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Introduction

TSM 305: Tourism Sales and Marketing is a semeastarse work of
two credit hours. It is available to all studerdgkihg the BSC Tourism
programme in the Department of Tourism Studiesha&f Faculty of
Social Sciences.

The course consists of fifteen (15) units includirige nature and
meaning of tourism sales and marketing, the topristluct, the role and
importance as well as the basic concept of custore&tions in
marketing. The course will involve contacts wittgamizations, mostly
tourism firms and business organization includiigt\to some tourism
firms like the travel agent, hotels, resorts cenparrks, museum, etc.
The idea is to enable students observe how theigeaaf tourism sales
and marketing is being carried out.

The course guide tells you what the course TSM i80all about, the
materials you will be using and how to make usehef materials to
ensure adequate success. Other information thatargined in the
course includes how to make use of your time afammation on tutor-
marked assignment and Self-Assessment Exercisesddition to this,
there is online class for interaction and classufision.

What You will Learn in this Course

The course contents consist of the nature and pordetourism sales
and marketing, the importance and concept of custaelations in
marketing, the concept of tourism service markeimigrmation system,
tourism marketing research, tourism promotion, Atlsimg in tourism
marketing, public relations in tourism, travel aggmperation and tour
operator in tourism marketing, marketing mix cortcegistribution
channel in marketing, marketing environment, pradiite cycle,
consumer behaviour and marketing media, market setation and
consumerism in marketing as it affects customerrass relationships.

Course Aims

The aims of this course are to enable studentsderstand and apply
the basic principles of marketing to business $itaa in particular to
tourism business activities. This is achieved by:

I. Explaining the nature and concept of tourism
sales and marketing.

. Explaining the importance and concept of custorakations in
marketing.

iii. Explaining the concept of Tourism service marketing
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iv.
V.
Vi.

Vii.
Viii.
iX.
X.
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Explaining marketing research.

Explaining Tourism promotion

Explaining Advertising, public relations, travel &gcy and Tour
operator’s operations in tourism marketing.

Explaining marketing mix concept.

Explain distribution channels in tourism marketing

Explain market segmentation.

Explaining consumerism,

Course Objectives

By the end of the course, you should be able to:

N =

®~NOUTAW

9.

10.
11.
12.

Explain the nature and concept of tourism safesmarketing
Explain the importance and concept of custaml@tions in
marketing.
Explain the concept of tourism service marlgetin
Explain the tourism marketing information syste
Explain marketing research.
Explain promotional activities and their imgorte.
Explain advertising and public relations.
Explain travel agency and tour operator’s op@na in tourism
marketing.
Explain marketing mix concept.
Explain channels of distributions and theindings.
Explain market segmentation.
Explain consumerism in tourism marketing, etc.

Course Materials

Course Guide

Study units

Textbooks

Self-Assessment Exercise (SAE)

Study Units

There are fifteen (15) units in this course, wisblould
be studied carefully:

Module 1

Unit 1 Concept of Tourism Sales and Marketing

Unit 2 Importance of Marketing and Basic ConcaapCustomer
Relations in Marketing

Unit 3 Concept of Tourism Services Marketing
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Unit 4 Tourism Marketing Information System
Unit 5 Tourism Marketing Research

Module 2

Unit 1 Tourism Marketing Promotion

Unit 2 Advertising in Tourism Marketing

Unit 3 Public Relations in Tourism Marketing

Unit 4 Travel Agency Operations in Tourism Marketi
Unit 5 Tour Operators in Tourism Marketing
Module 3

Unit 1 Marketing Mix Concept in Tourism Industry
Unit 2 Channels of Distribution in Marketing

Unit 3 Marketing Environment.

Unit 4 Market Segmentation.

Unit 5 Consumerism in Tourism Marketing.

Mode 1 and the first five unit and 2 explain th@cepts of tourism sales
and marketing; importance of marketing, custom&tiens and

services marketing. Also, units 3 to 5 providesadetxplanations on
tourism service marketing, tourism marketing infatran system, and
tourism marketing research.

Mode 2 provide detail explanation on tourism marngtpromotions

with examples, advertising in tourism marketingblpa relations in

tourism marketing, travel agency operations in issarmarketing, and
tour operators in tourism marketing.

Mode 3 provide guides on marketing mix applicatjoskannel of

distributions as apply to service industry like rism, marketing

environment as a core tool for business successemaegmentations
as it is impossible to operate successful in marieétile satisfying the
target customers, and consumerism in tourism miagkectivities.

Each study unit will take at least two hours andinitludes the
introduction, objectives, main content, self-Assesst Exercises,
summary and references. You are expected to shedyaterial and the
self. -Assessment exercises. Some of the exeraitlesecessitate you
visiting some tourist firms and organizations. Yane advised to do so
in order to observe the practice of tourism saled marketing. There
are also textbooks under references for furthedings. They provide
you additional information.

Vi
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Tutor-Marked Assignment

In doing the tutor-marked assignments, you are eegeto apply what
you have learnt in the contents of the study ufiteese assignments,
which varies from course to course; comprises okeR@tronic based
guestions that are spread from the three modelseotdurse material.
This total 30% of the over 100%.

Final Examination and Grading

At the end of the course, you will write the fir@tamination. It will
attract the remaining 70%. This makes the totallfatore to be 100%.

Summary

The course, TSM 305, Tourism Sales and Marketingpoges you

further to the realm of tourism marketing. On thecessful completion
of the course, you would have been armed with tireiples necessary
for efficient and effective marketing of tourismdamelated business
situations especially in managing tourism servered destinations.

Vii
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MODULE 1

UNIT 1 CONCEPT OF TOURISM SALES
AND MARKETING

Unit Structure

1.1  Introduction
1.2  Learning Outcomes
1.3 Marketing
1.3.1 Tourism Sales and Marketing
1.4 Marketing Philosophies/Concepts
1.4.1 The Production Orientation
1.4.2 Product Orientation
1.4.3 Sales-Orientation
1.4.4 Customer Orientation
1.4.5 The Main Areas Covered in this Concept are
1.4.6 Features of Sales and Marketing Concept
1.5 Tourism Products
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to Self-Assessment Exercise (SAE)

1.1 Introduction

The conceptual notion of the evolution of tourisatles and marketing
emphasized how sales and marketing developed &tysawved from

a handicraft economy of self-sufficiency into aiseeconomic system
which involved a division of labour, factory, indalization and

urbanization of the population that emphasized catiipn and choice
among target users or tourists.

In an Agrarian society of old, the people are lyrgelf-sufficient; they
grow their own food, make their own clothes, andltbiheir own
houses and tools. At this period, there was no axgh. People were
contended with products produced and consumed latice to the
needs of the family.

However, as time passes and the needs of the targedet began to
expand, the concept of division of labour emergedaaresult of
specialization and mass production. Thereforentaaufacturers began
to produce more than the society wanted. Hencs, ékcess became
focus of the manufacturer, thus, they began to otk selling of this
excess beyond family consumption, thus, trade he@herefore, the
need to look into market outside the family constiorpbrought about
a trade and exchange process which is the hearaddeting.
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The necessities for exchange which laid the fouodafor trade and
subsequently trade expanded to be regarded asetré df sales and
marketing.

In the evolution of tourism sales and marketingakmroducers began
to manufacture their goods in large quantitiesnticgpation of future

demands. Thus, the division of labour occurs ineortb sell the

increased outputs. Businesses, therefore, devedspsa result of
specialization which is known as distribution whidacilitates

communication and involvement of these surplus petsl to various
geographical locations. These activities lead tenfdion of different

trade centres. In a nutshell, advancement anderefmt of sales and
marketing generally go hand in hand with advancenmeaivilization.

In the tourism palace however, it is a well-knovactfthat as long as
curiosity and adventure dwell in the hearts of harbeing, the desire to
travel in order to see new things, experience neants and live under
new or different environment tourism sales and retink will always
grow which is the focus of this course.

1.2 Learning Outcomes

By the end of this unit, you should be able to:

. Explain the meaning of marketing

. Explain the meaning of tourism

. Explain the meaning of sales and marketing

. Explain the various marketing philosophies or catse
. Explain tourism products.

. List the features of tourism products.

1.3 Marketing

It is imperative to define the term ‘Marketing’ be¢ going into
Tourism Sales and Marketing. Marketing has beencride=i and
defined differently by people in respect of the deeand market
situation. Here are some definitions:

(&) Marketing consists of the performance of businesisities that
direct the flow of goods and services from prodaceo
consumers or user (American Marketing Association).

(b)  Marketing is the management function that organaes$ directs
all business activities involved in assessing amaverting
consumer’s purchasing power into effective demand &
specific product or service, and in moving it toe tlinal
consumer or user so as to achieve the profit taogebther
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objectives set by the company (British InstitutéMarketing).

(c) Marketing is the business unit that identifies oostrs’ needs
and wants, determines which target markets thenmzgton can
serve best, design appropriate products, servicasd
programmes to serve these markets (Kotler & Arnmgfrd 996)

(d)  Marketing is the business process by which prodatsnatched
with markets, and through which transfer of owngrstffected
(Cundiff & Still, 1964).

Having laid foundation with regards to definition$ ‘Marketing’ the
stage is now set up to look into what Tourism Sales$ Marketing stand
for. In achieving this, here are some definitiohgoarism.

Tourism, the act and process of spending time away fromehan
pursuit of recreation, relaxation, and pleasureileMmaking use of the
commercial provision of services (Walton, 2021).

Tourism, is the act of "traveling to and staying in placedside their
usual environment for not more than one consecutiear
for leisure and not less than 24 hours, business aiher purposes”;
Tourism is the temporary, short-term movement of opte
to destinations outside the places where they nityinge and work and
their activities during the stay at each destimatibincludes movements
for all purposes (UNWTO, 2010).

Tourism comprises of the activities of persons travelliognd staying
in places outside their usual environment for nobdrenthan one
consecutive year (12 months) for leisure, busir@ssther purposes.
This includes goods and services the tourist payspersonally or
somebody pays for on his/her behalf, or which tberists receive
without compensation for his/her own use or to beemgto someone
else, included are expenses paid before the tigfter it

Having provides definitions of tourism, it is impéive to proceed to
define ‘Tourism Sales and Marketing'.

1.3.1 Meaning of Tourism Sales and Marketing

Tourism marketing is a term which is used to rdferthat business
discipline by which the visitors are attracted tgarticular location
which can be a state, a city, a particular herit@ge or tourist
destination spot, a hotel or a convention centéie Tocation can be
anything which has the potential for attractingoarist who comes to
visit a new place.

Tourism marketing is the relevant marketing steps methods used in
making tourist locations and sites attractive ttors.
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Also, Tourism Sales involves promoting and sellangariety of travel
services, attractions and vacation packages.

Tourism marketing is viewed as a process which lireedevelopment
suitable tourist services, telling them what onaigilable and giving
instruction as to where they can buy the servicke Tdea behind
tourism sales and marketing, therefore is to entthlésts obtain good
value for their money on one hand and further thi$t organization to
maximize profit on the other hand.

Therefore, Tourism sales and marketing can be eefias the
management process through which the nationalgborganization and
the tourist enterprises identify their actual andteptial tourists,
communicate, ascertain and influence their wisinegds, motivation,
likes and dislikes on local, regional national anternational level to
formulate and adopt their tourism product accorlyingith a view of

achieving optimal tourist satisfaction while achingythe organizational
objectives.

From the above, one could conclude that sales ar#ating constitute
a business process by which the existing and patefgmand for goods
and services are determined and then supplied éystipplier. The
business includes the efforts of all the functioaadas of the seller
working on conceived products, at the right prigght time and right
place.

The issue herein is whether the special charattarisf tourism as a
phenomenon of social mobility would support theiroldhat tourism
marketing is different from general sales and m@migeof tangible
goods and services. Tourism is a mere service wisiatot different
from any other services. Therefore, sales and niagké tourism will
follow the principles of general marketing but wghme characteristics
that are peculiar to tourism.

Unlike the normal consumer product or service, tthaist product is
marketed at two levels. The first is where theaorstl, regional or local
tourist organization will typically be engaged inmarketing campaign
to persuade the potential tourists to visit thentoy region or town
which it covers. This official organization will a@lly not sell tourist
products as its sales and marketing effort untgsén two major
objectives arc achieved: First, it will seek to atee knowledge of its
country in particular markets and to persuade osisitto visit that
country. Secondly, it will seek to create an idieltle image of its
country’s tourist attractions, subsuming to someemixthe diversity of
attractions within the country into a single comrienage.

The second level is where the various individuavpters of tourist
services, market their own components of the tatakist product.
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Airlines and other transport operators, hotel geoapd tour operators
can market their individual service to potentialyéis who are already
aware of and predisposed to the destination reptedey the official
tourist organizations. The consumer (tourist) hoavehas special need
of full and accurate information about the couriteyproposes to visit or
within a country or region of he or she proposedisit. On the whole,
the objectives of sales and marketing in tourism tb@refore be said to
be attracting and motivating all the potential ons¢érs or users of
tourist services to a particular destination likggédia or Kanji Game
Reserves.

Self-Assessment Exercise 1

In your own words, define ‘tourism Sales and Marigttaking into
consideration the key elements.

1.4  Marketing Philosophies/Concepts

Recall that marketing is the process of creatingirmunicating and
delivering products to customers with the aim diséging needs,
however, the purpose of marketing philosophy islémtify and fulfill
those needs, as well as wants and demands. Isetttion, we will be
looking at five stages of marketing philosophye@stes to tourism and
sales marketing.

1.4.1 The Production Concept

This marketing philosophy concerned itself abouwtdpiction of goods
and services for offered for sale. The satisfacbbthe consumer was
not considered at all at this stage. The focushefgroducers for their
products at this time was on mass production oflypects for sales. ‘The
assumption was that if the products are found evieeye consumers
will certainly buy them irrespective of other ferds of the products like
quality, price, distribution, promotion, and consempurchasing power.’
The businesses that utilize this marketing con@epate inexpensive
and widely available products, which is sometimesiate from the
customer expectations. For example, ‘Henry Fordimanufacturing
company of caradopted this marketing philosophy some years ago.
Therefore, Ford and his Model ‘T" remain a good ragée of the
marketing philosophy of production and businesswkng what their
customers need and making it available to them bgsproducing it
and making it widely available. For instance, ir0&9the price of the
Model T was around $825, and in 1912 it was arofifd5. As the
products are available everywhere and cheap, cogrsuane tempted to
buy them under the assumption they will meet timeieds and wants
which in reality is the contrary. In ability of thgractitioners of this
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philosophy to take into consideration consumergdseand changes in
market situation led to it failure.
1.4.2 Product Concept

Unlike the production marketing philosophy whichfagused on mass-
producing inexpensive products, this concept favbigh-quality
productsand holds the belief that the consumers won’t ntinel high
price because of the quality that comes along thi#m. The businesses
that utilize this marketing philosophy assume tihat customers prefer
products that are of greater quality, so they spefat of time working
on their products, improving them and coming uphwiew features.
They paid fully focused on products quality, paylags attention to the
customer needs and markets, which can sometimdsdelaad product
sales. A great example of the product marketindppbphy is ‘Apple’
for its computers and handsets in the market. Meelgeen working on
their models for years and coming up with new fesguwhich convince
their customers to stay with their brands. Theodoicts are expensive,
but you don’t get just any kind of product: you gt most cutting-edge
technology. However, since society is made of gsoapbuyers with
varied needs and purchasing powers, this led tofdilere of this
marketing concept.

1.4.3 Selling Concept

While the production and product concepts arel@ua production, this
marketing philosophy focused on the promotion afdoicts because it
believes that the customers won’t buy the prodactsot buying enough
if they’re not being advertised to. Here sales salés volume were the
major consideration. The businesses that practide marketing
philosophy believe that they can sell any produdhwhe use of
advertising or promotional campaigns. What lechtvémergence of this
concept was the ‘Industrial Revolution.” Duringghime, there was a lot
of demand for industrial products used during tree.\irhus, the need
for competition for right customers with right phesing power among
businesses emerged. The manufacturers and buspressitioners
became more efficient in product production, whitten led to
overproduction and surplus of products in the markehus, the
companies that produces these products needed lltothse extra
products, hence, the emergence of the selling rtingkghilosophy
came to being. They started creating entire selliggartments that had
the aim of persuading customers into buying as npaogucts as they
could. Nowadays, this marketing philosophy is stillused especially
for companies that has un-demanded products ir tsteires. PZ
company usually adopt this marketing philosophytifir refrigerators.
However, marketing campaigns and promotional tebtsuld not be the
first line of considerations when considering tangearket expectations
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and satisfaction. Thus, the marketing philosophycomcept failed in
attracting and sustaining the needs and expectatfitre target markets.

1.4.4 Marketing Concept

This concept is all about learning as much as yan about your
customers (target markets), and only then creaimgoduct that you
know they need. Out of all the marketing philosgshithis one is
probably the most used in marketing nowadalhkis is probably
because it is hard to sell anything nowadays withkmowing your

target audience and appealing to them. Hencenthiketing philosophy
places a lot of importance on the customer and thants and needs. In
essence, the marketing concept which is also knas/rtustomer or
market orientation is a new philosophy which aimedmeeting the
needs and satisfaction of consumers. For instaStanton (1983)
defined marketing concept as a “philosophy of bessnwhich states
that the customer’s satisfaction is the economit social justification
for a firm’s existence.” The focus of this marketiphilosophy lies on:

1. The relationships that exist between a marketingpany and
the consumers are that of a servant-king relatipnsthat is a
consumer/customer is a king.

2. Satisfaction of the consumer will ensure the cardirs existence
of a company.
3. Reward is the end-product of a satisfactory service

1.4.5 Societal Marketing Concept

This marketing philosophy is all about knowing yawstomers’ needs,
while also caring about the well-being of society ats environment. It
sees businesses as parts of society and proma@espdrticipation in
solving of important issues affect the immediateyimmment of the
business, like pollution, world hunger, and illdey. The application of
this marketing philosophy is the agitation of theger Delta’ in Nigeria
for cleaning of their environment as a result oflyg@mn inflicted on
their land by oil companies in that region.

1.4.6 Features of Sales and Marketing Concept

The main features that distinguish a company thattces this sales
and marketing concept from others are:

Consumer Orientation
The aim of the company is always to satisfy thardesand aspirations

of the customers. This involves assessing the rharkeds through
research and adequate planning. Products and egraie important to
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the extent that they satisfy customer’'s needs arthrece their well-
being. Sales and marketing must therefore statt wiéntifying their
needs and end when those needs are satisfied aelgqua

Profit Orientation

Business exists to make profit in order to rewdre share-holders on
their investments. But as you have observed eagrefiit should come
as a result of ensuring satisfaction of the consarared in particular the
target market. For this reason, sales volume andkehahare should
attract a good margin of profit for the companyliimre with the target
market needs and wants, thus, this will guaranteatirmuous

uninterrupted and satisfactory services to the wores.

Integrated Effort

Sales and marketing is a managerial process. Tdrerefndividual

departments like personnel, accounts/finance, mtmlu and

engineering should support their goals in ordeaidioieve the marketing
goals of the firm. It is this sales and marketirglg that bring revenue
to the company. Therefore, the top management ipslishould get
precedence over individual departmental policies.athieve this, all
policies must be properly communicated to all coneé in time in

order to effect compliance and action. Sales antketiag efforts are

corporate efforts and should be seen as such fnerstakeholders in the
industry especially service sector of the economic.

1.5 Tourism Product

The increasing number of a person’s need to tosrehaouraged parties
involved in the tourism industry to strive to prdgiproducts needed by
people who engages in tours. Tourist product is thefined by Medlik
and Middleton (1973) as consists of various eleséimat become one
package, inseparable with each other.

. A tourist product is a concept that is made up odngn
components. These are made up of tourist attragtiprovision
of means of transport, lodging and its associagatlities and
sources of entertainment. These components maydwdpd by
one company or a group of companies in the toumshastry.

. Tourism product is usually the amount of psychatabiand
physical satisfaction it offers or delivers to toerists when they
are travelling to a new place or are on the wayatgiven
destination it can be both domestic and internatioifourism
products are more concerned towards services aaititiés
produced to fulfil the requirement of the consumers the
tourists.
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Tourism products are a combination of good serviimsanded
by a tourist during travel to and stay at a destma These
include natural, cultural and manmade attractiarch sas hotels,
transport and ancillary services. It implies thag sum total of
experiences derived by the tourists during thereritip can be
considered as a tourist product. Thus, tourist pecoccan be
specific for instance individual demanding for atdioor an
airline seat or total products which are bundleganfgible and
intangible elements based on an activity at a datstin.

For purpose of clarity, they are classified as:

Objects and Attractions- Everything that is unigueertain areas
that attracts people to visit the area.

Facilities — Everything that is needed at a toudsstination
which includes basic facilities, complementary lides, and
supporting tourism facilities.

Accessibility — Access that connects the countrpiadin area
ofthe tourists to the destination chosen by theistsi

It should be noted that the demand for tourist pobsl can be
determined on the basis of upcoming trends in tlaeket or current
fashions. Present fashion in the market is helfpdul analyzing and
fulfilling the demand for different tourism prodscfwhich can include
attractions, services and other amenities). Towisting to a hill for
instance for their natural beauty and panoramiwsimay choose to opt
for some other destination due to current trendghm market and
sometimes change in the fashion.

Characteristics of Tourism Products

1.

Product Highly Perishable- If the products remain unused, the
chances are lost. The unsold hotel room or airaedt can’'t be
stored for later sale, as we find with the tangipteducts like
cars and computers. This necessitates greatertstiorfill the
hotel rooms or aircraft seats. Naturally, the peaid are unique
to tourism which calls for considerable ingenuity ine part of
marketers.

Service Product- The product sold to tourists are regarded as
services. This requires high degree of
personal commitment, imagination, adaption etcintangibility
poses problems for those interested in marketingsm services
especially to a new destinations and tourists.

Users’ Presence essentialFor availing the services, it is
essential that the users come to the spots pelganghysically.

It can’t be brought to the users; rather the usasst be taken to
the product destination. This necessitates thangett product in
the right way and time.
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4. Not a Homogeneous Productit is important here to mention
that tourism is not a
homogeneous product since it tends to vary in stahdnd
quality over time, unlike a T.V. set. A packagertau even a
flight on an aircraft can’t be consistently of egst@ndard by two
different airline operators.

5. Largely Psychological in Attraction- The tourism products are
largely psychological in attraction since when arist buys a
package tour abroad, he buys more than a simplectioh of
services. For instance, aircraft seat, and a hoteh.

6. Highly Risky Product- The risk for the use is heightened as the
purchase may precede the actual consumption gfrttuct The
experience of an excellent hotel may be marredisgpgpointing
flight to the destination; and similarly, holidaltae sea side can
be ruined by a prolonged rail spell.

7. Supply Components Rigid-A number of factors are responsible
for rigidity and elasticity of the supply compongrih tourism
like railway, roads, airports, etc. This is dudhe fact that these
are all capita-intensive items and take some toneotmplete and
recoup back.

8. Demand is Instable-It is right to say that tourism products are
subject to instability of
demand. This aggravates the magnitude of risk asegp multi-
dimensional problems in tourism planning. A numbéfactors
are responsive for the same like seasonal varmtamd high
elasticity of demand, sudden impact of external and
environmental factors, for example current out ofrdba virus
has put the entire tourism industry on hold.

9. Product standard depend on staff Trained and experienced
staff are needed to make
available the refined services. Deficiency in equent and
facilities can be compensated use of efficientf &taf there is no
compensation for the lack of competent and coudesbarf.

Self-Assessment Exercise 2

List five (5) main features of tourism products.

1.6 Summary

This unit treats the nature and meaning of towsadés and marketing,
the various sales and marketing concepts or pholuss and the
features of tourist products. Now that the backgtbhas been laid, we
shall be discussing the roles of marketing andctirecept of customer
relations in tourism marketing in the next studyt.un

10
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1.8 Possible Answers to Self-Assessment Exercise
SAE 1

It is the management process through which theomali tourist
organization and the tourist enterprises identisit actual and potential
tourists, communicate, ascertain and influencer th@shes, needs,
motivation, likes and dislikes on local, regionalational and
international level to formulate and adopt theirurtsm product
accordingly with a view of achieving optimal tourgatisfaction while
achieving the organizational objectives.

SAE 2

1. Product Highly Perishable

2. Service Product

3. Users’ Presence essential

4. Not a Homogeneous Product

5. Largely Psychological in Attraction

12
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UNIT 2 IMPORTANCE OF MARKETING
AND BASIC CONCEPT OF
CUSTOMER RELATIONS IN
MARKETING

Unit Structure

1.1 Introduction
1.2 Learning Outcomes
1.3 Importance of Marketing
1.3.1 Basic Concepts in Customer Relations
1.4 The Need for Good Customer Relations
1.4.1 Methods of Getting Customers
1.5 Handling Customers Complaints
1.6 Summary
1.7 References/Further Reading
1.8 Possible Answers to Self-Assessment ExerciBg)S

1.1 Introduction

Tourism and Sales marketing is a managerial proosbkgch
concerned itself with the national tourist orgatia and the tourist
enterprises that identified the actual and poténtiaurists,
communicate, ascertain and influence their wishesds, motivation,
likes and dislikes on local, regional national amigrnational level to
formulate and adopt their tourism product accoryingth a view of
achieving optimal tourist satisfaction while achmgy the
organizational objectives.

The scope of sales and marketing is dynamic becaasdssues keep
on attracting the attention of marketing exxp, especially the
customers and business relationship. This unitaéxghe importance
of marketing as its relates to customers relatespgecially in service
industry like tourism and hospitality.

1.2 Learning Outcomes

By the end of this unit, you should be able to:

. Explain the importance of marketing in relation
to services
. Explain the basic concept of customer-relations
in tourism marketing
. Explain the need for good customer-relations
. Explain the method of getting and retaining custame

13
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2.3 Importance of Marketing

Explain the methods of handling and preventing ausr complaints
and regaining lost customers in tourism marketing

Importance of Marketing

Marketing is relevant to every economy and is aiefuinstrument of
economic development. As has been noted by AdanthSmibasic
elementary economics and a classical economistlugtmn is useless
unless consumption takes place. Several produdivities in the
economy would not be beneficial unless they areiveied to
consumers. It is pertinent or relevant for planrterambibe marketing
techniques in order to achieve their desired objest This will
therefore have multiplier effects which may crestene impacts on the
well-being of the citizens. Marketing, thus, plagseral important roles
in the development of the society. This unit, tifeme look at the
importance of marketing visa viz tourism sales.

(1) Business

Sales and marketing are a primary function of amsiriess organization.
Products and services as produced by individuald aarporate
organizations require effective marketing basediterstanding or the
needs and wants of consumers. For an organizatiostlynin an
economy of surplus to succeed, it must employ #émeices of marketing
experts in order to achieve its objectives and &etup with societal
needs. Sales and marketing therefore, make goabiseamices available
to consumers at the right time and right place a#l as at the right
price. In return, it brings into the organizatievenue which is used to
service all other departments and the sharehoideesms of dividends.
Marketing leads to expansion of the activities ompanies, thereby
increasing both their assets and profit base.

(2) Employment Opportunities

Through sales and marketing and its related aesitemployment

opportunities are created for many people. It vaisnated that the total
employment in all sales and marketing activitiedNigeria exceeds 50
million people out of the estimated population, ¢teegou can appreciate
the enormous impact of sales and marketing on gmrpeat.

In addition, it should be noted that marketing kaygnerate income for
the business. This income being generated for thantzation involve
engaging people. By so doing, marketing has creaegloyment
opportunities for individuals and group involvednrarketing activities,
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especially in tourism industry which entirely dedean creation of
awareness about its services to the society.

3. It Create Competitive Advantage

Business world is dynamic, hence only individualsd acorporate

organizations that meet the needs of its targekebavill succeed in the
modern business world. Competition is a must in enoedusiness world
due to changes in consumer income, governmentypaticanges in

taste, and changes in service operations. Marke&sgarch, customers
complaints and implementation of new technologid&velopment

especially in the hospitality and tourism industmgates competitive
advantage among the service providers, especiallye sinformation

communication technology has enhance businessroestaelation

smoother. Corporate organizations and individuals the service

industry that fails to recognize the target marketingredient to their
business success will dies soon after creation.

2. Consumers Perspective

From the consumer’s perspective, a greater pasuofincome is spent
in the market place. There is inescapable fact #mut 60% of a
consumer’s income is spent on marketing-relatederesps. Under a
period of depression, it may be up to 85%. The gores must know the
types of goods and services available in the matkeir prices, and any
other information about their locations. This i tluty of sales and
marketing to the consumers.

3. Government

Government is the regulator of the economy insafarnt touches on
formulating rules and regulations on how to carryt dusiness
activities. Sales and marketing help the econongréov by generating
income to company workers and taxes are paid tirthugse incomes.

4. International Cooperation

Sales and marketing encourage international cobperamong nations
thereby strengthening the bond of friendship. Bydemg frictions and
misunderstanding are reduced to the barest mininfitmough sales and
marketing, goods, that are in short supply or #matnot produced at all-
in-one country are made available in another cqurithis particular
activity helps to enhance the standard of livingh&f people around the
world.
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5. Growth of Industrialization

Sales and marketing has contributed to the grothduwstrialization in
all parts of the world today. The United Stated\oferica, Japan, China
and many countries in Western Europe have bendiited their sales
and marketing know-how. Sales and marketing caonteib to
industrialization growth by identifying the needsdawants of a target
market and ensuring that the requirements are efeliv at a profit.
Industrialization would be worthless if it is ncaded on identified needs
of consumers.

6. Marketing Research Function

The sales and marketing research functions isalsdal in developing
economics with considerably limited capital res@stdf this is initiated
at the early stages of economic planning periodjlityield information

that would make for better use of the scarce ressur

7. Marketing Promotion Function

The sales and marketing function is also necedsargonsumers and
producers in the economy. The promotion functiciorims the public
about the availability of goods and services arartiwant satisfying
quality. It seeks to complete the information @rdbetween those
engaged in production and those engaged in congamihe need for
promotion exists both at the times of scarcity andplus. This is so
because in trying to inform, promotion can be afulseneans to
desirable social change. Modern thinking in ecomodevelopment also
recognizes the effect of under consumption in det@r economic
development.

Self-Assessment Exercise 1
List five (5) importance of marketing to tourisnaurstry

1.3.1 Basic Concepts in Customer Relations

Today's consumers are better informed about senaoel products in
the market due to the fact that the information wamication
technology (ICT) has turned the world into a globdlage. It is the
target customers or consumers who determined badn l®ow is sold
and aftermath of purchase of either a product niice Thus, customer
relations have grown beyond traditional ways ofatia with the
customers. Therefore, effective customer relationslved listening to
customers’ needs, and addressing them in line thighr expectations.
Due to the importance of customer relations in issarindustry, most
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service organizations like hotels and airlines hdgeeloped strategies
in keeping in touch, and retaining their loyal amsérs. To achieve this,
many service companies are now focusing on thevbagt of managing
their customers.

Customer relations is thus described as custom&ness relationship
that results into purchase of a product or serwitered by a company
for sales in the market. Customer relations aimsreate a mutually
beneficial relationship with the customer that egte beyond the initiate
purchase.

This therefore means that customer relations asepit in all aspects of
a business, however, it most prevalent in the ooesto service
department. It also extends to marketing and sake®s since members
of this department interact with the target custenodten.

Benefits of Customer Relations
Some of the benefits of customer relations includes
Increased Customer Loyalty

Customer relations can result in different bendbisyour organization

especially customers who are happy with the sesvafered them by

the organization will continue to paternalize comgsa services and

products in the market. Also, they will also recoemd the company’s
services to relations, friends and prospectivearusts. For instance,
when you have a good history with your customersnakes it more

difficult for your competitors in the market to &ithe customers away
from your brand. Customers loyalty is highly valleafor businesses, as
repeat customers are more likely to buy more offem a prospective
customer. The multiply effect is that it will gea&r more profits to the
organization.

Increased Customer Retention

Companies that do a better job of managing custoeiations are more
likely to see higher customer retention rates.slteasier to retain a
customer if the services of the organization meetwith his/her
expectations. However, it is not easy to attracheaw customer,
especially when the services or products are netveirmarket.
Increased Customer Satisfaction

Often times, it can be hard to tell whether youstomers are truly
happy with your services or products. Having strongtomer relations
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can act as an insurance policy which prevent laystomers from
shifting to other competitors’ brands in the market

Increased Customer Feedback

Good customer relations give service organizatiesgecially Hotels
and Airlines more insight into their customer's ljeons because it
creates an open channel of communication in relgtim customers’
complaints. This will lead to better organizationteractions with

customers, which builds up trust over time anduiefices their buying
decisions. For instance, studies have shown tiregummers believe that
a good experience with a company has more influeoner their

purchase decision than advertisements. Thus, a gogdnization

should lay more emphasize on good customer rektafter quality

services or products

Principles of good customer service relations

The key to good customer service is building gaadtionships with the
customers. It is imperative to thanks the custorf@rgatronizing your
services or products. This will promote helpful arfdendly
environment. To ensure good customer service delyesystem, the
following are considered pertinent:

. Need to know what your customers consider to bel gustomer
service

. Take time to find out customers' expectations.

. Follow up on both positive and negative feedbackhenservices
rendered.

. Ensure that you consider customer service as impoaspects of
the business

. Continuously improve on the level of customer ssFviyou

delivering system.
Elements of good customer service relations
Elements of a good customer service relations lentai

Customer relationships:It is important to observed the followings:

. Greet customers and approach them in a way thadtigal and
fits the individual situation

. Show customers that you understand what their needs

. Always send appreciate after services either qralyitten-

email, or test message.
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Staff

Ensure that the staff of the organization are wedined and can
communicate in the language of the customers flyentiore
importantly, the sales teams should be able toa@xghe services or
products the organization in details that will mrate to purchase
immediately.

Complaints

Customers complaints is one way through which ttgamizations and
sales teams get feedbacks about services rendepga.rtunity should
be created for customers’ complaints either pasitivnegative, this will
go along to improve the service or the productreffen the market.

Products

The products or services offered in the market rmues¢t the needs and
expectations of the target customers. For the eemi product must be
accepted, it should be able to perform better ttien competitors’
products in the market. Where application, theiserer product should
be able sell it through quality provided to thetousers.

1.3 The Need for Good Customer Relations

When a marketer works constantly to see that eastomer derives the
maximum benefit from his purchase, he is laying finendation of a
sound customer relationship. The rewards for ttesaany:

(1) There will be repeat sales, which lead to incressdes volumes

for  salesman and his company.

(2) Satisfied customers are valuable sources of a numifferent
information.

(3) Satisfied customers give the salesman his prodaot his
company favourable word-of-mouth publicity.

1.3.1 Methods of Getting Customers
(A) (1) Through advertising and publicity althoughmiost
service marketing, advertising is usually
discouraged e.g., medical practitioners.
(2) Reference by already satisfied customers.
(3) Through direct sales and marketing efforts.
(B) Methods of Retaining Customers

(1) By offering an augmented service e.g., after-ssdegice
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(2) By offering quality services.

(3) By treating the customers courteously and politely.
(4) By arranging relationship agreement with the custiom
(5) By using sales relationship marketing.

1.4 Handling Customers Complaints

All marketers must expect some complaints fromatisBed customers
and the effective handling of complaints can do Imtw build sound
customer relationships.

The marketer must of course minimize complaintsthte minimum
extent possible and must handle those that aredaat as skillfully as
he can. The first step in minimizing complaintd<ébr:

0] Sufficient knowledge about the products and theéatusr needs
so that he can guide the customer in his buying.

(i)  Making certain that the customer and marketer tlalike about
the product.

(i)  The marketer should describe in whatever detaildeége the
policies and procedures of his company, e.g., hoguees are
handled, what the company's position is on suchtenaas
claims, allowance, damages and returned goods etc.

(iv) Reduce complaints to the minimum by carefully kegpall the
promises he makes.

If he is unable or unwilling to handle the comptaine should explain
his position clearly to the customer and then meviee company policy
with his company on procedure for handling custonwmplaints. This
will help in regaining lost customers. Due to disgaction, a customer
can discontinue buying or because a more persuasivgpetitor took
him away. Each case should be examined to see ey, when and to
whom the account is lost. The answers to thosetignsswill point out

the tactics most relevant.

Self-Assessment Exercise 2

State three (3) methods of retaining customereunigm industry

1.6 Summary

This unit treats, the importance of sales and niedgein economic
development, the basic concept of good customatioels in marketing
and handling, preventing and reigning lost cust@mar tourism
marketing activities.
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1.7 References/Further Readings

E.A Kuwu (2005). ‘Revision Notes on Tourism and éldvarketing’,
Federal Polytechnic: Kaduna (“Marketing” www goagtam).
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1.8 Possible Answers to Self-Assessment Exercises
SAE 1

Five importance of marketing to tourism industry

1. It creates employment Opportunities
2. It Create Competitive Advantage

3. It creates international cooperation

4. It enables growth of industrialization

5. It facilitates marketing/market research
SAE 2

Methods of Retaining Customers

1. By offering an augmented service.
2. By offering quality services.
3. By treating the customers courteously and politely.
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UNIT 3 CONCEPT OF TOURISM SERVICE -
MARKETING

Unit Structure

1.1  Introduction
1.2 Learning Outcomes
1.3 Meaning of Service
1.3.1 Characteristics of Service Marketing
1.3.2 Marketing Implication of Tourism Services
1.4  Similarities between Goods and Services
1.4.1 Differences between Goods and Services
1.5 Classification of Tourism Services
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to SAEs

1.1 Introduction

During the £ & 2" World War, the importance of services was less
emphasized, the concerned as at that time to cotheephysical goods
into sales. Thus, the issue of services was lesgertned of the
manufacturing industries. However, competition aftbices in the
market brought ‘service’ as an integral of modeusibess world. The
peculiarity of service product made it as a spear@a that must be
given utmost attention by all especially tourismdahospitality
professionals.

Tourism and Hospitality industry offered produckett are intangible
that must meet the expectations of the touriststorners, visitors and
the general public. Therefore, ‘service’ as a potdshould be
considered as special product by modern busineskl.wo is on this
basis that this unit explain the meaning and coraptmof a service.

1.2 Learning outcomes

By the end of this unit, you should be able to:

. Explain the concept of service marketing in tourism

. Explain the properties of service marketing

. Identify the characteristics of service marketingaurism
. Identify similarities between goods and services
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1.3  Meaning of Service

A service is a transaction in which no physical dpare transferred
from the seller to the buyer. The benefits of sadervice are held to be
demonstrated by the buyer's willingness to makeetolange. Services
are activities such as hospitality tourism, bankiagd selling things
which are part of a country's economy, but are caicerned with
producing or manufacturing goods.

A service is any activity or benefit that one pacgn offer to another,
which is essentially intangible and does not resulthe ownership of
anything; its production may or may not be tiecphysical product.’ —
Kotler, Armstrong, Saunders and Wong (1998).

Thus, a service business is a company that proweeain professional
support to its clients. In these businesses thdymtois not a tangible
one, instead it is an activity that helps a thiedtp at different areas.
Examples of these are hotels, restaurants, aislir@ssportation, etc.

Services in tourism are those separately identdiabut intangible
activities that provide want-satisfaction and ac¢ of necessity to (or
inextricable from) the sale of a product or anottenvice. To produce a
service may or may not require the use of tangjbleds or assets.

1.3.1 Characteristics of Services Marketing
Services are characterized by six general features:
1. Intangibility

Intangibility refers to the service offers is immaal or intangible and
cannot be presented in a concrete manner to comsuprér to
purchase. For example, a customer cannot touchettaurant service
prior to attending the event at the restaurantheeitan it assess the
qguality without attending the event as opposed kysgal goods
purchased either directly or through a third pékiy agents.

Thus, it may not be possible to taste, feel, sear lor smell a service
before its purchases is undertaken. Intangibitéyrs from the fact that
services are regarded as ‘performances.” Serviage h few tangible
attributes called search qualities that can be etkprior to purchase.

In addition, services are also considered as a irichxperience and
credence qualities that can be assessed only pfiechased and
consumption (satisfaction, courtesy, etc.) esplgcial the hospitality
and tourism services. For instance, satisfactioa turist experience is
a function of a tourist expectation, sometimes thaeyin contrary to the
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customers’ expectation. Thus, intangibility meahns tourism services
cannot be taste, feel, see, etc. prior to the @msehFor example, you
cannot experience the nature of barbing not umi go the barbing
saloon and receive such service.

2. Inseparability

Inseparability refers to the notion that, in mu@rvice operation the
production and consumption cannot be separatetlisthe service is to a
great extent consumed at the same time as it dupenl. For example, a
hairdresser may prepare in advance to carry ouseéhgce, but most of
the hairdressing service is produced simultaneoaslythe customer
consumes the service.

Thus, creation of service may be coterminous withconsumption.
Hence, services are at the same time made availablel, and
consumed immediately after purchased. Thereforatesfies relating to
selecting, training, motivation, and controlling @Eoyees are very
important especially offering service to the targearket. Services
cannot be sold in very many markets especially wthenexperts are
few. This characteristic also limits the scale pétion in a time space.

3. Heterogeneity

Heterogeneity is closely related to inseparabdsyit is very difficult to
apply quality standards to services to ensure anticlal service output,
this however, depends on the cooperation and pgaation of individual
customers. For instance, it is difficulty to startized Airline services
as well as transportation services as offered Wfgrdnt companies.
Often, it is impossible to ensure consistency mkrvices provided by
a seller or to standardize offerings among seliérdhe same services.
Sellers of a service would offer differently accogl to the seller’s
ability, disposition, strategies, and environméxb. two sellers, given
the same sales situation, would offer a servicaygh the same in same
manner.

4. Perishability

Perishability refers to the fact that unlike phgigoods, services cannot
be stored. An appointment with the dentist, in castf at a given time
on a given day, cannot be stored and offered agaime customer. This
therefore means that services cannot be storedvanae of demand.
An airline seat not utilized as at the time of fhased and boarding is
considered as lost forever. Service cannot be tioteed, stored or

warehoused for future use. This is because seutility is short-lived.

It is in this regard that an unoccupied taxi cakbbos seat or train or
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plane or even a hotel bed space is perished, ®mast and wasted for
that trip.

5. Ownership

The purchase of a service may only confer uporctistomer the access
to use a facility. The customer does not obtaineraip of that facility.
For instance, having purchase an airline ticket dotrip does not
guarantee the owner of such ticket as the parh®fownership of the
airline business.

6. Instability

Specific features that appeal to consumers sensgbf, smell, taste,
hear and touch that are identifiable with tangjmeducts are absent in
the case of services. Features of measurement,hiwgigdisplay,
demonstration sample, test through evaluation, ate.not applicable
since particular benefits are not readily apparémr example, the
nature of services calls for specially strategied experts in persuading
the target to patronize such services offered enrttarket. It is on this
account that the prices of services easily diffeaedong the service
industry especially in Nigeria.

1.3.2 Marketing Implication of Tourism Services Characteristics
1. Intangibility

The marketer may attempt to reduce the level dicdity to which the
characteristic of intangibility gives rise, for taace by:

(@) Increasing the level of tangibility. For instandsy providing
physical illustrations e.g. by developing a tangil@presentation
like reports, specifying work carried out for exigf clients for
consultancy services or associating the servicah wangible
objects.

(b)  Focusing the attention of the customer upon thecgpal benefits
of consumption.

(c) Differentiating the service and building up its wégtion, for
instance by enhancing perceptions of customer sErand
customer value by offering excellent quality seeviceliability
and value for money. Such customer perception afityuand
excellence must be attached as value to brand feadrands
managed to secure and enhancing their market @osiKLM
Airlines for example, offers air transportation\sees in a highly
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competitive international market, but are consigyerated by
business travelers as providing outstanding quafigervices.

2. Inseparability

The importance of establishing value on excellemcel customer
orientation. Effective customer service trainindl wmphasize the need
for quality service and reliability. The enterprisél have to invest in

people in order to achieve success.

3. Heterogeneous

There will again be a need to establish and mairgtitude and culture
that emphasizes:

0] Consistency of quality control, e.g., restaurand® always
served at correct temperature and presented ir@fispnanner.
(i)  Consistency of customer service

(i)  Effectiveness in staff selection, training and mation

4. Perishability

The operations management process may attempt tionipp the
relationship between supply and demand, for ingtay:

() Using pricing variation to encourage off peak dechan
(i)  Using promotion to stimulate off peak demand.

5. Ownership
There are at least three alternatives to marketezse are:

0) Promoting the advantages of non-ownership.

(i)  Making available to the customer tangible symbol or
representation of ownership such as certificatmembership of

a professional institute.

(i) Increasing the chances or opportunity of ownership.

Self-Assessment Exercise 1
As a student of tourism is ‘service’ in importanther to the customer or the

1.4 Similarities between Goods and Services

(1) They are both want satisfying.
(2)  They both involve payment.
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(3) They both have price.

(4) Their existence needs to be communicated.

(5) They are both consumed before they can yield bisnefi

(6) They involve cost.

1.4.1 Differences between Goods and Services

SIN | CHARACTRERISTIC | GOODS SERVICES

1 NATURE Goods are Services are
produced performed

2 ESSENCE Goods are tangibl8ervices are
and homogeneous intangible and
in nature heterogeneous in

nature

3 CORE-VALUE Core-value ofa | Core-value of a
good is produced | service is
in a firm or produced at the
factory or time of buyer and
manufacturing seller interaction.
unit.

4 PARTICIPATION Customers’ don’t | Customers
participate in participate in the
production processproduction of
of goods. services.

5. INVENTORY Goods can be keptServices cannot bie
in the stock for kept in stock
future sales, inventory of
inventory of goods service is not
is possible. possible.

6 OWNERSHIP Transfer of Transfer of
ownership of good ownership is not
title is possible. | possible.

7 CONSUMPTION Production and | Production and
distribution can be distribution occurg
separated. at a point in time.

8 QUALITY The quality of a | The quality of a
product can be | service cannot be
measured and measured.
compared with
other products.

9 RETURNS Goods purchased Services bought

can be refunded if
not satisfied and
can get refunded.

cannot be
refunded but in
some cases can
get refund of

money.
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1.5

Classification of Tourism Services

Tourism services are a very diverse group of prbdnd organization
which may serves more than one kind. Examplesmfces include car,
rentals, repair, health care, hair-dressing, clulie, legal advice,
banking, insurance, air travels, education, entertant, business,
consulting etc. Thus, services can be classifiéat in

1.

2.

Business Service: These are services offered hyithdhls and
corporate organizations for monetary motives.

Personal Business: These are commercial activitied are
provided to individuals according to their needs foonetary
purposes.

Social Service: These are essential public servidéey are
provided by the government and non-governmentaraegtions
for none profit motives. Examples of these inclusevices of
education sector, sanitation, medical facilities $ing, etc.

The purposes of classification of services into venus categories are:

1.

2.

3.

4.

5.

The classification helps to understand the neatf different
services.

The classification is helpful to understand #t&ibutes of a
service product.

The classification is helpful to understand thedationship
between service organizations and their customers.

The classification is helpful to understand tia¢ure of a service
demand.

The classification is helpful in solving issuesnnected with
planning and designing of services.

Marketing services can be meaningfully analyzed usyng a five-
category classification scheme.

CATEGORY EXAMPLE

Type of Market Repairs, child care, Legal advice, etc.

- Consumer Consulting, catering  servicesjnstallation

- Industrial

Degree of labour Repair, education, hair-cuts.

intensiveness Telecommunications, health, public transpart.
- Labour/people

based

- Equipment based
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Degree of customer contract
- High
Low

Health care, hotels, air travel. Repai
home deliveries, postal
services.

Skill of the service provider
- Professional

- Non- professional

Legal advice, health care, bank serv
Domestic services, dry cleaning,
public transport.

Goal of service provider
- Profit

Non-profit

Financial services, insurance, hotel
Accommodation
Health care, education, government.

Self-Assessment Exercise 2

Do you consider the classification of ‘services’pontant as a professional if

1.6 Summary

This unit explain services marketing, the charasties of service

marketing, the marketing

implication of tourism \sees, the

similarities between goods and services and catgaf services

were explained in details.

1.7 References/Further Readings

Baker M.J (1974)Marketing — An Introduction Tex@™ Edition

Kotler, P, & Keller, K. L. (2007). Marketing Managent. 12" Edition.
Pearson Education, Inc, India

Kuwu A.E (2005). ‘Revision Notes on Tourism Markefi,

Kaduna — Polytechnic: Kaduna.
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1.8 Possible Answers to SAEsS

SAE 1

o A service is any activity or benefit that one paréy offer to
another, which is essentially intangible and doa&sresult in the
ownership of anything.

o Service is an important element of any corporaggioization.

o Without service, even physical products cannotlFut$
objectives of satisfying the customers.

. Service goes hand-in-hand with all products offergd the
market for sale.

. Service is therefore important to both customertsthre society.

SAE 2

Classification of service is important for follovgnmeasons:

. To understand the nature of different services.

. To understand the attributes of a service product.

. To understand the relationship between servicemzgtons and
their customers.

. To understand the nature of a service demand.

. To solve issues connected with planning and desigrof
services.
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UNIT 4 TOURISM MARKETING INFORMATION
SYSTEM

Unit Structure

1.1 Introduction

1.2 Learning Outcomes

1.3 Meaning of Tourism Marketing Information System
1.3.1 Basic Marketing Information Requirements
1.3.2 Reasons for Information Systems

1.4 Types and Sources of Tourism Information System
1.4.1 Tourism Sources of Information could beaoi®d from

the Following

1.5 Channel of Information Flow
1.5.1 Problems of Information in Tourism Maikegt

1.6 Summary

1.7 References/Further Readings

1.8 Possible Answers to SAEs

1.1 Introduction

Information is an integral of tourism activitiesrass the globe. The
source of information and its availability deteresnthe usage among
its target market, especially among internatioonatists. Tourism, is
therefore, synonymous to information. Informatioboat tourists
products and services must be available in detailthe end users
otherwise no matters these information which areessible to the
tourists will attract less patronage.

Tourism organization must ensure information abotem,
accessibility and communication should be readigdm available as
when requested by the tourists, visitors, travellend the general
public. No tourism organization will succeed withoproviding
needed information to their clients which are refieras tourists.

Information is thus an important element of anytesysor industry to

exist and success. Tourism industry requires laggeount of

information on different areas. The role of infotioa in tourism is an
important for everyone. The important informatioovers image of
destinations, products, competitor’'s offering, psc quality and
services, promotional and selling activities, cherand experience of
tour operators. This unit examined various souademformation as

they influence tourists’ decisions in relations tteeir choices of a
destination.
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1.2 Learning Outcomes

At the end of this unit, you should be able to:

. Explain the meaning of tourism marketing informatgystem
. Identify basic requirements of marketing informat&ystem
. Mention types and sources of tourism informatiostesm

. Identify problems of information system.

1.3 Meaning of Tourism Marketing Information System

Tourism marketing information system is a procedtoe gathering,
sorting, analyzing, evaluating, and distributingeded, timely and
accurate information to marketing decision makérglevelops needed
information from internal and external company rmesp marketing
intelligence activities, marketing research processd information
analysis to managers in the right form and at tgktrtime to help in
marketing planning, implementation and control. Aod tourism
marketing information system balances informatitvatta manager
makes available to its clients.

1.3.1 Basic Marketing Information Requirements

Basic elements of tourism marketing information esasidered as very
important for the success of tourism organizatidwste that these are
regarded as uncontrollable variables or macro elsnéhat tourism
firms and institutions should look into criticallfhese include:

(1) Tourism

(&) Opinion + Preferences

0) Destination image

(i)  Available tourist products

(i) Publicity, advertising and public relations
(iv)  Sales opportunities

(v)  Price.

(b)  Travel motivation + Behaviours

(i)  Main motivation for travel

(i)  Pattern of travel (individual or group)

(i) Cheap/expensive method of accommodation.
(iv) Response — Destination tourist product

(v)  Anticipated future changes
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(2) Markets
(@) Characteristic trends

(i) Size

(i)  Location
(i)  Main segments
(iv) Demography

(b)  Distribution considerations:

()  Role of tour-operator + travel agents.

(i)  Role of foreign tourist office
(i)  Effect of international computer reservatisystem
(iv) Strengths + weaknesses of other outlets.

(3) Competitors (Group or Individual)

(i) Policies

(i)  Product + supply component offered
(i)  Marketing strategies of competitors

(4) General Environment
(&) Economic situation

(i)  Class of potential customers + their econonghdwviour

(i)  Income bracket + family budget
(i) Economic travel arrangements, etc.

(b)  Social Consideration + Trends

(i)  Cultural background

(i)  Ethnic and norms

(i) Beliefs, etc.

(c) Political Trend of the destination

() Analysis of political consciousness.

(i)  Effect of political relationship with the destinati
(i)  Government role in facilitating travel in generatc.

(d)  Scientific and Technological Changes
() Means of transportation

(i)  Automation
(i)  New methods of inclusive tour holidays, etc.
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(5) The Tourism Destination Product
(@) Natural Tourist Resources

() Climate
(i)  Land configuration and landscape
(i)  Flora and fauna

(b)  Cultural and Human Heritage

0] Historical monument and remains of past civilizatio

(i)  Cultural places — museum, art gallery, library,
folk-lore, cultural, hand cratfts, etc.

(i)  Traditional events, e.g., fair, carnival feast, iexion

(iv)  Religion edifies-monasteries

(v)  General infrastructure

(vi) Road network, sewages, electricity power,
water supply system, etc.

(vii) Other basic needs — hospital, banks, shopping
centres, garages, etc.

(viii) Accommodation units — hostels, motels, inns,
holiday villages, etc.

The specific elements of such information needs are

o Geographical information on location, landscape @mdate,
etc.

o Information Needs in Tourism Accommodation, restagiand
shopping facilities

o Accessibility though air, railway, water and roadiavailability

of scheduled means of transport

Social customs, culture and other special featof#se place
Activities and entertainment facilities

Seasons of visit and other unique features

Quality of facilities and their standard priceslirding exchange
rates

Though the ultimate users of this information dre tourists, the actual
benefits in money terms accrue to the tourism itrgunsisting of the
destination managers and service providers. Theeltiatermediaries
like travel agents, tour operators, and reservasigsiem store such
information in respect of each destination to sErheir clients and
improve their business. They need the informatianthe easiest
retrieval format so that the information needshdf tlients are met as
quickly as possible.
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Tourists generally need both static and dynamicormétion.
It includes details information about location, nudite, attraction
features, history, facilities available, etc. Imf@tion about airline, train
and bus schedules, tariffs of transport and accodatian units and
current availability of such facilities is considdras dynamic as they
can change very frequently. These items of infoionahave to be
gathered, stored and disseminated on a real tines.bAll types of
reservation systems including air, railway and awcwdation sectors
contain such information.

1.3.2 Reasons for Information Systems

Tourism globally has become a relationship andrmétion industry. It
is imperative for tourism practitioners to keepenli data or information
for the following reasons:

0] To provide evaluation and control of overall mankgt
performance of an organization with regards to istsir
patronage and complaints.

(i)  To provide for evaluation and control ofsub-
functions and individuals within the marketing depeents
or divisions.

(i)  To provide specific data for any necessary actiomeiation to
tourism products and services in the market.

(iv) To provide information with regards to markeports,
competition in the industry as well as market lealdip.

(v)  Many tourism firms continue to explore the diveegmplications
of information technologies so as to increase thleier of their
services.

(vi) Also, in the back-office of tourism firms uses infaation
(Technology) to handle routine operational problemsvell as to
facilitate multi-stakeholders’ interactions

(vii) Itis also used in yielding management decisions.

(viii) Information is the key to success for any orgaiopraespecially
in the tourism industry when new services are laedcinto the
market. There is need for information pertainingctesstomers’
demand, liking, affordability. Loyalty, competitgr products,
their features, prices, market strategies, distiobusystem, etc.

(ix)  Also, even when a tourism product and serviceusdaed, after
careful collection and synthesis of information spproduction
information isrequired to improve and incorporatearcges as
desired by the tourists/consumers.
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1.4 Types and Sources of Tourism Information Systems

Since, tourism is regarded as information, infoioratan be classified
in two ways. First as primary or secondary inforioat and second,
personal or impersonal. These are explained below:

A: First Classification:
(1) Primary Information

This is the information which originates directipi the source as a
result of the particular problem under investigatiofor instance
conducting a survey on why prices of flowers wereréased in Nigeria.

(2) Secondary Information

These refers to information which are already exitither in printed or
documented form for use. This source include teabkls, films,
pictures, magazines, notes, etc. It should be nttad it is usually
cheaper to use this kind of information than to st special
investigations, but care must be taken to enswatttte information is
relevant, reliable and can be adjusted to the neddthe tourism
industry and tourists. Secondary information is nmalty quicker
because it involves less research time and littleodfield work.

B: Second Classification

According to Foldness and Murray (1999), tourisnfolimation also
classified as:

Source of Information Impersonal Personal

Commercial Brochures Clubs
Travel Guides Travel agencies
Local tourist offices

Non-Commercial Magazines Friends & Family
Newspapers Personal Experience

1.4.1 Tourism Sources of Information could be obtained fom the
following

(1) Internal Sources

This information source is normally obtained frone tcompany’s own
record; particularly sales records.
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() Hotel Register

This is a legal requirement in most country. Hotedsmally record the
names, address, date of arrival, and number of soallocated to a
guest.

(b) Reservation Request

This often entails details of request, source Gereation i.e. either
direct or indirect thorough travel agent, or hotelpresentatives.
Methods of reservation could be through lettergnehcall or online etc,
the types of guest (corporate or private) and anfficeent rate or
package which may apply to the guest.

(c) Guest Index

This is an alphabetical listing of current guedsplication of key
information from the register and reservation detaalso includes the
mode of travel (car, train, or boat), and purposeisit (business or
pleasure).

(d)  Guest Master File

This is a file containing the name, address, ocopaphone number,
room preferences of previous visit, etc.

(2) External Sources

(&) In addition, there is a wealth of published infotioa: available
publication, monthly digest, statistics, businessitor, etc.

(b) International sources: - information could alsodixained from
reputable international organizations such aswh&.O, UNO,
IATA, ICAO, ECOWAS etc.

(3) Other General Sources include

(a) Educational institutions offering post-graduatedgts in hotel
and tourism studies.

(b)  Immigration authorities

(c) Passengers’ statistics from the various mode ospart (air, rail,
road, and sea).

(d) Directorate and other organizations e.g., chambeommerce,
tourist offices and consultancies.

(e) Tourists themselves during entry and departureogevhere a
questionnaire is given to them to fill
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(H  Through marketing research method, etc.
SOCIAL MEDIA INFORMATION

Social media is an important as tourism marketihdhas become an
incredible and effective tool for businesses teratt and communicate
with its target market especially tourism industtigat requires

information about tourists often on their expedas and satisfaction on
the services offered. The actual social networlkd §fou choose will

depends on the its impact and coverage. Thus, trerearious social
media networks available in the market. The majgsowhich a tourism
organization can use to it advantages are briafyagned below:

1. Facebook

The Facebook is pretty much a must when it comesotmal media
marketing channels. The site is popular with eveeycnowadays
especially among the teens to grandparents. Towiganizations like
airlines, restaurants, and hotels can sign up fmingss pages, create
groups, and even host events. The site also offdra features ranging
from targeted advertising to live broadcasting riaréase your social
media marketing.

2. Instagram

A visually-oriented social media platform known dmstagram’ is
mainly used as a mobile app. It lets users postoghshort videos, live
streams, and stories that disappear at the endobf @ay. The app has
various active users. However, its user base is yobnger than that of
Facebook. However, as social media platforms, #eevof influencer
marketing is much higher on this channel. With ueficers on
Instagram, you can target your audience with tghtrtype of content,
especially tourism during festivities like ChristspaSallah, Marriage
and Naming Ceremonies, etc.

3. YouTube

It is a social media platform that utilize videos aneans of
communication and interaction. This is achievedoulgh uploading
videos, share them on other sites, create plagistisinteract with other
users on the video created. YouTube has more thailiédh monthly

logged-in users. Even more view videos without @oant. It is on this
account business organization like service FirmdinfEs, and Hotels,
academic institutions, as well as non-profit orgation like churches
and Mosques use YouTube to communicate with thkents and

congregations.
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4. WhatsApp

It is a mobile messaging platform that lets useid iends and create
groups to chat with via text, voice and video. pspular application

globally, especially with young groups. Businesgbéat want to

communicate directly with millennials can it useful

5. LinkedIn

The most popular business-oriented social netwgrkisite is
LinkedIn. It is great for entrepreneurs lookingdmost their professional
networks or reach out to B2B clients. The sitersfigeneral posts, long-
form content, and even job listings. LinkedIn canuseful for growing
your network, hiring, or sharing expertise with @thprofessionals
especially for tourism institutions who wish to law-up with their
clients on their response to the services offeteeint LinkedIn is
especially helpful for startups looking for brareteognition as part of
their marketing efforts. Whether it is to attranvéstment or talent, a
startup can do both with the right content on $laisial media platform.

6. Pinterest

Pinterest is part of social media sites, part ereasearch engine. It
allows users to create different boards where tiegy save photos and
content from a variety of sources especially foarigts while on a
tourism destination sharing their experiences tghoBhotos with their
friends and relations. So businesses can use posb products, blog
posts and a variety of other content. It is extdgmmecommended for
tourism destination managers to enhance touritsaation.

7. Twitter

Twitter is a microblogging social media site thdbws users to post
short messages, photos, links and other types diam8ince it's not as
visual as many other social sites, Twitter is ofterst for those who
share information, like news outlets or B2B bussess Twitter is a
great social media platform for starting conversadj but you have to
be in the right demographic to capitalize on it.

8. Tumblr

Tumblr is an interesting addition to the world ot&l media platforms.
It's sort of a mix between a social media site &hagging platform.
You can post photos, videos, text posts and evgroseor like content
from other users. It has lost some popularity cerg years. However, it
still has about 400 million monthly visits. It's mecially popular with
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young, trendy audiences. Tumblr has changed drealigtisince its
early days, but with the right marketing and cohtgou can reach a
very specific audience.

9. TikTok

TikTok is a relatively new social network that sjadizes in short, viral
videos. Again, it's mainly popular with a young #mte. However,
some of the videos get shared on other sites dsed app gets about
800 million visitors a month. As a result, it cam b useful part of a
social media marketing strategy for creative brah@s want content to
reach young viewers.

10 . Flickr

A social photo sharing site, Flickr has lost sorhgsouser base in recent
years. However, the site still has about 90 millisers a month. It lets
you upload photos and videos, sort them into albants even interact
with other users in groups or comments. Photogrdplsinesses might
use it as part of their social media strategy tongere people interested
in their photos.

12. Skype

When you think of social media, your brain probatbdesn’t go right to
platforms like Skype. However, the popular videod aaudio chat
platform also lets you add connections and senthnhanessages to
connections on Skype mobile or desktop versionsthWibout 40
million monthly active users, it's popular with pessionals and an
older audience. Businesses that want to stay ichtexith top clients on
a personal level may find it useful.

13.  Yelp

Known mainly for reviews of local businesses, Yalipws you to
create a profile for your business and interachwither users through
comments and more. There are more than 140 midiciive users per
month ranging various age groups and demographissmost useful
for local businesses like restaurants, cafes, andce businesses.

14 . Nextdoor

Nextdoor is a neighborhood app meant to providgpeilocal hub. It's

mainly set up for individual use. As a result, itist yet a big name in
the world of social media marketing. However, néigthood businesses
like bookshops or corner stores could potentiabgtpupdates to their
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neighbors there as well as accommodation indugkey hotels and
resturants can utilize it to met the needs of thigmts. There are about
27 million monthly active users, mainly consistioafhomeowners and
young families.

15. Quora

Quora allows you to interact with other users bpmsiiting questions
and helping other users if they have questionsriiate to your industry
or expertise. There are about 300 million monthdgrs, and even more
who may come across responses on Google. Whenmesdo your
social media strategy, answering questions on Qumald help
businesses with unique expertise build brand avesseronline. For
example, an HVAC tech could answer a common tralioeting
question or a dentist could answer a question at@lhealth.

16. WeChat

Another mobile chat app, WeChat offers apps forori#h) Android and

even a web version. With about a billion userss iéllso popular

globally, especially in China. However, it also legrowing user base
in emerging markets like Africa. As a result, ityrtze worth adding to

your social media marketing mix if you want to cenhwith consumers
in those markets.

17.  Viber

Viber lets you send texts, make calls and eveneshhotos with other
users. It also offers a feature called public cheisthat brands and
celebs can share messages with wider audiencdsasitabout 260
million monthly active users. It's also anotherosiy social media
marketing option for companies with young, globabnsumers
especially for hospitality and tourism industry.

18. Foursquare

For local businesses, Foursquare can help localormess find and
check in at your location. You can even offee@pls or promotions to
potential customers. Features like check-ins anédrsw aren’t as
popular as they once were. However, with about H0om users, it's
still a useful social media marketing app for loshbps and restaurants
to get discovered. This is recommended for Hogpjtand Tourism
Industry which interact with customers on dailyisaso get their
feedbacks and approval for the services offered.
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It should be noted that there are other social eneddtworking or

channels in the market which can be used to mes=tn#eds and

expectations of the tourists. Do a search, andyagqordingly.

Self-Assessment Exercise 1

List the most important five social networking tlaaé used to influence service

2S

1.5 Channel of Information Flow

Modern marketing calls for more than developingadj product,
pricing it attractively, and making it accessibfor instance, Air-
lines, hotels, tour operators, transport companets,, must also
communicate with present and potential touristsustomers and the
general public. Today, there is a new view of infation as an
interactive dialog between the organization andcitstomers that
takes place during the pre-selling, selling, consgmand post
consuming stages. Airline, tour operators, andlHoteproviders for

example must ask not only “How can we reach outotosr?’ but

also “How can our customer reach us? Thanks tdnelogical

breakthroughs, people can now communicate througditional

media (newspapers, radio, telephone, television)weall as through
new social media forms (computers, fax machinelulae phones,

WhatsApp, etc.)

Information flows through the following channels ean be seen in
the diagram below.

- ] - o
SENDER  (up| ENCODING |l MESSAGE | e copi RECEIVED

FEEDBACK

1 ¥

I N | —

DD L[ reepBack =0 (10 300 OO response «[D

Fig 4.1

Senders must know what audiences they want to reancch what

responses they want to get. They must encode hesisages in a way
that it is easy to understand. They must transh@trhessage through
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efficient media that the target audience can cohmard and develop
feedback channels to monitor the responses.

For a message to be effective, the sender’s engguiocess must match
with the receiver’'s decoding process. The more dbeder’s field of

experience overlaps with that of the receiver, there effective the

message is likely to be. This puts a burden on comicators from one
social stratum (such as advertising people) whotsvem communicate
effectively with another stratum (such as airlirerkers).

The sender’s task is to get his/her message througfe receiver. The
target audience may not receive the intended medsagany of these
three reasons:

(1)  Selective Attention

This established that people are bombarded by 1@&f@mercial
messages a day, of which 80 are consciously notaretl about 12
provoke some reaction. Selective attention explaihg advertisements
with bold headlines promising something, such aswHo make a
million,” have a high likelihood of grabbing attéts.

(2)  Selective Distortion

Receivers will hear what fits into their belief sy®m. As a result,
receivers often add things to the messages that nate there
(amplification) and do not notice other things tha¢ there (leveling).
The communicator’s task is to strive for simplicitfarity, interest and
repetition to get the main points across.

(3) Selective Retention

People will retain in long-term memory only a smiliction of the
message that reaches them. If the receiver’s limtigaude towards the
object is positive and he or she rehearses supp@uments, the
message is likely to be accepted and have highl.rétdhe initial
attitude is negative and the person rehearses eoamguments the
message is likely to be rejected but may stay mgiterm memory. Due
to the fact that persuasion requires the receivetigarsal of his or her
own thoughts, much of what is called persuasiomagtually self-
persuasion.

In the case of travel and tourism, even though neenat dealing with a
tangible product, we still have to find a meanglelivering knowledge
of our products to customers and certain tangitel®$ associated with
travel-brochures, itineraries, tickets and vouchesurance policies, for
example. The process of communication starts wittsoarce of
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information — the person, organization or comparh & message to
deliver. The source must determine what messadelieer to its target,
the receiver. An airline, for instance, may havenyndifferent messages
which it wants to deliver to different target maiké services. To the
business person, the purpose of the message m&y t@mmunicate
details of convenient mid-morning flights to Eurapecapitals, or
information about the airline, outstanding on-timexord, while the
leisure market will be more interested to hear alb@e airport parking
facilities or low prices to the main holiday resoserved by the airline.
The kind of message we want to deliver will deterenthe form in
which the message will appear; that is how we &nitode the message
to achieve the greatest likelihood of it being reed by our target
market. If we have a lot of facts to communicat®to customers, such
as a list of cheap fares and their dates of auvéilgbnve shall probably
need to have the message printed, so that ourroaeséocan study it at
length, absorb it and even tear it out and ke&yr ifuture reference.

Encoding means not only determining the best waygetting our
message across, but also the most effective wagngihe typical
constraints under which the company operates. Witimited money, it
is relatively easy to ensure that every potentist@mer is made aware
or our product, but in the real world funds are ayw limited, and we
have to ensure a profit at the end of the day. Bingpmeans putting the
information into a form in which it will be undeostd and absorbed by
customers. We could choose, for instance, to pdacadvertisement in
English in an European magazine, designed to atpracple to visit
Britain and take a tour, but this would hardly lre effective way of
getting business. Not only would many non-Englipkaking Europeans
fail to understand our message, but also we wouliicipate some
antagonism from those who do not speak the languagé¢he grounds
that we are not making a very serious effort td set product if we
don’t put it into consideration our customers’ laage. If on the other
hand, we are advertising for a new member of stéih speaks fluent
Japanese to deal with incoming tour clients, it Mobe highly
appropriate to prepare an advertisement in Japariesean English
newspaper, to ensure that we do not receive ancagiph that wastes
out time. We have to design our message for impact.

The next step is to decide which channels we sisdl to deliver our
message if we have already decided that it must panted message.
This partly determines the medium to use. We caoadiyertise in
magazines or papers read by our target audienceieocould place
advertisements in the travel trade press, direttetravel agents, to
make them aware of our product’s attributes, sa thay in turn will
recommend our product to their clients. We couib alend a newsletter
through the mail to agents with the same messagerovide our staff
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with a circular to give to agents during their sallhis letter technique
could also give us the added advantage of being t@bleinforce our
message with a personal selling presentation. gasaéttled our strategy
for putting our message across, we sit back antlfarathe bookings to
start rolling in. Unfortunately, though, all our dieeffort can be
frustrated if the receiver doesn’t decode our mgssa

Interference in the information channel can affdué decoding of
messages in a number of ways. For instance, adwg story breaking
in the morning paper on the day of our advertiséncenld mean that
many of our customers will fail to notice our mal.train derailment
could mean that newspapers for one region of thmtcy fail to get
through, and nobody in that region gets to seeaduertisement. Some
of our potential clients may simply not be in thight mood for
receiving message when they see our advertisei@gmers may have a
poor recent experience of our service, and arellingvio read anything
positively about the service. Some people, aboue#énl the message in
the newspaper over morning breakfast, may be uypérd by a phone
call. There are many ways in which interference @aavent our
message getting through, and these are frequeaylgna our control.
Even if the message is received many potentialoousts will have
forgotten it within a few minutes because clients bombarded with
messages every day and only a small percentagdikatg to be
retained. All we can hope to do is to minimize tbgs of our message
by being careful with initial design of the commcation process.

Fischer and Hartely have outlined some generabfadhat influenced
the effectiveness of a communication.

(& The greater the monopoly of the information souoser the
recipient, the greater recipient’s change or ¢ffiedavour of the
source.

(b) Information effects are greatest where the mesisageline with
the receiver’s existing opinions, beliefs and dspons.

(c) Communication can produce the most effective shifts
unfamiliar, lightly felt, peripheral issues, whiclo not lie at the
centre of the recipient’s value system.

(d) Information is more likely to be effective whereetlsource is
believed to have expertise, high status, objegtiar reliability,
but particularly where the source has power amdbeaidentified
with.

(e) The social content, group, or reference group middiate the
information and influence whether or not the imi@tion is
accepted.
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1.5.1 Problems of Information in Tourism Marketing

(1) There may be no information at all or even if itsex, it may not
be reliable, or meaningful for the purpose requieed., mere
information on use of hotels by tourist is meanesgl if it does
not have distinction between tourists, businesstovs local
people or transit visitor or statistics in air wz#tion without
knowing the origin, destination or lengths of staypassengers.

(2) Data may be available and still be misleading acaurate. This
inaccurate information was encountered in Malaysia both
Koiser Junior and Lawry Helker during a study inuriem
between 1973 to 1976.

(3) Even in developed countries information problem uosc
particularly where there are no information recordgguide or
manage tourist as an integrate industry.

(4)  The lack of information in tourism is rather mom@mpounced in
the developing countries where nothing at all magte

Self-Assessment Exercise 2

Information is an asset to an organization, mentibree problems associated wil

tourism marketing information system

1.6 Summary

This unit treats the meaning of tourism marketinfpimation system,
the requirements of marketing information systeypes and sources of
marketing information system and problems.
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1.8 Possible Answers to SAEs
SAE 1

Social Networking
1. Facebook

2. Instagram

3. YouTube

4. WhatsApp

5. LinkedIn

SAE 2

Information System

o Unavailability of information

o Lack of proper records.

. Secrecy of information among organizations esplgaiaithe
developing countries
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UNIT 5 TOURISM MARKETING RESEARCH
Unit Structure

1.1 Introduction
1.2  Learning Outcomes
1.3 Definition of Tourism Marketing Research
1.3.1 Objective of Marketing Research
1.3.2 Importance of Marketing Research
1.4 Kinds of Marketing Research
1.4.1 Steps or Process Involved in Marketing Research
1.5 Characteristics of a Good Marketing Research
1.5.1 The Role of Marketing Research in Marketing
Management
1.5.2 Marketing Research Techniques
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to SAEs

1.1 Introduction

In today’s increasingly complex, competitive, cusér awareness and
constantly changing environment, more decisiondaneg made on the
basis of scientific research than ever before. Magfanizations no
longer wait for information at their tables ratlleey search and paid for
them to enable them take informed decisions. Femtlio obtain the
right information about their customers, producigrvices and the
competitors, marketing research play an importalet r

Every marketer needs research and it is approphateevery business
does some marketing research to be able to takeectodecisions

especially in the hospitality and tourism industfor instance, the
larger the business, the more detailed and elabatat marketing

activities which calls for marketing research. Aiganization may have
its own marketing research department or use aifsiths to do special
research tasks or special studies. This unit exammarketing research
and its contributions to both the customers amgamizations.

1.2 Learning Outcomes
By the end of this unit, you should be able to:

Explain marketing research

Explain types of marketing research

Explain the objectives and importance of marketasgarch
Explain the processes or steps of marketing relsearc

49



TSM 305 TOURISM SALES AND MARKETING

o Explain the characteristics of good marketing resea
o Explain the techniques of marketing research
o Explain the role of marketing research in marketimapagement.

1.3 Definition of Marketing Research

Marketing research is the function that links tll@sumers, and public
to the marketer through information. The researgecsies the

information needed, the design, the method forectilhg information,

and how to manage and implement the data. It alsdudes the

collection process, the analysis of result and camoating the findings
and its implications to the concerned persons.

Thus, marketing research is the systematic gathering, recording, and
analysis of qualitative and quantitative data abisstues relating to
marketing of products and services. The goal iglémtify and assess
how changing elements of the marketing mix impactstomer
behaviour.

Also, market researchis the process of determining the viability of a
new service or product through research conductedctty with
potential customers. Market research allows a compa discover the
target market to get opinions and other feedbami fconsumers about
their interest in the product or service.

The field of marketing researchs much older than that aharket
research Although both involve consumerdylarketing research is
concerned specifically about marketing processesh ®1s advertising
effectiveness and salesforce effectiveness, whibkrket research is
concerned specifically with markets and distribatgystem.

Kuwu (2003), defined marketing research as theesyatic design,
collection, analysis and reporting of data and ifigd relevant to a
specific marketing situation facing a company.

It is defined by the American Marketing Associatias “the gathering,
recording and analyzing of all facts about problerakgting to the
transfer and sale of goods and services from tleglymer to the
consumer”. It involves specific inquiry into markeg problems.

There are two main types of marketing researchniiasive and
gualitative research.

Quantitative Researchfocuses on generating numbers, for example,
what percentage of the population buys a specifiodyct. It is
conducted using surveys and questionnaires. You aansimple
guantitative research yourself by talking to custosn More detailed
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guantitative research can be used to identify markad understand
customer profiles while launching a new product.

Qualitative Research relies on facts and figures to discover what
people think and feel about products/services ahdtviactors affect
their purchasing decisions. Researchers use suara/$ocus groups to
gather this information, while interpreting the uks is a job that
requires certain skills.

1.3.1 Obijectives of Marketing Research
Marketing research is designed to achieve theviatig objectives:

(1) The degree of acceptability: - this establisheshat degree a
product/service is acceptable to customers.

(2)  The price which would be accepted.

(3) The most appropriate method of appeal which coelctbst
beneficial to stress in advertising.

(4) To provide the true pictures of what is happenmthe market.

(5) To measure customer sales relations with compet#od the
effectiveness of sales efforts to trade.

(6) To locate market for different products/serviced assess the
effectiveness of marketing mix.

(7)  To ascertain the needs of customers and mode wispn.

(8) To synthesis the sales/marketing effort by salegdees,
monitor competitive advantages, competences anénesa.

(9) Marketingresearch also helps to evaluate the
compatibility of customer, acceptability, refusabta
recommendation.

1.3.2 Importance of Marketing Research

The most important task of a marketer or tourisstituations is to get

the right product at the right place with the rigtrice to the right

persons/tourists. Also, it is necessary to go liadiet feedback whether
consumer is getting optimum satisfaction, so th@samer remains
loyal. These aspects made it imperative for thekatars to conduct
marketing research.

1. Easily Spot Business Opportunities

After you've done your market research, it'll bearl to you who you
want to reach out to (your target customers), wiyere can reach them
(your marketing channels), and what they're intecen. Once you've
defined these, you'll be able to easily spot bussnepportunities. For
example, while coming up with a tourist destinatidns imperative to
conduct market research to ascertain the righidisurAt this point, the
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result of any marketing research can enable a fom tourism
organization to understand the nature and struatirdomestic and
international market, so that tourist’'s needs asburces of the resort or
destination can be better matched to optimize.

2. Lower Business Risks

The way to make sure that your business survivelkfger is to ensure
that you've got a steady stream of sales and cestoriio do that, you
need both marketing research and market reseaochingtance, there
are may be a need for regular check on currentpatehtial customers
to ensure the organization meet their needs an@céjons. Thus,

marketing research will help the tourist organizasi to choose the right
tourist target market, destination attractionsjlitges, and promotional

activities necessary for tour-operators, travelndgjeetc. that will be

lower business risks.

3. Create Relevant Promotional Materials

One thing is to have a promotional budget, it isthar to know the right
promotional materials to be used to attract thgetamarket. Conducting
marketing research provides relevant promotionatenas for the

concerned institutions. For instance, since mangetand market
research have revealed target customers wantss na®dl frustrations, it
is easier to address these challenges.

4. Know Where to Advertise

One of the problems associated with the small lessimwners is a
limited budget. However, whether big or small besses when they
successfully conducted marketing research it hielpghere to advertise
the organization’s products and services. In dding it helps to
eliminate wastages that will be associated withdescale market that
has no customers.

5. Outsell Competitors

It is observed that the business that knows thestazners more tends to
win more. You can know your customers better thioungarketing
research. For instance, if you or your organizaticem beat its
competitors at finding out their customers’ neead aim to fulfill those
needs, it has got a better chance of standingont the competition.

6. Set Better Goals for Your Business

When business owners set goals for their businéssypically related
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to growth in sales or customers. But without marksearch, you won't
be able to know if your goal is achievable and Hovachieve it in the
first place. For instance, you might say that yoaaniMo double sales by
the end of the next quarter. How would you knowhi§ goal is feasible
if you don’t know whether the size of your targeanket is more than
twice the size of your current customer base? Withoowing the
current size of your potential market, you'll jusé setting arbitrary
goals. With marketing research and market reseawln]l be able to
determine the specific directions you want to gimumr customer base.
For example, do you want to grow your customersavieew untapped
market segment? Or do you still have room for ghowmong your
current target audience?

7. Decision-Making Becomes Simple

The need for and importance of marketing reseasguently comes up
when making tough business decisions especially ttencerned

hospitality and tourism industry. Hospitality ar@utism industry is an
information driven industry that clients are scatk across the globe.
For instance, instead of having arbitrary critdoa the decisions you
make as a business owner, you can always go bagkunp market

research report. Based on that report, will thisisien lead to more
customers? Will you be able to reach more people ark likely to buy

from you? Will it be clear to them that your busisecan meet their
needs? For example, marketing will be able to $omu

. where to spend your advertising or marketing budget

. whether there’s a demand for a new product you weantake

. which products to discontinue and which ones toatyemprove
. destinations that will attract more patronage, etc.

1.4 Kinds of Market Research
There are four kinds of market research:
(1) Marketing Research

Through market research the marketer can deterrhowe well a
particular product is likely to sell. It is the diy of the nature and
characteristics of a market. The information saaotgd through market
research can help marketers to effectively plair tiobvertising program
and sales efforts. This should not be confused mislnketing research.
Market research is a subset of marketing research.
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(2) Sales Research

This is the study of sales data. It involves afthgudy of a company’'s
sales figures. It determines whether sales andtprafe going in the
same direction or whether expenses increase maqellya Sales
research seek to know if sales are in line withghles estimate or not
and how future sales could be forecasted. It help®iproving business
operations especially in tourism industry whereoinfation is critical
for its success.

(3) Product Research

Product research is the study of consumer reactions product.
Sometimes, the reactions of consumers towards duptoare totally
negative, in which case, the product is drasticetignged or abandoned
entirely. Product research seeks to design newuptedmodify or scrap
old ones. It should be noted that the product alsiends to services
offered into the market.

(4) Advertising Research

It is a study conducted to determine the effectgsnof a company’s
advertising. Some companies keep scrapbooks of thdvertising
efforts. They paste their ads in their scrapboaidsr@ot next to each and
such information as when it appeared, how muclost,cand sales just
before and immediately after the ad appeared. Thepbooks serve as
treasure house of ideas as well as tell the markéteh of the ads have
proved the most successful. This aspect of makeesearch is very
important in modern business, because there aneusamarketing
channels available these days especially with tiflex of the social
media.

1.4.1 Steps of Process Involved in Marketing Resedr
Effective marketing research involves five steps:

(1) Defining the problem.

(2)  Statement of the research objectives.

(3) Planning the Research Design

(4) Planning the Sample

(5) Data collection

(6) Data process and analysis

(7)  Formulating Conclusion, Preparing and PresentiegRbport

1. The first step calls for the marketing managed anarketing
research team to define the problem carefully amee on the
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research objectives. For instance, remember tdeadhge “A

problem well defined is half solved.” The problefmould not be
too narrowly or broadly defined. Efforts shouldrbhade to be as
specific as possible.

2. After identifying and defining the problem witbr without
explanatory research, the researcher must takerafstatement
of research objectives which is the second steph ®bjectives
may be stated in qualitative or quantitative tensl expressed
as research questions, statement or hypothesiexamnple, the
research objective, “To find out the extent to whisales
promotion schemes affected the sales volume” isesearch
objective expressed as a statement. On the othed, ha
hypothesis is a statement that can be refuted pposted by
empirical finding. The same research objective ¢dd stated as,
“To test the proposition that sales are positivefiected by the
sales promotion schemes in a tourist destination.”

3. After defining the research problem and degdime objectives,
the research design must be developed which fortimed! step.
A research design is a master plan specifying tioequure for
collecting and analysing the needed informatiorrefiresents a
framework for the research plan of action. Ndte, dbjectives of
the study are included in the research design sorenthat data
collected are relevant to the objectives. At thisgs, the
researcher should also determine the type of ssumk
information needed, the data collection method.(esgrvey or
interview), the sampling, methodology, and the igniand
possible costs of research.

4. Sampling involves procedures that use a smatilrer of items
or parts of the ‘population’ (total items) to makenclusion
regarding the ‘population’. Important questions titis regard
may include - who is to be sampled as a rightlyesentative?
Which is the target ‘population’? What should be thample
size—how large or how small? How to select theawsiunits to
make up the sample? The right sample for the stedgrmines
the end result of the market research.

5. The collection of data relates to the gatheahéacts to be used
in solving the problem. Hence, methods of markeeaech are
essentially methods of data collection. Data canséeondary,
i.e., collected from concerned reports, magazireas] other
periodicals, especially written articles, governmpuablications,
company publications, books, etc. Data can be pyimie.,
collected from the original base through empiricegearch by
means of various tools. (i) Internal sources—exgstwithin the
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1.5

firm itself, such as accounting data, salesmeng®ns, etc. (ii)
External sources—outside the firm.

Once data have been collected, these have ¢orberted into a
format that will suggest answers to the initialientified and
defined problem. Data processing begins with thengdof data
and its coding. Editing involves inspecting the adepllection
forms for omission, legibility, and consistency ctassification.
Before tabulation, responses need to be classiftedneaningful
categories. The rules for categorizing, recordind tansferring
the data to ‘data storage media’ are called codibs coding
process facilitates the manual or computer tatmratf computer
analysis is being used, the data can be key puramederified.

Analysis of data represents the application ofidotp the
understanding of data collected about the subjeats simplest
form analysis may involve determination of congsistpatterns
and summarizing of appropriate details. Thus, thpr@priate
analytical techniques chosen would depend uponrnmdtional
requirements of the problem, characteristics of theearch
designs and the nature of the data gathered. Téeststal
analysis may range from simple immediate analysisvery
complex multivariate analysis.

The final stage in the marketing research pmdssthat of
interpreting the information and drawing conclusimn use in
managerial decision. The research report shoul@rlgleand
effectively communicate the research findings areed not
include complicated statement about the technispeet of the
study and research methods. Note, often, the neanet is not
interested in details of research design and statisnalysis, but
instead, in the concrete findings of the resealitheed be, the
researcher may bring out his appropriate recomni@mdaor
suggestions in the matter. Researchers must male th
presentation technically accurate, understandatzeiaeful.

Characteristics of a Good Marketing Research

A good marketing research should have the follovahgracteristics:

(1)

Use of Scientific Method

Principles of scientific methods are used in a gowtketing research
namely, observation, formulation of hypothesisdpron, and testing.
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(2)

Research Creativity

Developing innovative ways of solving problems

(3)

Multiple Method

Good marketing research does not rely on only oethaodl.
Multiple sources of information give greater coefite

4)

5)

Results driven by a method chosen- The resaasiit (data) is
limited by the research method. Don’t be temptedetad too
much into the results. The research model you ahoodl
eventually decide the type of information, its dély, and your
aptitude to act based on findings. Therefore, abvagse your
research efforts on hard models that are obviodefyned and as
explicit as probable. Marketing researchers disiisiy that data
are interpreted from fundamental models that guietype of
information required.

Value- It is easy to determine the costesiearch, but the results
have to be “valuable enough” so that managemerlt make
decisions based on the results. Stop doing reseamck this
threshold has been reached. However, to stewarduness
efficiently, marketers require considering the co$t market
research, the value of the information gatheredd dhe
probability of management’s ability or enthusiasmatt on such
information

Skepticism - Be alert to flaws and blind aceepe of myths or
urban legends. Often times, those in the midst afaaket are
incapable to obviously see the market. The “fothsbugh the
trees” situation applies here. Marketing reseacisaow a good
skepticism toward persuasive assumptions througmagagers
about how a market works.

Ethics: Don’'t mix-up marketing research withadership
development or other sales related activitieshtives a strong
admiration for the company, the product, and th&auers and
never tries to damage or take advantage of customiére
mistreatment of marketing research can be desteici annoy
consumers, rising resentment at what consumersdegs an
assault of their privacy or a disguised sales pifdius, obeying
people rights, culture, norms, and privacy is coreresearch
ethics.

Self-Assessment Exercise 1

Briefly differentiate between market research aragk®ting research
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1.5.1 The Role of Marketing Research in Marketing Managerant
1. Understanding the Needs and Wants of Customers

It is the contention of scholars for instance tftae most important
managerial task within the organization is thatuoiderstanding the
needs and wants of customers in the market andtiagdpe operations
of the organization to deliver the right goods envices more efficiently
than its competitor”.

Clearly, the first major problem of marketing maeagent is that of
understanding the needs and wants of customeitseimtrket. Being
the systematic, recording and analyzing of datauapmblems relating
to marketing, marketing research studies marketadteristics such as
size, location, potential customers, their attisittethe product etc. The
purpose is to understand and address the needsstinters more
appropriately. Without an exploration into the neeshd wants of the
customers or potential customers we cannot know hest to meet
their demands.

It is important to know that it is difficult to iawify the real needs of the
customers. For effective marketing management, niamager must
identify (through research) the various needs efggbtential customers.
Kotler (1994:20) identifies five types of needsitet needs, real needs,
unstated needs, delight needs and secret needsinderstanding of
these various needs will help the marketer in pgicipa product for
the satisfaction of the consumer.

2. Customer Retention and Market Demand Generation

As a firm seeks to satisfy its customers by redeagcinto their needs it
is indirectly working towards retaining its custorsie According to
Kotler, it is more expensive to attract new custortfean to retain
current customers. Customers retention is, thezefoore critical than
customer attraction. Marketers go beyond customgntion by trying
to delight them. Delighting customers are more e than all the
paid advertising placed in the media (Kotler 1994).

To this end, wise companies regularly measure mesteatisfaction.
Research helps in identifying the dissatisfied @ungrs. To rely on the
number of customer complaints received alone st atetermine the
acceptability of a product may be deceptive. Mangetesearch helps
in determining this and efforts are made to satibly customers by
speaking well of the product.

58



TSM 305 TOURISM SALES AND MARKETING

3. Cost Reduction

Marketing research plays a key role by way of awmdcostly
marketing mistakes. A good number of large corponatdo evaluation
of new business ventures, for instance, beforevdrdure activity is
implemented. If a N100, 000.00 research studypcament the N1,
000.000 loss associated with developing a prochatt has no market,
then the pay-off is obvious. It is in the interedtthe market that
products of the organization be delivered at lopeces to attract a
wider market.

4. Minimizing Unanticipated Problem

A primary reason for less than satisfactory perfamoe of business is
unanticipated problems. It can be argued that itifécult to, for
instance, operate a business without unanticipateldlem but the fact
remains that some unanticipated problems may natvsstigated. The
point here is that research plays a key role inimmizing unanticipated
problems and developing contingency strategieaifiticipated ones.

5. Planning, Implementation and Control

Marketing research is the marketer's map for emthaisly marketing
objectives, planning, coordinating and integratmgrketing activities.
Research helps the marketer to also motivate penstio are involved
in implementing marketing efforts. It is also or thasis of the research
that performance of the marketing activities arealeated and
controlled.

Self-Assessment Exercise 2

List seven (7) steps involved in marketing research

1.5.2 Market Research Techniques

Market research is a continuous process. Therevanieus methods

used to collect the data. Among the great variétpethods used, some
seem to be widely resorted to because of theirrstdgas over others.
These are

I. Desk research

il. Field research

iii. Sample survey

iv. Motivation research

V. Use of modes
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() Desk Research

This includes the collection and analysis of akiifable data, statistics
and published information on tourist trends and ket In tourism,
much of the basic information about tourist trerafed markets is
available from existing sources. There are a nunddenternational
organizations like UN, UNESCO, IUOTO, WTO, EEC, IATICAO,
etc. which publish certain statistical informatio@ther data and
statistics may be obtained from national tourisgamizations, trade
associations, carriers, hotel companies, etc. Tifisrmation proves
very useful in helping national tourist organizatito identify their
markets and determine their operational objectivEsis published
information is of a particular use to those cows#riwhich do not
possess resources enough to undertake independdgdtmesearch.

(i)  Field Research

This is the research work carried out in the tdugesnerating market
itself. The special investigation in the field @ lte carried out with a
view to knowing more details of the market situatio

(i)  Sample Survey

It could be defined as the study of a given poputathrough only a
part or a fraction thereof. Much marketing inforroat is obtained

through the use of samples. In this method the latipa ‘Universe’ for

which information is required is defined. For exammll households in
a country might be the universe or population unohestigation.

Then, a statistically valid sample of the populatic drawn and
information is obtained from the sample. Sampliaghhiques consist
of personal interviews of tourist, travel agentsyriers and hotel
managers, etc. It can also be effected by way Hfopal interview with

the help of prepared questionnaires or by mailingstjonnaire or
through telephone contact.

There are certain advantages of this method:

() Low cost is the major reason why data are collebedampling
in place of complete enumerations.

(i)  The actual obtaining of information from the samptsts i.e.,
household in this case) is done by way of theafsaterviews
and questionnaires. The questionnaire is admeneidtto the
sample population and various data obtained.

(i)  The sampling place could be anywhere. Interviewy make
place at homes or offices, at the place of arrigaparture or
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temporary  stay. In many countries there are a rurabspecialized
firms which carry out sample survey enquiriesywai as government
agencies similarly equipped for such purpose.

The survey investigation can be classified by exfee to the kind of
information they seek to provide. There is the synof market
behaviour which records the holiday habits of tlogudation, cross
analyses by socio-economic and other charactexistic

(iv)  Motivation Research

This attempts to describe, and forecast the mowfethe population
under investigation, by use of techniques originaied in psychology.
Assuming that every individual knows what he wantsotivation
research is oriented to discover the needs of gate¢aurists in order to
adopt the tourist supply accordingly and thus He #@bsatisfy them. In
other words motivation research is the investigaiinto the motives
behind travel. It concerns itself \with answering/Hy of human
behaviours in contrast to answering ‘How’ whiclsigject to sampling
surveys. An analysis describes the attitudes oh bmit motivation
research is the depth interview method. The quaestives to be used
for this method need to be carefully designed. Madion research aims
at discovering the deep, subconscious and evemnsnicus motives of
human being. An ill-designed questionnaire is kel reach no deeper
than the conscious level where rational factorsaite

(v)  Use of Modes

The use of modes in tourism is of increasing imgnoce and variance.
Any mode is a simplified representation of areangneenon or a real
situation. It tries to provide an explanation aacetasting.

1.6 Summary

This unit focused on the importance of marketingeegch to customers
and organizations especially tourism institutions.

1.7 References/Further Readings
Baker M.J (1974)Marketing —An Introduction Tex2™ Edition.

Kuwu A.E (2007). ‘Revision Notes on Tourism Markefi, Kaduna —
Polytechnic: Kaduna.

McCarthy, J. E. (1964). Basic Marketing. A Mandgkerpproach.
Homewood, lllinois: Irwin. pp. 769. ISBN 0256025339

61



TSM 305 TOURISM SALES AND MARKETING

1.8

SAE 1

to

SAE 2

Possible Answers to SAEs

Marketing research is the systematic gathering, recording, and
analysis of qualitative and quantitative data @abssues relating
marketing of products and services. The goab igentify and
assess how changing elements of the marketing impacts
customer behaviour.

Market research is the process of determining the viability of a
new service or product through research conduditesttly with
potential customers.

Steps involve in marketing research

Nogh~wWNE

62

Defining the problem.

Statement of the research objectives.

Planning the Research Design

Planning the Sample

Data collection
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MODULE 2

Unit 1 Tourism Marketing Promotion Unit2  Advertig in
Tourism Marketing

Unit 3 Public Relations in Tourism Marketing

Unit 4 Travel Agency Operations in Tourism MarketiUnit 5

Tour Operators in Tourism Marketing
UNIT 1 TOURISM MARKETING PROMOTION
Unit Structure

1.1 Introduction
1.2 Learning Outcomes
1.3 Meaning and Objective of Promotion
1.3.1 Function of Promotion to the Tourism Firms/Orgatiza
1.4 The Elements of the Promotional Mix
1.5 Advertising
1.5.1 Personal Selling
1.5.2 Sales Promotion
1.5.3 Publicity
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to SEAs

1.1  Introduction

One thing is to produce products or render seryiaasther to create
awareness about these products and services offiei@dhe market.

Creation of products and services awareness iSdenes as core to the
success of any organization’s products especiallythe modern

businesses where consumers are well informed ahiternatives of

products and services in the market. This is maosgunced in the
hospitality and tourism which is driven by infornoet. Creation of

products and services in tourism marketing refess marketing

promotion. Marketing promotion is a promotional ltosed to generate
information about products and services in the miafér potential and
prospective customers.

Hospitality and tourism is an industry that dematidsuse of marketing
promotion to enhance customer-business relationships involve
various tool used to communicate and inform thgetamarket, and the
general public about products and services in theket.

This unit is explain the essential tools used bgitess, marketing,
tourism, and private organizations to reach thgetamarkets for either
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immediate or future purchase decisions.
2.0 Learning Outcomes

By the end of these units, you should be able to:

. Explain the meaning to promotion

. Explain the objectives and functions of promotion

. Explain the various promotional mix

. Explain the meaning of advertising, personal sgllirsales

promotion and publicity in tourism promotion.
1.3 Meaning and of Objectives Promotion

In marketing, promotion refers to any type of marige

Communication used to inform target audiences efréative merits of
a product, brand or issue, most of the time yssise in nature
(McCarthy, 1964). It helps marketers to create stirttitive place in

customers’ mind. This can be either a cognitiveemotional route. It

aims to increase awareness, create interestyagensales or create
brand loyalty. It is regarded as one of the baiments of promotional
mix.

Promotion is the function of informing, persuadargl influencing the

consumer’s purchase decision. It is defined as @mymunication
activities whose purpose is to move forward pais, idea or service
in the marketing channel in  order to reach thalficonsumer. It
therefore, affects the knowledge attitudes and V@eba of the

consumers.

The traditional objectives of promotion are to imp persuade and
remind. Kuwu (1998) has listed five objectives, @vhi

() Providing information
(i)  Stimulate demand
(i)  Differentiating the product
(iv)  Accentuating the value of the product and
(v)  Stabilizing sales.
Generally, promotional objectives incud
I. Promotion of new products or services
. Development of brand image
iii. Informing customers
iv. Showing superiority over competitors
V. Turning potential buyers into real customers.
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General Promotion Marketing Functions

Promotion generally creates awareness of the azgaon, its products
and services. It functions are summarized as infoynpersuading, and
reminding consumers about a company and its predécbmotion is
therefore beneficial to both a company and theetaagdience because
sellers expect the use of promotion to increase dhles of their
products or services, while target market respondutfilling their
basic needs as offered into the marketing by meudkedrganizations.
The general functions of promotions are explaiowel

1. Foster Brand Awareness
Promotion fosters brand awareness by providingetaaudience
on products or services in the market. This caddree through
Public Relations, social media marketing, brandtrgaships,
influencer marketing, etc.

2. Selling
Selling is a function of marketing that comprisexf
communication with potential customers and pursussaies
leads as a promo-tool to target customers. Seibngne the
old/traditional method of promoting company's protiu and
services, used also to promote company's servisegeaeral
ways of informing and arousing target customeisuy

3. Product management
Product management revolves development, designj a
improvement of products and or services. Market¢aisure that
final products or services meets customer needschwiis
achieved through promotions. Promotion provide rimiation
about customers’ needs, complaints, and feedback&hw
management used to either redesign, or improveugtedor
services offered into the market Also, promotiongd a
management to known its competitors, strength, wedkness,
especially in relation to services offered. In &iddi, promotion
provide platform for management to conduct markeearch in
relation to new market, consumer attitudes towamis
organization’s services as opposed to competis@wlices.

4. Pricing
Price is a critical factor for any product or seevoffered by
organizations into the market. Promotion help mianee and
promoters of goods and services to determine thredoprice to
be allocated to services or products offered byisoumarketing
organizations. Pricing is a sensitive factor inramting target
markets into the services offered into the markes promotion
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that determine the actual cost and value for tieices offered
in the market.

Marketing information management.

Information is money in business palace. Infororagpertaining
to customers, attitudes, markets, channel memlipecsiucers,
manufacturing, etc. are mostly generated througimptional
tools. Information about tourism service improvermeourist
destinations, tourist loyalty, etc. are createdulgh promotion
media like advertising, sales promotions, etc.

Financing

Financing products and services in the market midpeon
availability of funds and information. Promotion ciiate
information about tourism marketing organizatiohattdesire
financial funds. This is an aspect where promofexslitate
marketing activities by financing their programmeBor
instance, GLO and MTN Nigeria limited finances nednkg
activities of most companies as means of generdtings for
the organizations.

Distribution: Distribution is one the core funct®m marketing
activities. It involves transporting company’'s pucts to the
target customers irrespective region or nation. tMo#en,
marketers and promoters choose the channel oftdisan that
best fits and satisfy target customers’ needs. Btiom becomes
imminent as most channel members may not finamesdurces
to embark on aggressive marketing promotions; naatufers
and producers invest on promotions to enhance sdlekeir
products and service in the market place. Promstaiso direct
target customers on where and when to obtain thersgéces and
products in the market place. This is particulanhyportant for
tourist products and services, as they are not comas opposed
the traditional products in the market place.

Functions of Promotion to the  Tourist
Firms/ Organizations

Promotion provides a “voice” for the tourist firnrs the market
place so that it can communicate its product festand benefits
to potential and prospective customers.

It helps a tourist firms increase the sales of pt®ducts

especially in the competitive business world whergists have
alternative to choose services that best definetlraeets their
expectations.

Promotion aids a tourist firm in establishing newducts,
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especially new tourist destinations.

(iv)  Promotion assists a tourism firm in securing disttion of its
products among marketing channel members, especidien
tourism organization participate in internatiobakiness.

(v)  Promotion helps a tourist company in building aofarable
company image especially among the loyal customers.

(vi)  Promotion helps a tourist firm in establishing afprence for its
branded products.

(vii) Promotion assists tourist firms to level out peakd valley in its
production schedule.

(viii) Promotion keeps tourist organizations like hotaidines, etc. in
contact with the changes in the industry and maplate.

1.4 The Elements of the Promotional Mix

This section explains main elements of the prommaiomix. This
includes:

I. Advertising

il. Personal setting

iii. Sales promotion

iv. Publicity and public relations

1.5  Advertising

Advertising is a marketing communication that employs an openl
sponsored, non-personal message to promote oa gebduct, service
or idea (Stanton, 1984). Sponsors of advertisiegypically businesses
wishing to promote their products or services. Atlsmg is
differentiated from_public relations in that an adiser pays for and
has control over the message. It differs from psaibselling in that the
message is non-personal, i.e., not directed toracpkar individual.
Advertising is communicated through various masglimencluding
traditional media such as newspapers, magazinéssisien, radio,
outdoor advertising or_direct mail; and new medighs as_search
results, blogs, social media, websites or text agssCourtland &
Williams, 1992). Note, the actual presentation lo¢ tmessage in a
medium is referred to as aadvertisement advert orad for short.

Also, Advertising defined as any paid form of nopersonal
presentation of ideas, goods and services by antifiéel sponsor to a
target market to stimulate demand and persuade themcept what is
presented. Kuwu (1998) looks at “Advertising as &ams to
disseminate information by printed, written, spoken pictorial
presentation about ideas, product or services tmpebd action in
accordance with the intent of the advertiser”.
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While defining or describing ‘advertising’ it shaufocus on:

(1) Paid Form: The message is paid for, it is not free unlike
propaganda and publicity

(2) Non — Personal PresentationAdvertising is done in a non-
personal way through intermediaries or media rattean
personal face —to- face presentation.

(3) Ideas, Goods, and ServicesAdvertising presents to the target
audience ideas, goods and services. Sometimesnpéties like
politicians, institutions, opinion leaders (tradital rulers) are
used as the ad themes to attract attention ohtiget market.

(4)  An Identified Sponsor: The sponsor must be identified in the
message so that the recipients will know who isidzehhe
message. For instance, MTN sponsoring ‘Awoof praorofor
more patronage by the customers.

Classification of Advertising

Advertising may be categorized in a variety of waysh as by style,
target audience, geographic scope, medium, or garpor example, in
print advertising, classification by style can vt display advertising
(ads with design elements sold by size) vs. claskifdvertising (ads
without design elements sold by the word or line).

Advertising may be local, national or global. An eaimpaign may be
directed toward consumers or to businesses. Theoparof an ad may
be to raise awareness (brand advertising), ori¢d eh immediate sale
(direct response advertising).

It should be noted that the terrabove the line (ATL) is used for
advertising involving mass media; more targetedn®iof advertising
and promotion are referred to laslow the line (BTL). The two terms
date back to 1954 when Procter & Gamble began payireir
advertising agencies differently from other proranél agencies. In the
2010s, as advertising technology developed, a eem,tthrough the
line (TTL) began to come into use, referring to int#gd advertising
campaigns.

Although some authors adopt up to five classesdvedising, like
product, institutional, national, local and correetadvertising others
have accepted three. That is: product or instiatio direct or non-
direct and primary or selective advertising. Hewene class of ads: In
discussing various types of advertising, it alséene to the media
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through advertisements or messages are sent tartiet audience.
Traditional media advertising

Virtually any medium can be used for advertisingon@nercial
advertising media can include wall paintings, lm#libds, street furniture
components, printed flyers and rack cards, radienca and television
adverts, web banners, mobile telephone screenppsiw carts, web
popups,_skywriting, bus stop benches, human bitti®and_forehead
advertising, magazines, newspapers, town crierdessiof buses,
banners attached to or sides of airplanes ("log9jetin-flight
advertisements on seatback tray tables or oversteadge bins, taxicab
doors, roof mounts and passenger screens, mutga shows, subway
platforms and trains, elastic bands on disposaldgeds, doors of
bathroom stalls, stickers on apples in supermarkgtepping cart
handles (grabertising), the opening section_ofastieg audio and
video, posters, and the backs of event ticketssaipegrmarket receipts.
Any situation in which an "identified" sponsor patgs deliver their
message through a medium is advertising.

Television advertising

Television advertising is one of the most expensypes of advertising;
networks which charge large amounts for commergigime during
popular events like Christmas and Sallah. For mtsa ‘Virtual
advertisements’ may be inserted into regular prognang through
computer graphics. It is typically inserted intohetwise blank
backdrops or used to replace local billboards #éhatnot relevant to the
remote broadcast audience. Virtual billboards maynserted into the
background where none exist in real-life. This tegbe is especially
used in televised sporting events like ‘Live Sp&@ames’. Virtual
product placement is also possible. Also, an ‘indocial’ is a long-
format television commercial, typically five mingteor longer. The
name blends the words "information” and "commetcidhe main
objective in an infomercial is to create an imputsechase, so that the
target sees the presentation and then immediatgyg Ihe product
through the advertised_ toll-free telephone number website.
Infomercials describe and often demonstrate praduastd commonly
have testimonials from customers and industry pémnals.

Radio advertising

Radio advertisements are broadcast as radio wavéiset air from a
transmitter to an antenna and a thus to a receidawce. Airtime is
purchased from a station or network in exchange doing the
commercials. While radio has the limitation of kpinestricted to
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sound, proponents of radio advertising often diis s an advantage.
Radio is an expanding medium that can be found ionaad also
online. Examples of radio ads include ‘Capital RadPrestige FM,
Radio Niger, etc. advertisements in Nigeria.

Online advertising

Online advertising is a form of promotion that udles Internet and
World Wide Web for the expressed purpose of delingmarketing
messages to attract customers. Online ads areedsdiby an ad server.
Examples of online advertising include contextud$ ¢hat appear on
search engine results pages, banner ads, in paglipletext ads, rich
media ads, Social network advertising, online dligsk advertising,
advertising networks and e-mail marketing, inclgd@mail span™® A
newer form of online advertising is Native Ads;\hgo in a website's
news feed and are supposed to improve user experigynbeing less
intrusive. However, some people argue this pracsiceceptive.

Product advertising

Product advertising involves advertisements thghlight the product
features, durability, benefits, uses and brand he public. Other
messages that are designed to persuade, remindfances purchase
behaviour are all grouped under product advertidiog instance, while
Toyota and Honda Companies highlight features eirthranded cars
as a way of persuading target customers to buyh Qdeertisements
may be developed to inform, persuade, remind @nferce depending
on what the advertiser intends to achieve. Proddeertising may be
direct or non-direct, National or local. It may alglicit primary or

selective demand.

Institutional advertising

It is concerned with promoting a concept, an iceahilosophy or the
good-will of an industry, company or organizati¢inis often related to
the public relations function of an enterprise. Rostance, Kuwu

(1998) regards public relations as an aspect aditutisnal advertising.

For example NOUN uses this to sell its intuitiopabgrammes by
highlighting advantages of the university like leat your pace, place
and irrespective of distance as opposed to theardional institutions

in Nigeria.

Globalization of Advertisement

It should be noted that advertising has gone thrdivg major stages of
development irrespective of the types of advergsind advertisements
globally. This includes domestic, export, interoatl, multi-national,
and global. For global advertisers, there are fpatentially competing,
business objectives that must be balanced whenlajeng worldwide
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advertising: building a brand while speaking witleosoice, developing
economies of scale in the creative process, maxiguidocal

effectiveness of ads, and increasing the comparsgsed of
implementation. Born from the evolutionary stagéglobal marketing
are the three primary and fundamentally differeppraaches to the
development of global advertising executions: elpgr executions,
producing local executions, and importing ideas ttzvel

It should also be born in mind that the advertisiegearch is key to
determining the success of an ad in any countrggion. The ability to
identify which elements and/or moments of an adtrdmute to its

success.

Self-Assessment Exercise 1

As a student of tourism, ‘above-the-line and bellbedine ads’ do they
mean the something?

1.5.1 Personal Selling

Personal selling occurs when a sales representative meets with a
potential client/customer for the purpose of tratisg a_sale. Many
sales representatives rely on a sequential sateegs that typically
includes some steps. Some sales representativetodescripts for all

or part of the sales process. The sales procesbearsed in face-to-
face encounters and in telemarketing.

Personal selling can be defined as "the procespeodon-to-person
communication between a salesperson and a progpestistomer, in
which the former learns about the customer's naadsseeks to satisfy
those needs by offering the customer the oppostdaibuy something
of value, such as a good or servig¢&tanton, 1984). The term may also
be used to describe a situation where a comparg/ asales force as
one of the main ways it communicates with customers

The main aim of personal selling is to make salher promotional
vehicles are non-personal in nature. It is onlyspeal selling that
involves a face- to- face presentation of the camgjgaoffering to the
target market. Personal selling may be defined seler’'s promotional
presentation conducted on a person-to -person Wékishe buyer. Due
to the flexibility of this tool, sales people calar their messages to fit
the needs and behaviours of individual customers.

While carrying out personal selling activities, fdient types of sales
roles here identified:
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. Order takers refers to selling that occurs primarily at the
wholesale or retail levels. Order processing inesldetermining
the customer needs, pointing to inventory that sette
customer needs and completing the order (Stant84)19

i. Order getters refers to the in-field sales activity where a sale
representative travels to the client's home or vpdake to makes
a sales representation in order to win new busioe&s maintain
relations with existing clients.

ii. Missionary selling is often seen as a sales support role. The
missionary sales person distributes informatioruéipooducts or
services, describes product attributes and leavaterials but
does not normally close the sale. The missionalgssperson
often prepares the way for a field sales persom.example, a
agro - sales representative may call on farmers leade
samples, farm product information for trial anduftg purchase.

iv. Cold calling refers to a situation when a sales representative
telephones or visits a customer without a priorcapent as
experienced in in offices and homes by sales reptasves
selling new products of a company. It is often adered to be
the most challenging of the sales activities. ltodd calling
situation, the sales representative is likely toni®e conscious
of the customer's or client’s time, and may seekaiedense the
sales process by combining the approach and thes sal
presentation into a single step.

V. Relationship selling (also known as consultative Biag) refers
to a sales practice that involves building and raémng
interactions with customers in order to enhanceg ldarm
relationships. Relationship selling often involvasproblem-
solving approach where the sales representative acta
consultative role and becomes a partner in thetdigoroblem-
solving exercise. Relationship selling is oftenrfdun high-tech
selling environments, for example sales of Compt€ffice
machine like Maikono Generators, etc.

The Personal Selling Process
Some authors have developed a six or seven-stegegmes but this

write-up intends to adopt a five-step approach:
I. Prospecting and qualifying

i. Approach

ili. Presentation

iv. Closing and

V. Post- sales activities
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() Prospecting and Qualifying

Prospecting involves identifying potential customeProspects may
come from sources such as previous customersdfjesther vendors
and suppliers, among others. Qualifying on the mthand is
determining that the prospect is really potentiattomer. Qualified
customers are people with money and authority thenttae purchase.

(i)  Approach

The sales person’s task here is to get to know estdblish a good
relationship with the buyer. He might want to knawuat product the
prospect is or was using. It is also a time to makenitial contact with
the prospect. The sales person’s impression heterins of dressing,
opening lines and follow- up remarks is very impatt He should also
select the method he wants to use either low-keyaggressive
approach.

(i)  Presentation

When the sales person gives the sales messagee touttomer, he

makes a presentation. The presentation descrilmeprogduct's major

features, uses and benefits and relates them toudtemer’s problems
and interest. This stage also involves demonsgate product for the

prospect to see. The sales person should be reduynidle objections
and any questions. Infact it is through objectiand questions that the
sales person will be able to explain the produatufiees better.

(iv)  Closing
The moment of decision in the selling process esdlosing. The sales
person should not have any problem if he had daymod presentation.

The following are some of basic techniques foridlps sale.

I. The alternative decision techniques pose choicéiset@rospects
that are all favourable to the sales person.

. The SRO (Standing Room Only) techniques involveniglthe
prospect at sales agreement should be concludecedmtaly
because the product may not be available later.

iii. Silence is another closing technique, since theotisnuance of
a sales presentation forces the prospect to takee dgpe of
action (either positive or negative).

iv. Extra — Inducement closes are also designed tovatetia
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favourable buyer response. The extra — inducemaytintlude
quantity discounts, special servicing arrangementtay away
option. Kuwu (1998).

(v)  Post-sales Activities

These activities are carried out to prevent cogaitiissonance (i.e
anxiety after purchase) and encourage the prospectake a repeat
purchase. The sales person should reassure theeptabat the right
decision was made by him. Through this forum, intgor market
information may be gathered for the benefit of cbepany.

Difference between Advertising and Personal Selling

Advertising is an uncongenial, paid form of contated by the
marketers for the promotion of goods and servitteis a method of
influencing your existing customers as well as yoon-existing
customers about any exacting product. There arsingiilar modes
through which advertisements can be done which-arewspapers,
banner, magazine, social media, and others.

On the other hand, personal selling involves dimghmunication of

the seller with possible consumers. Itis the pdoce of persuading a
possible consumer to buy the product. It is desigiebe used as a
short-term approach to boost sales — it is rareilfaBle as a technique
of building long-term consumer reliability.

Advertising — It is a means of communication, which calls custdsne
awareness towards the product or service, throuagsmedia.

. Advertising is more useful in marketing to the mlite
consumers/tourists who are large in numbers.

. Advertising is an impersonal form of communicatidinis one-
way communication. So, it lacked direct feedback

. Advertising involves the transmission of standaedimessages,
i.e., the same message is sent to all the customersmarket
segment.

. Advertising is inflexible as the message can’ aldgisted to the

needs of the buyer. Its activities may result inrestant growth
in sales but for the short term only.

. It reaches masses, i.e., a large number of peoafe be
approached.

. In advertising, the cost per person reached is kewy And the
product value is comparatively low and easy to use.

. Advertising can cover the market in a short tinidollows ‘Pull
Strategy.’
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. Advertising makes use of mass media such as tedayisadio,
newspaper, and magazines. It is a tool used taiktmsales by
employing an incentive element to attract customers

. Conveys the message to the end number of indi\gdunaless
time.

Personal Selling —It refers to an outline of promotion, wherein the
sales representative sells the product to custonbgrstraight
visiting them.

. Personal selling is more helpful in selling produdb the
industrial buyers or to intermediaries such as elsaland
retailers who are relatively few in numbers.

. Personal selling is a personal form of communicatlois two-
way communication. So, it facilitates direct andtant feedback.

. In personal selling, the sales talk is adjustedpkee view
customer’s background and needs.

. Personal selling is highly flexible, as the messaga be
adjusted. It can be seen in the long run when tises@ increase
in sales.

. Only a limited number of people can be contactedabse of

time and cost considerations.
. The cost per person is quite high in the case ocfgpal selling.
It is used when the product value is high, ands itlifficult to

understand.

. Personal selling efforts take a lot of time to cotlee entire
market. It follows the ‘Push Strategy'.

. Personal selling makes use of sales staff, which lmited

reach. It is an element of the promotional mix, veh@ salesman
visits the customer and displays the goods to aitgtithe
purchase.

. Conveys the message to a few customers only itivelia high
time.

1.5.3 Sales Promotion

Sales promotionis one of the elements of the promotional mix whic
uses both media and non-media marketing commuarcatior a pre-
determined, limited time to increase consumer denstimulate market
demand or improve product availability. Exampleslude contests,
coupons, premiums, freebies, loss leaders, poistiafs/purchase
display, prizes, product samples and rebates.

Sales promotion includes several communicationsiaes that attempt
to provide added value or incentives to consumeviplesalers,
retailers, or other organizational customers tmstate immediate sales.
These efforts can attempt to stimulate productaste trial, or purchase.
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Examples of devices used in sales promotion inceaigons, samples,
premiums, point-of-purchase (POP) displays, costestbates, and
sweepstakes.

Sales promotions can be directed at either theomest sales staff, or
distribution channel members (such as retailersjlesS promotions
targeted at the consumer are calbethsumer sales promotionsSales

promotions targeted at retailers and wholesalecatked trade sales

promotions.

Sales promotion is implemented to attract new custs, to hold
present customers, to counteract competition, andke advantage of
opportunities that are revealed by market resedtcis made up of
activities, both outside and inside activitiesetthance company sales.
Outside sales promotion activities include advertispublicity, public
relations activities, and special sales eventsidénsales promotion
activities include window displays, product and rpational material
display and promotional programs such as premiuar@svand contests
(Taylor, 1978).

Also, sale promotions often come in the form ofcdimts. Discounts
impact the way consumers think and behave whenpshgpThe type of
savings and its location can affect the way consameew a product
and affect their purchase decision. The two mostroon discounts are
price discounts (“on sale items”) and bonus pathslk items”). Price
discounts are the reduction of an original salealgertain percentage
while bonus packs are deals in which the consumegives more for
the original price (Taylor, 1978). Many companieegent different
forms of discounts in advertisements, hoping tovaore consumers to
buy their products.

Sales promotion represents a variety of technigses to stimulate the
purchase of a product or brand. Sales promotionahtectical, rather
than strategic role in marketing communications larahd strategy. It is
also a form of advertisement used within a shomntiople of time.
Researchers Farhangmehr and Brito (1997), revidivedlefinitions of
sales promotions in marketing texts and journats identified a set of
common characteristics of sales promotion, inclgdin

. Short-term effects and duration;

. Operates and influences only the last phase ofpirehase
process;

. Exhibits a secondary role in relation to other ferai marketing
communication;

. Performs an accessory role regarding the produceshenefits

76



TSM 305 TOURISM SALES AND MARKETING

. Is not a single technique, rather it is a set ofitéques used for a
specific purpose

Both manufacturers and retailers make extensive abesales
promotions. Retailer-sponsored sales promotions directed at
consumers. But the manufacturers use two typesalek spromotion,
namely:

1. Consumer sales promotiansSales promotions targeted at
consumers or end-users and designed to stimutegeacttual
purchase.

2. Trade promotionsSales promotions targeted at trade, especially

retailers, designed to increase sales to retaikerscarry the
product or brand or to support the retailer in stoner-oriented
promotions

The objectives of sales promotion among otherside

. Introduction of new products.

. Attract new customers.

o Increase sales and enable the company to remaipetitive.
. To bridge the gap between advertising and persmiaig.
1.5.3 Publicity

In marketing,publicity is the public visibility or_awareness for any
product, service, person or organization (compahwgyity, etc.). It is
also refer to the movement of information from ssurce to the
general public, often (but not always) via the naedihe subjects of
publicity include people of_public interest, goo@sd services,
organizations, and works of art or entertainment.

Publicity is any form of non-paid commercially sificant news or
editorial comment about idea, product, and seratenstitutions.
Although a firm can influence a good publicity thgh the media it
has

Publicity is achieved through:

1. Press release Use press releases to alert the media to
newsworthy events or changes regarding your busin@sess
releases use a specific format, tend to be shadt)ead with the
most important information. Once your release igtem, you can
distribute it to local media outlets, put it on yowebsite, and
distribute it to the necessary media like NTAI, /A& News,
AIT, Channels, etc.
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2. Network: Develop contacts within the media to increase
coverage of your business. You can do this througfworking,
introducing yourself and your business, and gettimgtouch
when you hear about newsworthy items, whether theglve
your business or not.

3. Volunteer: Get involved in charity drives, local events, or
industry milestones so your business will be memtbin press
coverage of those events.

4. Self-promotion: Pitch yourself as an expert source for news
stories using resources like opinion leaders. Jiists are often
looking for people to contribute their knowledger foews
articles. Keep in mind that you can't directly pae your
product or service when acting as a source eshecidiile
introducing a new tourist destinations.

The Advantages of Publicity are as follows:

0] News stories have a high level of credibility over
that of advertising, personal selling and sales
promotion tools, whose purpose consumers
perceive as manipulative.

(i)  Publicity messages are readily accepted; selective
filtering mechanisms are less likely to fitter reew
stories.

(i)  Publicity may be presented in a highly dramatitias

Public Relations as Aspect Publicity

Public relations (PR) is the practice of managing and disseminating
information from an individual or an_organizatiosu¢h as a business,
government agency, or a nonprofit organizatiorthe®public in order to
affect their public perception. Public relation®R{jPand publicity differ
in that PR is controlled internally, whereas pubfiés not controlled
and contributed by external parties (Gruinig & Hui984). Public
relations may include an organization or individgalning exposure to
their audiences’ using topics of public interestl arews items that do
not require direct payment. The exposure mostlpnédia-based. This
differentiates it from advertising as a form of keting
communications. Public relations aim to create btaim coverage for
clients for free, also known as earned media, rathan paying for
marketing or advertising also known as paid meid.in the early 21st
century, advertising is also a part of broader EtRisies.

Self-Assessment Exercise 2

Briefly, is there any difference between ‘Salesypryton and trade
promotion’
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SELF ASSESSMENT EXERCISE 2

1. Briefly describe inside-sales promotions antside-sales
promotions.

2. Briefly explain ‘Consumer sales promotions dmdde
promotions.

1.6 Summary

This unit explain the marketing communication measad by tourism
organizations and other business organizationitacatheir attentions
for the products and services offered for sales
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Possible Answers to SAEs

SAE 1

Above-the-line and below-the line ads mean differémng
entire.

Above the line (ATL)’ is used for advertising involving mass
media.

Below the line are advertisementargeted forms of advertising
and promotions.

The two terms date back to 1954 when Procter & Garbégan
paying their advertising agencies differently fromther
promotional agencies.

However, in the 2010s, as advertising technologyeliped, a
new term, through the line (TTL)' began to come into use,
referring to integrated advertising campaigns.

SAE 2
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Indeed, there are differences between sales promatid trade
promotion

Sales promotion includes several communicationgites that
attempt to provide added value or incentives ttsamers,
wholesalers, retailers, or other organizationatamers to
stimulate immediate sales.

These efforts can attempt to stimulate productreste trial, or
purchase.

Sales promotions can be directed at either theest sales
staff, or distribution channel members (such &ailers). Sales
promotions targeted at the consumer are calledumer sales
promotions.

Sales promotions targeted at retailers and whaesal called
trade sales promotions
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UNIT 2 ADVERTISING IN TOURISM MARKETING
Unit Structure

1.1 Introduction
1.2  Learning Outcomes
1.3  Definition of Advertising
1.3.1 Aims and Objectives of Advertising
1.3.2 Advertising Evaluation
1.3.3 The Responsibilities of the Advertiser to the Compa
1.3.4 Responsibility to the Agency
1.4 Organization Chart
1.5 Agency Compensation
1.5.1 Principles of Writing Good Advertising
1.5.2 Guideline for Writing Advertising
1.5.3 The Fundamentals of any Advertising Success
1.5.4 Tools of Advertising
1,6 Summary
1,7 References/Further Readings
1.8 Possible Answers to SAEs

1.1 Introduction

Advertising has been the most vital tool in thesdmination of
information about a company, her products, andisesv The word
advertising must be clearly distinguished from atsement.
Advertisement is that oral or written message wiappears in any paid
medium (Posters, TV, Radio etc.) embracing pictujegles and or
drama. Advertising on the other hand is the actfoomulating the
advertisement. In reality advertising evolved beeaof the need to
communicate information and develop an effectivad gersuasive
marketing tool it has much to do with the sociotagiand psychological
ethos of man.

1.2 Learning Outcomes

At the end of this unit, you should be able to:

. explain the meaning of advertising

. explain the aims and objectives of advertising

. explain the responsibilities of the advertiser

. explain advertising agency organization.

. explain the principle and guidelines of writing goadvertising.
etc
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1.3  Advertising Role in Tourism

Advertising is one of the most important factoratthelp the tourism
industry to generate tourists from both the local anternational
marketplace. The tourism sector is responsiblgpfomoting the natural
resources, culture, heritage, etc. that help eviiyor in experiencing
the destination. Tourism advertising helps theterdio get familiar with
the place even before visiting it personally.

Every organisation today uses media to promoter thesiness. For
customers, in this case, tourists, go to placesan their vacations
that are more special to their heart, especialktidlations where other
tourists often talk about such as Obudu Range, &iaikame Reserved,
Kaiji Lake, etc.

Also, in the travel business, advertising playseg kole to entice the
customer (tourist). Technically, tourism is notraguct; it is intangible

so unlike products, industries cannot sell it teitltustomers. Thus, the
industries sell the destination on the basis ofciiomer’s imagination

skills and experience.

An improper advertisement can lead to a loss inttheist business.
Effective advertising does not guarantee succeswitlisurely increase
the chances for it. There are three major rolet ddaertising plays in
the tourism industry:

. To inform tourists to visit a destination and ewbnyg tourists
need to know about the place.

. Persuade tourists to visit a destination.

. To remind tourists about a destination and whereldoall the
bookings.

The global travel market is expanding and so isaitivertising market.

Advertising campaigns are predominant in westermtes to promote
travel destinations abroad. Many advertisers amtlgnid to increase their
revenue by promoting their services, be it flighiokings or hotel

reservations. Whereas there are a few advertiseosfeel the need to
connect to their target audience which, also ingurt

1.3.1 Aims and Objectives of Advertising

There is increasing use of advertising by Niget@urists’ firms due to
its effectiveness in achieving the various objexgiof the firm.

() Advertising is used by most organizations in ordercreate
happiness in their target audiences, glamorizeptioeluct, the
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availability of choice and influence attitudes iosgiive directions to the
whimsical views of the sponsor.

(i)

(i)

(iv)

(v)

(vi)

(vii)

Advertising helps firms in their introduction of weproducts.
When new products are manufactured, companieseglyily on
advertising for the education and generation ofram@ss about
the new products. Advertising here tries to compleé
competitors’ customers to shift preference whil¢hatsame time
trying to persuade non-users of competitors’ presitabuy.

Advertising helps in the maintenance of companyé&skat share.
If a company does not advertise the share of thekehawill

dwindle and initial demand pattern for her prodwdt fall. The

formulation of creative strategy involving the igtation of the
brand name, package design as well as communiaatiproduct
benefits help in market share sustainership. Oacnadly

advertising messages are reformulated to creatait"ra induce
image in the minds of the customers. Advertisingivaes

designed in this direction often lead to increasedket share.

Advertising also helps to increase or build staefit. Most
retailers do advertise in order to pull the custené&heir efforts
are supplemented by the manufacturer's advertisemmen
Advertising therefore helps in increasing the tecaffow in the
store.

On the other hand, when there is increasing andtaat flow of
traffic the manufacturers and the middlemen oftatness an
increase in sales. Since advertising persuadesmisf convinces
and reminds, most companies often advertise thedycts/
services to facilitate their sales increase.

Advertising can be used to promote public cause/efiking is
used by governments, charities and other non-puodi@nizations
to promote their activities or communicate impotteafiormation
to the public. A typical example is the world-widessemination
of information on the effects of AIDS, oral dehytioa, the need
for environmental preservation/desertification cohétc.

Advertising campaign helps to foster the objectivéshe above
organizations. It enables them (the audiencesdcad attention
on their problems, increase perception of the mmisl and to
initiate positive action towards solving them.

Advertising can be used to market a particular pobdor
minimize the use of public utilities. When demanar fany

83



TSM 305 TOURISM SALES AND MARKETING

product is excessive, firms use advertising toudide consumers
from buying the product.

(viii) Advertising can be used to maintain competitions Ibften used
to create differences in products. It provisiod aompany offers
as distinct from that of competitors. Advertisinglps to product
distribution, inform customers of products or seeg and helps
in generating sales advertising campaign plangQhbjes)

General Objectives of Advertising
Advertising objectives may in-corporate any of fibléowing.

0] To support personal selling. The receptivity of Hades force by
customers may depend on the awareness generated
advertisements.

(i)  To inform people within inaccessible areas of aisteng product
and as such stimulate enquires.

(i)  When the focus is on wholesalers or middlemen othjectives
could be to advance reasons why they should stoelproduct
(Trade Advertising).

(iv)  Advertising objectives could be geared to breako imew
customers.

(v) To increase sales by a certain percentage withstipulated
period. This is especially relevant to a new angyroduct.

(vi)  The objective could be a self-defense mechanismetoedy a
misrepresentation.

(vii) To build a company’s image.

(viii) To increase employment or recruit staff, etc.

Self-Assessment Exercise 1

List the three (3) major roles that advertising ygan the tourism
industry

1.3.2 Developing the Advertising Program

Advertising program can be successful managed gfrdgle following
process:

1. Identifying the target Audience
To develop an effective advertising program, adsers must identify

the target audience. All aspects of an advertipirugram are likely to
be influenced by the characteristics of the prospecconsumers or
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tourists. Thus, understanding the lifestyles, wdt#s, and demographics
of the target market is important. This essentiates no single tourist
needs are the same. The more a firm knows abotarget audience
profile, the easier it is to develop a promotiongram.

2. Specifying Advertising Objectives
After the target audience is identified, then thxgeotive of the firm in

relation to its advertising objectives must be #pet This should be in
line with the following:

o Awareness: The ability of the target market to ggupe and
remember the product or the brand name.

. Interest: An increase in target market to learnualsome of the
features of the product or brand in the marketnlac

o Evaluation: Appraisal of the product or brand ineliwith the
target attitudes.

. Trial: Ability to make a trial to purchase and uke product.

o Adoption: Through a favourble experience on thstfirial, the

audience repeat purchase and use of the prodimand should
possess three important qualities: 1). Be desigoneda well-
defined target audience, 2). Be measurable, andC8yer a
specified time period.

3. Setting the Promotion Budget: After setting the promotion
objectives, a tourism firm must decide on how mtzhspend.
Determining the ideal amount for the budget idiclift because
there is no precise way to measure the exacttsestispending
promotions in naira. This can be done through sg¢vaethods,
namely:

a. Percentage of Saledn this approach, funds are allocated to
promotion as a percentage of past or anticipatésk sa naira.
For instance, ‘our promotion budget for this yeaPRipercent of
last year’s gross sales. It is a simple approastvelrer, it means
that sales cause promotion. Sometimes, this maypadhe true
picture in the market.

b. Competitive parity: This is matching the competitor's absolute
level of spending or the proportion per point ofrket share.
Consumer response to promotion are affected by etingp
promotion al activities, for instance if a firm r@9% radio ads
week, it may not make sense if it competitor dedmeun the
same radio 2%. However, it should not be the oelgidninant in
setting a company budget.

C. All you can Afford: This is based on the affordability of the
company. For instance, the real amount neededhfrats for
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example TV and Radio is #20,000.00. However, thepamy can
only afford #5,000.00. This implies that it is silpbut not
feasibility and adequate for the company advertesgm
Objective and Task Method: The approach is based on
objective and task of the company as a budgetistesyfor the
advertisements. This is based on the 1) deterniisggomotion
objectives (For instance, spending 20% on promod#otivities
by 2022). 2) Outline the tasks to accomplish thadgectives (For
instance, it will involve engaging two professional the
advertising industry; using social media, usingevigromotional
media, etc.). 3) Determining the promotion costpefforming
these tasks (For instance, these tasks will be atimgu to
#500,000.00).

This approach takes into consideration what the paomy wants to
accomplished and requires that the objectives leeifspd. Note that
strengths of the other budgeting methods are ceresidhere which is
tied to the objectives of the company. For instaritehe costs are
beyond what the company can afford, objectivesravneorked and the
tasks are revised. The shortcoming of this appraadhe judgement
required to determine the tasks needed to accompliectives.

4.
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Selecting the right promotional Tools:Once a budget has been
determined, the combination of the five basic too#n be
integrated which include advertising, personal isg]l sales
promotions, public relations, and direct marketiftgshould be
noted that an analytical approach and experieneganticularly
important at this stage. Note, a specific mix camyvifrom a
simple program using a single tool to a compretvenprogram
using all forms of promotion.

Designing the promotion:lt is noted that the central element of
a promotion program is the promotion itself. Forstance,
advertising consists of advertising copy and thevank that the
target audience is intended to see or hear. Pdrseltiag efforts
depend on the characteristics and skills of thesspersons. Sales
promotion activities consist of the specific detaf inducements
such as coupons, samples, and free gifts. Wheieablic
relations efforts are readily seen in tangible @&eta such as
news releases; and direct marketing actions dependsritten,
verbal, and electronic forms of delivery. Therefdte design of
the promotion will play a significance role in detening the
message that is communicated to the audience, iaipec
tourists. Thus, successful designs are often theltref insight
regarding consumer’s interests and purchasing hetnav
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Scheduling the promotion: Once the design of each of the
promotional elements is accomplished, it is impartao
determine the most effective timing of their us@eTpromotion
schedule describes the order in which each of toenptional
tool is introduced and the frequency of its useirdurthe
campaign. Note, several factors such as seasonalig
competitive promotion activity can also influenée tpromotion
schedule.

1.3.3 Executing the Advertising Program

This describes evaluation of the advertising prognahich involves

pretesting and actually carrying out the advergiganogram. It involves
two levels, that is ‘before and after the adventisats are run in the
actual campaign. This involves following steps:

1.

2.

Pretesting the advertising: Pretests are coedubiefore the
advertisements are placed in any medium.

Portfolio Tests: Portfolio tests are used &1 t®py. The test ad is
placed in portfolio with several other ads and isgyrand then
consumers are asked to read through the portiGbosumers are
asked to give their remarks on not-very informatrenot very
informative.’

Jury Tests: Jury tests comprises of panel n§aemers to rate the
ads on the basis of attractive or not attractive.

Theater Tests: Consumers are invited to view melevision
shows or movies in which test commercials are alown.
Viewers or consumers register their feelings abdhe
advertisements either on hand-held electronic diegrdevices
used during the viewing or on questionnaires as#se may be.

1.3.4 Carrying Out the Advertising Program

The responsibility for carrying out the advertisipgpgram can be done

through:

1 .The Full-Service Agencies: They provides the tmmsnplete
range of services such as market research, meléietisa, copy
development, artwork and production, etc.

2. Limited-Service Agencies: They specialized imeoof the
advertising process such as providing creativeicesuwo develop
the advertising copy or buying previously unpur@thsnedia
space.

3. In-House Agencies: These are made up of thepaogis own

advertising staff which may provide full serviceslimited range
of services.
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1.3.4.TThe Responsibilities of the Advertiser to the Compay

Advertiser who can be defined as the sponsor ompter of

advertisement the following responsibilities arecanpassed in the
setting of advertising appropriation and allocatairsuch appropriation
to various promotional activities.

He formulates advertising policy and objectives.

He also undertakes the production of below — the-land
above the -line materials where the company hlas t
capabilities to do  so.

The advertiser is equally in-charge of choosing eatising
agency and the evaluation of advertising effecigss.

It is the responsibility of the advertiser to wdi all
promotional tools available on the extensive iseof public
relations officer in the promotion of the companyame,
image and  activities.

Apart from the afore-mentioned, the advertiseniaceiting his
job maintains the confident reposed on him byfiime for the
security of his organization.

1.3.4.1 Responsibility to the Agency

To the agency, the advertiser has the following
responsibilities:

(i)
(if)

(i)

(iv)

(v)

(vi)
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He undertakes the briefing of the agency aboutdingpany.

He acts as a liaison officer between his orgaromatind the
advertising agency.

He provides all the necessary material to the agenexpedite
the formulation and production of advertisements.

The advertiser reimburses the agency for her ssvic

He also interprets his company’s objectives andcigd to the
agency. This, of course, forms the basis of intenaldvertising

copy.

The advertiser similarly supervises agency work lois
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company’'s behalf, appraises and approves such \aork
summarily rejects or accepts such work.

(vii) It is no doubt the responsibility of the advertisermaintain

good and cordial relationship with his companyscaunt
holder service agency.

Fig. 7.1 ADVERTISING AGENCY
ORGANIZATION CHART

Account Director

Production Account Administrative
MarketingManager Executive
Manger Manager

Creative Media resources planning Director
and buying

I
Script/copy Artists, visualisers
Writers and typographers

1.4 Organization Chart

The above chart shows a typical agency organizafibthe apex is the
Account Director charged with the responsibilit@fscoordinating the
activities of various departments, formulation @lipies and respects
the interest of the Board of Directors. Under hine ¢ghe production
executive, account executive, administrative managd the marketing
manager.

The production executive is charged with the respmity of
advertisements. He is directly responsible for ters, dramatists
Binders, photographers, etc. Most Nigerian Agentaek a production
department; instead they send their direct maitsgposters to outside
printers for production and finishing. While TV asftisement is
contracted to television stations.
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The account executive serves as the link betwesilibnts, advertising
work. He monitors the creation, planning and exeoutof the

advertisements, making of artistic visuals, typphgsa and selected
media. He also maintains good and continued relghip with the

client. The entire job under the account execusivesponsibility forms
the core of the advertising job and its effectieneUnder the
advertising agency is the administrative mangerethis also the
accountant who is in charge of the inflow and theflows of funds,

keeping of financial records and giving relevangaficial advices. At the
shop floor are clerks, typists, cleaners and megsnall functionaries
of administrative Department. Besides, modern aigsritave marketing
department with a marketing manager at the helmaftdirs. The

marketing department renders equitable servicedigats especially in
the area of marketing research, merchandising,s s@®motion,

provision of commando sales force, exhibition atiteoservices.

Selection of Advertising Agency

An advertising Agency is the intermediary betweka advertiser and
the media owner. Its main functions are:

o The creation and production of advertising copy
. Planning the purchase of media space and time.
. An advertising Agency also renders ancillary sexsidor the

advertisers; such as valuable Advices, public tiggisg,
merchandising and other consultancy services.

Advertising agency is capable and most ideal torycaut these

functions because of its highly qualified or spkeel personnel. The
term advertising agency originates from the oribmdvertising agents
vis-a-vis news vendors. There are certain critériagency selection.
The agency location is vital so that the client bann close touch with

the jobs execution and effect any urgent chandges.afjency experience
is another factor of consideration. Experience,ytbay, is the best
teacher. It improves the efficiency of the agerdgvertheless, the size
of the agency matters a lot as the size depictsagfency ability to

handle complex and large accounts. It allows faditrguarantee in

terms of the ability of the agencies to carry ouat advertisement
preparation without prior payment. The availabiliby expert copy

writers, media planner, artist, etc, is a necessansideration because
the anticipated quality of finished advertisemean dest be imagined
and ensure confidence in the agency's work. Anotissue to be

considered is the type of accounts held. Minor ant®holders may not
cope with large account. While major accounts hsldmay handle

small accounts effectively.
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1.5 Agency Compensation

Conventionally, advertising agencies are compedshie commission

system. The media allows a fixed (10% - 17.5%) @mtage space/time
cost to recognized agencies. This fixed percentages with the nature
of advertisement e.g., international advertisemeetpiire increased
percentages commission. The commission system iertheless

remarkable for its universality on the basis ofcibsdial acceptability as
an agency reward system. On the contrary, wise cegrcould be

compensated by payment of fees which is preserghpaing source of

income.

Fees are often charged on below- the — line jolgs, lerochures, sales
promotion, research, posters, loose sheets, etrs@as advertising and
small appropriation accounts and ancillary serviegsally warrant

payment of fees. There has been dissatisfactiontabe commission

system amongst advertising agencies. Continuousclselaas been

evolved for a payment system commensurate with@gjeis. As far as

the agency is concerned, the commission systemlztgs that financial

success rest on volume, creativity and experience.

For the media owner it saves him the inconvenienfcattending to
multiple advertisers, constant space/time and ptop@gyment is
guaranteed by commission system. The problem ofocaing to the
advertising code of practice can bequeathed toAtencies by media
owner.

1.5.1 Principles of Writing Good Advertising

Writing a good advertising involves certain prirlegp If  these
principles are well pursued, it will lead to acteevent of organizational
goals or objectives. Good advertising principlesvagls start by
identifying the target market and the buyer’s betav

The principles must start with:
() A Clear Target Audience in Mind

In term of the potential buyer of the company’'sduats, current users,
deciders, or influencers, individuals’ groups, matar public or the

general public. The target audience is a critig#fluence on the
communication decisions on what to say, how toisayhen to say i,

where to say it and to whom to say it. Thereforetimg advertising

involves putting into cognizance advertising ohbjexd, advertising

budgets, advertising strategy and evaluation o€dthing campaign.
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(i)  Setting the Advertising Objective

This is the principle that a manger or marketer ncogsider in writing
good advertisement. These objectives should bedb@sg@ass decisions
about the target market, positioning and marketimyg, which define
the job that advertising must do in the total mangprogramme. An
advertising objective is a specific communicatioaskt to be
accomplished with a specific target audience duargpecific period of
time. The advertising objective can be classifigdpbimary purpose
whether the aim is informative, persuasive or relam

(&) Informative Advertising

Features heavily in the pioneering stage of a prbdategory, where the
objective is to build primary demand. Thus, the wag nutritional
benefit.

(b)  Persuasive Advertising

Becomes important in the competitive stage, whereompany’'s

objective is to build selective demand for a pattac brand. For

example, chiva regal attempts to persuade consutmerg deliver more

taste and status than other brands of Scotch WhiSi@me persuasive
advertising uses comparative advertising

(c) Reminder Adverting

This is important with mature product. Expensivarfeolors coca-cola
advertising in magazines is intended to remind fgetippurchase coca-
cola.

The advertising objectives should emerge from aotngh analysis of
the current marketing situation. If the productsslas mature, the
company is the market leader and brand usage is {be proper
objectives should be to stimulate more usage. df phoduct class is
now, the company is not the market leader, bubtiaed is superior to
the reader, then the proper objective is to coreviti,e market of the
brand’s superiority. Therefore, in order to come with good

advertising and written programmes, setting theajes of advertising
must serve as a guide or principle to be obsemextder to achieve the
explanations.

(i)  Setting the Advertising Budget
This is also another principle to be considered wrting good

advertisement. After advertising goal has been roeted the next
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principle is to decide advertising budget for eguobduct bearing in
mind the reasonable amount of money that would gents which is
devoid of over spending or not meeting the amoequired. A brand’s
advertising budget often depends on its stage enptioduct life cycle.
For example, new product typically needs large #dbieg budgets to
build awareness and to gain trail. In contrast,umeat brands usually
required lower budgets as radio to sales.

Market share impacts on the amount advertising esteBuilding the
market or taking share from competitors requiregei advertising
spending than does simply maintaining current shtdigh share brands
usually need more advertising spending as a pagemnif sales. Also,
brands in market with many competitors and higheatising clutter
must be advertised more heavily to be noticed alibeenoise in the
market. Undifferentiated brands, those that closeljnember other
brands in their product class may require heavyedhing to set them
apart. When the products differ greatly from théttlee competitors,
advertising can be used to point out the differerioeconsumers.

No matter what method is used, setting the adwegtisudget is no easy
task. How does a company know if it is spending figat amount?

Some critics charge that large firms tend to spémal much on

advertising and business to business marketersagnender spend on
advertising. They claim that on one hand, the la@gsumer companies
use lots of image advertising without really knogviits effects. They
overspend as a form of insurance against not spgrehough. On the
other hand, business under-estimates the powepumtiices image to
build customer awareness and knowledge.

Specially, five factors are to be considered whettirgy the advertising
budget. These are market share and consumer baggetoon and
clutter, advertising frequency, stage in the pradlie cycle, and
product suitability. A good advertising for a nevoguct typically needs
large advertising budget to build awareness angikgethe product in
customer’s mind and to gain customers trails. Mvasthy to note that,
advertising for any product involves accurate spendf money to
avoid overspending or inability to reach the targerket.

(iv)  Creating the Advertising Message

A good advertising involves two major elements. Séhare: message
and advertising media. Formulating the message reglires solving
four problems, what to say (message content), fwway it logically,
how to say it symbolically and who should say dedlly the message
should gain attention, hold interest, arouse desigk action. Therefore,
a good marketer will always take this into considien in order to
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reach a good advertising writing.
The first step in choosing the advertising messag® know how to
generate the possible advertising appeals. Therggme could take a
form of deductive framework or inductively by talkj to consumers,
dealers, experts and competitors.

It is worthy to note that, no matter how big thelbet is, advertising can
succeed only if commercials gain attention and comgate well.
Therefore, there is every need for a company teegga plain, straight
forward, meaningful, believable and distinctive edising appeals.

A good advertising always pays attention on onee caelling
proposition. The advertiser should conduct mar&search to determine
which appeal works best with its target audiencexiecute the message
that would capture the target markets attentioniatedest. The creative
people must find best style, tone, word and fortmtefor executing the
message.

(v)  Developing Advertising Strategy

Advertising strategy consists of two major elemgntseating

advertising message and selecting advertising métligting a good

adverting message should take into consideratiensgue of social and
legal norms. There are laws and regulations gomgrradvertising.

Therefore, to write good advertising message carstine taken not to
offend ethnic groups, racial or special interesiugr What should be
advertised should be reasonable.

Media decision: In writing a good advertising, coiesation has to be
taken on the reach, frequency and impact. The ptage of people in
the target market who are exposed to the campaigimgl a given
period of time and how many times the average persothe target
market is exposed to the message and the quatitatalue of an
exposure through a given medium.

(vi) Balance

Balance is attained when equal weights in termsoddr, object size,
etc., and are placed equidistant from the focahtpof the advert. This
format gives a formal balance to the advert. Thisdependable,
conventional traditional, conservative, dignifyinrgnd simple. The
novelty of this arrangement draws quick attentmnetaders or viewers.
(vii)  Proportion

A good written advertisement must have proporti@lalcation of space
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to every element in the advert space. Allocatiorstraonform to the
importance, and role playing of each element. Istmmaximize the
optical effect of viewers and readers. It is deplide to have every
element in the advert in equal proportion; suchoften devoid of
creativity and animation. Elements size variabitygenders attraction
and optimizes visual effeteness.

(viii)  Unity

Every element makes unitary contribution to thenf@rious whole;
unity can be achieved through typographical writingnsistency,
duplication of distinctive features of shapes addeat encasement using
borders.

(ix) Contrast

The world looks lively due to biological variabylibf objects within the
same clusters. Since advert writing tends to berahtvariation in size,
colors and shape gives it a layout and emphadieesdlected elements.
Each element must be endowed with striking, nolbibealifferent
qualities that initiatively yoke the advert togath€ontrast gives the
advert spatial competiton among the elements aatharkably
distinguishes one advertisement from another.

(x) Eye Movement

Advertising should be designed in such a way adrég the reader or
viewer from one object in the advertisement to hent while
simultaneously moving him or her from awarenesgestthrough to
purchase behaviours. Eye movement can be developednsidering
audience reading patterns as the case of “Araliingrfrom right to left
as opposed to the European left to right. In-beyt movements consist
of gaze and structured motion.

(xi)  Evaluation of Advertisement

This is the last principle of writing good adveetisent, among others.
When writing advertising, the advertising programsei®uld evaluate
both the communication effects and the sales eaffeétadvertising.

Regularly measuring the communication effects obduertising copy

testing, tells whether the advertising is commutmcawell. Before the

advertising is placed, the advertiser can show itdnsumers, ask how
they like it and measure reaction or attitude cleangsulting from it.
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1.5.2 Guidelines for Writing Advertising
The following comprises the guidelines in writindvartising
(i) Emphasis

Specifically, elements of advertising must bear nmnd that to

emphasize everything is to emphasize nothing. Ba¢ufe used must
substantiate organizations claims and draw attergiothe company’'s
unique selling point.

(i)  Specificity

When writing advertisement, certain words are uedépble because
they tend to describe nothing. They are used t@ribes product or
organization because of lack of clarity as to tlaure of product or
store distinctiveness. Words must be carefully eho¥Vords like best,
better, extra, special, area at satisfaction, btghdard, ideal are loosely
used in Nigerian adverts. Today words can be tecligiavoided, for
instance, rather than saying “Milk with the highestality” the
advertiser can say “milk with, creamy texture” pieen you a rich
cheese flavour throughout.

(i) Truth and Believability

Avoidance of puffy and exaggeration is necessary.tii2 other hand,
accurate claims in writing and guiding advertisitngit give detailed
information are highly credible.

(iv) Readability

Legibility of writing and printing techniques areecessary for ease of
readability. Easy reading is of greater importamceriting and guiding
advertising than any other media of communicatiine same situation
applies to listen ability and viewable and readatenmercial when
speak in to consumers on their own level and iir then terms.

(v) Headlines
The headlines serve to signal or serve as a cugait attention getting
devices. Written and guiding advertising must ntitaat curiosity

seekers but positive actions. Therefore this ppieds very important in
written and guiding advertising.
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(vi)  Simplicity and Human Interest

Copy readability depends on its simplicity and ireme interest. Copy
should contain no words that stop the readers @bwought, choice of
familiar words and product related humor is vital.

(vii)  Clichés and Superlatives

The use of clichés and superlatives may sound $landlish. It may
sometimes seem boring that they reduce the eftaatiss of written and
guiding advertising. Expression or clichés shoutdclarefully selected
and those that retain interest and emotional aplpeagl after their use
are preferable. When clichés are accepted and regehia needed later
confusion may ensue.

(viii) Connotation

In written and guiding advertising, copy writer e aware of both
the denotation or literal meaning and connotatiordicect implication

of words. Words with negative connotation are prdoedifferent

meaning by the audience. They tend to induce symepiatand shameful
appeal.

(ix)  Working Words

In good written and guiding advertising, copy wrgiis distinguished
from editorials, newspapers report, magazine sprgc. It contains
words that are not padded, stuffy, empty, and poffphases. Effective
use of words that communicate the unique sellirgpgsition make a
good writing and guiding advertising copy.

1.5.3 The Fundamentals of any Advertising Success

The essentials are set out as follows:

() First

Advertising must be truthful; lying and misrepretsgion will inevitably
be found out and will in the end defeat the purpose

(i)  Second
There must be knowledge of human nature, whiclhesfinest fruit of
experience. He who does not know how the human ameacts to the

various stimuli of life is but ill-equipped to malke successful appeal.
This is the so-called “psychology of advertising”.
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(i) Third

Be clear and moderate in your language Remembeayalthat the
weakest language is the language of superlativede&vour to leave
with your reader the impression that you claim narenfor goods than
their merit justifies.

(iv)  Fourth

Before you advertise at all, let your market knovwatv classes of
persons your goods will appeal to and be of real Bsd those persons
and address your advertising directly to them.

(v)  Fifth

Advertise one but sound goods. Although advertissng mighty force it
cannot perform miracles and it cannot induce petpleontinue to buy
merchandise that they have tried and found wanting.

Any campaign passed on these fundamentals anded¢aon with
prudence, persistence and plain common sense nhascallent chance
to succeed. Without them, there will be no probgbodf a permanent
success.

1.5.4 Tools of Advertising

What tools then are available to the man who wisbexlvertise? They
are numerous and varied. We shall simply enuméhnaterincipal forms
and minor forms.

Principal Forms

(&) Letters and advertising letter heads
(b) Catalogues

(c)  Small descriptive books or booklet
(d) Large folders or broadsides

(e) Envelopes and packages enclosures
(H  Announcements

Minor Forms
(&8 Novelties and “good will reminders”
(b) Folders and cut-outs of unusual forms.

(c) House bulletins and manuals
(d) Mailing cards
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(e) Picture stamps, coupons etc.
Self-Assessment Exercise 2

As a student of tourism studies, you are approach bew client to
advise him on how to compensate advertising agédaadly advise
him/her appropriately.

1.6 Summary

This unit explain the role of advertising as one #ey tool used by
tourists to reach their target audience were dssisthe agencies
involved and their responsibilities were highlightand explain. Also,
steps involved in determining and developing adsig program were
explained.
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1.8 Possible Answers to SAEs

SAE 1

o The creation and production of advertising copy

. Planning the purchase of media space and time.

. An advertising Agency also renders ancillary sexsidor the

advertisers; such as valuable Advices, public tiggig,
merchandising and other consultancy services.

SAE 2

. Advertising agency are compensated based on théceer
rendered on advertisement on behalf of the praisighrough
‘commission basis.’

. Also, they receive some amount from the clienteeisly when
there is high demand for such services when theices are
under their control.
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UNIT 3 PUBLIC RELATIONS IN TOURISM MARKETING
Unit Structure

1.1 Introduction
1.2 Learning Outcomes
1.3 The Meaning of Public Relation
1.3.1 The Objectives of Public Relations
1.3.2 The Importance of Public Relations
1.3.3 The Function of Public Relations
1.4  Principle of Good Public Relations
1.4.1 The Media of Public Relations
1.4.2 The Techniques of Public Relations
1.4.3 The Tools of Public Relations in Tourism
1.5 Public Relations Strategies
1.5.1 Problems Associated with Public Relations
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to SAEs

1.1 Introduction

Public relations assume a special significancehm field of tourism

because of the peculiar nature of the product. iéed for making
complete information and facts available to botheptial and actual
tourist assumes special importance. It involves suess designed to
create and improve the image or the tourist’s pcodu creates a more
favourable climate for its advertising and saleppsut activities,

especially in regard to travels, trade intermed&end news media.

Favourable acceptance of any tourist destinatiorthiey public is of

utmost importance. Public relations in tourism ased to create and
maintain a positive image for a country. It is atexl towards creating
and maintaining an atmosphere whereby the traveludgic at large is

convinced of the advantage of visiting the couctrgicerned.

Public relation is one of the important function$ the tourist

organization. In fact, tourist organizations priaare public relations
organizations. The objectives of public relationghe field of tourism

are two-fold; firstly, the dissemination of infortian and secondly, the
creation of a favourable image for the tourist'sgurct. Thus, this unit
examines importance of public relations in relasioto tourism

organizations.
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1.2 Learning Outcomes

By the end of this unit, you should be able to:

. Explain the meaning of public relations

. Explain the objectives and functions of public tielas
. Explain the tools and techniques of public reladion
. Explain the media of public relations

. Explain the public relations strategies

. Explain the principles of good public relations.

1.3 Meaning of Public Relations

Public relation is a planned programme of policg annduct directed to
build confidence in and increase public understagaif its sponsor. It
is the art and science of planning and implemenkiagest two —way
communication and understanding between a company ao

organization and many different groups with whictsiconcerned in the
course of its operation. Public relations deal wsveral different
publics of which its consumers are only one. Congzamill want to

build good relations with their shareholders, watippliers, distribution
channels and, where pertinent, with trade uniorie @eneral public
does not constitute public relations but a specdid reasonable
homogeneous group. Each group must be bound togeyha number
of forces. Public that constitutes public relatians:

0] Customers

(i)  Employees

(i)  Suppliers

(iv)  Competitors

(v)  Host community

(vi) Federal state and local government
(vii) Shareholders

(viii) Pressure groups

(ix)  Media houses, etc.

Kuwu (2007) observed that Public Relations is a agament function
which tabulates public attitudes, defines the pedic procedures and
interest of an organization followed by executingragramme of action
to earn public and mutual understanding, confideaicg acceptance.
According to American Public Professionals, “Pubtelations is a
planned effort to influence opinion through goodamdcter and
responsible performance based upon mutual satsfactwo-way

communication.”
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Public Relations is a deliberate planned and sustaexhortation of a
service firm to establish a rapport between the fand the potential
clients who constitute her publics. It is the artlascience of managing
communication between an organization and its kegysttuents to
build, manage and sustain its positive image. ul#lations is the
process of aligning the perceptions of targetediesmogs (or publics)
with the current realities and prospects of ertitthe organization.

Public Relations is about building public relatiomisich involves:

0] Evaluation of public attitudes and opinions.

(i)  Formulation and implementation of an organizatiqmrscedures
and policy regarding communication with its public

(i)  Co-ordination of communication programmes

(iv) Developing rapportand good-will through a two—way
communication process.

(v)  Fostering a positive relationship between an omgin and its
public. constituents.

International Public Relations Association defipeslic relations as the
art and social science of analyzing trends, produtheir consequences,
counseling organization leaders and implementatimin planned
prgrammes of action which services as the pubterast.

It is also considered as involving the establishmehtwo - way
communication of resolving conflicts of interesigeking common
grounds or areas of mutual interest and estabgshirderstanding based
on truth, information and knowledge.

The main function of public relations therefore tasinform the public
about the activities of an organization. In otherds, it is a part of an
organization’s total communication efforts. Its pose is to create the
best possible reputation for the organization bysaaf presenting facts.
The field with which public relations is most clbsadentified is
advertising. However, advertising provides for phimt space, airtime or
electronic space in order to sell a specific produtile on the other
hand public relations which may include some fowhsdvertising as
its tools, covers a much wider and broader range.

1.3.1 The Objectives of Public Relations

() To remain and be seen as a leader in your indusétdor
(i)  To be the best employer.

(i)  To be the best in community services.

(iv) To be seen as a responsible and friendly corparate
(v)  To be seen as the producer of higher quality produc
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(vi)

To establish a near permanent goodwill and enheoicgany
prestige, etc.

These can be done through.

(i)
(ii)
(iii)
(iv)
(V)
(Vi)
1.3.2
(i)
(i)
the
(iii)
(iv)
(V)

(vi)
1.3.3
(i)

(if)
(iii)
(iv)

(v)

(vi)
(vii)
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Sponsorship of social events.

Sponsorship of community projects.

Prompt payment of dues, levies, salaries, etc.
Complementary product allocation or humanitariawises.
Awards.

Exhibitions, etc.

Importance of Public Relations

Public Relations help to understand a company poservices
and product.

It enhances the product or services of a firm dredetoy boosts
sales of the firm’s products.

It creates understanding and confidence in thediproducts.

It monitors the opinions, criticisms and aspirasiaf every one
that is important to the firm.

It gives feedback for corrective measure to bertake people’s
impression about the firm.

It advises management to put things right and wdiethings are
put right, it makes the firm known to the public.

The Functions of Public Relations

Public relations communication lies in its seletyiand tailoring
of messages to desired needs and interests tdrtet audiences.
It carries the public attention on personal or mltssues that
can improve the working atmosphere of the firm.

It interprets the board’s policies.

It also involves the establishment of harmoniousrkmg
atmosphere between the employers and the emplagee=ll as
maintaining friendly relations between the firmdamembers of
the public.

The public relations department of companies is asponsible
for correspondence, selection of suitable med&f selection,
placement and training. These duties are eithecierd solely by
the public relations department or in concert wither functional
specialists.

The public relations officers equally involve inetlarrangement
and participation of the firm in exhibitions andde fairs.

The public relations activities cover the arrangeme official
visits by special guests to the firm and orgamjzinusiness
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(vii)
(ix)
(X)

(xi)

(xii)

(xii)

gathering.

The public relations involved in the preparation editorial
handouts for press, radio and television coverage.

The public relations help in devising news wortlgyivaties for
editorial publicity.

The public relations activities also include theogurction of
brochures, literatures and other related materlalencourages
good publicity

The ability to avert bad publicity can only be pbks through
planned public relations activity. Public relattomay always fill
the information vacuum that may occur, the absewfcevhich
information may be released which might be harntulthe
progress of the firms.

It has a forward-looking function to creating poag&tpublicity for
the organization and may be used at various sthgasg the life
cycle of the facility, e.g., if a food unit is telwpened in a busy
town centre, a public relations exercise would dgpy be to
create a favourable environment and attitude witthia local
community before its opening.

Public relations activities can take the form dt gistributed to
members of the public. The gift can include arcteich as biro,
pens, rulers, folders, singles caps, and calendar.

The organization may print its name and emblemhengifts. This type
of gifts endears the firm to the recipients. Théisgmay also have
inscription that give certain information about tfien’s products. In
this way gifts from organizations not only serveaawvertisement but
also perform a public relations function.

(xiv) Public relations activities can be executed throtiglale fairs,

(xv)

manufacturer, distributors of goods and servicesl ather
business men display their products to membershefpublic.
This affords them the opportunity to demonstrateexplain the
use of their product and services.

The products and service are sold to memberseoptiblic at the
organization’s quoted prices. It is usually cheapebuy such
product and services at trade fairs where appriecdiscount on
the prices are usually allowed. The interactiongade fairs are
very friendly and cordial. All organization use thpportunity to
build a good image and to become popular.

Public relations activities can be executed throeghibition.
Different goods and services are displayed to eraaiareness of
the existence of such goods. It affords the orgdimn the
opportunity to exhibit its new goods and demonstréieir use
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(xvi)

(xvii)

(xviii)

and functions to members of the public.

The public relations department is the audio-visealice of the
organization. The department should be a reposabexpertise

upon all aspects of internal and external commiioica

maintaining expertise in techniques and the faediand contacts
to enable them to be used where appropriate.

It is also the function of the public relations dement to carry
out research project to bridge information gaps.

Constant monitoring of organizational activities foformation
dissemination and control. Effective and efficipablic relations
require believability through provision of authentestimonies
and telling the truth at all times.

Self-Assessment Exercise 1

As a student of tourism studies, do you consid&liPRelations important
especially to tourism industry?

1.4

Principles of Good Public Relations

The extent to which the community understands asgects the
organization.

The attitudes expressed by distributors and consuregarding
the organization’s product or services.

The reputation of the organization, its productd services.

The company's sales objectives would be attainedhése three
elements are in favour of the organization which mwdirectly be an aid
to salesmen’s campaign efforts. Good public refatieeans only the
above and not:

(i)
(i)
(i)

(iv)

141

Finding women for visiting personalities.

Bribing corporate or government officials.

Spending unnecessary time at public centers, arinénd telling
stories.

Putting on neat suit and walking around the stme&tting wrong
public, those who have nothing to offer to theamrigation.

The Media of Public Relations

A firm can carry out is public relations policidsrough the following

media
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() Trade Fairs

Trade fairs are large gathering places where eéiffermanufacturers
gather to exhibit their goods. This may be helduatiy or at much
longer intervals. Many local and international firdo participate in a
trade fair. An organization would participate byoking and setting up a
stand to promote its products. Samples of theidpets can be played to
appeal to the emotions of the potential buyers.

(i)  Exhibitions

This is a medium through which organization disptlagir products to
members of the public in selected places. Many letibns do not
involve total sales but creating public awarenebsua goods and
services exhibited. It is a special way where goads well arranged
with the price tags fixed on them. Exhibition maye Ilbocal or
international and may be organized by one firm poiuly a particular
product or by different firms producing a variefypooducts.

(i)  Free Samples/Gifts

Manufacturers use variety of gifts with their nanaesl logo embossed
on such gifts as means of reaching the public aasting public image.
Such may be in form of calendars, pens, trays, @oakd desk diaries,
etc.

(iv)  Feature Article

This is a medium of public relations which is comssl with the

publication in the national dailies or magazinesnédrmation about the
company’s products, its quality, uses and benefits.

(v)  Seminars, Workshops and Conferences

An organization can organize seminars and presdemces to
highlight its various activities to the general pab

(vi)  Participation in Community Projects

Many firms participate in the execution of projeatsthe community
where they are located.

(vii)  Sponsoring of Sports Competitions
Firms sponsor sport competitions as means of pragdheir public

image and bridging the communication gap betweemthnd members
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of the public.
(viii) Participation in Charitable Ventures

Firms participate in charitable and philanthropentures as means of
promoting the image of their firms and fosteringsdr relationship with
members of the public.

1.4.2 The Techniques of Public Relations

0] News and feature stories

(i)  Pressrelease

(i)  Films and slides

(iv)  Booklets and brochures

(v)  Photographs, displays and exhibits
(vi)  Advertising

(vii) House journals

(viii) News letters

(ix)  Stockholder reports etc.

1.4.3 Tools of Public Relations in Tourism

0] Organizing familiarization tours for travel writersditors, travel
agents, photographers and other key personnel fidfarent
parts of the world as quest to visit the countrg am get first-
hand knowledge about it. These persons then whbtutathe
country visited in the well-known travel and otlyeneral interest
magazines.

(i)  Organizing radio and television contests featuthgdestination
country.

(i)  Organizing press release and arranging press endewith key
personnel connected with the tourist's field withveew to
dissemination of information about the destination.

(iv)  Arranging seminars and workshops at a place wheredurist
promotion office is located.

(v)  Organizing cultural programme musical and folk shpwV
interviews, exhibitions and national friendship weein the
country where the national tourist office is lochte

(vi)  Organizing various types of contests about the tgun

(vii) Encouraging large departmental stores, organizérgashion
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shows and manufacturing companies to project thmtcp or a
part of the country as a promotion showcase irr firemises.

(viii) Encouraging large departmental stores, organizérgashion
shows and manufacturing companies to project thmtcp or a
part of the country as a promotion show case iir fni@mises.
Public relations planning and organization showddah integrate
part of an organization’s management strategy andtnbe
conducted on continuing basis. Public relationscfiam of an
organization cannot be considered as an end iff itse
something which can be introduced at a short naticeope with
a crises situation. An organization should haveoaitive and
planned public tourist and devote considerable reffo their
public relations programme.

1.5 Public Relations Strategies

Public relations activities can be executed intbyra externally using
trade and techno-media. The internal organizatilmwa the use of the
organizations’ public relations departments’ stdff. addition to the
above functions, their responsibilities entail thgovision and
arrangement of slides, visual film documentariesmdnstration and
seminars. The external organization makes use bliguelations and
advertising agency, subsidiary of advertising agenc village
assemblies and trade tools, independent publidiorta consultants,
marketing consultants, government workers and pubklations
counselors. Public relations require identificatioof audience,
personalities and devising compatible action planathieve public
relations objectives through audience preferrediaed

1.5.1 Problems Associated with Public Relations

There are many difficulties which public relatioastivity faces in an
attempt to propagate and popularize the publidioglgrofession or that
reduce its efficiency or that may slow the pacelaich it moves thereby
reducing its level of impact on the general publite difficulties
include.

() Cost of Publicity

This is a problem that is associated with publiatrens. Since public
relations involve giving the most favourable immies about the image
of an organization the cost is always high. Adeguaiblicity must be
used effectively in carrying out the publicity. Th®st of publicity

therefore, poses a problem which the organizatiomstnmput into

consideration in order to be able to be in mar&eaflonger period.

109



TSM 305 TOURISM SALES AND MARKETING

(i)  Corruption

Many corrupt practices were on the contrary desdritas public
relations and have negatively affected the intggoit the profession
because corrupt practice was a common factor amathgs public
relations practitioners and the public needs tptmperly educated to
entail a clear distinction between public relatioasd bribery and
corruption.

(i)  Carrier Determination

This is another factor that has affected the practif public relations

during the early days in Nigeria. Then, there weoeresearch centres
where practitioners of public relations could cocid@ny research
pertaining to their projects. The literature in titeary and archives then
was poor and contained no information of publicatiehs practice.

After the graduation of the few Nigerians that wewnérseas for training
things changed for the better because they not tualye reliable

materials but also helped in developing skillshaf local members.

(iv) Inadequate Financing

This has also contributed greatly to lack of cardetermination to
promote early public relations practice. There werery few

practitioners and they could not have funded thguired funds to
conduct necessary research. There were no senaindrg/orkshops for
journalist and public practitioners to produce @mforce guidelines on
all the aspects of public relations that would h&lppromoting the
public relations.

(v)  Accreditation of Tertiary Institutions

Before in Nigeria no tertiary institution exists &re public relation is
taught as a discipline on its own. In this resp#wt, government, public
and private sectors and other parastatals couldlm@huch to promote
the practice in the country. All that has been diongome institutions to
promote public relations is allowing it as a mimourse. The University
of Lagos allowed teaching of public relations undenass

communication; the University of Nigeria NSUKKA aied it under

Public Administrations, Marketing and also Mass @umication.

Accrediting public relations on its own in highearsiitution would

definitely help in developing its growth.
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(vi)  Lack of Trained Personnel

The practice of public relations is slowed downthg lack of trained
personnel. The few trained personnel have risemigh ranks and are
graduates of other disciplines like psychology,rp@lism, linguistics,
and marketing and did not receive any formal tragrin public relations
to get them well informed to function effectivety government or other
organizations.

(vii) Professionalism

Public relations as a profession have not beenratwb by Nigerians

and this has contributed to the reverse on promatiopublic relations

practice in Nigeria. In this light, Nigeria did ngee it necessary to
invest money and her resources in training puldiations practitioners
charged with the responsibility of communication.

(viii) Academic Exposition

It has been discovered that the poor academic bagkg of some
practitioners has been responsible for the pode siathe profession.
Any professional body depends on the academic tyuzlits members.
If there be proper training and education whictthis best tool to the
success of public relations practices the profaessibody would have
been effective. Wendell has advocated the needtr@oned public
relations practitioners to occupy positions in babvernment and
business organizations to guarantee effectivenasgsféiciency.

Self-Assessment Exercise 2

As Public Relations expert, do see any problemasatiog with public
relation in relation to tourism industn

1.6 Summary

This unit treated public relations, the objectiaesl functions of public
relations, the media, tools/techniques and priesipbf good public
relations as well as problems of public relatiotisis a unit which
provide and equipped students with the details tiesd to know with
regards to public relations in order to be ableelate with their target
audience and the general public effectively.
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1.8 Possible Answers to SAEs

SAE 1

Public Relations is extremely considered importartburism industry
as illustrated below:

o Public Relations help to understand a company poservices
and product.

. It enhances the product or services of a firm dredetoy boosts
the sales of the firm’s products especially temrproducts.

. It creates understanding and confidence in thediproducts.

o It monitors the opinions, criticisms and aspirasiaf every one

that is important to the firm especially as toorikas become
globe village.

o It gives feedback for corrective measure to bertaike people ‘s
impression about the firm, especially destinations
o It advises management to put things right and wdiethings are

put right, it makes the firm known to the public.
SAE 2

Tourism industry is an exemption in the practicgualblic relations only
the applications that varied, therefore problenoeissed with practice
of public relations in tourism industry are:

Cost of Publicity

Corruption

Inadequate Financing

Accreditation of Tertiary Institutions for publielations in
Nigeria are limited

o In adequate Personnel in the industry, etc.
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UNIT 4 TRAVEL AGENCY OPERATIONS IN TOURISM
MARKETING

UNIT STRUCTURE

1.1 Introduction

1.2  Learning Outcome

1.3  Definition of Travel Agency
1.3.1 The Functions and Role of Travel Agencies
1.3.2 Travel Agency Functions

1.4 Travel Organization
1.4.1 Sources of Revenue of the Travel Agency
1.4.1 Travel Agency Set-up
1.4.2 Registrations of Travel Agents

1.5 Travel Agency Commission
1.5.1 Problems of Travel Agency

1.6 Summary

1.7 References/Further Readings

1.8 Possible Answers to SAEs

1.1 Introduction

Travel retailing is the outcome of the urge of peom travel in an

organized way. This necessarily means using theicesr of retailers

who are in a position to offer them on a compaedyicheaper price as
they have entered into an agreement with the peosidf these services
to buy them in bulk and pass them on to the conssime payment or
credit. These services include transport, accomimmtasightseeing

and several other ancillary services which a prospe traveler wishes
to pay for.

Travel in the past used to be a simple affair. thibse formalities

existing today were absent. Besides, in the absehearious modes of
transport, communications as motivation to traeit &xists today were
not there. It was only after transportation systewexe developed,

especially railroad and the emergence of the umdrdvel to see

different lands that the organized travel begatake a shape. The rising
incomes as a result of industrialization and urbaion were another
important factor that helped the growth and develept of organized

travel. This unit examine the meaning, functionssqurces and

communication tools of the travel agencies.

1.2 Learning Outcomes

At the end of this unit, you should be able to:
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. Explain the definition of travel agent in tourisnarketing
. Explain the functions of retails travel agent

. Explain the sources of revenue of the agency

. Identify the problems of travel agency in marketiogrism
. List the organizational set-up of the agency

. Identify the travel agency commission.

1.3 Definition of Travel Agency

The travel agent is a professional in the travedimess who acts as a
mediator, counselor and retailer on the travel pobd He is a
professional retailer who sells his principal’'svsegs. He is therefore a
coordinator between the producers and the travedinglic. The word
retailer here is not related in any sense with ile¥® in the
manufacturing industry. This is because the trageint does not carry
stock of travel products as retailers in the mactufang industry and
equally does not purchase travel products in advdoc resell to
customers. This lack of carrying stock in advanes bwo important
implications for the business of travel distribatioFirst, the cost of
setting up the business is comparatively small @egh to other
retailing business. Secondly the agent is undetiligation to dispose a
product he has not purchased and therefore hedsasbrand loyalty
towards a particular product or company.

Most travel principals sell their products to cus&rs through the
medium of travel agents. Such agents have beeristeace for over a
hundred years (selling mainly shipping and raivess before World

War 1) but their major growth has coincided withetgrowth in air

travel and package tours. With the developmentiofiransport, the

airlines found that since the airport were awayrfnmarket centers and
there was already established a satisfactory n&tebtravel agents to
handle sales, the additional cost of setting uphancof direct sales
office were not justified. In turn, agents expandedchumber to meet
demand for air tickets.

If the agent is able to sell the tour for his pijrat, he receives an agreed
commission for tours organized by operators thanaembers of ABTA
(Association of British Travel Agents). An agentncanly get a
commission if he is a registered member of IATAtémational Air
Travel Association).

Travel agents can be classified in a number of walgsre is firstly the
distinction between those who are members of vararganizations like
IATA, ABTA, NANTA, etc. and those who are not. Thegn also be
differentiated by the type of work in which theyesjalize and also by
the location of their offices.
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Travel agencies are however located in major @tyters, in the suburbs
of large towns and in small towns particularly iaveloping countries.
To be successful, however, they need to be siesedo the centre of
shopping facilities.

1.3.1 Functions and Role of Travel Agencies

The main role of retail travel agents is to providetheir customers a
convenient location for the “purchase” of variolsneents of travel like

transport, accommodation and several other angilarvices associated
with holiday and travel. The travel agents act asking agents for

holidays and travel and disseminate information gind advice on such
services. This role can be summed up as follows.

0] To give advice to the potential tourist on the riseof alternative
destination and

(i)  To make necessary arrangement for a chosen hoktiagh may
involve booking of accommodation, transport oreothelevant
services associated with his travel.

A travel agent, in order to give an advice to higential customers on
the merits of a destination, must possess knowleegeertise and an
up-to-date information about that destination. Besj a travel agent has
close contacts with providers of services, i.ejrtprincipal from whom
they purchase services for their customers. Inrotloeds, a retail travel
agent is an intermediary providing a direct linkvibeen the consumer
and the supplier of tourist services, such asnasli transport companies,
hotels, car rental companies, etc., The retail tugethe one who acts on
behalf of the principal, i.e., the original provid#f tourist services such
as an airline company, hotel company, shipping @myp insurance
company, railways or a tour operator. An agentssélle principals
services and is rewarded by commission.

1.3.2 Travel Agency Functions

The scope and range of travel agency operationddwaepend on the
size of an agency. If the company is large in dize,range of activities
will be more comprehensive. In this case the agewdy have
specialized departments, each having to perforferéiiit functions. To
deal with the subject of a travel agency, the besthod of approach is,
perhaps, to consider the functions of a travel egeithese may be
broadly classified as follows.
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() Provision of Travel Information

One of the primary functions of a retail travel ag&om the point of
view of the tourist or the general public is to yd® necessary
information about travel. This information is prded at a convenient
location where the intending tourist may ask cartgiestions and seek
clarifications about his proposed travel. This igesy specialized jobs
and the person behind the counter should be aasetiaving excellent
knowledge of various travel alternate plans. Heusthde in a position
to give update and accurate information and aceuraformation
regarding various services and general informadioout travel. etc. The
presentation to the potential customer must beefalcand exciting
variations must continually be devised to help smlirs. A good travel
agent is something of a personal counselor who knallvthe details
about the travel and also the needs and interégite intending traveler.
Communication plays a key role in dissemination aofy type of
information. This is equally true in the case assgimination of travel
information. The person behind the travel counteoutd be able to
communicate with the customer in his language. Khewledge of
foreign language therefore is an essential presgqufor personnel
working in a travel agency.

(i)  Preparation of Itineraries

Tourist itinerary is a composition of a series @emtions that are a
result of the study of the market. A tourist jowne characterized by an
itinerary using various means of transport to lioke locality with
another. Preparation of different types of itinegsis another important
function of a travel agency. A travel agent givelviee to intending
travelers on the type of programes which they mlagose for their
holiday or business travel. The study and thezatéin of the itineraries
call for a perfect organization (technical and auistrative) and also
knowledge of the desires of the public for a holidad the propensity
to receive tourists by the receiving localities.

(i)  Liaison with Providers of Services

Before any form of travel can be sold over the ¢euto a customer,
contracts have to be entered into with the progddrvarious services.
These include transportation like motor cars orcbea for transfer to
and from hotels and also for general servicing irequents. The work
carried out under this heading is usually thathef bwners or senior
employees of agencies concerned. In the case afge lagency with
worldwide branches, the liaison work involves aajreleal of co-
ordination with the principals.
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(iv)  Planning and Costing Tours

Once the contracts and arrangements having beemedninto, there
comes the task of planning and costing tours, both inclusive
programmes and to meet individual requirementss Jdi is intensely
interesting and at the same time challenging. Dhedgalls for a great
deal of initiative and drives, for travel to thogkaces which are to be
included in the itineraries they prepare. This ssemtially a job for a
meticulously minded person and calls for considerabaining and
ability. Many agencies with the cooperation of ings and other
transportation companies take the opportunity cdraging educational
tours for such staff to destination with which trasal.

Many large agencies have experts who are autherdre particular
countries and in addition to a general programmanynwill issue
separate programmes dealing with holiday offersethasn specific
forms of transportation, e.g., air, rail, road easProgrammes also have
to be prepared to cover different seasons of the ye

Publicity is an important part of the programme.vidg spent

considerable time and money on preparing all tbasgnto the issue of
a programme, publicity must feature considerablyhi@ activities of a
travel agency and more so if the agency happebs t@ large one. The
majority of large travel agencies have their owrlmity departments

under the management of an expert in the publiistg.

(v)  Ticketing

Selling tickets to clients using different modesrmaihsport like air, rail,

and sea is yet another important function of agragency. This calls
for a thorough knowledge of schedules of variousi@soof transport.

Air carriers, railways and steamship companies hbhuedreds of

schedules and the person behind the counter sheutbnversant with
all these. Ticketing is however, not an easy jobtles range and
diversity of international airfares is very compland varied. There are
several different types of fare combinations on Nuweth Atlantic route

alone. Changes in international and local air salesdand additions of
new flights from time to time make the job of thhaviel agent one of
constant challenge. An up-to-date knowledge abatibus schedules of
air companies, steamship companies and railwaygeayeessential.

Computerized reservation system has in the recearsy rather
revolutionized the reservation system, both foraaid rail seats and also
a room in a hotel. Many large travel agencies amegithis system. This
system comprises a computer network that can bé hgehe travel
agent to reserve an air or rail accommodation dsaol @ commodation
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in a hotel.
(vi)  Settlement of Account

Linked with the function of ticketing and resengatiof accommodation
in a hotel is the settlement of accounts of thent. Accountancy plays
an important part and is one of the major dutiesegerformed by the
travel agency. Dealing with the settlement of aatsun all parts of the
world, calls for a thorough knowledge of foreigrnrancies, their cross-
values and above all, the intricacies of exchang®&ral regulations,

which vary from country to country.

(vii)  Provision of Foreign Currencies

Provision of foreign currencies to intending trarsl is another
specialized activity of a travel agency. Some efldrge travel agencies
deal exclusively in the provision of foreign curcezs, traveler’s

cheques, etc. This is an important facility to mdmg traveler as it saves
them a lot of time and energy in avoiding visit regular banking

channels.

(viii)  Insurance

Insurance, both for personal accident risk andagfgage is yet another
important activity of the travel agency. Some o thrger travel agents
maintain sizeable shipping and forwarding departsieaimed at
assisting the traveler to transport personal effectd baggage to any
part of the world with a minimum of inconvenience.

The multifarious activities mentioned in the ab@aragraphs show that
the travel agency’s range of services in moderredirhas expanded a
great deal. The field of expertise is quite largd & constantly growing
with the fast-changing travel needs of the peoplte job description of
a modern travel agency can be summed up in thexfoly words:

() Preparation of individual pre-planned itinerariggersonally
escorted tours and group tours and sale of pkgmikage tours.

(i)  Making arrangement for hotels, motels, resort acoodation,
meals car rentals, sightseeing, transfer of pgsssrand luggage
between terminals and hotels and special feasuels as music
festivals and theatre tickets.
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(i)  Handling of and giving advice on the many detailgoived in
modern day travel, e.g., travel and baggage inseralanguage
study materials, travelers cheques, foreign cegreexchange,
documentary requirement (Visas and passport) aedltth
requirements (immunization and inoculations).

(iv) Possession of professional knowledge and experieasefor
instance, schedules of air and train connecticates of hotels,
their quality whether rooms have baths, etc. dlltls is
information on which the traveler, but for thevieghagent, will
spend days or weeks of endless phone calls,dedted personal
visits.

(v)  Arrangement of reservations for special interesividies such as
conventions, conferences, and business meeting spudts
events, etc.

Self-Assessment Exercise 1
Do ticketing serve the purpose as one of the fanstof travel agents?

1.4  Travel Organizations

There are various activities which a travel ageheg to perform in
order that an intending traveler undertakes hip@sed journey and
enjoys a holiday of his choice. There are varidapsinvolved from the
time a traveler visits a travel agent to buy adtcuntil he returns back
home after visiting a place of his choice.

Organized travel by a travel agency can be of fped i.e.

a. Single client and

b. Group client. In order to effect the journey, tldidwing main
elements (in both types of travel) need to be idemsed:

0) Study of the journey.

(i)  Estimate of expenditure.

(i)  Execution of the journey.

(iv)  Presentation of accounts.

Individual or Ordinary Trips

The following steps are involved in organizing widual or ordinary
trips:
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(i)

(i)

(i)

(iv)

(v)

(vi)

(vii)

(vii)

(ix)

()

The client turns to the travel agent to organize fim a
particular  journey (Cultural, natural, businasdigious, etc.).
The agency from this angle will examine as to what be
involved, e.g., scope of journey, when the journgyo take
place, various services needed and the accessegeired.
Based on the above evaluation and other element$isn
possession, the travel agent will suggest itiresard will then
communicate to the client the estimated maximurst éor the
client’s approval.

The travel agent will then compile the definiteirasites, a total
of a series of various costs added up, e.g.,spe@n,
accommodation, and the services such as thosguioks,
operative cost such as (postage, telex telefaxmaié
telephones, etc.)

The travel agent then will present a document efdamount of
money to be paid in duplicate to the customer. dlient returns
one of the debit copies signed on acceptance acmegpwith a
deposit (in anticipation); the deposit normallyalsout 25 percent
of the total cost.

Once the client’s approval has been obtained, rédneek agent’s
operation departments then execute journey.

The travel agent prepares the tourist itinerary ciwhiwill
accompany the client through the entire journewilk indicate
the tickets to be used, the hotels and other ssimoked and
will include vouchers, etc. Normally the itineraty made in
triplicate. One for the clients, another for themgy and the third
to the hotelier or those who will provide the regdi services
paid by means of vouchers.

The operation department's task now is to book the
established dates the transport and various o#rgices. After
the booking confirmation has been received theetraagent
issues the vouchers.

The last formality is the delivery to the client uahers,
confirmed tickets and the technical itinerary.

When the group is particularly large e.g., for $pdahe travel
agent needs to take an extra care by way of infagnpiublic
authorities for purposes of security, etc.

Travel agents in a highly developed market coviethal above activities
and range of services. The range of activities trfamel agent in any
country depends upon the extent of the economieldpment of that
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country, the travel patterns of the population dvanced countries and
people with high incomes taking more holidays asnpgared to

developed countries. The services of travel agenés increasingly
utilized in developed counties. In some of the ateal countries like
the USA, Canada, Germany and Japan, a very largeemtage of

tourists are utilizing the services of a travelrsge

1.4.1 Sources of Revenue of the Travel Agency

The travel agency in order to keep his businessinghrmust have some
funds. The main sources of revenue to the ageats ar

() Commission on ticket sales he made for his priricipaus, the
higher the risk of an agency the higher is hisueeration. But

he does not keep stock of the goods (tickets)tharefore he gains
10% as commission from the sales he makes.

(i)  Commission from ancillary services such as tramslrance and
the charges he makes from such services as thegles.

(i)  Income from short-term investment of money receifredn his
customers as deposits and pre-payment.

(iv) Profits earns from the sales of his own variousrdpuf he
operates as a tour operates as a tour operator.

1.4.2 Travel Agent Set-Up

A travel agency may be large or small in size. Agdatravel agency
calls for more hands for its management, while swraés call for few
hands to manage its affairs. In large travel agematomplete services
are offered, i.e., airline ticketing tour packagiongrgo, shipping and rail
booking, while small organized travel agencies mwntheir operation
to only specific areas. Normally a large and mediuavel agency has
headquarters and branch offices.
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Managing Director

He is the overall head of the agency. He couldeeitie

a private owner of the agency or be employed by the
principal. It is in his hand that the authority tfe
company is vested. His functions are similar ta thia
the chief executive of airline organization. Soniéis
functions are:

(1) He represents his principal,

(i)  He ensures that legal requirements are made

(i)  He sees that the company operates in compliance
with IATA guidelines

(iv)  He lays down strategy, general policy and
sectorial policy for the operation of the agency.

(v)  He serves as the spokesman of the agency on
public statement relating to the organization.

Operations Manager

Immediately after the Managing Director is the Gyiens Manager,
this means that he ranks second in the operatiens Hhe man to put to
action the designed objectives by putting to wdtlel@ments involved.
He at times formulates policies and allocatestaff svorks.

The Agency Manager

He is ranked next to the Operations Manager. Heesponsible for
passenger care; he makes provision for tickets ttoerprincipal to the
customers. He is in charge of the distribution clehni.e., the agency
main offices and supervises all work under him. ddpresents the
principal on an airline to sell his products to theending travelers. He
provides travelers with information regarding degtion and choice of
destination.

Ticketing Staff

He is under the Agency Manager. He is the saleswiam sells the
principal’s product directly to the travelers irgaed to the quoted price.
He operates on directives from his boss and endhastickets are
always available for travelers in order not to kéegm stranded.
Accountant

He keeps all financial/account records of the agerspecially on the

sale of tickets and tours. He is responsible fa skaff payment by
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preparing their salary voucher. He relates withldheks by opening an
account for the agency. This is imperative becaisemes when the
agency needs funds, he approaches the banks wWiegreither borrow

or withdraw. Besides, he directs all financial sieg. The accountant
has under him the account clerk who acts as assistahe accountant
by helping him to keep financial records and aldteces some

payments by preparing voucher and wages of staff.

Supervisor

He supervises all affairs of the agency by overspa@nd monitoring
the activities of staff under him. This ensurest e staff carry out
their functions diligently and respectively to thaelight of the
customers.

His appearances induce the staff to be more coeun#éhd responsive
to their functions. Under the supervisor thereceaners who carryout
cleaning operations in the agency, the messengdwesys around and
serves as a servant to the manager.

Guard

He is the security operator of the agency that &lep agency on
surveillance.

Secretary

He serves as assistant to the manager. He keepslseaf all activities
of the agency. He receives the records of custortteas visit the
organization. The office of the secretary providesrespondence.
Under the secretary is the typist who assists pinty all the agency
official documents, both going and coming mails.

1.4.3 Registrations of Travel Agents

The National Association of Nigerian Travel Agerscieontrols the
registration of travel agencies, operating withie Federal Republic of
Nigeria. However, the Association has two categoiwé members,
namely.

(@) Full Members

Travel agencies within Nigeria holding license frdhe International
Air Transport Association (IATA) and NANTA.
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(b)  Associate Members

Tour companies and IATA travel agencies that haseyet been given
license by IATA are expected to pay N15, 000 wialked members
are expected to pay N1000 per year as registrégem

An annual contribution is expected from every regisd member
which amounts to N2, 500 as an annual registrdgenvhile new and
intending members normally apply for membershiphwa non-
refundable fee of N1000

An annual contribution should be paid by individuedvel agency
failure to which called for disciplinary action vdhi involves expulsion
from the organization

There are over (300) three hundred travel agescagered all over the
country with a larger concentration in Lagos. Oégé only 50% are
registered and only about 35% are active and fishrmembers.

However, with the massive campaign which the ommion is

currently carrying out membership condition is extpd to improve

tremendously. Being a member, the operation andcesr of all travel

agencies are standardized by IATA and NANTA and ake that travel
agencies conform with their laid down rules andutation. Offending

members are dealt with according to the constitstidhe activities of
the registered members are monitored by NANTA sendse staff.

1.5 Travel Agency Commission

Most of the travel agents especially in Nigerial $Beir principal’s
products and in return they are given commissiome Tommission
offered to travel agents varies on the basis ofdpets. Normal
commission on an international airline ticket tavel agents is
something about 8% to 10%. The commission givemmaeel agent for
the sale of inclusive tour (Package) is 10% frone twholesale
transporter.

Travel agents charged 10% on booking Hotel. Oftes percentage
varies. Some Hotel offers higher commission todlagents to attract
more business, especially group business. Thereoisstandard
regulation for commission on sea travel in Nigeria. the North

Atlantic, it is 12% on services between U.S.A anddpe.

1.5.1 Problems of Travel Agency

() Inadequate of professionalism.
(i)  Inadequate of funds to operate travel agency bssine
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(i)  Hardship in registration of members of travel agenith IATA.

(iv)  Most Nigerian travel agencies engaged in the safeicket

rather than embarking on other activities.

(v) Bad location and facilities affect the smooth opiera of the
agency.

(vi) Inadequate of tourism consciousness.

(vii) Inadequate of marketing and promotion of serviodsigeria.

(viii) Some principals or airlines have started sellingeatly to the
public, which is a sign of dissatisfaction of thervices of the
travel agency.

(ix)  The travel agent is also facing competition from ¢olleagues in
the trade.

Self-Assessment Exercise 2

Travel agency is important to tourism industrythere any problem
associating with travel agency in Nigeria?

1.6 Summary

This unit treats the nature and definition of theevél agency, the role
and function, sources of revenue of the agency, stteup of the
agency, the commission of the agency and the probléacing the
agency.
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1.8

Possible Answers to SAEs

SAE 1

Ticketing

Ticket

is one of the instruments for travel purpof airlines, rail

lines, etc. Ticketing as a process of obtainingtitieet from the travel

agenc

SAE 2

Travel

ies served following purposes:

Selling tickets to clients using different modesti@nsport like
air, rail, and sea is yet another important fiomcof a travel
agency.

This calls for a thorough knowledge of schedulesvafious
modes of transport. Air carriers, railways andastship
companies have hundreds of schedules and therpkehind
the counter should be conversant with all these.
Ticketing is however, not an easy job as the raange diversity
of international airfares is very complex andiedr

An up-to-date knowledge about various schedules awof
companies, steamship companies and railways ysegsential.
Computerized reservation system has in the receatsyrather
revolutionized the reservation system, both foraaid rail seats
and also a room in a hotel. Many large travel ageE=nare using
this system.

agency as an important organ in tourism stigu It served as a

link between the travel institutions and their oasérs. It has following

proble

126

ms especially as it applies to Nigeria tram tourism industry:

Inadequate of professionalism.
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Most Nigerian travel agencies engaged in the szHlésket
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Bad location and facilities affect the smooth ofieraof the
agency.
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UNIT 5 TOUR OPERATORS IN TOURISM MARKETING
Unit Structures

1.1 Introduction
1.2  Learning Outcomes
1.3 The meaning of Tour Operator
1.3.1 Duties and Responsibilities of Tour Operator
1.3.2 Types of Tour Operator
1.4 Marketing a Package Tour
1.4.1 Tour Brochure
1.5 Skills and Contribution of Tour Operator
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to SAEs

1.0 INTRODUCTION

No matter how a destination is well packaged, thewest be tour
operators who creates awareness about the destinafthus, the
growth of tour operators not only enhance tourisrivies but also
extend tourists activities. Different tour is udeyg tourism industry to
enhance their activities. This unit discuss theerof tour operators,
types of tours and their impact on tourists aae@sitparticularly in the
travels and transport industry.

1.2 Learning Outcomes
By the end of this unit, you should be able to:

Explain the meaning of tour operator

Explain the duties and functions of tour operation
Explain the types of tour operator

Explain the tour brochure

Explain the tour guide

1.3 Meaning of Tour Operator

An attempt to really understand what the term ‘tal@notes will give a

clearer picture of who the tour operator is. A idichry meaning states
that a tour is a journey out of home or place ofkvand back during

which several or many places are visited. Sucls e normally well

planned in advance to ensure their success, asase#ncouraging
visitors or tourists to make a repeat journey.

A ‘Tour Operator’ is a person or company that tisinkp of ideas for
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holidays, researches the ideas, designs the hatidayary and content,
contracts the services needed for the holiday, raooadation,

transport, guides, tour leaders or resort reprasges, etc. and then
markets the resultant package. They sell the pa&ck#ger directly to
the consumer/tourist or use the services of a ltieyent to do so.

A tour operator sells the product that they theneselkcreate. They do
not sell anybody else's packages; they sell ondyr tawn creations.
And a tour operator in law is referred to as arpipal”, meaning they
take responsibility for the package that they @eahd cover that
liability with license and/or some form of bonding ensure that the
consume/tourist gets their money back if the toperator fails, or is
flown home if they are abroad when a tour opertits.

Tour operator is an organization, firm, or compamo buys individual

travel components, separately from their suppléerd combines them
into a package tour, which is sold with their owrce tag to the public
directly or through middlemen.

More precise tour operators are primarily respdadir delivering and
performing the services specified in a given paek&mur. They can
provide these services themselves as some hawve dvai cars and
coaches, hotels, and other travel-related senaocesan obtain these
from the other suppliers. That is why they areechthanufacturers of
tourism products.

Tour operators are sometimes calletolesalersbut this is partially
true because a wholesaler buys goods and serviceslk at his own
account to prepare a tour package and then rétafisough the travel
agencies or directly to clients. Holloway (1992hatst that tour
operations undertake a distinct function in therigsa industry, they
purchase separate elements of tourism productglesrand combine
them into a package tour which they sell directtyirirectly to the
tourists.

Looking at the above definitions, therefore, it daa said that a tour
operator is one who initiates and organizes allpiteposals concerning
a tour. He makes sales for airlines, hotels as wasllother tourist
services and sometimes deals directly with hisidigourists.

It is the tour operator who buys air craft seats botel beds and certain
other facilities such as surface transport or ¢mtement and makes up
the package. Historically the tour operator has ttpasmerged from
retail travel agency. However, today a clear dddion must be made
between a tour operator and a travel agent. Ther ldhe retail agents,
undertakes to sell the travel services of his ppmlc i.e., airline
companies and other transport undertakings, hat@lips, shipping
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lines and the provision of such ancillary serviesstraveller cheques,
insurance, etc.

The tour operator is a manufacturer of a touristipct unlike the travel
agent who is the retailer of the tourist produEts.plans, organizes and
sells tours. The tour operator makes all the necgssrrangements —
transports, accommodation, sights-seeing, insurardertainment and
other matters and sells this ‘Package’ for an mitlusive, rice. A
package tour is designed to fit a particular grafigravelers. There
may be special interest tours, i.e., trekking, ifédtours, etc., and can
be escorted. For instance, an escorted tour ngrmiaicludes
transportation, meals, sightseeing, accommodataide services etc.
It is the “escort” or the “group leader” who is pessible for
maintaining the schedule of the tour and for logkiafter all the
arrangements.

Also, specialist operators may be subsidiariesaofied out or provide
accommodation, organizes, etc. which exist to glewd sales outlet for
the organization’s products. It is, however, coneeh to group

specialist operators into five categories namely:

(1) Those offering tours to specific groups of peopleclh may
follow a policy of market segmentation.

(i)  Those offering tours to specific destinations, sashv¥ugo tours
or Swiss travel services serving Yugoslavia andtZandand
respectively. They are often owned by or havengfiinks with
firms or state government in the destination count

(i) Those tour operator companies using specific forofs
accommodation for their tours. Such as campingdagé or
holiday villages, e.g., Euro camp or haven leisure

(iv)  Those using specific forms of transport for theurs. These
may well be owned by transport businesses sudheserry
companies or the orient express programme

(v)  Those offering specialist interest tours such gsgaime safaris,
cruising, cycling or hiking holidays. Over the pa6- or 30-year
specialist tour operators have proliferated. Uguahey have
identified a need and sought to cater for it, rigkadvantage of
fashion trend in tourism.

The above classification can be group into four @lgm

1. Inbound Tour Operators
2. Outbound Tour Operators
3. Domestic Tour Operators
4. Ground Operators
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1.3.1 Types of Tour Operators
Inbound Tour Operators

These are also known @&scoming tour operators. Technically, the
operators who receive guests, clients/tourists, amtile arrangements
in the host country areatted inbound tour operators For instance,
tour operators making arrangements for touristsmftoe America to
Nigeria.

Outbound Tour Operators

These are tour operator who promote tours for doredestinations,
maybe business tour or leisure tour which is catetbound tour

operators. For example, a group of American tourists gom@ trip in
Nigeria and ABC Company makes arrangement in Araelike as
ticket reservation, hotel booking etc. then ABC Qamy is called
Outbound Tour operators in the context of America.

Domestic Tour Operators

Domestic tour operators are those who assemblebio@mtourist
components into inclusive tours and sell it to doenestic travelers. In
general, these tour operators provide travel sesweithin the tourist's
native country.

The domestic tour operators operate within the damwof the home
country and offer package tour to the travelers Biamestic inclusive
tours or independent tours.

Ground Operators/Destination Management Companies

These are commonly known dmndling agenciesand their main
function is to organize tour arrangements for inc@rtourists on the
behalf of overseas operators. For instance, witenraoperator himself
promotes beach holidays, wildlife holidays, adveattours, heritage
tours at the different places, the difficulty assdt is the ground
operator then who by handling the incoming traveler the same
season but at different places ensures that theeeaperation is
according to the package tours or agreements.

The following functions are performed by groundraperators:

Making tour package

Providing travel information

Contract and negotiate with other vendors
Reservation

PN PE
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Travel management

Planning and organizing local package tour
Escorting the tourists

Providing market information

. Costing and pricing package tour.

0. Promotion of tour packages

1. Taking care of Glitch/Problem

HRBO®®~NOO

1.3.2 Difference Between Travel Agent and Tour Opator

There is a lot of confusion about the differenceMeen tour operators
and travel agents what exactly makes them differ@iite main
difference between a Travel agent and Tour opeeatfollowing as:

1. A travel agent is a person who has full knowleddeourist
product — destinations, modes of travel, climatepanmodation,
and other areas of the service sector. He actkebedhalf of the
product providers/principals and in return get mgossion.

2. Tour operator is an organization, firm, or compdhgt buys
individual travel components, separately from tiseippliers and
combines them into a package tour, which is sott #ieir own
price tag to the public directly or through middiem

3. Tour operators are like wholesalers and travel sgane the
retailers.

4. A tour operator makes the package holidays up hedtravel
agents sell them on.

5. Tour operator taking up the bulk of the respongied and his
fee is obviously much greater than a travel agent.

6. A tour operator has the responsibility to look aftee finer
details of a vacation or tour such as hotel, accodation,
meals, conveyance, etc.

7. Also, the wholesale travel agencies may offer oerate the
package tours or may specialize in developing téarsnbound
as well as outbound travelers. They are often mefeto as tour
operator.

1.3.3 Duties and Responsibilities of Tour Operator

When travelling was a relatively limited activitypth in the sense that
complex journey was not common and in the sengdhbdotal volume

of travel was still small, the traveller could make own arrangements.
However, when there were sufficient transport utadk@ngs, a need
arises for a specialist travel organizer who caddemble journeys on
his behalf. He issues tickets to cover the wholerjey as an agent for
the transport, hotel and other related services.
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They purchase separate elements of transport, asodation and

other services combining them into a package, ngelit directly or

indirectly to tourists or travellers. They are wgbn referred to as
wholesalers as they can best be described asdggambly operators
who only assemble and sell as does a fitter whe pogether a
wardrobe.

It is a profession that deals with different peoplalifferent characters,
tastes, colours, status, and language, all of whamt be attended to
without bias. Though a commercial undertaking iye$ humanitarian,
encouraging unity and affection between peoplefééreént parts of the
world.

All travels between destination countries help glabcing of trade
between them through foreign exchange generated dtech trips.

He is also responsible for the itinerary of the kame tour. In this
context there are usually two tour operators ingdlvThere is the
one who initiates the idea of the tour normallyhat originating country
and one that is based in the receiving country estidation. Here,
while the former operator is busy selecting toudsstination to be
visited and extending invitation to agents at vasiaestinations, the
latter, however, will be busy arranging for accondaion, ground
transportation, places of interest to be visitéd, e

As a result of negotiation and division of laboavalved in the tour
structure, it is evident that without demand theik be no supply. In

other words, without the initiator at the origihettour might not be
successful, since package tours require pre-amaege to ensure
repeat visit.

The tour operators are sometimes referred to asesélers, but this is
only partially accurate as unlike the wholesalerowtuys on his
account, breaks bulk, all of which the tour operatoes, also the tour
operator alters the product he buys before settntipe customer. The
wholesaler, however, does not alter the produdiuys before selling.

Tour operation is a highly competitive businesghwguccess dependant
upon the operator maintaining the lowest possiblecep while
continuing to give value for money. This they do regtraining their
profit margins and seeking cost saving. Such casing originally
came about through the chartering of an entireceaft instead of
merely purchasing a block of seats on a scheduiighit for by “time
series charters” through this, aircrafts were ldaseer longer period of
time rather than for ad-hoc journeys ultimatelygé& tour operators
purchase their own aircrafts and form charter rearlto carry their
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clients partly as a cost saving exercise but egutl ensure that
growing demand outstrips supply.
Self-Assessment Exercise 1

What is the main difference between a tour operata travel
agent?

1.4  Marketing a Package Tour

In a competitive world market situation, where thés a choice of
several alternate holiday destinations, a tour aperhas to make a
careful decision regarding promoting and marketiagparticular

package. After considering various alternativesowa operator has to
narrow down the choice to few potentials’ destioiasi. A realistic

appraisal of the potential of the selected destinatis to be made.

Selection of a potential destination by a tour aparis to be based on
several factors, some of the factors include the:

() Number of tourists which the area presently atsract

(i)  Growth rate in tourist arrivals. In these areas.

(i)  Share of the competing companies.

(iv)  Estimate of the total share of the market whichdbmpany
could expect to gain in the next few years of apen.

(v)  Availability of suitable and convenient
connections to adestination.

(vi)  Negotiation with principals like the airlines andtéls and

(vii) Negotiation with local handling agents at the destons. Etc.

1.4.1 Tour Brochure

Once all the above factors have been consideramjraoperator would
then package a tour and incorporate it in a breectuown as “Tour
brochure” a brochure is a document bound in theafof a booklet. It is
a voluminous publication with special emphasis ba tuality of a
paper, the graphic design of the cover and theutagbpages. The tour
operators’ brochure is the most vital marketingl tear selling his
product. Since tourism is an intangible productcalhcannot be pre-
tested by the prospective consumer prior to thehmase, the brochure
becomes the important channel of informing a custombout the
product and also motivating him to buy the product.

Tour Brochure is defined as a small booklet or paetp often
containing promotional material or product informat about
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destinations or travel services. A brochure (alsferred to as a
pamphlet) is a type of leaflet. Brochures are nuashmonly found at

places that tourists frequently visit, such as muose major shops, and
tourist information centers. A type of brochure isterpersonal

brochures, which are brochures based on other @pedplke two most
common brochure styles are single sheet, and bo(fkleed leaflets)

forms.

The most common types of single-sheet brochuresharebi-fold (a

single sheet printed on both sides and folded Ivatlves) and the tri-
fold (the same, but folded into thirds). A bi-fdddochure results in four
panels (two panels on each side), while a tri-i@sults in six panels
(three panels on each side).

Brochures are often printed using four color preces thick gloss
paper to give an initial impression of quality. Biesses may turn out
small quantities of brochures on a computer prieron a digital
printer, but offset printing turns out higher quaes for less cost.
Compared with a flyer or a handbill, a brochurealisuuses higher-
quality paper, more color, and is folded. Despiie ubiquity of travel
information on the Internet, many people still tum the traditional
travel brochure when preparing their vacationsusiress trips. Travel
brochures provide a wealth of information aboutc#pelocations, all
in an easy-to-read, colorful, handy booklet that gan throw into your
suitcase and take with you wherever you go.

It is noted that the ‘Internet’ offers many deatslaiscounts as well as
reviews from fellow travelers about hotels, degtores and airlines, but
it's hard to beat the portability and ease of taedi brochure.

Portability: Travel brochures have the advantage of being samall
portable enough to fit into a purse, backpack otcase. Even a big
stack of brochures can lay flat and be bundledhtp & neat package to
take along with you on your next vacation. When 'oihaving
breakfast at your hotel restaurant or hotel, anddeoing how to spend
your day, it's much easier and more convenienutbqut those handy
brochures and browse through them as you plan wacation itinerary
especially where there are so many destinatioh® taisited like Egypt
as tourist destination in Africa.

Ease of Storage and Filing:A great advantage of collecting travel
brochures is the opportunity to store them for fetueference. For
example, when you cross the state line at an taterdhighway, you
will often find a state "welcome center.” It typligahas a collection of
travel brochures, maps and other useful informagioout the state and
its most popular destinations. For instance, if gotourist in Nigeria,
this will be very much useful because diverse desitbns in the
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country.

Convenience: Brochures allow vacationers who prefer a more
spontaneous approach to set their itinerary as gloeyif you'd rather
spend your time enjoying your vacation and lessetimactually
organizing it, travel brochures are the way to go.

1.42 Components of A Brochure

The following are some important areas which neelet taken care of
while getting the tour brochure printed.

(1) Quiality of paper

(i)  Layout

(i) Quality of printing
(iv)  Photography

(v)  Detailed itineraries
(vi)  Special features
(vii) Weather conditions
(viii) Maps of areas

(ix)  Tour conditions

(x)  Hotel information
(xi)  Terms and conditions of
(xii)  Tour.

Sometimes, some big tour operating companies gat throchures
designed and printed in their own advertising depants. Some get
the brochures printed in conjunction with the desgjudio of their

advertising agency who in turn negotiate with thatpr to obtain the
best quotation and ensure that the print deadlares adhered to
adhering to the print deadline is extremely impoirtas the company
has to introduce the brochure at a predeterminegd dainciding in

most case with travel trade and consumer holidays.faThe

introduction of a brochure at these events bothrawel trade and
consumer is crucial for marketing tourism packageaetive and

reachable.

1.5 Skills and Contribution of Tour Operator

Services offered by tour operator vary widely ame lamited only by
the imagination. Services may include meeting tlencwith fanfares
and ceremony upon arrival at a destination. Farimse, operators can
operate from the destination of an event like maand naming
ceremony or cultural festivals in Nigeria.
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Tour operators may account the complete respoitgilidr the tour,
from the beginning to the end. The cost may coveryhing that the
traveler would ordinarily have to pay - luggage,atdication,
accommodation, airfare, meals, sight-seeing, andrimment. Prices
for a tour package may last for some days to mdiethalmost any trip
imaginable.

Tour operator involves a multitude of details addsa variety of skills
including sales ability. Tour operators must be mdlstratively capable,
also to speak and write well. He must have thentdt® visualizing the
step-by-step details of a complicated tour arrareygm T They are
constantly planning the future and anticipatingrein markets and
tour details. At times they work under tremendorespure.

Some tour operators concentrate largely or comglete certain travel
destinations e.g. Hawaiian Holidays, Cultural festi adventure, and
business tour.

1.5.1 Tour Guide

It is observed that working as a tour guide caralggeat way to meet
new people, travel, share incredible experiencesl@rn more about a
culture or place. Becoming a guide is often an atiocal and
rewarding experience.

Tour guides, or tourist guides, are members ohthspitality and travel
industry who show visitors around places of interésur guides may
lead groups or individuals through historical sitesiuseums,
geographic destinations and on outdoor excursidiypically, tour
guides possess relevant cultural, historical aadtmal knowledge they
can share with tourists. Tourism firms and relatddstination
organizations often hire guides to provide a wolthevexperience for
guests.

1.5.2 Tour Guide Duties

o Tour guides provide many services, and their resibdities
depend on the type of tour guide they are. Whileuprsize,
transportation method, age and trip length mayediftour
guides are typically responsible for entertainingiess,
answering questions and sharing relevant informato the
groups or individuals they are guiding.

o A tour guide is a mediator whose function is topdterd, guide
and look after group of tourists. Tours are empiblg carriers
and tour operators. While some are self-employetdkivg
freelance for tour operators or themselves. They weery
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important source of infrastructure to tourists.
o Tour guides are retained by tour operators forrtbgpertise in
general or specialist subjects and usually emplayedngaged
during full season. They are also known as touomsctour
leaders or tour managers. Training courses in ggidre offered
by technical colleges and private institutions.
It should be noted that their duties revolve atbtire following
areas, namely:
Museum guide
Nature guide
City guide
Park guide
Freelance guide
Work environment, etc.

Self-Assessment Exercise 2

Do you consider tour brochure important in tourigmdustry?

1.6 Summary

This unit examined the meaning, differences, amksyamong tour
operators, brochures, and tour guides. Their fonsti and
responsibilities were discussed.

1.7 References/Further Readings
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1.7

Possible Answers to SAEs

SAE 1

The main difference between tour operator and trayent are:

A travel agent is a person who has full knowleddeowrist
product — destinations, modes of travel, climatepanmodation,
and other areas of the service sector. He acthebedhalf of the
product providers/principals and in return get emgassion.
Tour operator is an organization, firm, or compdhgt buys
individual travel components, separately from tiseippliers and
combines them into a package tour, which is sotti Wieir own
price tag to the public directly or through middiem

Tour operators are like wholesalers and travel sgene the
retailers.

A tour operator makes the package holidays up hedtravel
agents sell them on.

Tour operator taking up the bulk of the respongied and his
fee is obviously much greater than a travel agent.

A tour operator has the responsibility to look aftee finer
details of a vacation or tour such as hotel, accodation,
meals, conveyance, etc.

Also, the wholesale travel agencies may offer oerate the
package tours or may specialize in developing téaursnbound
as well as outbound travelers. They are often mefeto as tour
operator.

SAE 2
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Tour Brochure is defined as a small booklet or paletp often
containing promotional material or product infotioa about
destinations or travel services.

A is a type of leaflet. Brochures are most commdolynd at
places that tourists frequently visit, such as enuss, major
shops, and tourist information centers.

Tour brochure is generally important as its prommwttourism
destinations.
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MODULE 3

Unit 1 Marketing Mix Concept in Tourism Industry
Unit 2 Channels of Distribution in Marketing

Unit 3 Marketing Environment

Unit 4 Market Segmentation

Unit5 Consumerism in Tourism Marketing

UNIT 1 MARKETING MIX CONCEPT IN TOURISM
INDUSTRY

Unit Structures

1.1 Introduction

1.2 Learning Outcomes

1.3  The Meaning of Tourism Marketing Mix
1.3.1 Coordinating of the Mix
1.3.2 Relevance of Marketing Mix
1.3.3 Limitation of Marketing Mix

1.4 Marketing Organization
1.4.1 Factors Influencing Marketing Organization
1.4.2 Interdepartmental Conflicts

1.5 Marketing Organizational Structure
1.5.1 Functional Organization
1.5.2 Product Organization
1.5.3 Geographical Organization

1.6 Summary

1.7 References/Further Readings

1.8 Possible Answers to SAEs

1.1 Introduction

The term marketing mix is used to denote the imsént or tools that
the marketers use to influence demand of a givewdymt/service. In
other words, marketing mix means mixture of elersemhbich interact
and complement each other to achieve the targe®dts. The term
‘marketing mix’ was introduced by Professor NeilrBes in the year
1953. Professor Bordes got the cue from a studsnahagement of
marketing costs by Professor James Gulliton whocridesd the
marketing executives as a mixer of ingredientmdans that the firm or
the organization can use a variety of marketingtfinments’ with
regards to its products or services, pricing, distions, sales or
promotion. The combination of specific activitieBosen by a firm is
usually called the “marketing mix”. This unit exarei the meaning,
function, and impact of marketing mix on tourisnsees.
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1.2 Learning Outcomes
By the end of this unit, you should be able to:

Explain the meaning of marketing mix

Explain the four Ps of marketing mix in tourism

Explain the marketing organization

Explain the factors influencing marketing organizat
Explain the structure and function of marketingasrigation.

1.3  The Meaning of Marketing Mix

The process of marketing or distribution of goodguires particular
attention of management because production haslewance unless
products are sold and consumed. That process dingseand
consumption become inevitable in marketing, theisba$ marketing
mix. Marketing mix is thus the process of designargl integrating
various elements of marketing in such a way to entlie achievement
of enterprise objectives.

The elements of marketing mix have been classifieder four heads -
product, price, place and promotion. That is whykating mix is said

to be a combination of four Ps. These are the ntiakkenanager’s
controllable factors or variables which include guwot, price,

promotion, and place that he or she can use toesalimarketing
problem in an organization. The marketing mix elataeare called
‘controllable factors or variables’, because they @nder the control of
the marketing department or manager in an orgaaizat

The marketing mix consists of controllable toolshivi the company’'s
product or service. In tourism, these are variabMsch service
organizations like hotels, airline, tourist destioas, etc. have control
over and use according to resolve an organizatioblgm as they arise.
According to Philip Kotler, ‘marketing mix is the ixture of
controllable marketing variable that the firm usegpursue the sought
level of sales in the target market.

Therefore, the marketing mix indicates the appaiprcombination of
four Ps - product, price, promotion, and place—dohieving marketing
objectives. The components are also known as magketix variables
or controllable variables as they can be used douwprto business
requirements.

According to Philip Kotler, ‘Marketing Mix’ is themixture of

controllable marketing variable that the firm usegpursue the sought
level of sales in the target market. Therefore, tharketing mix
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indicates the appropriate combination of these f&gr which are
product, price, promotion, and place, for achievimgarketing
objectives. The components are also known as magketix variables
or controllable variables as they can be used douwprto business
requirements. These classifications are explaiovzel

(1) Product (Product policy)

(i)  Price (Pricing policy)

(i)  Place (Distribution policy)
(iv)  Promotion (Promotion policy)

(A)  The Product

This refers to what the business offers for saleciwltomprises of
products or services. Philip Kotler observed thetdpct decisions
include the "quality, features, benefits, style,sige, branding,
packaging, services, warranties, guarantees, lfdes, investments,
and returns”. In tourism, service decision includascessibility,
affordability, and promptness of these servicegrefl to the general
public and tourists. This situation applies to avrEroduct or service
offered to the target market.

In managing existing product, it is expected of thanagement or
tourism service organization like hotels to lookoirtarget customers
complaints, in line with these complaints and feédsks from the
target users of the products, adjustments are noadé¢he existing
products. For instance, this can be colour, featuneackaging,
warranties, etc. It should be noted that the margelepartment must
work with the management to effect the desire ddjasts for the
existing customers and prospective customers.

In some situation, the entire products need someifioation to meet

the expectation of the current and prospective otnets. In that

respect, the marketing department in conjuncticth Wie management
shall take into consideration to modify the produatcordingly. For

instance, in tourism service, customers observatittie service offered
by ABC Hotel and MYG Airline is poor. The markeagirdepartment

must look into the exact complaint of the custom#érgs assumed that
the reception of the above organization is nonftig to the customers,
no electricity and internet supply in the day tinlee room are not
properly clean and the bedsheets are old. Baséaeoassumption listed
above, it is expected of the marketing departmadttae management
to make modification in line with the expectationkthe customers.
The same principle can be applied to Airline, teudiestinations, etc.
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Product rationalization. This means complete rerbtevar abandoned
of an existing service or product in the marketisTimplies that either
the product has outlived it live span or the contpet in the market
offered better features and design than the compawn. This calls

for a new product to be designed in line with tamgarket expectations
and demands.

However, for a new product to be introduce, it mueass through seven
stages.

New Product Development

At this stage, the market department in conjunctisith the
management of the organization for instance ABGirferLimited shall
follow these stages for it to come with a brand-newduct for its
Nigeria customers/markets:

. Idea Generation

. Idea Screening

. Concept development and testing
. Market strategy/Business analysis
. Product development testing

. Market testing

. Market entry/Commercialization.

It should be noted that some of these stages cawcobwined or
optional, depends on the target market expectatidesmands, and
loyalty of the customers to the competitors’ sezsitn the market.

(B) Price

This refers to decisions surrounding ‘list pricing, disnt pricing,

special offer pricing, credit payment or creditmier Price refers to the
total cost to customer to acquire the product, aray involve both

monetary and psychological costs such as the tmdeeffort spent in

acquisition. Distribution channels are taken intonsideration that
includes retailer, wholesaler, Business to Busin®§s Business to
Customer while fixing prices of products includisegrvices offered into
the market.

It also includes credit terms for distributors aretailers, as well
discounts available both members of the distributbannels and the
target customers. In considering the marketing mebement, it
important for the tourism organization like Airlim@nd Hotels to take
into consideration, the competitor’'s price for exdenYYZ Airline is
new in Nigeria market. It should be able to taki® iconsideration the
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Peace Airline, Arik Air, Dana Air, etc. prices intecount before fixing
its own price for its customers.

This is important firstly to the customers becatisevalue attached to
the price of a company's products varied from ondividual to
another. Also, the economic situation and purcltpgiower of the
customers should also be taking into consideration.

Secondly, to the marketing organization, price iewed by many
marketers as the most important component in thé&etiag mix since
it is the only element by which an organizationedity earns revenue
and income, whereby all the other components ae@ & costs or
expenses.

Thus, pricing, particularly of the tourist produd, a complex matter
since individual suppliers of tourist products a®dvices e.g., airlines,
hotels, transport firms, tourist destinations, évegntres, etc. tend to
determine their prices independently especialliNigeria where there
is no regulatory body for price control, therefoi@rism products and
services should be fix with caution in Nigeria. Hoxer, there are
various types of pricing system available for cdesation namely:

Penetration pricing
Skimming pricing
High-Low pricing
Premium pricing
Psychological pricing
Bundle pricing
Competitive pricing
Cost-plus pricing.

Whatever pricing system/policy adopted, consideratnust be given
to decision as well as adopt up-market or mass @bat&urism
development strategy. Up-market entails higher eppackages for
citizens who either politicians or top civil servarand businessmen.
Mass market for other citizens who are classifiedba-income earners
in Nigeria.

Similarly, the destination capacity must be taketoiaccount and
ascertain if it can satisfy the demand that wiikarf supply exceeds
demand; should price be lowered or if demand exxsagply, should
price be increased, etc.

(C) Place

One of the scholars in Marketing, Riley (2011) obed that is “one
thing having a great product, sold at an attragtivee, but what if:

143



TSM 305 TOURISM SALES AND MARKETING

. Customers are not near a retailer that is selhegtroduct?

. A competing product is stocked by a much wider eamj
outlets?

. A competitor is winning because it has a team ained

distributors or sales agents who are out therdingeeustomers
and closing the sale?”

This illustrate the importance of getting distrioatright which is a key
part of being competitive. Distribution is achievyggusing one or more
distribution channels, including:

Retailers

Wholesalers

Distributors/Sales Agents

Direct marketing (e.g., e-commerce/marketing)

Place is therefore defined as the "direct or irddichannels to market,
geographical distribution, territorial coveragetare outlet, market
location, catalogues, inventory, logistics, andeortulfilment”. Place
refers either to the physical location where a hess carries out
business or the distribution channels used to rezatkets.

Place may refer to a retail outlet, but increagingfers to virtual stores
such as "a mail order catalogue, a telephone ealtre or a website.
Example, firms that produce luxury goods like Tay@ars employed
an intensive placement strategy by making theidpets available at
only a few exclusive retailers. In contrast, loweiced consumer goods
like toothpaste and shampoo, typically employed extensive
placement strategy by making their products avhalab as many
different retailers as possible.

It should be noted that place is the third elemerthe marketing mix
and is a shorthand term for methods of distributibime activity allied

to this is also the physical place where the prtslace purchased. In
the hospitality industry, distribution is concernedith sending

information about the product to potential custosnégrough what is
known as the distribution channels. That is havihg right product at
the right place.’

It can be summarized that the ‘place’ element imketzng mix means:

1. The Right Place: Having the right products/sersiat the right
place

2. The Right Time: Having the right products/seeg at the right
time.

3. The Right Quantity: Having the right productsisces at the
right quantity.
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A distribution channel in tourism is the chain betorganization and
individual between the hospitality marketers anglgotential customers
which is used to make the product more accessibte Gnvenient.
Each organization or individual is known as markgtintermediaries
or channels. To function properly, there must bewa of information
and persuasion from marketer to customers i.egramdtion about
location, price, reservation system, menu, styie, e

Some of the factors required for determining disttion policy include
location of point of sales, distribution cost, etfeeness of the
marketing effort, organization image, and consunmotivation

regarding tourist product. Similarly, the distrilout system must be
efficient, positive and dynamic.

Although there are 4Ps in the marketing mix, ‘plarse important
because it represents the physical outlet/storessdoom or the store
from where the customer can purchase the produavait the service.
Place is likened to convenience for the customenwesting in product
displays, shelves, interior of the store, its ambé& lighting,
background music all sort of these things attreéscustomer and they
tend to spend more time there. They will also spreasitive word-of-
mouth which will further lure other customers tanjan. Even having a
big spacious parking lot outside a store is alsegral (Riley, 2011).

(D) Promotion

The role of promotions is an integral part of tharketing mix. In
general, promotions tend to focus on how to attthet attention of
consumers and motivate them to take action or naakerrchase via
marketing channels or e-commerce. The role of ptmmoin the
marketing mix is critical for firms for brands tonsure the right
consumers are reached and objectives of the firmmat.

Sales promotion includes several marketing comnatioies activities
that attempt to provide added value or incentivescobnsumers,
wholesalers, retailers, or other organizationaltamers to stimulate
immediate sales. These efforts can attempt to &iyproduct interest,
trial, or purchase. Examples of devices used iassptomotion include
coupons, samples, premiums, point-of-purchase (P@Rplays,

contests, rebates, and sweepstakes. Sales promus&mboth media
and non-media marketing communications for a pterdened, limited

time to increase consumer demand, stimulate madeshand or
improve product availability.
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Sales promotions can be directed at either theomest, sales staff, or
distribution channel members (such as retailerg)esS promotions
targeted at the consumer are calbeshsumer sales promotionsSales
promotions targeted at retailers and wholesalecatied trade sales
promotions. Sales promotion is implemented to attract newarusrs,
to hold present customers, to counteract compefitand to take
advantage of opportunities that are revealed byketaesearch. It is
made up of activities, both outside and insidevdets, to enhance
company sales. Outside sales promotion activinetude advertising,
publicity, public relations activities, and specsdles events. Inside
sales promotion activities include window displays;oduct and
promotional material display and promotional progsa such as
premium awards and contests (Gattorna 1978; Jo84)19

Sale promotions often come in the form of discouBiscounts impact
the way consumers think and behave when shoppsggcally for

tourist destinations. The type of savings anddtsation can affect the
way consumers view a product and affect their pasehdecision. The
two most common discounts are price discounts €ale items”) and
bonus packs (“bulk items”). Price discounts are tbduction of an
original sale by a certain percentage while bonaskp are deals in
which the consumer receives more for the originacep Many

companies present different forms of discountsdwuegtisements and
sales promotions especially in the hospitality @odrism industry
where information is the single key for driving tiredustry and the
customers with the hope of convincing consumerbuy their tourist

products in the market.

It should however be noted that no matter the ehltnshosen in the
promotional mix strategy, the following factors sk be taking into
consideration:

Product type

Product usage

The target market segment
Availability of funds
Marketer’s competence

Benefits/Advantages of Promotional Marketing Mix

Some of the benefits of promotional mix are:

. Increase brand awareness
o Segment identification
° Increase customer traffic
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131

It simplifies and brings together different concept Marketing
into one, making Marketing easier to do and manage

Allows separation of marketing from other comparyiéties
and delegation of marketing tasks to specialists

Enables a company to vary its Marketing activiaesording to
its resources, market conditions and customerseed
Decisions cannot be made on a Marketing Mix elematitout
taking into account its impact on other elements.

Limitations/Disadvantages of Marketing Mix

The Marketing Mix does not consider client behayviout it is

internally oriented.

The Marketing Mix considers clients as passive;sdoet allow
interaction and cannot capture relationships.

The Marketing Mix does not take into account thaquae

elements of service marketing.

Product is indicated in the singular, but most cames do not
sell a product in isolation. Sellers sell produgiduct lines or
brands, all interconnected in the mind of the comers.

The Marketing Mix does not mention building relaships with
the consumer that has become a major marketingsfawr the
brand experiences that consumers buy.

1.3.2 Relevance of the Marketing Mix

(i)
(if)

(i)

of

1.3.3

The marketing mix helps the integrated approachotaism

marketing.

It helps the marketing manager of a firm to underdtwhere
marketing action can be initiated to improve ticeeptability of
the tourist product and stimulate demand.

Marketing mix has both short term and long-termeasp The
short-term aspects relate to meeting the immediatee of

competitors and include aspects like price reductaggressive
promotion, introduction of new products etc. Theng-term

aspects are based on longer range plans deriged tire study
all kinds of trends like natural condition, @oonic, social and
technological factors.

Limitation of Marketing Mix Application

Marketing mix application is limited by legal rega&inents, company
resources, customer dispositions cultural permiggib and
infrastructural availability especially in develagicountries like

Nigeria. The marketing mix decision itself could d&andicap because
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to get an optimum blend would require professidghalking unlike the
prescription of most marketing texts that optimumix nmeed
guantitative data or use of mathematical and $tzls models.
However, a thorough analysis of customer segments,
company/products, mission and measurement of hayurees will
provide a robust answer to what could be said te dptimum
marketing mix.

Self-Assessment Exercise 1

Briefly identify two (2) importance of marketingxais it applies to
tourism industry

1.4 Marketing Organization

The amount of money devoted annually for the exeautof
organizational activities is so enormous that firneed to be effectively
structured to cope with her responsibilities. A doorganizational
structure involves job allocation, sectionalization or
departmentalization. The marketing organizatiomaicsure is a web of
formal and informal relationships linking the adirs of every
individual in an organization. Marketing organipaial structure is
necessary for the following reasons.

() Minimizes of conflict amongst staff.

(i)  Avoidance of duplication.

(i)  Creation of communication channel.

(iv)  Serves as an instrument of evaluation

(v)  Creates room for accountability

(vi)  Provides integrated work flow

(vii) To ensure co-operation

(viii) It allows appropriate allocation of resources.

1.4.1 Factors Influencing Marketing Organization

There are various variables that influence marketirganization. They
are:

() Functional disparity: some organization performs nga
functions in a bid to accomplish their organizasibnbjectives.
This phenomenon makes for sectionalization of theeketing
department for functional excellence.

(i)  The size of the market: where the market is extenghe firm
has to structure her marketing department as infleeé by the
type of customer served or a firm’s marketing mamagnt can
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design the marketing department to achieve custemer
satisfaction.

(i)  Management objectives and policy also influencentaeketing
structure.

(iv)  Funding certain organization entails a lot of exg@En The
structure of the marketing department in this ceassts on
available resources of the firm.

(v)  The marketing structure is affected by the quadtypersonnel
and the number of staff available in that departmen

(vi) The marketing organization is influenced by contpeti
structure and performance. Increased competitiveellence
sometimes leads to re-organization of the markedi@gartment
for improved performance

(vii)  Another influencing factor on marketing organizaabstructure
is the demand pattern where demand is overfull;ntfaeketing
department can be structured for easy accessibility

1.4.2 Interdepartmental Conflicts

The relationship between different departments nnogganization is
often characterized by conflicts. Conflicts arigeaaresult of disparity
in the attention received by each department easlhecin vote

allocation. Where a department seems to get prafateshare, others
would not like it. Moreover, departmental objecivean engender
conflict especially if one department objective swounter to another
department for instance, through research, the etiak department
may discover a product that will give customersis&attion and

improve the organizations’ profit drive. The accbuepartment may
not give sufficient funds to the production depaetrinfor its production
due to the need for savings. The production depmartnmay not

produce to specification as a result of low fundi@m the other hand,
the accounts and production departments may thiak the money
spent on advertising would have been more valu@ablether purposes.

Conflicts stern from rivalry and differences in oipin as to what is best
for the firm. It can arise due to a claim of supsgty by each
departmental head. In some organization’s most rtlepats tend to
assume that they are the most important sectigdgheofirm. They feel
other department should accord them respect arel them a sort of
preferential treatment.

Apart from departmental conflict, conflicts do oceuthin departments
arising from wrongful allocation of responsibility duplication of jobs.

Rivalry and distrust. Conflict of various magnitsdean be solved
through tacit job specification and description.céin also be solved
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through the establishment of the hierarchy of auth@nd seniority
structure.

1.5 Marketing Organizational Structure

Marketing organizational structure provides theidbdsr putting plans
into action. Structure can routinize activitiestaddish efficient work
flows and create lines of responsibility and auitiypit also allows for
specialization and direction. It enables objectites be achieved.
Marketing organization can be structured accordingfunctional,
geographical or product formats.

1.5.1 Functional Organization

MANAGING DIRECTOR

ADVERTISING/ SALES MARKETING
& PROMOTION MANAGER RESEARCH
MANAGER MANAGER

The functional structure takes care of functior@écalist or experts
within the firm. It also allows for effective utdation of the marketing
concept. As a firm, the accounts and productioradepents may think
that the money spent on advertising would have Ineere valuable for
other purposes. Conflicts stem from rivalry anded@nces in opinion
as to what is best for the firm. It can also anke to a claim of
superiority by each departmental head. In some nzgdons most
departments tend to assume that they are the mgsiriant section of
the firm, The functional specialist reports to thanaging director.
These functional specialists are made up of newdywmb manager,
advertising manager, and sales manager and alées&aice manager.
The specialist may be classified under the mairgohbps (operation
and planning). These subdivisions will be headeglbyning manager
responsible for sales, customer services and asimgrt Functional
managers are mainly resources managers. The negsninational
format is product management structure.
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1.5.2 Product Organization

GROUP PRODUCT MANAGER

PRODUCT MANAGER (A) PRODUCT MANAGER (B)

BRAND MANAGER BRAND
MANAGER

It augurs well with companies with a variety of guot. Product

managers are programme managers. The decisiortaolisis product

market structure is influenced by product hetereggnand sheer
guantity of product market system creates a fooaltgor planning and

responsibility for individual product. The produotnager’s role here is
to formulate strategies and plans, see to the imgxi¢ation and control.
Product management introduces some advantages.

The manager can harmonize and balance the varioostidnal
marketing inputs needed by a product. The produtager can react
speedily to market changes, smaller brands canvea glue attention.
Product management is an excellent training groop young
prospective managers; it allows for accountabgityd maximum input
of entrepreneurial efforts.

The product manager is often found in larger orz@tion that produces
different products. The function of a product marag to manage
specific products. His responsibilities include greparation of annual
marketing plan and sales forecast. He engagesadupt planning,
objectives and strategy formulation. He is involvead progress
monitoring, co-ordination, budget development andtol. He is also
responsible for coordinating with other departmamsproduct cost and
quality.

He however, lacks authority over certain criticahdtions such as
pricing and advertising. He has some advertisingctions to perform

but in consultation with competent executives iis tirea. Just recently
the product mangers responsibilities have beereptegl in areas such
as long-range planning, achievement of profit ofojes and product
decision. The product manager also harbours camisintelligence on

the product performance.
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1.5.3 Geographical Organization

The third structure is the geographical structutactv takes care of
customer’s disparity. This is quite common to largeganizations.
Multipurpose companies develop a corporate margestaff with

fossilized marketing responsibilities. This struetu makes the
marketing manager to react quickly to unique nesddsustomers in a
particular region. It can be used in conjunctiorthnother types of
structures; it allows for responsible span of manmiad control over the
sales force also and for extensive market coverayéh the

geographical structure, it is easy for the markétemcquire current
information, counter competitive strategies andlgtmarket trends.

The geographical structure makes capital investmessy, since
comparative assessment of various territories eareadily made with
limited effort. This structure is constrained byiied funds and control
requirements; occasionally the geographical strects characterized
by lack of co-ordination or compartmental indivitkia

Self-Assessment Exercise 2

Interdepartmental conflicts are unavoidable in aogganization, state
two (2) main reasons responsible for these actions.

1.6 Summary

This unit examined the four main marketing mix edgns namely

product, price, place and promotion. Their rolesictions, benefits and
limitations in consumers purchasing decisions vedse discussed. The
marketing organization structure were also disalisse relations

management of the interdepartmental relationsmpscanflicts.
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1.8 Possible Answers to SAEs
SAE 1

Importance of marketing mix as it applies to tourimdustry are:

o It provides an integrated approach to tourism niarge

o It provides basis for understanding where marke#ingion can

be initiated to improve the acceptability of tlentist products and
stimulate demands.

o It also provides basis for organization-customeati@nship
planning

SAE 2

Interdepartmental conflicts occur due to:

. Conflicts do occur within departments arising frommongful
allocation of responsibility or duplication of jgb
o Rivalry and distrust.
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UNIT 2 CHANNELS OF DISTRIBUTION IN MARKETING
Unit Structure

1.1 Introduction
1.2 Learning Outcomes
1.3  Meaning of Channels of Distribution
1.3.1 Characteristics of channel of Distribution
1.3.2 Rationale Behind Using Marketing Channels
1.3.3 Functions of Channels of distribution
1.4  Types of Channel Intermediaries
1.4.1  Factors Influencing Choice of DistrilmmtiChannels
1.5 Designing Channels of Distribution
1.5.1 Conflicts and Cooperation among Channel Masb
1.6 Summary
1.7 Glossary
1.8 References/Further Readings
1.9 Possible Answers to Self-Assessment Exercisa(sin the
content

1.0 INTRODUCTION

Reaching prospective and potential buyers, eitivectly or indirectly
through is a prerequisite for successful markefings especially
tourism firms, because buyers (tourists) benedimfrthe distribution
systems used by firms. Distribution consists ofghgsical movement
of product from one point to another. Distributia& crucial to
marketing, for without good distribution, some &irgnarket may not
be able to see, buy, and consume firms’ produatssanvices in the
market. It thus involves a product's movement fréme stage of
procuring raw materials, through manufacturing stap the final
stage of selling the product to the prospective potential users.
Indeed, raw material offers little or no satisfantuntil they reach the
hands of a manufacturer who transforms them infioa product of
some kinds. Distribution is an important marketfagction aimed at
getting the right product to the right market segmat the right
guantity, price, and at the right time. Its actestinclude among other
for example, transport, inventory management, wausimg material
handling and order processing. All the activitiesvalved in
distribution can only be carried out either dirgctby the
manufacturers or by the specialized and legalizghes which is the
focus of this unit.
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1.2 Learning Outcomes

By the end of this unit, you will be able to:

o Explain the meaning of distribution in marketing

o Mention characteristic of distribution channels turism
marketing

o Mention the rationale behind using distribution mhals in
modern business.

o Explain the functions of channel of distribution

. Analysis the causes of conflict in distribution ohel in tourism
marketing

o Analysis the types of conflict in distribution chregl in tourism
marketing

. Evaluate factors for cooperation and conflict amarigannel

members in marketing
1.3  Meaning of Distribution and Channel of Distribution

You can image consuming services and products thet

manufactured by firms, and companies outside thmtcp Nigeria.

These are made possible through the role and @esivdarried out by
the manufacturers, specialized and legalized agewt®ss the
continents of the business world. Channel of distion sometimes
also known as marketing channel consists of indizig and firms
involved in the process of making a product or senavailable for
use or consumption by consumers or industrial ug€esin, et.al.

2003). This therefore involved physical movementhefse goods and
services from the manufacturers to the consumehngsd physical
distribution entails transportation, material hang] packaging,
warehousing, inventory, location, and order proicgss

Marketing channels make possible the flow of goddsm a
producer/manufacturer through intermediaries to aiyeh
Intermediaries are known by different names basedhe functions
and activities carried out. For instance, someheké intermediaries
bought goods from the sellers and resell to theetsiyAlso, some
intermediaries such as brokers and agents reprsskarts but they do
not actually take title to products. Their roletesbring a seller and
buyer together. It should be noted that the impmea of
intermediaries is made even clearer when we consite functions
they performed and the value they create for buyeosir society.

A channel of distribution is a network of interdedent and
interrelated institutions that perform all the wsities necessary to
move products from manufacturers to ultimate coressmChannels
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of distribution are made up of the manufacturemggrmediaries and
customers.

A channel of distribution or marketing distributichannel is an inter-
organization system, comprising of a set of intpasglent institutions
and agencies involved with the task of moving amgfof value from
its point of conception, extraction or production point of
consumption or use. It always includes both thelpcer and the final
consumer for the product, as well as all intermeelainvolved in the
title transfer.

A marketing channel is the series of interdependeirketing

institutions that facilitate transfer of title toroduct as it moves from
producer to ultimate consumer or industrial useheTtitle may be
transferred directly, as and when the commoditypasight or sold

outright, or indirectly, as and when the transaatics negotiated
through a functional middleman such as an agertroker who does
not take credit to it.

In tourism, distribution channel is concerned vadmding information
about the tourist product to enquires through tiaeel agent, tour
operator, principal or manufacturer by means of cbues,

publication in newspaper, television, radio, magegj social media
networks, information communication technologiée [Telephone, e-
commence, YouTube, etc. especially for tourists wiay be far away
from the tourism destinations.

Self-Assessment Exercise 1

1. Describe the term ‘distribution channel in marketi
2. Define the term ‘intermediary’ in channel distriton.

1.3.1 Characteristics of Marketing Channels

o Channels create utility, improve exchange efficierand help
match supply and demand.
o They bring suppliers and buyers together.

o Each channel system has a different potential feating sales
and producing costs.

. The chosen channel will significantly affect and dféected by
the rest of the marketing mix. A channel's vetidimension
(length) is determined by the number of types of

participants in the channel.
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There are no intermediaries in the most direct obhrja zero-level

channel) as shown in Figure 1. This gives produgezater control over
their products distribution. Intermediaries staretween the producers
and final buyers in indirect channels. A channbabsizontal dimension

(width) is determined by the number of participaotsany type on the
same level in the channel. The situation variessiciamably from one

line of goods to another. Many manufacturers finddcessary to use
more than one kind of channel for the same market.

1.3.3 Rationale Behind Using Marketing Channels

I Many organizationtack the resourcegfinancial as well as other
resources), to carry out direct marketing and reagchto their
customers without the help of any intermediary. #his purpose,
marketing channels are used to take the products fthe
manufacturing organizations to the final consumEes. tourism
destination that involve dissemination of inforroati the
information about tourist destinations have to lsseminated via
social media these days like WhatsApp’s, Faceb®elephone,
etc. these functions are carried by tour operatdestination
managers, etc. who are considered as experts.

. For many smaller productsjirect marketing may not be
feasible considering that exclusive retail outldty small
products may not work, and having to stock othedpcts might
end up in having just another grocery or food dwtlkich would
not serve the purpose. Setting up exclusive restmles for
marketing of small products like chocolates wouldt e a
feasible idea. For instance, in our neighbourhaadall retail
stores are available, where we buy sweets, bisdojsup, toilet
soaps, etc. are examples of complementary functms role
played by the intermediaries in business world.

iii.  Given the lower return on investments in thetail business,
organizations would beetter off investing their money in their
main businessrather than taking up retailing or other channel
functions. As such, the use of intermediaries isnfgao make
the goods available and accessible to target nsarket
Intermediaries, because of their specializatiompeernce, and
scale of operations, are able to achieve more thhat the
organization can in terms of reaching the targetketa.

iv. Superior distribution efficiency -The use ofdadlemen, largely
boils down to theiisuperior efficiency in making goods widely
available and accessible to target markets. Margeti
intermediaries through their contacts, experierspegcialization
and scale of operation, offer the firm more thamah usually
achieve on its own.
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1.3.3 Marketing Channel Functions

A marketing channel mainly performs the task of mgvgoods from
the producers or manufacturers to the final us@&se channel is
instrumental in overcoming the gaps between thedywers and
consumers in terms of time, place, and possessiawaership. The
functions carried out by these intermediaries apagn below:

1.

10.

11.
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Information dissemination — The marketing channels perform
the task of collecting and disseminating of manginformation
about customers, competitors as well as productstss, and
other market forces.

Promotion— Persuasive communication is disseminated through
the channels to the customers. The channels aiso bélp in the
design of these communication messages since tireniediaries
have direct contact with the prospective customers.

Negotiation —The channel members are the ones who negotiate
with other channel members and customers to fatlitthe
transfer of ownership.

Financing — The marketing channels work towards the
acquisition and allocation of funds required tafige inventories
at different levels of the marketing channels emlgc for
multiple channels.

Risk taking —The channel members assume the risk for carrying
out the channel work.

Physical possession The channel members also take the
responsibility of storage of goods during the sssoe stages to
the final consumers.

Ordering — This function is with regards to the communication
of channel members regarding the intention to paseh
especially with the inflow of information communimm
technologies in the market like Telephone, Facepd@kiTube,
etc.

Payment —The channel members also assume responsibility for
the buyers honouring their payments to the setlmesugh banks
and other financial instruments.

Title — The channel members facilitate actual transfer of
ownership from one organization or person to tineiot

Contact - They also find and communicate with prospective
buyers who would be interested in their product.ewhmore
contacts are made, the demand for the productrwilease.
Matching - The distribution channel also indulges in shagind
fitting the offer to the buyers needs includinglsactivities as
manufacturing, grading and assembling of packagmogucts.
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In-Take Question

As a student, you are approached by tourism destination manager on
why channel marketing is eminent on tourist management. Kindly
educate him or her.

1.4 Types of Channel Intermediaries

Types of channel intermediaries depends on theaatuthe products,
nature of customers and policy of the company. $hissection explains
the various types of channel intermediaries, spadi 1:

Figure 1: Types of Channel Intermediaries

Consumer
Manufacturer | Retaler Consumer
Minfatre Tobber ¥ Retaller Conmmer
Minufactwa »  Agent| Wholesaler . ___» Retaler 3

From the Figure 1 above, the following channelslmaweduced:
1 .Direct Channels:

In direct channels, the company/manufacturer takedsponsibility for
delivering products or services to consumers. lhmseghat goods do not
go through marketing intermediaries before delivgriio the target
customers in the market. It is also means thatntlaaufacturers take
total control over the distribution channel. Thesmostly adopted by a
company with perishable goods and goods which aresidered
expensive like Aircrafts. This refers to as oneelewf distribution
channel.

2. Indirect Channels

In indirect channels, products or services arevdedd through the
marketing intermediaries to the final consumerghiea market. These
marketing intermediaries are wholesalers, retailafstributors or
brokers/jobbers. They are specialist who take tiitlhhe goods and serve
the final consumers according to their demands raceives rewards
either as commission or profits depends on théiividual titleship. The
producer or manufacturer do not take control oves distribution
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channels. These marketing intermediaries, sellefargplume and to
different kinds of customers. The prices of thesods are higher
because of commissions paid to them. These ameadfo as two, three
or more levels of channels of distribution as shanvRigure 1.

3. Hybrid Channels

This is a mixture of direct and indirect channelsickh depends on the
nature of products, customers, and policy of thagany. It means that
the manufacturer has a partnership with intermexiahowever, they
take control with regards to contact with customéfsr instance, in
tourism firms, online services through appointmehtuthorized tour
operators.

Figure 2 provides details channels in tourism indudt reveals that
there are ssix various ways through which the smarifirms in the
hospitality and tourism industry distribute andseiminate information
to their customers. These channels are visitormm&ion centre (VIC),
destination marketing organizations (DMOs), soplatforms and daily
deals (SPDDs),

Local businesses (LBs), hotel concierges & trawskd(HCTD), and
online travel agent (OTA).

Figure 2: Channels of Distribution in Tourism

Source: Blake Ng (2018): Distribution Channels




TSM 305 TOURISM SALES AND MARKETING

Also, Figure 3 provides summary of various typescbannels in

tourism industry. They are classified into two, lio# and online

respectively. The offline include hotels, restatsa information

centers, trade shows, and local partners. The erdimannels include
social networks, review platforms, mobile locatioased services and
OTAs.

Figure 3: Types of Distribution Channels in Tourism

Types of Distribution
Channels in Tourism

o

@

. = =
Offline 5*&-’0‘
Hotels, restaurants, ( 0/ -/
cafes, information

centers, trade shows Online
and local partnhers Social networks,
review platforms,

mobile location-based

services, and OTAs

Sources: Orioly (2021) _https://www.orioly.com/best-distrition-
channels-travel-tourism/

1.4.1 Factors influencing Choice of Channels of Distribubn
Market Consideration:

Size of the customer, potential volume of saleaceatration of buyers,
size of the purchase order, and so forth are sdrtieedactors which are
considered before choosing the distribution chanhelwever, in the
tourism industry, the information management, asibdgy to
information, destination attractions, courtesy among the factors to be
considered.

Product Considerations

Factors related to perishability, bulkiness, pradwadue, etc. related to
the product are taken into consideration while mgla choice between
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the channels of distribution.
Middlemen Considerations

Types of intermediaries, services provided by nadu#tn, the attitude of
middlemen, availability of middlemen, and channemgpetition are the
factors that influence the choice of channel.

Company Considerations

Cost of distribution, management’s ability, sergiggovided by seller,
long-run effect on profit, the extent of channelntol, financial
resources, and experience and ability are the coynpansiderations.

1.5 Designing Channels of Distribution

The task of designing channels of distribution reggito provides
answers to the following questions:

1. Which channel and intermediaries will provide
the  best coverage of the target market?

2. Which channel and intermediaries will best
satisfy the buying requirements of the
target market?

3. Which channel and intermediaries will be the
most profitable?

Target Market Coverage: To achieve total market coverage will
depend on the distribution policies adopted whiahude:

o Intensive distribution which means firms distribaiiés products
and services in as many outlets as possible. Stisegy is
usually chosen for convenience products or sesviike
fast food and soft  drinks.

o Exclusive distribution, it is an adoption of onetlet in a

specialized geographical area that carries the’dirproducts.
Examples of these products include automobiles.

. Selective distribution is a selection of few retaiih a specific
geographical area to carry firm’s products. Thss mostly
associated with shopping goods and services.

Satisfying Buyer Requirements: Satisfying buyers’ requirement is a
must, which is a function of information availahjli convenience,
variety of products to choose, and attendant sesvitt is only these
conditions are fulfilled by firms especially toursfirms that they will
be able to satisfy buyer requirements. For instaKeein, et al. (2003)
note that attendant services provided by intermmetisare an important
buying requirement for products such as large Hoaldeappliances that
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require delivery, installation, and credit.

Profitability: The last consideration factor is the profitabiltyich is
determined by the margins earned for each chaneeibar and for the
channel as a whole. The cost associated with tbftadyility expected
to be earned include distribution, advertising, a®lling expenses.
Karin et al. (2003) notes that the extent to whibhlannel members share
these costs determines the margins they will receiv

1.5.1 Conflicts and Co-operation among Channel Mendrs
Conflict

Where two or more individuals cohabit, there boundbe a conflict.

This also applies to business world which engagi#k imdividuals,

corporate and organizations with diverse interestd needs. Recall,
channels consists of independent individuals amthsfi facilitating

distribution and dissemination of products and isess to the target
market. In the course of performing these functidhere bound to be
disagreement on who perform which functions, prtiiaring, etc.

The channel conflicts arise when one channel merhbkgves another
member is engaged in behaviour that prevent it fachieving its goals.
These conflicts are classified into two, verticaldnorizontal conflicts.

o Vertical Conflict: It occurs between different levels in a
marketing channel, for instance conflict arising tvieEen
manufacturer/producer and wholesaler, wholesaler r@tailer.
For instance, the conflict could be when a chammeimber
bypasses another member, and sells or buys prodiretstly
which is known aglisintermediation. For example, the dealers
and distributors of Coke-Cola, and Vital Form migleicide not
give due attention to the company’s products dueotdlicts in
terms of profit-sharing formula or who take totaintrol of a
particular region in Nigeria, etc.

o Horizontal Conflict: This conflict occurs between intermediaries
at the same level in a marketing channel. Thisushes between
two retailers or wholesalers for carries a pardcufirm’s
products; for example, among the dealers of MoukamFin
North Central of Nigeria. The conflict usually oecsuwhen a
manufacturer increases its distribution ¢ overage a
geographical area against the other; dual distabutwhen
different types of retailers for instance carry fagne brands. For
example, dealers of Mouka Forms also carry VitatnF@lus
other Forms in the market which is a deviationhe tule in the
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business.

Self-Assessment Exercise 2

Briefly evaluate why conflicts among marketing chanels?

Cooperation

Having explained the conflicts elements among ckbmmembers, it
also necessary to look at the cooperation as onetevaesolve these
conflicts. It is necessary to secure cooperationragrchannel members.
Cooperation according to American Marketing Assbara Dictionary
refers to the willingness of channel members tokwiogether to ensure
important channel functions are performed. One wagugh which
cooperation can be secured is thro@tannel Captain.

A channel captain refers to a member that coordsatlirects, and
supports other channel members. It can be a produdmlesaler, or
retailer. For instance, in the Soft-Drink IndustnyNigeria, Coke-Kola
assumed this role.

A firm assumed the role of channel captain dueht fact it has the
ability to influence the behaviour of other membérke influence can
take the form of:

o Economic influence — ability to reward other mensbgiven its
strong financial position or customer franchise.

. Expertise — knowledgeable in the management ofctiennel
members.

o Identification with a particular channel member.

. Legitimate right of one channel member to diree biehaviours
of other members. Channel influence can be usedain

concessions from other channel members.
1.6 Summary

This unit examined role of channels of distribution relations to
products and services in the market. The charatitgiof the channel
members were discussed and explained. Rationahg tise marketing
intermediaries were explained. The key functiondgmmed by these
channel members were enumerated and explained. tyjpes of

channels of distributions and factors influencirgsidning channel of
distribution were discussed, especially channel dodtribution in

tourism.
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1.8 Possible Answers to Self-Assessment Exercise(ghin the
content

SAE1l

1. A distribution channel in marketing is an indepamde

organization system, comprising of a set of irdeehdent institutions

and agencies that transport goods and servicesn fdhe

manufacturers to the consumers.

2. Intermediaries are the middlemen who bought goods fthe
manufacturers and re-seller to the end users.

SAE2

Conflicts arose among marketing channels due tatoigeby a member
either in distribution coverage, price fixing, geaphical spread, profit
sharing and blocking one another from fair treatimtanthe principal
which is the company, who engaged their services.

Instead of using their number as a strength forctmepany, the conflict
disenfranchised them from getting adequate comipaattention
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UNIT 3 MARKETING ENVIRONMENT
Unit Structure

1.1 Introduction
1.2  Learning Outcomes
1.3  Meaning of marketing environment
1.3.1 Reasons for marketing environment
1.3.2 Features of marketing environment
1.4  Environmental influences to marketing (Microszieanment)
1.5 Macro environment
1.6. Summary
1.7 References/Further Readings
1.8 Possible Answers to SAEs

1.1 Introduction

In any organization, the practitioners especiafiythe service industry
like tourism industry are exposed to micro and rmasrvironment which
must keenly be study to harness potential of thessdgronment. The
micro environment comprises of controllable varablwhich the
management can manipulate to achieve the orgamizaibjectives.
However, the macro environment composed of enviental variables
which the management must study and apply to tlk@tgin in relation
to the organization objectives, goals, and politthe government. This
unit examine these variable as they affect tournsanketing activities.

1.2 Learning Outcomes
By the end of this unit, you should be able to:

Explain the nature and meaning of marketing envirent
Explain the reasons for studying the marketing mmment
Explain the micro environment

Explain the macro environment

1.3  Meaning of Marketing Environment

The term marketing environment explain the worldeexal/internal
to the organization which exerts considerable grilce on the
activities of such an organization, especially ft& survival and
growth. Marketing organizations, especially tourismarketing
organizations need to critically examine these mmvnental variables
as they affect its activities.

Therefore, the marketing environment refers to iaternal and
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external factors, which directly or indirectly inéince/affect the
organization’s decisions related to marketing @otis. These internal
factors are within the control of an organizatiavhereas, external
factors do not fall within its control. The intetrfactors include the
suppliers, price, product, distribution channetgamization’s strength
and weaknesses, competencies, etc. The extern@rdamclude
government, technological, socio-economic factarsy competitive
forces; whereas, organization’s strengths, wealasess

It is therefore, important for organization managey monitor this
environment in order to be able to predict acclyateo the future
about the organization decisions. This also fatdit business
strategies to be adopted.

1.3.1 Reasons for Marketing Environment

Thus, the following reasons are advanced for theysof marketing
environment:

To fulfill the concept of marketing

To ensure profitability at all times for the orgaation.

To gauge societal response to marketing exploits

To  measure personnel  responsibilities against

management policies and objectives.

o To monitor societal perceptions of organizationasks and
remodel such efforts to appeal to the whims osthaety

o To guarantee continuity and coordinated effortsalbftourism

marketing activities.

1.3.4 Features of Marketing Environment

Modern business environment is dynamic therefdre, management
must be a brace to the changes. The features detiray environment
include:

. Customers and investors: These are specific featwieich
affects the marketing activities. Customers andestors are
critical to the survival of any marketing organipat. Its
survival and growth depend on their interest on
organization’s activities.

. Socio-Economic factors: These are factors which are

uncontrollable to the organization which must netthken for
granted as the organization processes. For instdmedegal, the
technological and government policies, etc.
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1.4 Environmental Influences to Marketing
Micro Environment

Micro environment refers to the environment, whigltlosely linked to
the organization, and directly affects organizatioactivities. It can be
divided into supply side and demand side envirotm8apply side
environment includes the suppliers, marketing mediaries, and
competitors who offer raw materials or supply pradu On the other
hand, demand side environment includes customers wdnsume
products. These are explained as follows:

I. Suppliers

It provides raw material to produce goods and sessi Suppliers can
influence the profit of an organization becauseghee of raw material
determines the final price of the product. Orgaimre need to monitor
suppliers on a regular basis to know the supplytages and change in
the price of inputs especially for developing coiest like Nigeria
where there is no price control both for raw maiteriand finished
products.

i. Marketing Intermediaries

It helps organizations in establishing a link wétistomers. They help in
promoting, selling, and distributing products. Thesre refers to as
marketing intermediaries. Their existence for anydpict in the market
is imperative, since it not possible for the mactifeers to have contact
with the entire target customers. Examples of thredade:

a. Resellers:

It purchases the products from the organizationd agll to the
customers, for example, wholesalers and retailers.

b. Distribution Centers:

It helps organizations to store the goods. A wanskds an example of
distribution

center.

c. Marketing Agencies:

It promotes the organization’s products by making ¢ustomers aware

about benefits of products. An advertising agersyam example of
marketing agency.
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d. Financial Intermediaries:

It provides finance for the business transacti@xsmples of financial
intermediaries are banks, credit organizations, am$urance
organizations.

iii. Customers

Customers buy the product of the organization fioalfconsumption.
The main goal of an organization is customer satigfn. The
organization undertakes the research and developmdivities to
analyze the needs of customers and manufactureigsodccording to
those needs. Customer satisfaction play a significale in customer’s
loyalty. Thus, customers must be study and theedeeshould be
paramount consideration.

iv. Competitors

It helps an organization to differentiate its prodto maintain position
in the market.

Competition refers to a situation where variousaaigations offer
similar products and try to gain market share bpptidg different
marketing strategies. Customers are the liberghtmse product/service
to provide maximum satisfactions. Service orgaimrafike tourism
institutions should look into customer satisfacticas the main reason
for their existence.

1.5 Macro Environment

Macro environment involves a set of environmentttdrs that is
beyond the control ofan organization. These factmftuence the
organizational activities to a significant exteMacro environment is
subject to constant change. The changes in macrmoament bring
opportunities and threats to an organization. Tlesers are:

I. Demographic Environment

Demographic environment is the scientific studyoman population in

terms of elements, such as age, gender, educatenpation, income,

and location. Also, it means geographical distitiutand density, its

age distribution, its social composition, trendirth rate, death rate and
marriage.

For instance, it composed of women activities arftanges in
technological environment. Demographic environmemesponsible for
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the variation in the tastes and preferences andnfupatterns of
individuals. The changes in demographic environmeatsuade an
organization to modify marketing strategies to a&ddrthe dynamic
changing needs of customers.

However, many governments have expressed deep rooabeut the
world’s population explosion. The origin of thisafes the possibility of
the world’s resources diminishing and the inadegud¢hese resources
in supporting the population growth.

Another major demographic concern is the fact thahy countries
that are industrially underdeveloped like Nigena a&had are directly
involved in higher population growth. It is worldide observation
that the poor labourers often have more childrem s reinforces
the lineage of poverty in developing countries lasmed in Nigeria.

The rate of increase in world population has gimaaiact on business. A
growing population means an increase in human needsgrowing
market for certain products. The growth in popolatwill also lead to
move demand for food and other resources which ealisequently
shoot up cost and greater profit; many industrigh ke affected
differently by population growth especially the paality and tourism
industry as being affected by COVID-19 pandemien8andustries will
thrive; others will be compelled to reformulate ithstrategies while
many more will go into oblivion. In addition, deming birth rate also
will pose its own problem, industries catering babies and expectant
mothers will suffer a big blow and may be forced deange their
marketing programmes.

Thus, all organizations selling to a particular ggeup must watch what
is happening to its size and behaviour. A declmemiarriage life for
instance may negatively affect the sale of lifeunasice, engagement
and wedding rings. Therefore, the progressive firaspecially the
service industry like tourism must always forecds® demographic
trend and forge a better product and market thstt 14t the forecasted
trend.

ii. Economic Environment

Economic environment affects the organization’st’sostructure and
customers’ purchasing power. The purchasing powea @ustomer
depends on the current income, prices of the ptpdarings, and credit
availability as well as business environment. Thiéical factors that
affect economic environment are:
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a. Inflation:

It influences the customers’ demand for differemducts. For example,
higher petrol prices lead to a fall in demand farsg especially where
petrol marketers sell at their own prices.

b. Interest Rates

It determines the borrowing activities of the orgation. For example,
increase in interest rates for loan may lead omgdinins to cut their
important activities especially in Nigeria where thovernment and the
manufacturers depends on importation for almostrytvmg, for that
reason, Nigeria is referring to as a consumingpnati

C. Unemployment

It leads to a no income state, which affects thechpasing power of an
individual. It is situation where individuals areililmg to do a work
either with the public or private sector, but thb js not available. This
is situation of Africa countries especially Nigeria

d. Customer Income

It regulates the buying behavior of a customer. Thange in the
customer’s income leads to changed spending patferrthe products,
such as food and clothing.

e. Monetary and Fiscal Policy

It affects all the organizations. The monetary @plstabilizes the
economy by controlling the interest rates and mograpgply in an
economy; whereas, fiscal policy regulates the gowent spending in
various areas by collecting the revenue from thizeris by taxing their
income.

iii. Natural Environment

Natural environment consists of natural resouredsch are needed as
raw materials to manufacture products by the ommn. The
marketing activities affect these natural resouyrsesh as depletion of
ozone layer due to the use of chemicals. The corrosf the natural
environment is increasing day-by-day and is becgma global
problem. Examples of these are:
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a. Natural Resources

It serves as raw material for manufacturing varigusducts. Every
organization consumes natural resources for thelystmn of its
products. Organizations are realizing the problefndepletion of
resources and trying best to use these resourdiesously. Thus, some
organizations have indulged in de-marketing theadpcts.

For example, war and weather. It leads to oppaiasor threats for the
organizations. For example, in summer, demand fatewcoolers, air
conditioners, cotton clothes, and water increasbdewn winter, the
demand for woolen clothes and room heaters risée Marketing
environment is greatly influenced by the weathenditons of a
country.

b. Pollution

It includes air, water, and noise pollution, whielad to environmental
degradation.

Now-a-days, organizations tend to promote enviramtmé&iendly
products through its marketing activities. For epgnthe organizations
promote the usage of jute and paper bags instepldstic bags.

Self-Assessment Exercise 1
Looking at the economic environment components,tltey affect developing

countries like Nigeria too?

iv. Socio-Cultural Environment

Socio-cultural environment comprises forces, sushsaciety’s basic
values, attitudes, perception, and behavior. Thisees help in

determining the type of products customers preférat influences the
purchase attitude or decision, which brand theyeprand at what time
they buy the products. The socio-cultural environmexplains the

characteristics of the society in which the orgation exists. For
instance, there certain products cannot offer ¢goaip in some region;
for example, pork meat and alcoholic drinks may siote well in the

north part of Nigeria because of their rooted Istaneligious beliefs.

Similarly, Banriga dressing may not strive well time eastern part of
Nigeria because of their Christianity beliefs. Tdfere, the analysis of
socio-cultural environment helps an organizatiomentifying

the threats and opportunities in an organizatioar Example, the

lifestyles of people are changing day-by-day; festance, women are
perceived as an active earning member of the faniibll the members
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of a family are working then the family has lessidi to spend for
shopping. This led to the development of shoppimgjlsnand super
markets, where individuals could get everythingemaoine roof to save
their time especially for developed countries lKWSA, UK, etc. It
should be noted that each man grows up in a p&titluman culture
that defines his relation to other man and the dvaml general. For
instance, different life styles, expenditure patteastes, behaviours, and
values are exhibited by different people acrosgimls beliefs, and
culture changes slowly as every day pass-by, brqi@n a set of new
ideas, desires and behavioural norms which semiganizations like
tourism must be abreast with. Organizations thatogeize these
changes and design their activities to suit the needs are likely attract
target customer patronage.

v. Technological Environment

Technological development has revolutionized aliesp of endeavor.
It is imperative for all organization both privatad public to critically
look into technological changes as they affectrtmelustries especially
in the service industry where keen competition aagstomer
satisfaction has become keys for surviving th& @ntury business.

It should be noted that technology contributes®edconomic growth of
a country and its components. Organizations thatdatrack ongoing

technological changes may find it difficult to siwe in today’s

competitive environment. Technology acts as a tgpidanging force,

which creates new opportunities for the marketeradquire the market
share especially tourism firms. Marketers with tedp of technology
can create and deliver products that matches fihstlyle of customers.
Thus, marketers should observe the changing treémd®chnology,

examples of these include:

a. Pace of Technological Change

It leads to product obsolescence at a rapid pakcehd pace of

technological change is very rapid then organiratioeed to modify
their products as and when required.

However, if the technology is not changing at adggace, then there is
no need for the organization to bring constant geaninto its the

product and service.

b. Research and Development

It helps in increasing growth opportunities for arganization. Many

organizations have developed a separate team fob R& bring
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innovation in its products.

Pharmaceutical organizations, such as M & B pugreater force in
R&D and these efforts have led to great opportesitn global market
especially among the developing countries like Nggand Ghana.

C. Increased Regulation

It refers to government guidelines to ban unsafedpcts. Marketers
should be aware of these regulations to prevent thelation. For
instance, in the pharmaceutical industry, they tidiee approval of the
Drugs Controller of Nigeria which lays down therstards for drugs
manufacturing, for example ‘SON.’

Self-Assessment Exercise 2
The technological environment is considered to yrganhic; does it affect developin

«

countries like Nigeria?

Vi. Political and Legal Environment

Political and legal environment consists of legadlies and government
agencies that influence and limit the organizati@msl individuals.

Every organization should take care of the fact tharketing activities

should not harm the political and legal environmengvailing in a

country especially in the developing countries IKkegeria where the
winner takes all. The political and legal enviromnhdas a serious
impact on the economic environment of a countryr Emample, in

Nigeria individuals and corporate organizationd tlaél to support the

government in power are at the risk of being a#fdcby government
legal restrictions.

Also, most nations of the world are becoming retaalaeconomies. The
attitudes and reactions of people, social critingl governments are
becoming increasingly important to managers bectheseall affect the
political environment. The law, public opinion armaublic policy
constitute a set of environmental factors thatiaceeasingly affecting
decisions on the marketing of goods and servicesveament
regulation occurs for one of these three reasons:

o To protect businessmen from one another.
o To protect consumers from businessmen.
. To protect the larger interest or the society agfaumbridled

business behaviour.
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The marketing executives cannot plan intelligenalithout good
working knowledge of the major laws and regulatibrat protect
competition, consumers and the society at largeeyThmust be
acquainted with National, International and Loaan$ affecting the
conduct of his marketing activites and the manynstoner
organizations that have potential impact on his/aiets, especially in
tourism industry.

Moreover, the saliency of Nationalism must not leglacted. These
feelings can block marketing activities and redwsedes in some
international markets. Nations may dictate whoetb their country’s

products, grant business operating permission, easipd the
employment of Nationals by foreign firms or indigen firms.

Political environment may offer new marketing oppaities to

foreign investors as well as local investors. Thdjtical and legal
environment should be critical study as its affecsiness activities.

V. Competition

The competitive environment reflects the numbguetsind behaviour
of competitors facing a particular firm especiahyservice industry
where ICT has made interaction with the targetamsts friendly and
homely. It should be noted it uncontrollable valgalwhich the

marketing manager must try to manage by adoptiregesfies which
will avoid head-on competition.

Competition may be direct i.e., between firms p@dg items that

can satisfy similar needs. On the other hand ntlmgeneric, product
form, or enterprise. Competitors can be few or migngome cases.
For a better understanding of the nature of cortipetifour kinds of

market situation must be looked into, they are:epaompetition,

oligopoly, monopolistic, and monopsony.

When competition is pure, many competitors offer $hme price e.g.,
homogenous products with many buyers and sellergh Wféw
knowledge of the market; there is ease of sellersoligopolistic
situation, special market features are prevaleherd is essentially
homogenous product e.g., cement companies, toiégt and beverage
manufacturersThus, there is fairly inelastic industry demandveur
This is due to firms not understanding the true ke@asituation and
resort to price cuts to get business.

Moreover, a big increase in demand or supply chare basic
nature of the situation and leads to price cutiigch may sometimes
be drastic. Oligopolistic competition faces equilin as long-term
trend with profit driven to zero. This happens whbere is price
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competition. In most situations, the marketing nggara may try to
avoid price competition and rely more on other atpeof the
marketing mix.Rather, they used aggressive marketing mix in order
to gain adequate control. Where they have to faceesfairly direct
competitors, the situation is called monopolistmmpetition. This
situation prevails where there are heterogeneoodupts in the eyes
of the customers, this also apply to serviddse vigorous features of
pure competition are reduced where each monopntstnpetitor has
little freedom with the industry, the degree ofstieity determines
whether price would be raised or lowered. It ig¢fi@re important for
the service industry to note all these situatiomarket changes as
they affect their services.

1.6 Summary

This unit examine the micro and macro businessrenmient as they
affect business in particular the tourism businefBe marketing
implications of the micro and macro environment&#neents were
discussed.
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1.8 Possible Answers to SAEs
SAE1

Economic environment is the same both at the deeeloand
developing countries, but what differs among theintpes is the
application of monetary and fiscal policies by gw/ernment in power.
Thus, the economic elements should be taken intasiderations
irrespective whether developed or developing cquntr

o Inflation

o Interest Rates

o Unemployment

o Customer Income

o Monetary and Fiscal Policy
SAE 2

Technological environment is not the same across
countries. The advancement of the technological
environment depends on its stage and political-ofll
the government in power. However, the following
elements should be paramount as its affect tourism
industry:

. Pace of Technological Change
. Research and Development
o Increased Regulations.
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UNIT 4 MARKET SEGMENTATION
Unit Structure

1.1  Introduction

1.2  Learning Outcomes

1.3 The Meaning of Market Segmentation
1.3.1 Objectives of Market Segmentation
1.3.2 Benefits/Advantages of Market Segmentation

1.4 Basis of Market Segmentation
1.4.1 Geographic Segmentation
1.4.2 Demographic Segmentation
1.4.3 Psychographic Segmentation
1.4.4 Behavioural Segmentation

1.5 Market Segmentation Strategy

1.6 Summary

1.7 References/Further Readings

1.8 Possible Answers to SAEs

1.0 Introduction

Tourism market is dynamic and therefore, tourisgaaizations must
segment the market to tailor their needs accordingheir specific
demands. This is imperative, tourism firms and oizgtions can be
access via social networks, friends, and relatighsrefore, their
services must meet specific needs of the marketvels as the
individual tourists. Besides, it is impossible & the entire market
no matter the resources of the organizations, $taurieed varied and
they may be scattered instead of cluster. More twrists’
destinations are not the same and therefore, madgehentation will
assist these tourist destinations to provide specifarket needs.
Hence, there is a need to segment the market ® ¢ake of the
tourists needs irrespective of where they residemcklocation. This
unit discuss market segment in relation to tourismarkets and
destinations as it influences tourist patronagéeeitpositively or
negatively.

1.2 Learning Outcomes

By the end of this unit, you should be able to:

. Explain the meaning of market segmentation

. Explain the benefits of market segmentation

. Explain the importance of market segmentation
. Explain the bases of market segmentation
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1.3  The Meaning of Market Segmentation

Different scholars have defined market segmentatioaised on their
needs and market situation. In this unit, welao&ing at the market
segmentation based on tourists needs and destrsgexifications.
Thus, market segmentation is the process of digiditargeted audience
into subgroups based on commonalities, ranging few®, gender or
location to priorities, values and behavior. Thésa critical part of
building marketing plan, as it allows you to efigety determine
consumers’ purchasing habits.

Segmenting your market can help you understand vgeasonal,

cultural, economic or social factors may influertients’ dealings with

your offerings, that is products or services. Saging your customers
will give you better insight into their wants andeds. It shows how
specific groups of consumers are more likely tokseebuy a product
over others, as not every customer is alike. Bygimog your audience
into niches, you'll be able to market in a more tesffective manner
rather than focusing your resources either on divitiual level, or on a
level that's too broad. It is defined too as the@gass of dividing

prospective consumers or tourists into differerdugs depending on
factors like demographics, behavior and variousatdtaristics.

It also defined as the process of dividing a tadeaudience into
subgroups based on commonalities, ranging from geeler or location
to priorities, values and behavior.

Market segmentation is the process of identifyimgugs of buyers of
the total market with different buying desires @quirements. Most
markets are too large for an organization to pread the products and
services needed by all the buyers in that marketefore, this call for
market segmentation (Stanton, 1971.).

Market segmentation is the process of identifyimgugs of buyers of
the total market with different buying desires equirements. Most
markets are too large for an organization to pread the products and
services needed by all the buyers in that market.

It should be noted that in each market segmente thee typically three
things that are common to all segments - homoggngistinctiveness,
and reaction. In each, individual group, or potEntustomers are
generally homogeneous. That is, they are genefallly similar in
terms of their common needs., for example studentie same class
reading the same course like Pharmacy.
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In addition, the members of each individual grogpare distinct from
the other groups — or, they are different in sonagsathan customers in
other groupings, for instance the age group of Brd9distinctive needs
as opposed to the age group of 13-18.

Lastly, customers or tourists in each group hawveilai (or relatively
similar) reactions to various marketing, advergsimnd products
directed at their segment, and tend to perceivéuthgalue of products
differently than others in different groups. Fostemce, the group A and
Group D which patronized tourism destination Z ibufa tend to
perceived the destination differently.

1.3.1 Objectives of market segmentation

Market segmentation aimed to achieved the follovabgpctives:

1 Better service

2. Market segmentation will lead to market special@atwhich
allows tourism organizations to sell in large qutzed

3. Optimum utilization of resources — targeting tharkets provide

details of the customers and their needs, thugp halirism
organizations to provide effective services torthaurists.

4. Increase efficiency — Segmenting the market mingsithe size
of the market that an individual tourism firms whlé attempting
to satisfy without result because of the mass marke

5. Easy of updating changes in the market place s Basier to
make changes with regards to tourists needs ed$lyduised on
their demands if the market is segmented rathen tha
concentrate on mass market.

6. Can develop marketing programmes and budgets oatsie of a

clearer idea of the response characteristics otifspenarket

segments.

Better placed to spot and compare marketing oppuies

Makes final adjustments of the product and marketppeal

possible to cater for the needs of the buyers.

© N

1.3.3 Benefits/Advantages of Market Segmentation
1 Improves campaign performance

Market segmentation help tourism organizations lAie Lines and
Hotels to improve the performance of their markgtinampaigns
through targeting the right people/tourists witke tight messages at the
right time. Thus, this segmentation enables thesadm firms to learn
more about their target customers so that theuies are tailor to their
specific needs and demands.
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It should however be noted that the more specdiar yarget market, the
more beneficial targeting the services can bernt&ldhem. For instance,
it best to advertise ‘Water’ to the general pulllid ‘refill water’ to a

group of customers who demand them often. AlsdeBetan make best
possible adjustments of their product and markegipgeals. Instead of
one marketing programme aimed to draw in all peaébuyers, sellers
can create separate marketing programmes desigrsatisfy the needs
of different customers. Proper advertising andssplemotional appeals
can be made depending on the target audience amdpiecific needs.

2
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Develops consumers insights — Market segmentati@viges
basis for tourism organizations like hotels to mmservices that
better meet the needs of the market. For instadesigning
products/services with the needs of the customremmind will
facilitate selling of these products/services, leenmaking the
customers happier because you understand them la@id t
specific needs. Thus, marketing campaigns is masheeto be
conducted.

Improves brand loyalty and customer engagementhelfnarket
is properly and appropriately segmented, it impsoegestomer
brand loyalty and engagement in patronizing orgsonal
products and services. Market segmentation algo etinesses
to focus their efforts, which enables them to dsthba brand
identity and specialize in a particular type of gwots that the
customers demand often.

Determining market opportunities:

Market segmentation enables businesses to idemtfyket
opportunities where they can explore either to aglpar extend
market shares in the market. The marketer canftirerstudy the
needs of each segment in the light of current offer by the
competitors. From such study, the marketer can bod the
current satisfaction of customers in order to sehees customer
better.

Media selection:

It helps in selection of advertising media mortelilgently and in
allocating funds to various media. The funds adecated to
various media depending on the target audienceacdtpf the
media, competitor advertising. Thus, market segatent helps
businesses to identify audience segments that #rey not
currently reaching with their marketing efforts atin expand
into new markets. Also, it helps in setting theitigs of the
promotional efforts so that more emphasis is plabaihg those
periods when response is likely to be at its peak.

Better service to customers: Market segmentatioables a
company to concentrate its
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marketing efforts in a particular market arearebg, providing a
better service to the target customers. Proper atiack
segmentation will facilitate customer satisfaction.

6 Efficient use of resources: By tailoring marketipgpgramme to
individual market segments, management can do derbet
marketing job and make more efficient use of therkating
resources. For example, a small firm can effecfivese its
limited resources — money, sales force, etc. —rie or two
segmented markets instead of concentrating onritire enarket.

7 Assist in distribution strategies: Segmentationo a&ssists in
adopting suitable distribution strategies. Diffdremarket
segments may require different distribution mixr Ezample, if
the product is of very high quality intended togetr the upper
class, then it must be distributed at prestigiouets located at
selective places. For example, marketing five 3matels will
more appropriate to businessmen and governmertiadffather
than civil servants of the society.

8 Helps in fixing prices: The marketing segmentai@dso enables
businesses to fix prices of the goods and servieeder to the
society. Since different market segments have reéiffe price
perceptions, it is necessary to adopt differentipg strategies
for the markets. For instance, the prices for leimeome groups
have to be lower and the product and promotiorfartsfshould
be tailor accordingly.

9 Inform other business decisions: Market segmemntatian also
help to inform other important business decisiagarding how
you get your product to customers. These decisiag involve
matters such as pricing and distribution. Markeginsentation can
also help businesses to determine the optimalegied for the
distribution of their products. For instance, besges can use
segmentation to help them decide on pricing thatimizes sales
while keeping customers happy.

10  Enhances reliable assessments: Segmenting the tntakables
businesses to have reliable assessments and éwalobthe
customers patronage and responses with regarids to t
products/services rendered.

Self-Assessment Exercise 1
Tourism is global and market segmentation is i@, what are three

main objectives of market segmentation?

1.4  Basis for Market Segmentation

The markets are divided on the basis of sever&bfac
The most commonly used basis for market segmentat@udes:
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1.4.1 Geographic Segmentation

The market is divided into different geographicdbens such as cities,
provinces, regions or countries. It is general olesin business that it
is practically impossible to operate successfullyail the customer
markets and achieved their desires. Thus, it ideage to streamline the
markets based on the customers/tourists demandsespelctations.
Therefore, research is conducted to find out thestma@ble customer
markets based on the villages and cities as apipliBsgeria, provinces
as applies in Asia, regions and countries as applieAmerica, and
Europe. For instance, in Nigeria, there are toyrsducts are best sell
in some regions. Danba Carnivals and Fishing touidse best sell in
the Northern region of Nigeria. Also, Dance tourissmd cultural
tourism are best sold in South-West and South-EdstNigeria.
Therefore, it is imperative for the tourism firmsdadestinations to look
into regions of its customers to order to deterntireemost appropriate
products desired.

1.4.2 Demographic Segmentation

This is based on the demographic variables suelg@ssex, occupation,
income, education, social class, religion etc. Td® depend on the
product/service rendered for the general public. iRgtance, age or
occupation play an important role in segmenting arayket especially
when income play an important factor. For examipléhe music world,
it is more of youths than the elderly. Thus, anyrigm firm embarking
on tourism destination that music plays an impdrtate, then youths
should be considered most. It is noted that gerferable genders are
good in socialization and travel than male couragsy Therefore,
tourism products that involve adventure tourismrkdeourism, and
religion tourism; if women in general are look intbere is likelihood
the acceptance would better than of men folds. ,Aldten you looking
at clothing and beauty in relation to sex, tourgestinations should into
women general than men. It is observed that wonrenfeund of
changing their war drops in relations to theirdaspeer-group, changes
in the market, and their role model. Thus, it iwviadble for tourism
industry like the Music sector should look in theedtion of women for
easy accessibility and acceptability of their preidu

1.4.3 Psychographic Segmentation

This is based on the psychographic variables wiretdr to such aspects
of an individual as his lifestyle, personality, imgy motives and product
knowledge and use.in tourism, this segmentatiom edurism market
based on the psychographic variables must beaihtitook into before

applying them. This is because, no two-individuaie the same in
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character and lifestyle. They may be close; howetregy cannot be
exact. The lifestyle of tourism must be closely mared in order to be
able to group the tourists into the same charatiesi of the market
demands. Also, personality of individual varied ovene and in
relations to income, societal value, and tourispdpcts available in the
market. For instance, some women attached impatreir role model
like- first lady and governor’s wives in relatioa tlothing and make-
ups. Thus, as tourism destination managers, yout tmeiscareful in
applying personality profiles of the tourists iretinarket into tourism
market, especially in segmenting it in order taaatt more attentions
and demands. More so, the buying motives is alssnanrtant variable
while segmenting tourists market in relation to gisygraphic
segmentation. For instance, open is common in &frehile in America
and Europe shopping mall is most applied. Thusjenegmenting the
market, the purchasing power of these tourists rhaslook into. For,
instance, in the open markets as obtained in Nigendividual can
negotiate the prices of tourism products, but i@ shopping mall, the
prices of the tourists products are fixed and agdc Hence, tourists can
only pay for the choice products. It should be dotkat the same
applications apply to knowledge and use of the peoés variables of
psychographic segmentation.

1.4.5. Behavioral Segmentation

This refers to a process in marketing which dividestomers into
segments depending on their behavior patterns witeracting with a
particular business or tourists destinations. Tdas be achieved by
grouping the customers or tourists into:

. Attitude toward your product, brand or service;

. Use of your product or service,

. Overall knowledge of your brand and your branddocts,

. Purchasing tendencies, such as buying on spe@akmns like

birthdays or holidays only, festivities, etc.

It should be noted that the segmentation offersketars and business
owners especially tourism firms and destinationsnare complete
understanding of their audience, thus enabling tteetailor products or
services to specific customer needs. For instaboefly examined
below are some benefits of the behavioural segrtienta

. Segmenting bypurchase behaviordisentangles the varying
trends and behavior patterns that customers h&vem\making a
purchase decision.
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o Occasion-basedegmentationcategorizes customers who are
most likely to interact with your brand or purchasom your
destination on either specific occasions or se¢$.

o Segmenting bpenefits soughtrefers to dividing your audience
based on the unigue value proposition your custaméoking
to gain from your product or service.

o Loyalty-based segmentatiormeasures the level of loyalty a
customer has with your brand, either through a rdsvarogram,
number of purchases, or general engagement withrgauketing
efforts. Using loyalty-based behavioral segmentatielps you to
zero in on existing repeat customers, their neduhavior
patterns, and more. Besides generating repeatuevieom your
business, loyal customers are incredibly usefulterms of
referrals, word of mouth, and feedback.

Self-Assessment Exercise 2
Behavioural market segment is considered impomatidile segmenting tourisr

=)

market. Give four (4) reasons for its importancenadern tourism business.

1.5 Market Segmentation Strategy

Market segmentation in tourism recognizes that ¥&wation areas are
universally acceptable and desired. Therefore,erathan to waste
promotion resources trying to please all traveldére best market
strategy is to isolate those segmentations of ttieeemarket which are
likely prospects and aim at the promotional effapecifically to the

wants and needs of the target markets. Thus, orleeogarly steps in
marketing tourism is to divide the present and ptéé market on the
basis of meaningful characteristics and then coamagn promotion,

supply and pricing efforts on serving these mosinpnent sections of
the market — the target markets. Usually, the ntaskgmentation for
tourism is in terms of the following criteria: degraphic, geographic,
psychographic, social and economic.

It is noted that knowing your target market is firet step in selling
your products and services. A marketing segmemtattoategy further
divides your target market into subgroups that essier to manage.
Customized customer experiences lead to highepmest loyalty and
better-focused marketing campaigns. A market setptien strategy
organizes your customer or business base along gtepiuc,

geographic, behavioral, or psychographic lines—aozoabination of

them.
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Market segmentation is an organizational strategaduo break down a
target market audience into smaller, more managegpbups. A
customized customer experience leads to loyaltyftebebrand
recognition, and ultimately higher profits for aguct or service.
Determining the right marketing segmentation sgwat®r your business
means using or combining demographic, geograprebaworal, and
psychographic segments to reach a more targetesligmr or business
base. Thus, marketing segmentation strategiesyoelpbusiness predict
where your products and services are most wantledyiag for better
customer experiences, loyalty, and niche marketing

1.6 Summary

This unit just like other units is an important uthat looked into

market segmentation as it applies to tourists niarked destinations.
Definitions were proffered, benefits are discussatd its important
were enumerated. The unit further dwell on the dadisegment a
market. Four variables were discussed respectivelyese

geographical, demographic, psychographic and bebeali

tendencies were extensively discussed with relesaamples.
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1.8 Possible Answers to SAEsS
SAE1

The three main objectives of market segmentatioas a

o Market segmentation will lead to market special@atwhich
allows tourism organizations to sell in large ctées
o Increase efficiency — Segmenting the market mingsithe size

of the market that an individual tourism firmdivaie attempting
to satisfy without result because of the mass etark

o Can develop marketing programmes and budgets obatsie of a
clearer idea of the response characteristics etiip market
segments.

SAE2

The four (4) reasons for the importance of beha@bmarket segment
are:

1. Segmenting by purchase behavior disentangles ttyengatrends
and behavior patterns that customers have when ngaki
purchase decision.

2. Occasion-based segmentation categorizes customdrs are
most likely to interact with your brand or purchasem your
destination on either specific occasions or se¢$im

3. Segmenting by benefits sought refers to dividingiryaudience
based on the unique value proposition your custaméoking
to gain from your product or service.

4. Loyalty-based segmentation measures the level géltp a
customer has with your brand, either through a rdsvarogram,
number of purchases, or general engagement withrgauketing
efforts.
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UNIT 5 CONSUMERISM IN TOURISM MARKETING
Unit Structure

1.1  Introduction
1.2  Learning Outcomes
1,3 The Meaning of Consumerism
1.3.1 Importance of consumerism
1.3.2 Danger/disadvantages of consumerism in the Economic
activities
1.3.3 Causes of Consumerism
1.4 Rights of Seller
1.4.1 Rights of buyers
1.5 Government Policy Measures on consumerism
1.6 Summary
1.7 References/Further Readings
1.8 Possible Answers to SAEs

1.1 Introduction

The consumer society emerged in the late 17th peathd intensified
throughout the 18th centurypdokrags.com), while some claim that
change was propelled by the growing middle-class wimbraced new
ideas about luxury consumption and about the grgwimportance
of fashion as an arbiter for purchasing rather thaoessity (Barksdale
& Darden, 1972). However, many critics argue tr@atsumerism was a
political and economic necessity for the reprodurctiof capitalist
competition for markets and profits. Also, otheosnp to the increasing
political strength of international working-classganizations during a
rapid increase in technological productivity anctloee in necessary
scarcity as a catalyst to develop a consumer @liased on therapeutic
entertainments, home-ownership and debt.

Consumerism is a social and economic order thabwages the
acquisition of goods and services in ever-incrgpamounts. With
the industrial revolution, but particularly in tH20th century, mass
production led to overproduction- the supply of deded to consumer
demand, manufacturers turned to planned obsolescearnd
advertising to manipulate consumer spending.

In 1899, a book on consumerism published by Thorstéeblen,
calledThe Theory of the Leisure Classxamined the widespread
values and economic institutions emerging alondp Wit widespread
"leisure time" at the beginning of the 20th cent(Kptler, 1971). In
it, Veblen "views the activities and spending hsiof this leisure
class in terms of conspicuous and vicarious consiom@nd waste.
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This unit examines defines the consumerism anebiéson goods and
services offered for sale.

1.2 Learning Outcomes

By the end of this unit, you should be able to:

. Define consumerism

. Explain the importance of consumerism

. Explain the causes of consumerism

. Explain the rights of buyers and seller in consusmer
. Explain the factors responsible for lack of

consumerism in Nigeria.
1.3 The Meaning of Consumerism

Consumerism is the study and practice of matchiogsemers with
trustworthy information, such as product testingoms, the marketplace
itself is responsible for ensuring social justioeotigh fair economic
practices. Consumerism refers to the field of stuglyregulating, or
interacting with the marketplace. This unit examiriee role

consumerism in relation to business activities esfly tourism

business.

Consumerism can be traced back to the onset ofatigm in the 16th
century in Europe. Consumerism intensified in thigheen (18)
centuries because of a growing middle class thdbraced luxury
consumption. The eighteen centuries also saw aeasmg interest in
fashion rather than necessity as a determinantptochasing. The
growth of consumerism can also be attributed tatipsland economics.
For countries to thrive politically and economigall capitalist
competition for profits and markets had to be a tlore of every
country’s agenda. Colonialism has also been at&tbias one of the
major drivers of consumerism.

Colonialists had to look for markets for their geduy creating demand
because there was supply. The industrial revolutso spurred

consumerism as the number of consumer product®ased in the
market due to the increasing use of machines. @vany decades,
buying goods/services became a way of life in Bri@nd many other
parts of the world. The consumerist culture cordsutoday. It

encourages spending on consumer items like casthed, shoes, and
gadgets instead of saving and investing. Consurbays goods and
services to keep up with fashion/trends. The se#oclbetter goods is
never-ending.
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The rise of consumerism today is evident in botlvettping and

developed countries. This can be seen in the maskigtion of luxury

goods. The media is also saturated with advertisesn®ersonal debt
levels are also rising globally which is an indiocatof more people
buying goods excessively on impulse or without proginancial

planning. Other evident signs of consumerism inelugroduct

innovation.

Consumerism is defined “as the organized effortsasfsumers seeking
redress, restitution and remedy for dissatisfactth@y have accumulated
in the acquisition of their standard of living.” I$ also noted as
consumerism is a local force within the environneegigned to aid and
protect the consumer by exerting legal, moral as@whemic pressure on
business. More so, Kuwu (2007) defines consumergsma social

movement seeking the right and power of buyergliation to seller.

In other words, consumerism is defined as the effaade either by the
consumer himself, the government and/or independegenizations to

protect the consumer from the unscrupulous practafebusiness in

their quest for profit. In this way, the consumerviewed as the focal
point and the core of marketing.

1.3.1 Importance of Consumerism

Having defined and established the meaning of ‘coresism’ the stage
is set to look into importance of consumerism igibass in general and
tourism in particular. Consumerism play significaates in the life of

individuals and nations. However, emphasis willnbare in this section
on individuals as a consumers of goods and senoffesed into the

market. Consumerism therefore:

o Awakening and uniting consumers especially wheny thee
cheated in relation to prices of goods offered the
manufacturers and suppliers in the economy.

. Discouraging unfair trade practices associated wittkedness of

manufacturers and sometimes the government. Fstarioe,
sharing formulae with regards revenues accruedhdovidual
states that generate the revenues, for exampksr Riglta.

o Protecting against exploitation especially if theme variance
with regards to the advertisement and the readlyt in the
market. For example, this is essence of ‘Nigefiansumer
Protection Council headquarter in Abuja and Saaed
Organization of Nigeria to ensure all goods apdvises in the

market are up to the standard as required by ldve the
country like Nigeria.

. Awakening the government to responsible to itsgailons to the
citizens
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o Effective implementation of consumer protection dawthis
enables consumers to united to fight a noble cafiskefending
their rights.

o Providing complete and latest information. Thisoise of the

reasons some products must carried detail demsergptwith
regards raw material components, vitamins it dostats effects
if established, date of manufactured, expiringedattc., for
instance all pharmaceutical products.

. Discouraging anti-social activities especially autism business,
it is expected tourists are not at the disadvant;ga tourist
destination  with regards to information providesfore visiting
the destination. Information supplied through extigements
should not be ambiguous, confusing, false andpteeebecause
the consumer is ignorant of the standards.

1.3.2 Danger or Disadvantage of Consumerism in the Econam
Activities

Is should be noted that in as much as the consemexs a booster and
antidote to the unethical practices by the manufacs and suppliers of
goods and services in our society, there some dagsociated with it
practices:

. It has developed a materialistic culture and sgdieat focuses
on high quantity and costly goods rather than tyadind
traditional way of production creating disparity @amg the
consumers in the market place.

. It promotes globalization and trade of global bsandhich
undermine the production of local indigenous prasu@and
incompatible high consumption cause debt, recessamd
financial crisis especially for the developing cobies like
Nigeria which depends on it consumptions on forggads.

o Many of the environmental problems occur becausthefhigh
production, spending, and consumption; and it tesalthe form
of wastage of resources, ultimately more pollutienobtained in
Niger Delta of Nigeria where Gas Flare is a causefzazard to
the immediate environment and people.

o It has made the mindset of people status-conscandg often it
causes stress and anxiety by keeping up with thialsstatus.
o People exposed to consumerist culture, have a mind$

possessing materialistic things, status quo, analtiveonscious
especially among the capitalist of the developingntries like
Nigeria.
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1.3.3 Causes of Consumerism

We have b able to discuss the importance and thegeds of
consumerism in relation to business practices ésibecfor the
developing countries like Nigeria. This section mi@es causes of
consumerism in our economic activities.

1.

Environmental degradation: Increasing demand for goods put
extensive pressure on natural resources such a3 watl raw
materials (mines and gas); it results in the excessse of
energy; and encourages the use of chemicals winickreown to
degrade the environment. Thus, consumerism doeg mamm
than good to the environment as obtained in NigeiteD of
Nigeria.

Moral degradation: Increasing consumerism tends to shift away
societies from important values such as integnitstead, there is
a strong focus on materialism and competition @sfjig@among
the capitalists. People tend to buy goods and esuiney don't
need so that they can be at par or at a highel teaa everyone
else, this is practice among politician in Nigdsaacquiring cars
and houses as a competition neglecting the massktha well-
being of the society.

Higher debt levels:Consumerism also increases debt levels in a
society. The number of people taking short terrn$oauch as
payday loans to buy luxury goods has increasedidaily. Many
short-term loans aren’t channeled into construatise nowadays
especially among the low-income earners who obdaithese
loans and use outside the purpose like marryingemaves.

Mental health problems: Consumerism increases debt levels
which in turn results in mental health problems Iétress and
depression. Consumerism forces people to work hatkaerow
more and spend less time with loved ones. It tbeechffects the
overall well-being of people negatively in the lomgn since
research has proven that people don’'t get valuahb long-
lasting fulfilment from materialism.

Unscrupulous Business Practicein the attempt to get rich
quick, some businessmen and women indulge in upstous
business practices. For example, many expired dargson
widespread sale in our markets. Currently, foods@oing has
been incessant in our households and educatiosétutions.
This is because spoilt tinned foods find their wayo our
markets instead of being destroyed. The consumerbleaome
helpless in the hands of some businessmen and wespetially
in Nigeria where standards sometimes are compramise
Scarcity: Artificial scarcity of goods and services in Nigehas
given birth to high prices. The continuous increiaseestail prices
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in the face of perennial scarcity has frustratedyneonsumers
from consuming the right goods and services imtlaeket

7. Public Awareness through EducationConsumerism comes as
a result of serious economic and social dislocatidris type of
situation is marked by the rise in consumer priged declining
real incomes. The Nigerian economy is today facthgse
economic and social ills. Which seem to have beggdred off
by the recent increases in wage and salary awarttset public
sector. Deceptions and unethical practices by lessmen are
known through increase in education at all leveNigeria thus
spurred the rights of consumers in relations to gbeds and
services offered into the market by the manufactuaeross the
globe.

Self-Assessment Exercise 1

As tourism expert, it is noted consumerism is fghtrto consumer movement, |is

consumerism dangerous to our business and society?

1.4 Rights of Sellers

In transactional relationship between the seller lamyer, there are
rights attached to each of the party. Here we |ddke right of a seller:

. The right to introduce any product in any size astgle
provided it is not hazardous to personal healthsafety. It
should also include proper warning and control.

. The right to charge any price for products provided
discrimination exists among similar kind of buyers the

market.

. The right to spend any amount to promote the prodroyided
it is not defined as unfair competition.

o The right to use any product message provided inas
misleading or dishonest in control or execution.

. The right to use any buying incentive scheme predithey are

not unfair or misleading.
1.4.1 Rights if Buyers

These are rights that accrue to the buyers, such as
The right not to buy a product that is offereddale.

The right to expect the product to be safe.

The right to expect the product to perform as céim

The right to be well informed about important agpex the
product.
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o The right to be protected against questionableymtsdand
marketing practices.

o The right to influence product and marketing piagiin ways
that will improve the “quality of life”.

1.5 Government Policy Measure on Consumerism
Government has been making policies, laws, andlaégns in
protecting citizens from manufacturers and supglier goods
and services exploitations. Some of these measuees

1. Government: Immediately after the independent in 1960s, there
was price control to regulate prices of the comriesliin the
market. Also, Standard Organization of Nigeria (SONigeria
Agricultural, Food, and drugs administration (NAFOA
Consumer Protection Council (CPC), etc. as efftrtsegulate
unethical practices by the manufacturers and sengpobf goods
and services in Nigeria.

2. Individuals: Individuals right from the independent of the
country Nigeria has play a pivoter roles in enstoesumers get
values for the goods and services purchased. Tihdsaduals
are lawyers, Judicial institutions, Labour uniom®operative
societies, market women associations, etc.

3. Journalist: Journalists has been the vanguard of human
protection both in the government activities andvaie
enterprises. They achieved this through publication right
prices of goods and services in the market acreg®m of the
country. They also exposure unscrupulous practicesthe
manufacturers and suppliers in our society.

1.5.1 Failure of consumerism in our Society

The factors responsible for failure of consumerisnNigeria include
among others:

o Inability of consumer to institute legal action.

o Lack of information to take right decisions

. Failure of government institutions, policies andwda on
consumers’ rights.

. Political environment has polarized issues that ceamed

consumers rights.
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Tribal, religion, and region sentiment of Nigerians

Self-Assessment Exercise 2
As a consumer of goods and services in NigeriaJagxgive (5) factors

responsible for ineffectiveness/failure of consusmein Nigeria.

1.6 Summary

This unit discussed the meaning of consumerism, ithgortance,
benefits and danger of consumerism in our modesinkess and the
society. It also dwells on the causes of consummenisour society, the
measures taken by the governments, individuals andnalist

institutions to curb consumerism.
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1.8

Possible Answers to SAEs

SAE 1

Indeed, consumerism can be dangerous in the follpwiays:

SAE2

It has developed a materialistic culture and sgdieat focuses
on high quantity and costly goods rather than tyadind
traditional way of production creating disparity @amg the
consumers in the market place.

It promotes globalization and trade of global bsandhich
undermine the production of local indigenous prasu@and
incompatible high consumption cause debt, recessamd
financial crisis especially for the developing cobies like
Nigeria which depends on its consumptions on forgigods.
Many of the environmental problems occur becausthefhigh
production, spending, and consumption; and it tesalthe form
of wastage of resources, ultimately more pollutienobtained in
Niger Delta of Nigeria where Gas Flare is a causefzazard to
the immediate environment and people.

It has made the mindset of people status-conscandg often it
causes stress and anxiety by keeping up with thialsstatus.
People exposed to consumerist culture, have a mtind$
possessing materialistic things, status quo, analtiveonscious
especially among the capitalist of the developingntries like
Nigeria.

The factors responsible for failure of consumerisiNigeria include
among others:

Inability of consumer to institute legal action.

Lack of information to take right decisions

Failure of government institutions, policies andwda on

consumers’ rights.

Political environment has polarized issues that ceomed
consumers rights.

Tribal, religion, and region sentiment of Nigeriaamong others.
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