

The goal of the company is to reach the desired 30% increase in market share in the Andalusian region of Spain by its expansion in Granada. After the assessment of the managers’ within We Love Spain the three most beneficial recommendations are chosen. The first and most preferred type of expansion is via creation of You tube video due to the huge popularity of online communication. This virtual expansion can bring many benefits to the company, because it does not require long-term investment and hiring permanent new employees. The second type of expansion is the diversification of the products’ portfolio in We Love Spain. This requires investment in terms of new suppliers of bus services and new employees. However, the investment is not going to cost too much in terms of capital except for the trips to Barcelona and IBIZA. The other future destinations proposed in chapter 6 recommendations are close to Granada in terms of distance and this makes them profitable. However, IBIZA and Barcelona are located further away from Granada and travelling is normally with plane. Moreover, if a partnership is formed with for instance HAPPY ERASMUS there is a possibility for a change in the organizational structure. The third recommendation is to create a phone application due to the significance of new technology these days. It is going to be very beneficial in terms of revenue. We Love Spain acts as a job advertisement board that advertises the offers and services of various companies including its own. This results in additional revenue for the company and does not require hiring permanent staff.  There is no significant change in the organizational structure due to this recommendation.
Conclusion based on the goal of the researcher regarding this study:

The goal of the researcher is to provide reliable and valid results from the data collected. Moreover, to confront the empirical findings with the theory presented in chapter 2 Theoretical Framework. Due to the different tools used that are described in chapter 3 Research Methodology the results provided are reliable and valid for this study. Moreover, various recommendations on how to enter Granada with the most useful tools are provided in chapter 6 Recommendations. New questions for further research are found such as the significant change in targeting the market. There is a possibility that virtual expansion can be more profitable and beneficial than physical one. Further research can be done on this topic due to its importance in terms of cutting costs and being innovative.
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7.1 Results from the survey:
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Most popular places in Granada where the participants in the survey spend most of their free time.
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Channels through which travel companies attract international students in Granada
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7.2 Financial Statement for 2014
Income Statement:
From January 2014 till May 31st of 2014

Revenues:

Morocco:

Fantasy trip: 119 046, 5 euro 

Northern stars: 34 726 euro

Sahara desert: 32 253 euro 
Viva Marrakech: 650 euro

Portugal:

Paradise weekend: 40 237,75 euro

Cadiz Carnaval:
1st of March revenues: 5749 euro
8th of March revenues: 1575 euro
Beach trip:  1480 euro
Total Revenues: 235 717,25 euro
Costs:

Morocco:

Fantasy trip: 100,256 euro 

Northern stars: 31 074,27 euro

Sahara desert: 24 311, 82 euro
Viva Marrakech: 529, 93 euro

Portugal:

Paradise weekend: 26 605, 42 euro

Cadiz Carnaval:
1st of March: 4118, 05 euro
8th of March: 1116, 11 euro
Beach trip: 1185, 82 euro
Total costs: 189 197,42 euro
Income: 46 519,83 euro
7.3 Budgeted Financial Statement for 2015
Budgeted Income Statement:
For December 31st 2015

Revenues: Morocco:

Fantasy trip: 238 093 euro 

Northern stars: 69 452 euro

Sahara desert: 64 506 euro 
Trip to Marrakech: 1300 euro

Portugal:

Paradise weekend: 80 475,5 euro

Cadiz Carnaval:
1st of March revenues: 11 498 euro
8th of March revenues: 3150 euro
Beach trip:  2960 euro
Additional Revenues from Granada: 50 000 euro

Total Revenues: 521 434,5 euro
Costs:

Morocco:

Fantasy trip: 200 512 euro 

Northern stars: 62 148,54 euro

Sahara desert: 48 623,64 euro
Trip to Marrakech: 1059,86 euro

Portugal:

Paradise weekend: 53 210, 84 euro

Cadiz Carnaval:
1st of March: 8236,1 euro

8th of March: 2232,22 euro
Beach trip: 2371,64 euro
Total costs: 378 394,84 euro
Income: 143 039,66 euro
4. Data Analysis





5. Check and order recommendations





3. Data Collection





2. Case studies and theory about the problem.





1. Problem Analysis





There is intense rivalry due to the easy possibility to enter the leisure and travel industry. However, significant danger is represented by the well-established competitors in the core of the model.





Consumers are very price sensitive, change every 3 months and have no cost when switching from one company to another.





The suppliers of bus services which are critical for the company are easy to substitute. There is no uniqueness in the provision of bus services and no cost of switching to a different supplier. The successful partnership with a well-established tour operator in Morocco namely ‘ Flandria’ represents very beneficial advantage for We Love Spain.





Discover Excursions, Happy Erasmus, Erasmus Granada, ESN Granada and Granada Erasmus





There is no easy possibility to offer the same type of experience and services by another industry.
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