Section 1:

Understanding Tourism Marketing

1.1 The Distinguishing Characteristics of Tourism Products

Marketing tourism “products” is different from most other products because what is being sold is the
consumption of an experience rather than a tangible product, The “product” is primarily service-based.
This means that the customer often walks away from the tourism offering with only a memory or experience.,
An example of this would be a tourist’s overnight experience at a bed and breakfast. The bed and breakfast
establishment will offer a meal, a wake up call, or possibly advice on local tourist attractions in the area,
all of which are forms of services. So when we talk about “tourism product” it means the combination of
products and particularly services, which make up the total experience. Thc marketing of tourism
products poses some challenges to the tourism business. The main characteristics defining tourism products
are shown in Figure 1.

FIGURE 1: DEFINING CHARACTERISTICS OF TOURISM PRODUCTS

EXPLANATION

Most tourism products cannot be touched or tested

EXAMPLE before they are bought and consumed. The challenge
How docs someone know whether or not they is to minimize the consumers’ perceived risk in
will enjoy the Table Mountain Cable Car ride purchasing something that they cannot test before
before the ticket is purchased and the ride is buying.

experienced?

EXPLANATION

EXAMPLE Tourism products are produced and consumed at the
same time and are thus inseparable. Therefore there
is greater reliance on service to deliver the expected
high quality product.

The service reccived at a restaurant is produced
by the waiter and consumed by the customer
simultancously, so the service plays a critical
part in ¢nsuring cusiomer satisfaction.

EXPLANATION

The tevels of service received by a customer may

EXAMPLE differ from one employee to another. Variability is a
The quality of a tour guide will impact on the great threat to tourism businesses as consistently high
type of experience the customer has. A vibrant, standards of service are necessary to ensure customer
iriendly, knowledgeable guide will ensure a satisfaction. Managing customer perceptions and
more satisfying experience than a boring guide expectations is a challenge for tourism businesses.

who acts as driver only.




. T EXPLANATION
A scheduled flight on an acroplane will leave whether
EXAMPLE . . . .
the plane is half empiy or filled to capacity. Once the
The perishable nature of a tourism product can plane takes off the empty scats can be seen as
be illusirated by the following explanation. unrealized profit.
) EXPLANATION
. _ L The product offering is one of many in the destination
e L he experience. Many different tourism products may
— . complement one another in the destination context
EXAMPLE Understanding the “drivers” of v1s1tau<‘)n is important.
o _ . In other words, what are the attractions or reasons
A.cummmdall(m is an important clement ot a that motivate people to visit your area?
visit, but people visiting the Western Cape will
come 10 experience the heritage attractions

or the wineries, as well as a range of other

attractions.

Discovering ways to market your offering with these attractions, will make the experience more attractive
for the visitor.

¢

e EXPLANATION
Factors which influence people’s decisions include:

e Disposable Income

e Time Available
EXAMPLE e Children/No Children

At any one time, cvery person has more than « Travelling Companions
one place they would like to visit, for a range e Special Interests
of reasons. A range of lactors will determine
what is at the 1op of the list and therefore which
experience will be the next to be undertaken. A single woman who is an executive with a high
At any one time, a person witl have a list of: pressure job is on the lookout for special deals on
weekends away, as she needs regular short breaks to
‘recharge her baiteries’. She has a special interest in
art, so direct-mailing her your specially priced

s Perceptions of a Destination or Experience

« “Holidays™: trips away {rom home for one
month or more

* “Breaks”: between 1-4 weeks toa accommodation packages, which include entrance
destination away from home to local art galleries, will capture her attention and
« “Short Breaks”: quick getaways close to may prompt her 1o book while the special price is

available.

home, which aim te ‘recharge the batteries’

Tt is a challenge for tourism marketers to hit the right “iriggers” (or motivators) which will convince the
customer that the product will meet their needs now. As a tourism operator, it is impossible to control some
of these determinants, but il you have an understanding of your customer this knowledge can be used to
influence the customer,




1.2 The Tourism Product Marketing Mix

Many sinall businesses mistakenly understand marketing to be just promotion and advertising. In fact,

marketing is a much broader concept that can be applied to all parts of a tourism business. The marketing
concept is about satisfying needs of customers by creating and selling a product or service that meets these
needs. A customer-driven approach is crucial to an effective marketing effort. Knowing what the customer

wants and being able to provide it is what marketing is about.

Marketing tangible products has traditionally been exercised in four broad areas, the marketing mix.

The marketing mix is also commonly known as the “Four Ps” {Product, Price, Promotion and Place). Because
tourism products consist primarily of services in addition to the rraditional, the tourism product marketing mix

requires three additional areas that are of specific importance to tourism marketing.

The seven “Ps” of tourism marketing are described in Figure 2.

FIGURE 2: TOURISM PRODUCT MARKETING MIX

one product from another.

The price of a particular product

Defining and communicating the distinguishing characteristics of
the product to consumers is the key to successtul marketing.
A tourism product consists of two components:

¢ SUNFEOWER
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“attributes” such as rooms,
transport, conference facilities.

“benefits” which are what the
customer achieves as a result of
buying the product, such as
relaxation, learning and exploration.

Defining the standard product, additions, special complementary products, atiributes and benefits is an
tmportant part of the marketing process. By manipulating this ‘product mix’ it is possible to differentiate

incorporates a range of considerations:

The Actual Cost of providing
the product

Siaff time, commissions and

-

overhead costs such as electricity,

water, and rates.

Industry Standards

What other establishments in
the region charge for a similar
product, combined with what
the market will sustain.

Profit Margin

Once all your costs are
determined, what margin will
provide a reasonable profit?

considerations to bear in mind
when selecting communication ¢
channels and tools are:

Image and Standard

The type of product, e.g.
luxury, standard or budget
accommodation.

value for Money

Ensuring that the combi-
nation of price and other
elements of the marketing
mix creates the perception
that the quality of the product
is high relative to the price
paid.

PROMOTION

¢  What is the best type of communication
channel to usc that will reach target
market(s)?

The most important

* What is the communication objective?

What is the most cost-ctfective type of
commiunication channel?




Distribution is concerned with how to get the product to the
market. Two main categories ol distribution methods are:

¢ Direct distribution means that
the company takes full control of .
1aking the tourism product to the
market. For example, it you were
trying to attract business for an
airport transfer shuttle company,
you may need to utilise personal
selling. This would involve meeting
potential clients at their offices.

In indirect distribution, the company exercises less control
over the process of reaching your market. For example, a small
attraction may be able to utilise a local tourism authority or
tourism bureau. They may be able to take bookings for you or
put potential customers in contact with you directly. A charge
may be levied for such a service.

There are many different types of processes involved in running
a tourism business, for example, adminisiration, training,
planning and strategising, recruitment, distribution, purchasing
and service delivery. It is important to ensure that these processes
are planned and carried out properly so that operations run
smoothly and problems are rectificd quickly.

For example, a hotel needs efficient front and back office
communications to ensure high quality service and an experience
without inconvenience for the customer.

A great deal of attention needs to be paid to processes in a service-oriented business. Dealing with staft
turnover, sick leave, suppliers and distribution channels all have an impact on how ihe service is delivered.
Implementing clear procedures will ensure that the best possible service is delivered at all times.

Internal marketing is the act of marketing one’s business through
onc’s staff and is a common practice amongst service-oriented

In tourism businesscs, service forms a  companies. It is crucial to ensure that stall *buy into’ the promise

large part of the product offering. Service
invariably involves {ront line people and
it is here that a 1ourism offering can really
do well or fail miserably. It is extremely
important to ensure that all staff dealing
with customers carry out excellent service
delivery art all times. Due to the strength
of word-ol-mouth promotion in the
tourism industry, service excellence is
paramount.

Stalf professionalism can be boosted and

of customer service excellence. The staff must be familiar with
the goals and objectives of the business so that their duties are
carried out in the correct manner.

grown through solid training and employee reward systems. Discussion sessions with stall that deal
with customers on a daily basis can be usetul te bring about improvements to the service/product.

The physical evidence of a tourism
product refers to a range of more
tangible’ attributes of the operations.
‘Tangibalising” the product is a good way of giving positive and artractive
hints or cues to potential customers with regard to the quality of the product.
For example, il you run a shuttle service then it is important to ensure that
your vehicles are spotlessly clean at all times. Elements such as qualiry and
attractiveness of décor, effective layour of establishment, iidiness of
surroundings and quality of promotional material are all importani.

PHYSICAL EVIDENCE






