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Hospitality and Travel Marketing
by Alastair M. Morrison




A systematic approach to understanding the industry
sets Hospitality and Travel Marketing apart as a
unique resource. A focus on destination marketing
and the hospitality business—along with examples
drawn from around the world—addresses the need
for a global perspective on the industry.

The content draws upon the author’s
extensive practical and academic
research experience in the hospitality
and travel marketing as well as his
outstanding teaching and training
experience in the U.S., Canada,
Europe, Asia, and Australia.

W _9$What sets Hospitality and Travel
Marketing apart from its competitors?
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Where are
we now?

How do we Where would
Part5) I G A"A A" we like to (Part3)
gotthere? be?

\ Hospitality and Travel Marketing System /
aRe it How do we
getthere? | (Pat4)
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¥ The hospitality and travel marketing system is a
unique concept that structures this book



Part | Introduction to Marketing Part IV Implementing the Marketing Plan
(What Is Marketing?) (How Do We Get There?)

Chapter 1 Marketing Defined Chapter 10 Product Development and Partnership
Chapter 2 Marketing Hospitality and Travel Chapter 11 People: Services and Service Quality
Services Chapter 12 Packaging and Programming

Chapter 3 The Hospitality and Travel Chapter 13 The Distribution Mix and the Travel

Marketing System Trade
Chapter 14 Communications and the Promotional

| Part Il Planning: Research and Analysis Mix
(Where Are \We Now?) Chapter 15 Advertising
Chapter 4 Customer Behavior Chapter 16 Sales Promotion and Merchandising
Chapter 5 Analyzing Marketing Opportunities Chapter 17 Personal Selling and Sales
Chapter 6 Marketing Research Management
Chapter 18 Public Relations and Publicity
Part IIl Planning: Marketing Strategy and Chapter 19 Pricing
Planning

(Where Would We Like To Be?)

Chapter 7 Marketing Strategy: Market
Segmentation and Trends

Chapter 8 Marketing Strategy: Strategies,
Positioning, and Marketing Objectives
Chapter 9 The Marketing Plan and the 8 Ps

Part V Controlling and Evaluating the Plan
(How Do We Make Sure We Get There? How Do
We Know If We Got There?)

Chapter 20 Marketing Management, Evaluation,
and Control

‘Parts & chapters in Hospitality and Travel Marketing
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INTRODUCTION
TO MARKETING

WHERE ARE WE NOW?

Ch 1 morketing
Defined WHERE WOULD WE LIKE TO RE)
Y, :
ol
Travel Services
Ch 3 The Hospitaity HOW DO WE MAKE SURE WE GET THERE?
and Travel

Marketing Systom
HOW DO WE KNOW IF WE GOT THERE?

Defines hospitality and travel
marketing

Explains the differences between
marketing products and services

Describes the 5-step hospitality and
travel marketing system
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PLANNING:
RESEARCH AND
ANALYSIS

WHERE ARE WE NOW?

B Examines customer behavior

B Reviews situation, market and
feasibility analyses

| B Discusses how to do research for

hospitality and travel marketing
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PLANNING:
MARKETING
STRATEGY AND
PLANNING

Ch 7 Marketing
Strategy: Market WHERE WOULD WE LIKE TO BE?
Segmentation
and Trends

Ch 8 Marketing Strategy:
Strategies,
Positioning, and
Marketing
Objectives

Ch 9 The Marketing Plan HOW DO WE KNOW 1FWE GOT THEREY
and the 8 Ps

HOW DO WE MAKT SURE WE OF X THEAR?

Reviews market segmentation and
trends

Explains the components of a
marketing strategy

Describes how to do a marketing
plan

Identifies the 8 Ps of hospitality and
travel marketing
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IMPLEMENTING
THE MARKETING
PLAN

"k 10 ATV T e

Chk -oduct e a8 WE I

k10 Produ [ wiltne ann we wow' ==
and Partnership

Ch 1l People Services
and Service Quality

Ch 12 Packaging and HOW DO WE GET THERE?
Programming
¥ HE WE GEE PRENE

Ch 13 The Distribution
Mix and the Trawel
Trade

Ch 14 Communications
ond the Promotionsl
Mix

Ch 15 Advertising

Ch 16 Sales Promotion
and Merchandising

Ch 17 Personal Selling
and Sales
Management

Ch 18 Public Relations
and Publicity

(k19  Pricing

Reviews the procedures for product
development, people management,
packaging and programming.
Explains the traditional travel trade
intermediary channels and online
distribution.

Details the planning steps and
implementation approaches in
promotion.

Discuss pricing in hospitality and
tourism.
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CONTROLLING
AND EVALUATING
THE PLAN

Ch 20 marketing
nagement,
Evaluation, and
Control

[ Wow a0 We sErTHEREr

HOW DO WE MAKE SURE WE GET THERE?

HOW DO WE KNOW IF WE GOT THERE?

Reviews different approaches to
setting marketing budgets.

Describes the steps that should be
used to monitor a marketing plan as
it is being implemented.

Explains how to evaluate the
success of a marketing plan.



' Case Studies
The Global Perspective: The Big Picture
' Industry Players

Other Features
Key Terms at start of each chapter
Objectives at beginning of each chapter
Internet Marketing mini-cases
Did you know? mini-cases
Outstanding color illustration program

Great Support Resources
Industry Profile and Industry Resources

Glossary
Detailed Index

k
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’ - What are the unigue features of Hospitality and
Travel Marketing?
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The Global Perspective case studies

The Global Perspective: The Big Picture

Interactive Travelers as a Target Market

Tourism New Zealand

hitp:fwww toursmnewzealand.com/
hitp:f www newzealand.com/tmvel /Intemational /
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Profile of interactive travelers

In 2003, Tourism New Zealand announced ils intentions 1o pursue “inter-
active travelers” as its major international target market. In the New
Zealand Towrism Strategy 2015, they are defined as regular intemational
tmvelers who consume a wide range of tourism products and services.
They aretravelers whoseek out new experiences that involve engagement
and intemsction. Other characteristics of these customers are that they:

* Seek oul new experiences that involve interacting with nature, social
and cultural environments
* Respect the environment, culture, and values of others

g gt 0 Lrewnor, SO0 s beres Soeres oo Shaeaeede iy

The Global Perspective: The Big Picture

Marketing Planning and Partnerships in Canadian
Tourism

Canadian Tourism Commission
hitp:// www.corporate.canada.travel /

L

Marketing Goals and Objectives of CTC

The Canadian Tourism Commission (CTC) is widely recognized as ane
of the best in the world. CTC invests heavily in market research and
carefully plans its marketing for each of its key targets. Inits document,
Strategy 2008-2012: Trangforming vision inta reality, the CTC indentified its
major marketing goal as “to grow tourism export revenues for Canada.”
This goal was articulated into four marketing objectives for 2008-2012:

Convert high yield customers;

Focus on markets of highest return on investment;
Maintain brand consistency; and

Research new market opportunities.

BN

The CTC exphins its marketing planning approaches to these four
objectives as follows:

"The CTC's appach to growing export revenues is based on deep-
ening the relationship with high-yield consumers in an effort to

© 2010, Delmar, Cengage Learning

Global Perspective: The Big Picture

Integrated Marketing Communications in the
Hotel Business

The Hong Kong and Shanghai Hotels, Limited
hitp: // www.peninsulacom
hitp: //www.peninsulaboutique.com /

Carem of Bl Hink

Integrated Marketing Communications
Integrated marketing communications (IMC) is the use of advertising
in combination with the other four traditional promotional mix
elements and Internet marketing. Some of IMC's benefils are:

Grealer consistency in communicating messages

Added impact since messages are repeated

* Reflects different customer buying stages (need recognition/search
for information/ pre-purchase evaluation of alternatives/purchase/
consumption/ post-consumption evaluation)

Mare effectively puls across positioning and branding

* Reflects better consumers” different learning styles

* The elements complement and support each other (strengths of one
compensate for the weaknesses of others)

The Peninsula Hotels (Hong Kong and Shanghai Hotels, Limited)
The Peninsula Hotels provides a good case study in the application of
IMC in the hotel business. There are eight Peninsula Hotels in the
world (Hong Kang, New Yark, Chicago, Beverly Hills, Tokyo,
Bangkok, Beijing, and Manila), and the ninth will be in Shanghai,
China. The original Peninsula Hotel is located in Hong Kong close to



Travel Trade Show Promotion

The Charterhouse Hotel, Hong Kong
http: // www.charterhouse.com/

Tousm Boad

Most hospitality, travel and tourism organizations put significant in-
vestments into the advertising and promotion of their brands, services,
and products. Although online and offline advertising serve the pur-
poses of creating awareness, image building and reinforcement, they
are not sufficient for creating an interactive platform for both sellers
and buyers.

To meet travel trade partners from different places means substan-
tial travel and spending on transportation and accommodation. More-
over, the sales and marketing managers in travel trade companies have
to invest much time to fly to different countries and cities to identify
and find the right supplier and destination partners.

The Charterhouse is a privately-owned hotel with 294 rooms, con-
veniently located between Causeway Bay and Wan Chai in Hong
Kong. It is not affiliated with any hotel chain; it’s considered to be an
“independent” hotel. Therefore, its marketing team needs to work
harder to promote the hotel’s brand.

Cases and examples from China

© 2010, Delmar, Cengage Learning

The Global Perspective: The Big Picture

Implementing the Hospitality and Travel
Marketing System

Tourism jiangsu (Ji Pr

ial Tourism Bureau)

http:/ /www.tastejiangsu.com/

The province of Jiangsu is located in eastem China, next door to
Shanghai and with an extensive coastline on the Yellow Sea. Jiangsu is
a major tourism destination for domestic Chinese travelers and for
intemational visitors. In particular, the World Heritage-listed Chinese
classical gardens in Suzhou and the capital city of Nanjing are popular
with foreign visitors.

Marketing Plan for Europe and North America

In late 2006, Tourism Jiangsu retained the services of Belle Tourism
International Consulting (BTI) to prepare a marketing plan for Europe
and North America, The consulting compar e
research around the world in completing th )
approximately one year. The five steps of th
marketing system, as described in this chap

in preparing the plan.

P 2010 wrgfuk Chiw

Expo 2010 Shanghai, China

The theme for Expo 2010 Shanghai is “Better City, Better Life.” The
location of Expo is in downtown Shanghai on the Huangpu River. It
hopes to attract 200 participating countries and international organiza-
tions. By December 2008, some 183 countries and 45 international
organizations had confirmed that they would participate. Of the tar-
geted 7 million visits, around 66.5 million 95%) are expected to be
from China and the remaining 35 million from other countries.

To date, Expo 2010 Shanghai has attracted 12 Official Partners,
which include Coca Cola, Siemens, Shanghai Automotive Industry
Corporation/CM, and China Eastern Airlines. The following is a
general description of Expo 2010 Shanghai:

“Expo 2010 Shanghai China will be a great event to explore the
[8=1 .
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Industry Players

Applying Marketing Research in a Top Destination

Las Vegas Convention & Visitors Authority

http: //www. lveva.com

The Las Vegas Convention & Visitors Authority (LVCVA) is one of the
largest and best-funded city destination marketing organizations
(DMOs) in the world. For LVCVA’s fiscal year 2008, the operating
funds available to the DMO were around $275 million. Room taxes
from all transient lodging establishments in Clark County, Nevada
contributed the major portion, at around 80 percent of these funds.

There is no doubt that Las Vegas is one of the top vacation and
convention destinations in the United States. As indicated earier in
Figure 6.1, Vegas FAQ(Can we request a copy of this figure to review?),
39.2 million visitors went to Las Vegas in 2007; among them 6.2 mil-
lion were convention delegates. The citywide occupancy rate in Las
Vegas in 2007 was an amazingly high 90.4 percent. The total gaming
revenues in Clark County were $10.9 billion.

These numbers are impressive indeed, but what most people do not
see behind them is the LVCVA's long-term commitment to investing in
marketing research to guide its programs and activities.

fcontirued)
Marketing Research at the LVCVA

Later in Chapter 9, you will see the organization chart for the LVCVA
Some 534 staff were expected to be employed in fiscal year 2009.
However, each year LVCVA spends very large amounts on marketing
and advertising; about $36 million on marketing and another $87.6
million on advertising in fiscal 2008. It also invests a large sum of
money in marketing research.

The marketing research function is the responsibility of LVCVA's
Marketing Division and specifically is administered by its Internet
Marketing and Research department. The department has seven staff
members. According o LVCVA, “the department’s wide range of re-
search projects and programs tracks the dynamics of Las Vegas and
Southem Nevada, as well as the nationwide compettive gaming and
tourism industries. Among the research programs administered by the
department are monthly executive summaries of tourism and conven-
tion indicators, annual visitor profile studies that track visitor demo-
graphics and behaviors, quarterly marketing bulletins, and a variety of
programs to monitor local, national and global travel trends.”

Conteny of Lo YWogis Mows Burand W0,

The annual Las Vegas Visitor Profile Study is the centerpiece of LVCVA's
marketing research efforts. Conducted by a private research company,
300 visitors are personally interviewed each month, or approximately

(continues)
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(continued)

3,600 each year. The results of the 2007 Visitor Profile Study had some

interesting highlights:

Eighty-eight percent of the visitors were from the USA; 12 percent
were from other countries;

Fifty-two percent of all the visitars were from the Western states;

14 percent were from the Midwest;

Eighty-one percent wete repeat visitors to Las Vegas;

Average number of visits to Las Vegas in the past five years was 63,
Average age of visitors was 49,

Seventy-nine percent were married; 80 percent had annual
household incomes of $40000 or more

Average length of stay was 35 nights and 4.5 days;

The proportion of visitars whese primary purpose was to gamble
was just 11 percent; but 84 percent actually gambled while visiting
Las Vegas;

Twenty-five percent used the Internet to book their accommodations;
The average nightly spending on accommodation was $108.87;
Visitors who gambled budgeted an average of $55554 on their trips
for gambling;

The average trip expenditures on food and drinks were $254.49 and
shopping expenditures were $114.50.

The LVCVA digs deeper into the data gathered from the annual Las

Vegas Viitor Profile Study. For example, a special sub-analysis is pre-
pared that divides all the respondents into four market segments; (1)
convention visitors, (2) package purchasers, (3) general tourists, and (4)
casino guests. Each of the four market segments are analyzed in detail
and all four are compared. Another special sub-analysis is completed on
Internet Travd Planners; people who used the Internet to plan their trips
to Las Vegas. These visitors are analyzed in detail and compared with
those who did not rely on the Internet. Other analyses are done on those
who arrived by air and by geographic region and by location of lodging,

The LVCVA conducts other studies and analyses. Spedial visitor

profile studies are conducted for the communities of Laughlin and
Mesquite, and a Clark County Resident Swroey was done in 2006, The
department also publishes monthly and year-to-date visitor statistics
and maintains a HotelCasino Devdoprent Construction Bulletin.

Disarssion Questions

1

In such a well-known and popular destination as Las Vegas, do
you think it is really that necessary to spend a large amount an
marketing research? Why or why not?

What can other destinations and DMOs learn mast from the
LVCVA example and its dedication to doing thorough marketing
research?

What other types of marketing research might a DMO consider
doing?




K EY TERMS

carriers

contextual differences

co-production

destination marketing
organizations (DMOs)

destination mix

experience clues

generic differences
inseparable (inseparability)
intangible (intangibility)
packaging and programming
partnership (cooperative

marketing)

perishability

OBy EREE TSI SVAAEESS

Define market segmentation.

Explain the importance of

segmentation to effective marketing.

Having read this chapter, you should be
able to:

Explain the benefits and limitatior

market segmentation.

List and describe the eight cr
used to determine the viabilil
market segments.

List and explain the character
segmenting hospitality and tr
markets.

Describe the major demand a
supply trends influencing tod
hospitality and travel industry

Describe the recent trends in
segmentation practices of the

hospitality and travel industry

Many special features
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Why is so much tourism marketing power

service industries

services marketing
suppliers

travel trade intermediaries
variability

word-of-mouth (W-O-M)

Maintaining Ongoing Customer Communications

Via Email and E-newsletters

¢ Before the Intemet, keeping in touch with customers was quite dif-
ficult, and mostly made use of the postal services. This was fraught
with problems as people moved their homes and had a tendency to

quickly “toss out” non-essential mail.

¢ The Internet now has introduced a set of new ways of “keeping in
touch” or maintaining communications with customers. This must
be founded on the principle of permission marketing; that is cus-
tomers must give their permission before receiving these online

“Down Under”?

* Tourism Australia (TA) is responsible for marketing Australia
worldwide as a tourism destination. Many experts consider TA to be
one of the best destination marketing organizations in the world.

* TA’s mission is to stimulate sustainable international and domestic
demand for Australian tourism experiences through industry
leadership and coordination, and to influence the actions of the

industry’s tourism and travel marketing by:

.

championing a clear destination marketing strategy;
articulating and promoting a compelling tourism destination

brand;

facilitating sales by engaging and supporting the distribution

network;

identifying and supporting the development of unique Austra-
lian tourism experiences, especially indigenous;
promoting Australia as a desirable destination for business

events;

gathering and communicating reliable market intelligence and

insights for improved decision making; and

working with partners who can extend Tourism Australia’s

influence.

Source: Tourism Australia. (2008). Tourism Australia’s Mission. http: / www.tourism.
australia.com/
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SUPPLIER SECTORS

= Lodging

+ Restaurant and Foodservice
» Cruise Line

s Car Rental

« Attraction and Event

» Casino and Gaming

SECTORS

« Retail Travel Agency

= Tour Operator and Wholesaler

» CorporateTravel

= IncentiveTravel Planning

« Convention/Meeting Planning

= OnlineTravel Company

» Global Distribution System (GDS)

CARRIER SECTORS

« Airline

+ Railway

* Ferry

« Bus and Motor
coach

+ Canal

(o —

« National, state, provincial,
and territorial DMO
» City and
county DMO

Image copyright Peter Kirllow,
2008. Used under license from
Shutterstock com
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DESTINATION MARKETING
ORGANIZATION (DMO) SECTORS

Outstanding color illustration program
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INDEX

Note: Page numbers foSowed by “f" are Figures

4 Ps of marketing, 26-27, %, 82
§Ca feutomens, competitons
confidence, credibity, charge),

140

urications; Marketing:
x; Promotion and

5 Ds (documenting, deciding, diffenn-

Hating, designing, delivering)

agences, B4, D251, 58

GLOSSARY

Accountability research Research done to mea-
sure the results of a marketing plan, particularly, to
determine if marketing objectives were achieved.
Accreditation  The reco;

DMOs, or other hospitality and travel organizations
by specific assaciations as meeting certain criteria
Advertising (1) Any paid form of non-persc
presentation or promotion of ideas, goods, or ser-
vices by an identified sponsor. (2) The placement
of announcements and persuasive messages in
time or space purchased in any of the mass media
by business firms, nonprofit arganizations, govem-
ment agendies, and ind ividuals who seek to inform
and/or persuade members of a particular target
market or audience about their products, services
arganizations, or ideas. (American Marketing As-
sodation definitions).

Advertising agency A spedalized company that
provides adventising services to hospitality and
travel arganizations. Ako may now be called crea-
tive service agency.

Advertorial An advertising ge that is pre
sented in an editorial format and is usually length-
ler than a standard advertisement.

Affinity cards Credit cards issued by a bank or
other financial institution that are linked with a
specific hospitality and travel company, attraction,
tourism destination, or non-profit organization.

Affinity group packages Vacation/haoliday
packages ar tours aranged for groups that share
some form of affinity, usually a close social, reli-
gilous, or ethnic bond.

Advertising, Ser abo Integrated madket

tekeviion, 518221

timeof-day fxctors 517,519, 823

taning of, 506, 570

tracke, 841, 451, 497

Yellow Pages, dimctories and other
peinted media, 515-516

Affordable budgeting A method of budgeting
for marketing, often used by small businesses, in
which only what can be afforded, is spent.

AIDA formula An acronym for altention, inter-
est, desire, action. This is a formula approach to
persanal selling. Itis also used to describe the func-
tions that ad vertisements need to play (get atten-
tion, create interest and a desire, and cause action),

AlOs  Activities, interests, opinions.

All-inclusive packages A generic term for
packages that include all or neady all the elements
that travelers require for ther trips including air-
fare, lodging, ground tmnsportation, taxes, and
gratuities,

American Plan (AP) A rate that includes accom-
modation and three meals per day ically
breakfast, lunch, and dinner.

Appointed  Aretail travel agency receives a desig-
nation from an association, airline, cruise line, or
other supplier or carrier to act as a sales agent for
them.

Approach This is part of the second step in the
sales pmcess. It includes various activities leading
up 1o the sales presentation indluding making
appointments with prospects, establis appart,
and checking out preliminary detaiks.

Arbitrary budgeting  Allocating a marketing bud-
get of appraximately the same size as previous years.
Attitude(s) Predispasition to evaluate some sym-

bal, object, or aspect of the world in a favarable or
unfavomble manner.

APPENDIX 1

Industry Profile

APPENDIX 2

Industry Resources

Great support resources



Increased global coverage in materials, cases
and examples

New Internet Marketing feature demonstrating
effective examples of e-marketing

Extensively updated
Now in full color

Integrated Marketing Communications

Public
Advertising Relations and
Publicity

Internet
Marketing
Merchandising

SEIES
Sales Promotion
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’ ‘ < What is new to the 4" edition of Hospitality and

Travel Marketing?
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Having read the book while taking the class from the author, | feel

Alastair did a great job of taking a topic that could be dull and lifeless

and putting a little fun in it. It's one of the few text books that has

applicable use after the class is over. The topics are well researched
and presented in a way to keep you going to the next chapter.

-~ Always a fan of this textbook, | have been using it to teach my
[ ~hospitality and tourism marketing class for the last 6 years.
/ ' This is an excellent hospitality and travel marketing textbook
Wlp\h its student very friendly orientation and excellent
' —instructional support. One of the best aspects of the book is its
z:ii; unique and systematic coverage of the major principles of
" hospitality and travel marketing with a practical, applications
oriented approach. This book provides great up-to-date cases
and examples to illustrate how marketing is at work in the
hospitality and travel industry.

The book comes highly recommended for people who are in the
hospitality industry.

© 2010, Delmar, Cengage Learning

What do the reviewers say about Hospitality
and Travel Marketing?
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