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Introduction

HCM305: TourisnmSalesandMarketingisamestezourseavorkof
twocredithoursltisavailabldoallstudentsakingtheB.Sc Hotel and Catering
ManagemergrogrammeéntheFaculty ofAgriculture.

Thecourseonsistsageventeeuanits includingthenature andmeaning
oftourismsalesardarketingthetouristproduct,theroleamaportancaswelh
sthebasiconcepbfcustomerelationsimarketingThecoursewillinvolvecont
actsvithorganizations,mostly
tourisnfirmsandousinessrganizatiomcludingvisittosomeourisnfirmsliket
hetraveagenthotels,resortscent@arksmuseumetcTheideastoenablestude
ntsobservehothepracticeftourismsalesndmarketingsbeingcarriedut.

ThecoursguidetellsyouwhathecourselCM305isallaboutthematerialgouwi
lIbeusinganchowtomakeusediiematerialstensuradequatesuccess.Otherinf
ormationthatarecontainedintmirséncludefiow
tomakeausefyourtimeandinformationontuter
markedssignmerandjuestionstherewill betutorialclasses.Fdétailsconce
rningtheutorialclassewill beconveyedoyouattheappropriatéme.

WhatYouwill Learninthis Course

Thecourseontentsconsistoftimatureandoncepoftourismsaleandnarketin
g,theamportancandconcepbfcustomer
relationgsnmarketingtheconceptoftourisreervicenarketingnformationsyste
m,tourismmarketingreseartburisnmpromotionAdvertisingntourism
marketingpublicrelationsintourism,travagencyperatiomndouroperatoin
tourismmarketingmarketingmixconcept,distributichanneinmarketingma
rketingenvironmenproductifecycle consumebehaviouandnarketingmedi
aconsumerisnmmarketingsalesrepresentativearkesegmentatioandsales
supportiriourisnmarketing.

CourseAims

Theaimofthiscoursaretenablstudent®understandndapplythebasicprinc
iplesoimarketingobusinesssituatioasdhisaimwillbeachievedy:

I Explaininghenatureandoncepoftourismsaleandnarketing.
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. Explainingheémportancandconceptofcustomerrelatiomsarketing.
Explaininghe

ii. conceptofTourismservicenarketingExplaininghe

V. tourismmarketingnformatiorsystem.Explainingharketin

V. gresearch.

Vi. ExplainingTourisnpromotion

vii.  ExplainingAdvertisingpublicrelationstravelAgencyandl ouroperator
0 gperationgtourismmarketing.

viii.  Explainingmarketingmixconcept.

IX. Distributionchannel,productlife

X. cycleandnarketingnediaExplainingconsumerisn§alesrepresentativ

eandmarketingegmentatioandsalesupporinmarketing.
CourseObjectives
Bytheendofthecoursejoushouldeableto:

1 Explainthenatureand:oncepoftourism sales

andnarketin@.Explainthemportancandconcepifcustomerrelationsin
marketing.

3.Explaintheconcepoftourisnservicenarketing

4 Explainthetourisnmarketingnformationsystem.

5.Explainmarketingesearch

6.Explainpromotionalactivitiesandheirimportance.

7.Explainadvertisingincpublicrelations.

8.Explaintravebgencya n d t o u r operatiorsitoorisndnarketing

9.Explainmarketingnixconcept

10 Explainchannel ofdistributionsand physicaldistribution.

11 Explainproductifecycle consumebpehaviouandmarketingnedia.

12 Explainconsumerisimmarketingin Nigeria.

13 Explainsalesrepresentativeimmarketing

14 Explainmarkesegmentatioandsalessupportiourisrmarketing.

CourseMaterials

Coursésuide
Studyunits
Textbooks
Assignmenguide



HCM305 COURSESUIDE

Study Units

Therareseventeenunitgmscoursewhichshouldestudiedcarefully:

Modulel

Unitl ConcepofTourism Sales arMarketing

Unit2 ImportancefMarketingan@®asidConcepto€ustomeRelation
sin Marketing

Unit3 ConcepofTourism Servicedarketing

Unit4 TourismMarketingnformatiorSystem

Unit5 TourismMarketingResearch

Module2

Unitl TourismMarketingPromotion

Unit2 AdvertisingnTourismMarketing

Unit3 PublicRelationsnTourismMarketing

Unit4 TravelAgencyOperationsTourismMarketing

Unit5 TourOperatom TourismMarketing

Unit6 MarketingMix ConcepinTourismindustry

Unit7 ChannelsfDistribution inMarketing

Module3

Unitl Marketingenvironment

Unit2 ProductifeCycle ConsumerBehavioandMarketingMedia
ConsumerisminMarketing

Unit3 SaleRkepresentativesin Marketing

Unit4 MarketSegmentationan8aleSupportirMarketing.

Unit5

Théfirstfiveunitswillgiveyoutheconcepbftourismsalesand
marketinglmportanceaharketingcustomeirelationgandservices
marketingUnitsixtoUnitl2concentratathevariousactivitiesfmarketingpr
omotionahctivitiesofadvertisingpublicrelationstravebgencytouroperator,a
ndchannebfdistributionirmarketingUnit13
tol7areheprinciplesomarketinggnvironmenproductifecycle consumebeh
aviourandmarketing,aswellassalesrepresentatives,
consumerisrandmarketegmentatioandsalessupportiourismmarketing.

Eachstudyunitwilltakeatleadivohoursanditincludesthetroductionpbjective
smaincontentexercise,conclusiosyummargandeferences.Othersaretheor
-markedassignment/questioviou
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areexpectetbstudythemateriabndtheexerciseéSomeftheexercisewill neces
sitatgyouvisitingsomeouristfirmsandrganizationsy ouareadvisedodosoino
rdertabservéhepractice
oftourismsaleandmnarketingTheraarealsaextbooksinder
referencefrfurthereadingsTheyaretaiveyouadditionainformationPracti
cethautor-markedjuestioforgreater
understandinddysadoingthestatedlearningobjectiveswilllaehieved.

TheAssignment-ile

Therewillbefiveassignmentsanyduareexpectedtodoalltife mby following
theschedulpresenteldelow:

I. Theconcepoftourism salesndnarketindunitsl,2, 3,4,5)
. Tourisnpromotionadctivities(unit$,7, 8,9,10)
ii. Marketingnixandmarketingenvironmenrandroductifecycle(units11,

1213)

V. Consumerismandarketingnedigunits14,15)

V. Salesepresentativ@ndnarkesegmentatioandsalesuppor{units16,1
7)

Tutor -MarkedAssignment

Indoingthetutor-
markeassignmentgpuareexpectetbapplywhatyouhavelearntithecontents
ofthestudyunits Thesassignmentg,hicharefiveinnumber,areexpectedtobetu
rnedintgourtutorforgradingTheyconstitutd 0%ofthetotalscore.

FinalExamination and Grading

Attheendofthecoursgouwill writethefinalexamination. ltwilattractheremain
ing60%Thismakeshetotalfinal scoréo be100%.

Summary

ThecourseHCM305,TourismSalesaridarketing,exposgsufurthertotheea
ImoftourismmarketingOnthesuccessfabmpletiorofthecourseyouwouldha
vebeerarmedviththeprinciplesecessary
forefficientandeffectivenarketingpftourismandrelatedusinessituations
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MODULE 1

Unitl ConcepofTourism Sales arMarketing

Unit2 ImportancefMarketingan@asiacConcepto€ustomeRelation
sin Marketing

Unit3 ConcepofTourism Service$larketing

Unit4 TourismMarketingnformatiorSystem

Units TourismMarketingResearch

UNIT 1 CONCEPTOF TOURISM  SALES AND
MARKETING

CONTENTS

1.0Introduction
2.00bjectives
3.0MainContent
3.1MeaningfTourism Sales arMarketing
3.2TheSaleandMarketingConcept
3.2.1TheProductiorOrientation
3.2.ProducOrientation
3.2.3SalesOrientation
3.2.4CustomeOrientation
3.2.5TheMainAreasCoveredh thisConcepare
3.2.6FeatureefSalesandMarketingConcept
3.3TheTourisnProduct
4.0Conclusion
5.0Summary
6.0Tutor-MarkedAssignment
7.0References/FurthBeadings

1.0NTRODUCTION

Theconceptualotionoftheevolutioroftourismsalesandmarketing
emphasizedowsalesantharketinglevelopedssocietymovedom
ahandcrafteconomyofsetufficiencyintogociceconomisystem
whichinvolvedalivisionoflabourfactory,industrializatioandurbanizatiomft
hepopulation.

Inaragrariarsocietyofold,thpeoplarelargelyseH
sufficienttheygrowtheirowrfood makeheirownclothes,arildtheirowrho
usesndtools.Aimepasses,however,tbencepofdivisionoflabouemergeda
saresultofspecializationamas productionT henecessitidsrexchangehic
hlaidthefoundatiofortradeand
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subsequentlyadeexpandedtoberegardedastheheartofsalesaketing.

Inthenextevolutiondaburismsaleandmarketingsmalproducerbeginomanu
facturetheigoodsnlargequantitiesimnticipatiomffuturedemandsTherdivisi
onoflabouoccursinordertosellthiecreasedutputsThebusinesthatdevelops
asaresultof
specializatiomsknownasdistributionwhichfacilitatesmmunicatioandnvol
vementothesesurplugproductsteariougeographicdbcationsT hisactivitiesl|
eadtdormatiorofdifferenttradecentrelfia
nutshelladvancemeandrefinementofsalesamérketingyenerally
gohandnhandwvithadvancemen civilization.

Itisawell-
knownfacthatatongascuriosityandadventumwellintheneartefhumarbeing
thedesirdo travelinordertoseenewthings,

experiencaeweventaindliveundernewrdifferenenvironmenwill alwaysggro
w.

2.00BJECTIVES

Bytheendofthisunit,youshouldbeableo:

oexplairthemeaningftourismsalesandmarketing
oexplairthevarioudourismsalegndmarketingconcepts
oexplairthetourisnmarketlements
odiscussheapplicationdburismmarketingoncepts.

3.0MAIN CONTENT
3.1MeaningofTourism Salesand Marketing

Tourismsaleandnarketingcanbedefinedhemanagememrocestroughw
hichthenationatourisirganizationandthetourist
enterprisesidentifytheactuabndpotentialtourists,communicatéhthemtoas
certairandnfluencetheirwisheaegedanotivation)ikesandlislikesonlocale
gionahationahndnternationallevelto
formulateandadoptheirtourismproducccordingvithaviewat
achievingptimaltouristsatisfactiaandherebyulfillingtheirobjectives.

Fromthebovepnecouldoncludethatsalandmarketingonstituteausinesp
rocesbywhichtheexistingandpotentialdemafatgoods
andservicesargeterminedndhersuppliedythesupplier.Thieusinessiclude
stheeffortsofallthRinctionabreasftheselleworkingonconceivegdroductsat
therightprice,righttimeandrightplace.
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Tourismmarketingsviewedasgrocesghichinvolveddevelopmerduitableto
uristservicesellingthemwhabnisavailableangdivinginstructionastwherehe
ycarbuytheservice.Theiddeehindourismsalesandmarketing,thereforegsto
abletouristobtairgoodsalugfortheirmoneynonenandandurthethetouristor
ganizatiomo maximizeorofitontheothehand.

Thessuesereinswhethethespeciatharacteristicsaburismasa
phenomenonofsocialobilitywouldsupportheclaimthatourismmarketingsd
ifferenfromgenerasalesandnarketingftangiblegoodsaandservice.ourismi
samereservicavhichisnotdifferentfronanyotheiservices.Therefore,salesand
marketingntourismwillfollowtheprinciplesofgeneramarketingputwithsome
characteristicsthatepeculiar totourism.

Unlikethenormatonsumerproductorservitieegtourisiproductis
marketeatwolevels. Théirstiswherghenational,regionalorlodaluristorgan
izationwilltypicallypbeengagedimaarketinggampaigtopersuadtepotentialt
ouriststwisitthecountryregionotownwhichitcoversThisofficialorganization
willactuallynotseltourist

productastssalesancharketingeffortwill haveéwomajorobjectives.First,itwil
Iseektareat&nowledgeofitscountryin
particulamarket&ndopersuadevisitorstasitthatountry Secondlyitwill see
ktocreat@nidentifiabléemageofitscountryd teuristattractionssubsumingteo
meextenthediversityofattractions
withintheonecountryintoasinglecoherentimage.

Thesecondkvelisvhereghevariousndividualprovidersoftouristervicesnarke
ttheirowrcomponentsfthetotatourisiproductAirlinesandthetransportoper
atorshotelgroupandouroperators
camarketheinndividualservicaopotentiabuyersalreadyawareodndredisp
osedothedestinatiomepresentdalytheofficialtouristorganization.

Theconsumer(tourist)hapeciaheedffullancaccuratenformatiorabouthec
ountryheproposestovisitaithinacountryandaboutheregiorofhischoice.

Onthavholetheobjectivesofsalesamarketingntourismcanthereforebesaidt
obeattractingandotivatingallthepotential
customersrusersftouristservicestoaparticulardestinationandnantiher.
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3.2ZTheSalesndMarketing Concept

Foraclearerpicturefwhatyoushouldknow twillbebeneficialtdookatthediffer
enstagethatsalesandmarketinghasevolvedthrough
inatleasfourstages.Létexamine them quickly.

3.2.1TheProduction Orientation

ProductionofGoods Thesatisfactioaftheconsumewashot

consideredtall. Theassumptiowasthatifth@roductarefound
everywhereonsumerwill certainljouythemTheonlytimethasuccessarbere
cordedherswheralemandexceedssupply. Heensumerwill beforced
tobuyanythingthatisofferedtothem.

3.2.2ProductOrientation

Thefailureoftheproductiororientationemergencebieproducorientation. ltw
asassumedthatiftijealityofgoodgandservices)ismiprovedandnaintained,co
nsumerswilpayanypricethatiBxedandthattheproductwsklitself. Againthes
atisfactionoftheonsumewasotapriority.Duetothemuchalkedabougualityo
ftheproducts,
pricearesometimdxedbeyondhereaclofthemajorityofconsumers.

3.2.33ale$ Orientation Stage

Thethirdstagénthedevelopmentofsalasdnarketingphilosophiescalledhe
salesstage.Heresalesandsalesmewnerethenajorassignmentstdidnotoccur
tothedesignersofthisorientatibrabthemarketingenefitsarkindamental®
consumenghichtheyaspirg¢oenjoy.Thesalesstagewitnessedtheemergenceof
whatStantorf1981:12¢allsi H asredl | @nduasrdorceconintendingu
stomers.Salespersamsraeallypeddler©rganizationsperatingnthesalest
agalonnotalwaydindoutwhattonsumergantandhermake deliberate
effortto satisfthem.

3.2.4LCustomerOrientation

Thisstagenarkghebeginningopayingattentiontcustomed reeedanddevelop
inggoodsanskervicesomeethesaeedsTheguiding
principlenerascustomersatisfaction. Thisnewsalesandmarketing
orientationinvolvesreseargianning,communicationstrategyandnyother
elatedtaskshicharenowrecognizedaspartofan
integratednarketingstrategy. Tproducgoodsthatalékelytomeethetastenee
dssatisfactionandeventheaspirationsofirapany s target
marketj.etheconsumers.
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Inessencthemarketingoncepivhichisals&knowrassustomeor
markebrientationisanephilosophyvhichisaimedatmeetingheneedandsatis
factionotonsumerStantori1981:10hasdefined

marketingonceptasa p h i | ofsusinedwlyichstatethathecustomed sat
isfactionistheconomi@ndsocialjustificatiotiora firm6 existenced

3.2.5TheMainAreas CoveredntheseConceptsre:

1.

Therelationshipthatexisbetweemmarketingompanyand
theconsumearethabfaservant
kingrelationship.Asaservantampanysexpectedtperformtsduties
reditablyirordeto

gethigewardorajobwelldonel heconceptupholdstis®vereigntgfth
econsumeindirectingthdlowofproductivendmarketingrocess.

Satisfactiomftheconsumewill ensur¢he continuousexistence
ofacompanyTheassumptioisthatad ¢ o m p existenceisofnusdfth
e satisfactionfthe consumesnotguaranteed.

Rewardstheend
productofasatisfactoryservice.Salesaadketingzompaniearenotinb
usinessorfuntheyargherdaomakeprofits. Themarketingconceppresu
pposewherea

consumed satisfactionistheltimatedesireofaompanytheprofitswills
tartoflowinasanormafeatureoactivityofthe companylnfact,
profitsarenormatewardshashouldaccrue

toad s e rawhaperformshisdutieswell.

3.2.6Featuresof Sales andMarketing Concept

Themainfeaturegthadistinguislacompanyhatpracticethissaleandmarketin
gconceptromothersre:

ConsumerOrientation

Theaimofthecompanysalwaystsatisfthedesiresandaspirationsoftiistom
ersThisnvolvesassessingtimarkeheedghroughesearcandadequafganni

ng.

Productandservicesareimportanttoteetenthatheysatisfycustomed reeeds
ancenhanceheinwell-
beingSalesndnarketingmughereforatarwithidentifyingtheirneedandend
wherthoseneedare satisfiedadequately.
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Profit Orientation

Businesgxiststanakeprofitinordetorewardheshare
holder®ntheirinvestment.Buas/ouhaveobserved earlier, profihould come
as
aresultofvorkwelldonewhichis,ensuringthesatisfactionofttensumer.Fah
isreasonsalesolumeandnarkeshareshouldattragaodnargirofprofitforth
ecompanynordetoensureontinuousninterruptednd satisfactorgervices
to theconsumer.

IntegratedEffort

Saleandnarketingsamanagerigirocess.Thereforeindividuidpartmentik
epersonneccounts/financproductionandngineeringhouldsupporttheigo
algnordetoachievéhemarketinggoalofthefirm.ltisthissalesndnarketingo
alghabringrevenuéothecompanylnshorttopmanagementpolicisbouldyet
precedencevetindividualdepartmentgdolicies. T@chievehis allpoliciesnus
tbeproperlycommunicatedtoatbncernedhtimein
ordetoeffectcomplianceandactiorSalesndnarketingffortsare
corporateffortsandshouldeseeassuch.

SELFASSESSMENTEXERCISE1

Youareaequiredowriteoutthevariougourismsalesandmarketicgnceptand
explain thefeatures ofthencepts.

3.3TheTourismProduct

Availabilityofa productsessential foranyorganizationwhich
indulgesnthesalesandmarketingfunction. Aproduetbedefinedahesumof
thephysicabndgsychologicadatisfactioniprovidegothebuyer Sales
andmarketindpydefinition isthedevelopmentofa product
tomeettheeedoftheonsumeandheremployinghetechniquesfdirectsales,p
ublicity andadvertisingobringthisproductothem.

Inthecaseoftourisproductthebasicawmaterialsvouldbetheountryd s nat ur all
climate,history,cultureanidepeopleOthemspectwouldbetheexistingacilitie
snecessarprcomfortablelivinguchas
wateisupplygelectricityyoadstransporgommunicatiomndther
essentials.lathewords,théouristproductcanbseemsaompositproductad
hesum

totalofacountryd teuristattractions,transpoat,commodatioancentertainme
ntwhichhopefullyresultintourists,

satisfaction. Theurisproductarbeentirelyaman

madenermaturé creationasimprovegorbyman.Eachofthesecomponents
ofatourisproducissuppliedyindividualproviderofservicesike
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hotels,airlinesarthesupplierandisoffereddirecttpthetouristoythem.

Thetouristproductarthereforebeanalyzedigrmsfitsattractions,
itsfacilitiesandtsaccessibility.

Attractions

Ofthethreebasicomponentsfatouristproductattractionsareeryimportantl
nlesshesarethere,thetouristwillnotbemotivatedotoaparticular
place.Attractionsatbhoselementsinthetouristoducthichattracthentovisi
toneparticulagdestinatiomathetharanothefTheattractionscouldbeculturallik
esiteandareasofarchaeologicateresthistoricalbuildingsanshonumenters
ciencdikefloraandfauna,beacksortsgnountainspationaparksoreventsiketr
adefairsexhibitionofartsandnusidestivalsgames,etc.

Facilities

Facilitiesarghoselementsinth@uristproductvhicharenecessajidgothetou
ristcentre. Thefacilitiesomplementheattractiong.hesencludeaccommodati
onvariougypeofentertainments,picngtesrecreatiomndsoonlheyarande
edmportanforeverytourist centre.

Accessibility

Accessibilitysanothemmportantomponentinthetourigtoductltis
ameandywhichatouristcareachhearea.Attractionsofwhatever
typewouldbeoflittleimportancétheirlocationsarsmaccessibleythenormam
ean®ftransport.lthetouristattractionsarelocatedat
placesvheremomean®ftransportanreachavheregherearanadequateanspor
tfacilitiesthesdecomeoflittl@alue Thetourist
attractionswhichatecatedeartothetourigfeneratinghnarkeandarénkedbya
networkofefficienttransporgceivéhemaximummumbeoftourists.

SELF-ASSESSMENTEXERCISE2

Explainthetouristproduct.

4 0CONCLUSION
Inthisunitwhichisthdirstone,wéaveliscussedenerallyhenaturendneanin

goftouristsaleandnarketingThevarious
marketingonceptsarealdaghlightedncludingthetourist product.
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5.0SUMMARY

Thisunitasateppingtondreatsthenatureanteaningftouristsalesandarket
ing,thevarioussalesamdarketingconceptandhefeaturesaoharketingoncept
andtheourisproductNowthatthdéackgrounthasbeenlaid,weshhkldiscussin
gtherolesofmarketirgndheconcepbfcustomerrelationstourismmarketing
nthenexistudyunit.

6.0TUTOR-MARKED ASSIGNMENT

1.Defingouristsalesancharketing.
2.Listandexplain thesalesantarketingoncepts irtourism

7.0REFERENCES/FURTHER READINGS

E.A . Kuwu(2005)RevisioNote®nTourisnSalesindVarketing,
FederaPolytechnicKaduna.

BurkartA.JandMedlick s(1981)lourisnPast,
Pr%senand:uture(ZEdition)_ondonWiIIiam Heinemann.
n

BhataA.K.(2201) TourismDevelopmerrincipleandPractice(1Edition)Ne
WDIehi, SterlingPublisherindia.
S
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UNIT 2 IMPORTANCE OFMARKETINGAND BASIC
CONCEPTOFCUSTOMERRELATIONS IN
MARKETING

CONTENTS

1.0Introduction
2.00Dbjectives
3.0MainContent
3.1importanceofMarketing
3.2BasidcConcept€ustomeRelations
3.2..WhytheNeedorGoodCustomeRelations
3.2. Method®fGetting Customers
3.2.HandlingCustomer€omplaints
4.0Conclusion
5.0Summary
6.0Tutor-MarkedAssignment
7.0References/FurthBeadings

1.0NTRODUCTION

Definitionoftourismsalesndmarketintheprecedinginitisa
completelerivationofthenarketingconceptyvhichisthecoreofall
marketingctivities. Thescopeofsalesandrketingsdynamic because
newissuekeemnattractingheattention omarketingexperts.
Issuedikeconsumerism,legalaspectswrketingandservice
managementareworthyoentiorhereClassicaareasinmarketing
coversuchdiversmpicaproducplanningandevelopmengromotionpricing
distribution,consumerbehavioaompetitive
strategy,marketimgsearchsegmentatiomndorecastingnccustomeservice.

2.00BJECTIVES

Bytheendofthisunit,youshouldeableo:

oexplaintheimportancefsalesndnarketingin general
oexplairthebasiconceptofustomeirelationsntourismmarketing
oexplairntheneedor gooctustomeirelations
oexplainthemethodfgettingandretaining customers
oexplairthemethodefhandlingandoreventingustomeicomplaintand
regainindostcustomerstourisnmarketing.
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3.0MAIN CONTENT

3.limportanceof Marketing

Marketingsrelevantoeveryeconomypndsacrucialinstrumentof
economicevelopmenAshadeemotedyAdanSmith,aclassicaconomist,
productionisiselessunles®nsumptiotakeplace.
Severaproductioractivitiesintheconomyouldnotbebeneficiainlessheyar
edeliveredtoconsumetsispertinentorelevanforplannersoimbibemarketing
techniquesiardetoachievéheirdesiredbjectiveganchavesomempactonthe
well-
beingoftheitizensMarketingplaysseveralimportantrolesintdevelopmenif
thesocietyWearegoingto lookat itundereight areas.

(1)Business

SalesndmarketingigarimaryfunctionofanybusinessrganizatiorRroductan
dservicesequireeffectivanarketindbasedn
understandingrtheneedsindvants
ofconsumerg:orarorganizatiomostlyinareconomypfsurplugsosucceedmu
stemploytheservices
ofmarketingxpertsSalesandnarketinghereforenakegoodsandervicesobe
availabletoconsumers(ibeorporaterindividualkconsumersttherighttiman
drightplaceasvellasattherightprice.
Inreturn,ibringgntotheorganizatiomevenugvhichisusedtservice
allothedepartmen@andtheshareholderatermsfdividends.
Marketingeadsoexpansionofthectivitiesofcompaniegherebyncreasingpot
htheir assets andprdfase.

(2) EmploymentOpportunities

Througlsalesndnarketingnditsrelatedctivitiesemploymendpportunities
recreatedbrmanypeopleltwasstimatethattheotalemploymeninallsalesn
dmarketingactivitiesinNigeri@xceedSOmillionpeopleoutottheestimategop
ulationhencegoucarappreciattheenormougsmpact
ofsalesindnarketingonemployment.

(3)ConsumersPerspective

Fr omt h e c penspeutineggredtespartofourcomdsspeninthemarket
placeTherasinescapablacthataboud0%ofaconsumed incomeasspentonm
arketingrelatedexpensddndea periodofdepression,
itmaybeupto85% Theconsumemustknowthéypes
ofgoodandserviceavailablenthemarkettheirpricesandanytheinformatio
naboutheirlocationsT hisisthedutyofsalesanoharketingo theconsumers.

10
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(4)Government

Governmenstheregulatarftheeconomyinsofarasituchesnformulatingrul
esandregulationstwwtocarryoubusiness
activitiesSalesandnarketindghelptheeconomyogrowbygeneratingncomeo
companyworkemndtaxesrepaidthrougtihese incomes.

(5)International Cooperation

Salesindnarketingencouragesternationalcooperationamong
nationgherebgtrengtheninthebondffriendshipBysadoingrictionsandmis
understandingarereducettiebarestminimunThroughsalesandmarketing,g
oods,thaaranshorsupplyorthatare
notproduceatallinonecountryarenadevailableinanothercountry.
Thisparticulaactivityhelpgoenhancthestandardflivingofthepeoplearound
theworld.

(6)Growth of Industrialization

Salesindmarketindnazontributedothegrowthofindustrializationin
allpartsofthevorldtoday TheUnitedStatesoAmerica,JapanChina
andmanycountriesiwesterrEuropdavebenefitedfrotheirsaleandmarketin
gknow-how.Salesancharketingontributeo
industrializationgrowthyidentifyingtheneedandvantofatargemarketane
nsuringhatherequirementaredeliveredatarofit.Industrializationwouldbew
orthlessifiti;motbasedonidentifieteedsnfconsumers.

(7)Marketing Researchrunction

Thesalesanharketingesearcfunctionsisalsocrucialohevelopingconomics
withconsiderabliymitedcapitalresources.Ifthisisinitiated
attheearlystagesfeconomicplanningeriodtwill yieldinformatiorthatvould
makefor betterusdthe scarceesources.

(8)MarketingPromotion Function

Thesalesandmarketingfunctionisateressafprconsumersarmoducert
heeconomyl hepromotionfunctiomformshepublicaboutheavailabilityofgo
odsandservicesandth@mntsatisfying
quality.ltseekstocompletetiméormatiorcirclebetweenhose
engagethproductiorandhosengagedinonsumptionilheneefbrpromaotion
existdothatthetimesofscarcigndsurplusThisissdbecausmtryingtoinform,p
romotiorcarbeaisefumeanso
desirablsociathangevoderrthinkingineconomidevelopmerglso

11
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recognizetheeffecbfunderconsumptioniretardingeconomidevelopment.
SELFASSESSMENTEXERCISE1

DiscusshemportancefsalesanoharketingntheeconomidevelopmendfNig
eria.

3.2BasicConceptsnCustomerRelations
Goodcustomerelationspropose¢hatmarketers:

Shouldreatthecustomeraskingaadtbalesanoharketingffortanusbegeared
owardssatisfyinghiseedsT hisisknownassalesandarketingoncept.e. theb
asigeasoiforthecompany existencesthesatisfactionofonsumeo reeedsinc
eitisfortheconsumethatheproducisbeingproducedndmarketed.

Goodconsumerelationslemandhathemarketer should:

I. Understantheneed®fhisconsumersaswellasperfegtsofsatisfying
sucmeeds.

. Possesadequateknowledgeoflid aswellasexhibiesnougtskillin
theperformancefhisduty.

ii. Becapablefcommunicatingffectivelywiththecustomeissvellasinsp
ireconfidenceinthem.

Inordert@chieveéheforegoing,theefficiemarketeshouldeableto:

0] Understanthe type omarkehe/shéserving

(i) Understanthetlypeofcustomebuyingprocess,e.,whamotivateshebu
yerstduy whatypesobuyingoehavioutheyexhibitandawhatpoint
dotheymakeheir buying decision.

(i)  Understanthecustome6 psychologyyunderstandingowpeoplevie
w product inthatparticulanarkesegment.

(iv)  Handleommunicatiowithcustomersasily;inthisegardhe
shouldunderstandustomed [gerceptiomndyethemessagacrossohi
m.

(v)  MastediscussionprocedungthcustomerBynottalkingoomuchandn
akinghiscustomerfeelateasaherdiscussingiththem

12



HCM305 TOURISM SALESANDMARKETING

3.2.].WhytheNeedor GoodCustomerRelations

Whenamarketeworksconstantlyoseethateachcustomerderivesthemaximum
benefifromhispurchasdyeslayingthefoundationofa sounccustomer
relationshipTherewards$orthisaremany.

(1) Therewillbeepeasalesywhichleadtoincreasesalesvolumes
forsalesmaanchis company.

(2)Satisfiedcustomeaseraluablesourcesfanumbediffereninformation.

(3)Satisfiedcustomegsvethesalesmanhmsoductandhi€ompanyavourable
word-of-mouth publicity.

3.2.2Method®fGettingCustomers

(A)  (1)Throughadvertisingndpublicityalthoughimosservicanarketing,

advertisingisisuallydiscouraged.gmedicapractitioners.
(2)Referencdyalreadgatisfiecdtustomers.
(3)Throughdirectsaleandnarketingfforts.

MethodsofRetainingCustomers

(B)

(1)Byofferingaraugmenteservicee.g. aftersaleservice
(2)Byofferingqualityservices.
(3)Bytreatingthecustomersourteouslgndpolitely.
(4)Byarrangingrelationshipgreementiththecustomer.
(5)Byusingsaleselationshiparketing.

3.2.Handling CustomersComplaints

All marketermustexpecomeomplaintéromdissatisfiedcustomers
andheeffectivenandlingpfcomplaint€ardomuchobuildsounaustomerelati
onships.

Themarketemusbfcoursaninimizecomplaint¢otheminimunextenpossible
andnushandlehosehatare@oiced outaskillfullyas hecanThefirst step
inminimizingcomplaintsallsfor:

) Sufficienknowledgeaboutheproductsandthecustomerneetissihe
camguidethecustomein hisbuying.

(i) Makingcertainthathecustomeandmarketerthinkalikeboutheproduct.
Themarketeshouldlescribenwhateverdetaileededhepoliciesangr

(i)  oceduresfhiscompanye.g.howenquiresre

13
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handledwhathecompany mositionisosuchmatters
claimsallowance damagesndeturnegood®tc.

(iv)  Reduceomplaintstotheminimuiyycarefulljkeepingalltheromise$
emakes.

Itheisunablerunwillingtohandléhecomplaint,heshouldexplain
hispositionclearlytthecustomeandherreviewthecompanyolicywithhisco
mpanynprocedurrhandlingustomecomplaintsT hiswillhelpinregaining
ostustomerduetodissatisfaction,acustomer
cardiscontinuduyingorbecausamoregpersuasiveompetitotookhimaway Ea
chcaseshouldleeaminedoseavhy,howwherandowhomtheaccourdlost.T
heanswerstthose@uestionswilpointoutthetacticanostrelevant.

SELFASSESSMENTEXERCISE?2

Mentiorfivemethodsfretainingcustomers.
4 .0CONCLUSION

Inthisunit,wehavdiscussetheimportancefmarketingandthdasiconce pof
customer
relationsWealsotreatedtheeed$orgoodcustomerelationsmethodefgetting
andetainingcustomers,arfiandlingandoreventingustomecomplaintaswell
asregaininglostustomers.

5.0SUMMARY
Thisunittreatetheémportanceofsalesmdnarketingneconomic
developmenthebasiconcepbfcustomer
relationsimarketing@nchandlingpreventing andeigningostcustomers
inmarketing.

6.0TUTOR-MARKED ASSIGNMENT

1.Statehamportanceofsalesdnarketing.
2 Mentionancexplainthemethodsfretainingcustomers

7.0REFERENCES/FURTHER READINGS

E.AKuwu(2005)6 R e v Natemorl ourismandHotelMarketingdFederaPol
ytechnicKaduna.

i Mar k @avivwgoagle.com.
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1.0NTRODUCTION

ServicenarketindghadecomenorecompetitiveMarketeraselling
servicesoconsumehnaveasaresulhadobecomenorenarketndnarketingri
entedT heyshoulknowhowtodeveloskillsandnakeiseofthevariousprincipl
esandpracticesofsalesdnarketingServicesnarketingcan
bedauntingbecause ofthaimtangiblenature.

Inthetourismndustry,productsofferedcludepackagedtours,museumvisitsan
dvisitstotouristattraction®thersncludethg@rovisiorofaccommodatioandlo
dgingfacilitiesawellagdinningfacilitiesasobtainednhospitalityndustry.

Theapplicatiorofmarketingeonceptinservicesarketingequireshepropedev
elopmenbfthemarketingnixwhichincludespricing,
promotiorandlistributionoftheservicesaswellastheservicestobe
renderedtself.

2.00BJECTIVES

Bytheendofthisunit,youshouldbeableo:

oexplairtheconcepbfservicesnarketingntourism
oexplairthepropertiesadervicesnarketing
oidentifythecharacteristicseérvicesnarketingintourism
oidentifysimilaritiesbetween goods andservices
odiscussheclassificationafervicestourism
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3.0MAIN CONTENT

3.1MeaningofService

PhilipKotlerdefineserviceasanyactivityorbenefitthatngrartcanoffertanot
herthatisessentiallyintangibdmdloesotresultinthe
ownershipfanything.ltsproductiomayormaynotetiedtoa physicaproduct.

Servicemtourismarghoseseparatelyidentifiablebimtangibleactivitieshatpr
ovidewant
satisfactiomndarenotofnecessityto(orinextricabiem)thesaleofaroducbra
notheservice.T@roducea servicenayomaynotrequirgheuse oftangible
goodsrassets.

3.2CharacteristicsofServicesMarketing
Servicearecharacterizelysixgenergbroperties:
1.Intangibility

Itmaynotbepossibletastefeel seeheanrsmellaservicebeforeimirchaseisu
ndertaken.Intangibilitytemsfronthefacthaservices
areperformances.Serviceshafexeangiblettributescalled
searclgualitiegshatarbeviewedpriortopurchase.Ontitaehandareservices
hat
arerichinexperienceandcredencequalitiesthatcssassanhlyaftelpurchas
edancconsumptiofsatisfactiomgourtesyetc) Credencgualitiecannobeasse
ssedevenaftpurchasancconsumptiorAnappendioperationisanexampleof
servicesighin
credencqualitiesHowmanyonsumerareknowledgeablenougto
assesthequality ofaappendectomeyverafteithadeemperformed?

2.Inseparability

ThecreationofservicemaybecoterminouwithitsconsumptiorServicesireatth
esameimetobemadeavailable,soldantbnsumedlsotheprovisiomaynotbe
separablEomthepersomrpersonalityahesellerMarketerefpeople
basedervicesmustrecognizetlatviceprovidersareofteriewedasthaervic
eitself.Thereforestrategiesrelatingtoselecting,trainimgtivatioranccontroll
ingemployeeareveryimportant.

Inseparabilityresulfsomthesimultaneougroductionand
consumptiolfaserviceBecauséhefirmsareinabléostoreandtransportaservi
cejtisconsumesimultaneouslgsitisbeing
producedsomdimegheconsumeroftteervicdelpsntheservice
productionFromamarketingtandpointhismplieshatdirectsales
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arethenlypossiblechannelofdistributidBervicesannobesoldirverymanym
arketthischaracteristicalsolimitsthescaleofoperatioimespace.

3.Heterogeneity

Itmayprovdifficulttomaintairehighdegreeofonsistencgfoutpustandarevh
erprovidingservice®©ftenjtisimpossibléoensureconsistenoyheservicespr
ovidedbyasellerortostandardize
offeringamongsellersoftheamaervices.Sellersofaserviweuldofferdiffere
ntlyaccording o t h e sb#ity,dispositiosandnvironmeniNotwosellers,g
Iventhesamealessituation,wouftfferaservice,though
thesameinsamenanner.

4 Perishability

ServicesannotbstorednadvancefdemandAnairlineseatnotutilizedisreven
uelostforeveServiceannotbeatentionedstorearwarehousetbrfutureuse.
Thisidbecausserviceitility isshort
lived.ltisinthisregardthatamoccupiedaxicalorbusseatortraor
planeorevenahotdéledspaceiperishedentailscostandastedor thatrip.

5.0wnership

Thepurchasefaservicenayonly confeluporthecustomertheeccess
touseafacility. Thecustomer does notobtaimnershipofthafacility.

6.Instability

Specifideaturethatappealoconsumersensedfight smell,tastedheaandouc
hthatareidentifiablewithtangibpgoductareabsennthecaseofserviceBeatur
enfmeasuremenseighing,display,
demonstrationsampkesthrougtevaluation,etc.arenotapplicable
sinceparticular benefitsarmtreadilyapparent.

Frequentlycustomerswillnotbevaluatinghecoreservicdutheclosesurrogate
refereedtoasthangiblenanifestationftheservicandheangiblesupporsyste
ms Forinstancdpraraccommodatioserviceofahotelpuyersnayevaluatetha
ppearancandnanneof

thereceptionistandinformatiafficer thesizeofthehotel,thetypeaintenance,
etcaffecttheevaluatiomndbuying behaviour.
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3.3Marketing Implication of  Tourism Services
Characteristics

1.Intangibility

Themarketemayattempttoeducehelevelofdifficultytovhichthecharacteristi
cofintangibilitygivesise for instance by:

(& Increasinghdevelotangibility.Forinstanc@yprovidingphysicalllustr
ation®.gbydevelopingatangiblerepresentation
likereportsspecifyingvorkcarriedutforexistingclientforconsultancy
servicesorassociatitttgeservicesvithtangible objects.

Focusindheattentionoftheustomeuportheprincipabenefits
(b)  ofconsumption.

Differentiatingheserviceandbuildingupitsreputatidéorinstancéyen

(c)  hancingerceptionsafustomeserviceanccustomevaludbyofferingex
cellenqqualityservice,reliabilitand/alueformoney. Sucbustomeperc
eptionofqualityandexcellencenusbeattachedasvaludiandndthér
andsnanagetbsecur@ancenhancingheimarkepositionKLM Airline
sforexampleoffersaitransportatioservicesinhighlycompetitiventer
nationamarketputareconsistentlyratbglbusinesgraveleragrovidin
goutstandingualityofservices.

2 Inseparability

TheimportanceofestablishingvaluesxtellencandtustomeorientationEffe
ctivecustomeservicetrainingwillemphasitieeneed
forqualityserviceanetliability. Theenterprisewilhaveoinvesinpeoplenorde
r toachievauccess.

3.Heterogeneous

Therawillagainbeaeedoestablishandaintairattitudeandculture
thaemphasizes:

(0 Consistencyofqualitycontr@,g.restaurarfoodsalwayservedt
correct temperaturandoresentedina specific

(i) mannerConsistencyofcustomsgrvice

(i)  Effectivenesm staffselection,trainingndnotivation
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4 Perishability

Theoperationsnanagemeprocesmayattemptooptimizetherelationshippet
weensupphanddemandpr instance, by:

) Usingpricingvariationtoencourageoffped&mand)sing
(i) promotiontstimulateffpealdemand.

5.0wnership

Theraareat least

threealternativasthemarketerTheyare:

()  Promotingtheadvantagesnon-ownership.

(i) Makingavailableothecustometangiblesymbair
representatioofownershiguchascertificateafembershipfaprofessi
onalnstitute.

(iii)  Increasinghe chancesropportunityfownership.

SELFASSESSMENTEXERCISE1

Definetourismservicesarketingthecharacteristicsandmarketiimgplication
softourismservicegharacteristics.

3.4SimilaritiesbetweenGoodandServices

(1)Theyare both wantsatisfying.

(2)Theybothnvolve payment.

(3)Theybothhaveprice.
(4)Theirexistencaeedtobeommunicated.

(5)Theyare bothconsumedeforetheycaryieldbenefits.
(6)Theyinvolve cost.

3.XClassificationofTourismServices
Tourismservicesarearydiversegroupgfroductindrganizatiomayprovide
mordharoneind.Examplesfservicesncludecar,
rentalsrepairhealtitarehair-dressing,childare,legaladvice,

bankinginsurance,airtravelsducatiorgntertainmenbusinesgonsultingtc.

Marketingservicegarbemeaningfullyanalyzetyusingafive-
categorylassificatioscheme.
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CATEGORY EXAMPLE

TypeofMarket Repairschildcare Legahdvicegtc.

-Consumer Consultingcateringservices,
installation

-Industrial A

Degre®flabouiintensivene|Repaireducationhair cuts.

S Telecommunications, health, public

-Labour/peoplbased transport.

Degre®fcustomecontract Health:are,hotelairtravel.Repairshomedeliveri'e

-High S, postal

-Low services.

Skillofthe serviceorovider |Legaldvicehealthcarebank service
Professional Domestiservicegjrycleaning,

publictransport.
-Non-professional ,
Goalofservicerovider Financiakervices,insurandeytel
-Profit Accommodation
Healthcare,education,government.

-Non-profit

SELFASSESSMENTEXERCISE?2
Mentiorthe differentategoriesfservicesviththeirexamples.
4.0CONCLUSION

Inthisunit,wehavediscussethemarketingervicesndwhatourism
marketingservicesis,characteristig@rvicemarketingmarketingmplication
oftourismservices,andsimilaritiesbetweengaoub
services.Finally,wetriedtoclassdpdategorizéourisnservices
withappropriatexamples.

5.0SUMMARY
Thisunittreatsvhatourisnservicesnarketingis,thecharacteristafservicana

rketingthemarketingmplicationoftourismservices,thesimilaritiesbetween
odsaandservicesnctategoriesfservicesvithexamples.

6.0TUTOR-MARKED ASSIGNMENT

1.Defingourismservicenarketing
2 Mentionthecharacteristioasfservicenarketing.
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1.0NTRODUCTION

Decisiommakingpertainingothegourchaseftourispproducmusbebasednfact
swhicharenormallyobtainedhroughcollectionof
accuratenformatioranddataontouristdestinationcentresaswellas
theoriginatingnarketT hisisnecessatyecausmarketersfthe
servicendustriesuchaghetouristsectorafacedvithunique
situatiorsincghepotentialcustomersareingrecessfpurchasing n i 10l usi or
orarnntangiblgroductwherethereisahsolutguarantee

offi v a dfounsoneyspentonholiday.ltisthereforeessential
fornationatourismorganization,tour
operatorsanothecoordinatorsfthetourismndustrytobeully involvednotonl
yinthecollectionoihformationputtoensurdlteringofsuchinformationinrder
to separatactualfacts from  distortiand assumptionthatwillbe
contraryoestablishetharketingbjectives.

Toensuréighdegre®fmarketinguccess,theputablerganizatiotendgoest
ablishavelldefinedystemomarketingnformatiorintheformofspecialistdepa
rtmenknownaghemarketingnformationandnalysisentrevhoseesponsibili
tywill includegatheringanprocessingfallvitalinformatiorabout
potentialcustomemiarkeanccompetitorsT hemarketingnformatiorancanal
ysiscentreouldoedescribedsanarketingesearctdepartment.lfactsuchdepa
rtmennormallyservesgshemarketingiervecentreoftr@rganizatiomndloes
otonlyprovidenstantaneousformatiortomeetvarietyof
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executivemeeddhutwouldalsaevelomllkindsofanalyticadlecisiormidSorexe
cutivesrangingromcomputerforecastiqogrammet®
complexsimulatiorofthe destinatiomarket.

2.00BJECTIVES

Attheendofthisunit,youshould bableo:

oexplairthemeaningftourism
marketingnformationsystensidentifybasicequirements
ofmarketingnformationsystem
omentiortypesndsources oftourismformationsystem
oidentifyproblemsahformatiorsystem.

3.0MAIN CONTENT
3.1MeaningofTourism Marketing Information System

Tourisnmarketingnformatiorsystemisaprocedui@gathering,sorting,analy
zing,evaluatingndlistributingneeded,timelyaadcuratenformatiortomarke
tingdecisiomakersltdevelopsneeded
informationfrominternalandexternabmpanyecordsnarketingntelligencea
ctivitiesmarketingesearcprocesandnformatioranalysisomanagerstheri
ghtformandattherightimetohelpgn
marketingolanningimplementatiomnccontrol. Agoodourisnmarketingnfor
mationsysternalancesformationthatamanager
couldiketohaveagainsthatwvhichtheyreallyneedndisfeasibletoobtain.

3.2BasidMarketing Information Requirements
Basiaequirementoftourismmarketinginformationincludesthefollowing.
(1)Tourism

(@) OpiniontPreferences

(1 Destinationmage

(i)  Availabletouristproducts

(i) Publicityadvertisingnd

(iv)  publicrelationsSale®pportunities
(v) Price.
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(b)  TravelmotivationtBehaviours

0] Mainmotivatiorfortravel

(i) Patternofravel(individual or group)

(i)  Cheap/expensivaethodfaccommodatioiRes
(iv)  ponsé Destination

(v)  tourisproducinticipateduture changes

(2)Markets

(@) Characteristitrends

) Size

(i)  Location

(i)  Mainsegments

(iv) Demography

(b)  Distributionconsiderations:

) Roleoftour-operatoftravehgents.

(i)  Roleofforeigrtouristoffice

(i)  Effect ofinternationatomputereservation
(iv)  systenStrengthsweaknessedotheoutlets.
(3)Competitors(Groupor Individual)

) Policies

(i) Productrsupplycomponertdfferedar

(i)  ketingstrategies aompetitors
(4)GeneralEnvironment

(a) Economigituation

0] Clasofpotentiatustomerstheireconomibehavioumcom
(i)  ebracket familybudget

(i)  Economidravelrrangementsic.

(b)  SocialConsideratiomTrends

0] Culturabackground

(i) Ethnicanchorms
(i)  Beliefs,etc.
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(c) PoliticalTrend ofthdestination

0] Analysisofpolitical consciousness.

(i) Effect

(i)  ofpoliticalrelationshipviththedestinatioovernmento
leinfacilitating travel ingeneral,etc.

(d)
(i)

(i) Meanoftransportation
(i)  Automation
Newmethodsfinclusivaourholidays,etc.

Scientifiandlechnologicalhanges

(5)TheTourismDestinationProduct
(@) NaturalTouristResources

0] Climate
(i) Landconfigurationanthndscape
(i)  Floraandauna

(b)  CulturandHumanHeritage

() Historicalmonumenandremain®fpastcivilization
(if) Culturabplace$ museumartgallery,library,folklore,cultural,
hanctraftsetc.
(i) Traditionakventse.g.fair,carnivafeast,exhibition
(iv)Religioredifiesmonasteries
(v)Generainfrastructure
(vi)Roahetwork,sewages,electricitypowegteisupplysystem, etc.
(vii) Othebasimeed$ hospitalbanks,shoppingentregyaragestc.
(viii) Accommodationunitshostelsnotelsinnsholidayvillages,
etc.

3.3Reasonfor Information Systems
Informationsystem isequiredo:
) Providdorevaluationandontrolofoverall

marketingperformance.
(i)  Providdorevaluatiomnccontrolofsub

functionsanchdividualswithithemarketinglepartmentsrdivisionsP

(i)  rovidespecificdatéoranynecessamctiorinrelationto
productsservices,or price
(iv)  Providanformationforgoodsalesmanship,etc.
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3.3.1TypesndSourceofTourisminformationSystems

Informationsgenerallglassifiedint@itheprimaryinformatioror
secondaryinformation.

(2)Primary Information

Thisisthanformatiorwhichhaoriginatedirectlyfromthesources
aresulbftheparticularproblenmdeivestigation.

(2)Secondaryinformation

Datavhichalreadexistananaybeusedoraninvestigationbuthas
notbeercollectedorthatspecifipurposéscalledsecondaripformationltisusu
allycheapeaousehiskindofdatahartosetup
speciainvestigations,butcaneusbetakertoensuré¢hatthedatais
relevant,reliableandcandejustedotheproblem Secondarynformationisnor
mallyquickerbecauseitvolvedessesearctimeandittle ornofieldwork.

3.3.ZTourismSource®flnformation couldbeobtainedfrom the
following

(1)Internal Sources

Thisinformatiorsourcésnormallyobtainedromthecompany avrrecordpart
icularlysalesecords.

(@) HotelRegister

ThisisalegalrequirementmostountryHotelsnormallyrecordhenamesaddr
ess,dateatfrrival,andnumberabomsllocatedoaguest.

(b)  ReservationRequest

Thisoftenentailsdetailsofrequesburc®freservatione.eitherdirectorindirect
thoroughravebgentrhotelrepresentatives.
Methodofreservatiosouldoethrough
lettersphonealloronlineetcthetypesofguesf{corporaterprivate)andnysuffi
cienrateopackagahichmayapplyto theguest.
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(c) Guestindex

Thisisanalphabeticéktingofcurrenguestsjuplicatiorofkeyinformationfrom
theregisteandeservatiodetail ltalsoincludesthe
modeoftravel(car,train,dvoat),andpurposeasit(businessor pleasure).

(d)  GuestMaster File

Thisisdilecontaininghenameaddressyccupation,phonenumber,
roompreferences ofprevious visit, etc.

(2) ExternalSources

(&) Inadditiortherdsawealthofpublishednformationavailable
publicationmonthlydigest, statistics, businesenitor etc.

(b) Internationasources:
informatiorcouldalsobeobtainddomreputablénternationabrganizati
onssuctasth&V.T.O,UNO,ATA, ICAO,ECOWAS:tc.

(3)OtherGeneral Sourcesnclude

(&) Educationahstitutionsofferingpost
graduatstudiesnhotelndourisistudies.

(b)  Immigratiorauthorities

(c) Passengestatisticsromthevariousnodeoftransporair,rail roadands
ea).

(d)  Directoratendthemorganizationse.g.chambecoinmercdpuristoffi
cesandonsultancies.

(e)  Touristehemselvesdurirentryanddepartunggeriodvherea
questionnaires givertothemtofill

)] Throughmarketingresearchmethodetc.

Ontheotherhand,statisticsgathdredtouristsshouldbe@ygerange
fvisitors partysizemode
oftransport,incomevel,occupatiomndapproximatiomfspendinginan
areafirstor repeavisit,groupomdividualtravel andsatisfactioevel.

SELFASSESSMENTEXERCISE1
Writeout

thetourisnmarketingnformatiorrequiremenandypesndsourcesftourism
informatiorsystem.

27



HCM305 TOURISM SALESANDMARKETING

3.4Channebflnformation Flow

Modermarketingallformorethandevelopingagoodproduct,
pricingitattractively,anchakingtaccessible. A
lines,hotels,towperatordransportompaniegtc. mustalsccommunicatevit
hpresenandpotentidburistoorcustomerandthgeneragbublic.
Todaythereisaewiewofinformationasaninteractigelogoetweetheorgan
izationanditsustomerthattakeplacaluringhe pre
selling,sellingconsumingndpostonsumingstages.Airline tayperatorsand
hotelprovidersmustaskrmrlyii H ocanweeaclourcustomer@ b ut al so A Hov
carourcustomereachus®drhankgo
technologicabreakthroughpeopleamowcommunicatéhrough
traditionamedignewspapersadiotelephondelevision),awellas
througmewmedidormgcomputerdaxmachinegellularphonesgtc.)

Informatiorflowsthroughthefollowingchannelsascanbeseeninthediagrambel
OoW.

] oy = P DECODING
SENDER |=p ENCODING — MESSAGE B RECEIVED

]
g
] ] 3]

UL L) reepBack je=[ 13 10 | rEspoNsE 4-[[

Fig4.1

Senderswusknowwhatudiencetheywantoreaclandvhatesponsefieywan
ttogetTheymusencodéheirmessagdaaway
thatitiseasyounderstand-heymustransmitthenessagtrougrefficientmedi
athatthetargetaudiencarcomprehendnddevelop feedback
channelsomonitortheresponses.

Foramessagmbeeffective, theended encodingrocesmustmatchviththere
cei ver 6 s de c omordhesepdeddsddefexgeriechdeaerlapgtht
hatofthereceiver,theoreeffectivethenessagmlikelytobeThisputsaburdeno
ncommunicatorfomonesociatratunisuchasadvertisimgopleyvhowantst
ocommunicateeffectivelywithnothestratum(such as airlimeorkers).
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Thesended taskistogethis/hemessag#roughtahereceiver.Thetargatidien
cemaynotreceiveéhentendedmessagmranyofthes¢hreaeasons:

(1)SelectiveAttention

Thisestablishedthaeoplardoombardeldyl,60@ommerciainessageaay 0
fwhich80areonsciouslnoticedandboul 2provokesomeaeactionSelectivat
tentionexplainghyadvertisements
withboldheadlinepromisingsomethinguclagi H otamakea
million,0havehighlikelihoodofgrabbing attentions.

(2)SelectivDistortion

ReceiversvillheawhatffitsintotheirbeliebystemAsaresult,
receiversfteraddhinggothemessagesthataretimrgamplificationanddon
otnoticeothethingsthatarthergleveling) Thecommunicatad taskigostrivef
orsimplicity,clarity,interestandrepetitibogethemainpointsacross.

(3)Selectiveretention

Peoplavillretaininlong-termmemonpnlyasmalfractionofthe

messagthatreachethemlfthereceiveb isitialattitudetowardsthe
objecispositiveancheorsheehearsesipporargumentshemessagslikelyto
beacceptednchavehighrecall lftheinitialattitudeisiegativandhepersomehe
arsesounteargumentsthmessagislikelytobeejectedutmaystayinlong-
termmemoryDuetothéacthafpersuasiorequiresher ecei ver 6 sr ehear sal of
orheownthoughtsnuchofwhaticalledpersuasionisactuakelf-persuasion.

Inthecaseoftravahdourismeverthoughwearenotdealimgtha
tangiblgoroduct,wstillhavdofindanean®fdeliveringknowledge
ofourproductsocustomersandcertaintangiidansassociatedwitinavek
brochures,
itineraries,ticketandsouchergnpsuranceoliciesforexampleTheprocessfco
mmunicatiorstartsvithasourceahformation
thepersomgrganizatiomrcompanyithamessageto

deliver. Thesourcenustleterminevhaimessagmdeliveroitstargethe
receiverAnairline forinstancanayhaveananydifferentnessageshichitwants
todelivertodifferenttargetarketsiservices. Tothleusinespersorthepurpose

ofthemessagmaybetocommunicate detailsminvenientid-
morningflightstoEuropeaiwapitals,oinformationaboutheairline outstanding
on-

timerecordwhiletheleisurenarketwvillbemorenterestedtohearaboutfreeairpor
tparking
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facilitiesorlowpricestoth@ainholidayresortservedytheairline. Thekindofm
essageewantodelivewilldetermingheformin

whichthemessagwill appearthatihowwewillencodethemessage
toachievéhegreatesikelihoodofitbeingeceivedyourtargemarketifwehave
alotoffactsteommunicateoourcustomersychasalistotheagareandheirda
tesofavailability, weshalprobablyhweedohavehemessageprinted,sotbatcus
tomergarstudytat lengthabsorb itanceven teatoutandckeept
forfuturereference.

Encodingneansotonlydeterminingthebesiayofgettingpurmessagacrossh
utalsahemoseffectivavaygiventhetypical
constraintsunderhichthecompanyperatesVithunlimitednoneyitisrelative
lyeasyoensurethavenpotentialcustomerisadewarerourproductbutinth
ereaorldfundsrealwaydimited,andwéave
toensuraprofitatheendoftheday.Encodimgeanguttingthe
informationntoaforminwhichitwill beunderstoodndabsorbebdycustomers.
Wecouldchoosdoprinstance,tplaceamadvertisememEnglishnanEuropean
magazingjesignetbattracpeoplaovisitBritainandakeatour,butthisgrouldha
rdlybeaneffectivevayof getting business.Notonlywouldmanyon-English
speakingcuropeans
failtounderstandumessagdutalsovewouldanticipatesome
antagonisnfromthosevhodonotspeakth@guageynthegrounds
thatwearenotmakinga&ryseriougfforttosellourproductifwdondptutitintoco
nsideratiowurcustomer8anguagdfontheother
handweareadvertisingranewnembepfstaffivhospeakfluentlapanestdea
lwithincomingourclients,itvouldbehighlyappropriatéoprepararadvertisem
entinJapanesé&ranEnglish
newspapetpensuréhatvedmotreceiveanapplicatighatwvastesuttime Weh
aveo design ounessagfor impact.

Thenexistepstodecidevhichchannelsweshallusetodelivermessagéweha
vealreadylecidedthatihusbeagrintednessagd.hispartlydeterminethemedi
umtouseWecouldadvertiseimagazinesrpaperseadyourtargeaudienceyr
wecoulgplacedvertisementathetravelraderess,directedtotravedentsto
makdhemawareadumproducd s at t r i bhaynhterswyjllrecormneadur
productotheirclients Wecouldalsssendinewsletter
throughhemailtoagentaiththesamemessagaprovideourstaffwithacircular
togivetoagentsluringheircallsThislettetechniqueouldalsogiveusthe@dded
dvantagedieingableoreinforceoumessageithapersonadelling
presentatiomlavingsettledourstrategyfputtingopurmessagecross,
wesitbackandvaitforthebookinggostarrollingin.Unfortunatelythough, allou
rbeseffortcanbe frustratetthereceivedoesd decodeourmessage.
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Interferenceinth@formatiorchannetaraffectthelecodingf
messagdaanumbeofways Abignewsstorybreakingnthe
morningpapeonthealayofouradvertisemenbuldmearhatmanyof
ourcustomerwill failtonoticeourmail Atrainderailmentouldnearnhatnewspa
pergoroneegiorofthecountryailtogethroughandhobodynthatregiorgetsto
seeouadvertisemen8omefourpotentialclientsnaysimplynotbeirtherightm
oodorreceiving
messagehertheyse®uradvertisemen®thergnayhaveapoaecenexperien
ceofourservice,andammwillingtoreadanything
positivelyabouttheserviceomeeopleaboutoreadthemessagéeirenewspap
erovemorningoreakfastnaybeanterruptedyaphone

call. Theraremanywaysirwhichinterferenceanpreventounessaggettingthr
ough,anthesarefrequentlybeyondourcontrol.
Evernifthemessagisreceiveananypotentialcustomerswhilvdorgottentwith
inafewminutedecauseclientsarebombardedwitssagesvendayandnlya
smalpercentageali&elytoberetained.Allwecdmpeaodoistominimizénelos
sofoumessagBybeingcarefulvithinitial design ofthe
communicatioprocess.

FischeandHartelyhaveoutlinedsomeeneralfactorsthatinfluence
theeffectiveness ofaommunication.

(8) Thegreatethemonopolyftheinformatiorsourcevertherecipientheg
reaterreci pi e rdavodsftbeboarcege or ef f ect i n
Informatioreffectaregreatestwherethemessageisintathereceive

(b)  roexistingopinionspeliefs anddispositions.
Communicatiosarproducehemoseffectiveshiftsonnfamiliar lightl

(c)  yfelt,peripheralissueshichdonotieattheentreftherecipiend v@lues
ystem.
Informationsmordikelytobeeffectivavhereghesourcesbelievedohav

(d)  eexpertise,highstatus,objectivityreliability, butparticularlywherehe
sourcdagpoweranccanbeidentifiedvith.
Thesocialcontent,group,orreferencegroupmiidiatéhenformationa
ndinfluencavhetheronotheinformationisaccepted.

(e)
3.5Problemsofinformationin TourismMarketing

(1)Therenaybenoinformation atall oeven
ifit existsjtmaynotbereliable,omeaningfulorthepurposeequireck.g.,
meranformationonusefhoteldytourisismeaningleséit doesiothave
distinctiorbetweeitourists,businesssitors Jocalpeoplertransitvisito
rorstatisticsinairutilizationwithout
knowingtheorigin,destinatiomrlength®ofstayforpassengers.
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(2) DatanaybeavailablendstillbemisleadingrinaccurateThisinaccurate
informatiorwasencounteretiMalaysidbybothKoiserJunioand_awry
Helkerduringastudyintourismbetweei97301976.

Evenndevelopedountriesnformatiorproblenoccurs
(3) particularlywherethereisimformatiorrecordstguideor
managéourist asanntegratendustry.

(4)Thelackofinformationitourisnisrathermorepronouncedin
thedevelopcountriesvherenothingatallmayexist.

SELFASSESSMENTEXERCISE?2

Mentionfour problemsaburismmarketingformationin
thestudy4.0CONCLUSION

Inthisunit,wénavediscussethemeaningdburisminformatiorsyst marketing
emThebasigequiremerdftourism marketing
informationsystemthetypesandsourcesaformatiortourismand systenmn

heproblem®finformatiorsystenmtourismarealsaliscussed.  marketing

5.0SUMMARY

Thisunittreatstheneaningftourismmarketinginformatisystemtherequire
mentsomarketingnformationsystentypesandsourcesof
marketingnformatiorsystemandproblems.

6.0TUTOR-MARKED ASSIGNMENT

1.Defingourismmarketingnformatiorsystem.
2 Mentionthefourproblenoftourismmarketinginformationsystem

7.0REFERENCES/FURTHER READINGS

BakemM.J(1974)Marketingi AnintroductionText 2Edition.

KuwuA.E(2005)0 Re v iINoitcens onTouri sm Mar keti ngi¢
Kadundolytechnickaduna. "
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UNIT 5 TOURISM MARKETINGRESEARCH
CONTENTS

1.0Introduction

2.00bjectives

3.0MainContent
3.1DefinitionofTourismMarketingResearch
3.20bjectiveofMarketingResearch
3.3ImportanceofMarketingResearch
3.4KindsofMarketing Research
3.5SteporProceskvolvedn MarketingResearch
3.6CharacteristicsfaGood MarketingResearch

3.6.1TheRoleofMarketingresearcinMarketing
Management

3. TMarketingResearclechniques

4.0Conclusion

5.0Summary

6.0Tutor-MarkedAssignment

7.0References/FurthBeadings

1.0NTRODUCTION

Intodayd iscreasinglgomplexgcompetitivegustomeawarenesandconstantly
changingnvironmentnoredecisionarebeinghadenthédasiofscientifiaes
earchthanevebeforeMostorganizationsno

longeriskii d e w it &marketingracticesuchaswaitingorinformationtoeith
erarriveirbitsandpiecesromtheirmarketingintelligencesystemetyonintuiti
onformarketinglecisions.lothemwords,
logicalfactsfindingonasystematichdswdakenth@laceoftrialanderrororge
neralizatiofromexperiencéNormally companieBudgefromonepercentotw
opercenbftheirsalesomarketingesearch.

Everymarketeneedsesearchndtisappropriatthaevenbusiness
doesomanarketingesearchtleastinformally. Themalrestauramhanageffp
rinstance,studiescustomerdemandwhetlaeidollofricetothemenu
orsticktopoundegamandvhiterice Thdargethe
businesghemoredetailedandelaborateitsketingactivities. Arorganization
mayhavetsowmmarketingreseardepartmentarseoutsiddirms todo special
researctasks orspecial studies.
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2.00BJECTIVES

Bytheendofthisunit,youshoulde ablgo:

oexplairtourismmarketingesearch

oexplairtypes ofmarketingesearch
oexplairtheobjectivesand importanoémarketing research
oexplairtheprocessesstep®fmarketingresearch
oexplairnthecharacteristics goodnarketingesearch
oexplairthetechniquesaharketingesearch

cexplairtheroleofmarketingresearéhmarketingnanagemen8.0OMAIN C
ONTENT

3.1Definition of TourismMarketing Research

Marketingesearcisthefunctionthatlinkstheconsumers,andpublic
tothanarketethroughinformationlTheresearcbpecifiesheinformatiomeede
d.thedesignthemethodorcollectingnformationanchowtomanagandimple
mentthedata.ltalsoincludesthe
collectionprocess,tlamalysi®fresultandommunicatingthefinding andts
implications.

AccordingoKuwu(2003)marketingesearch ithesystematidesigngollectio
n,analysisandreportingofdataandfindingsrelevantto
aspecifienarketingituationfacingaompanyoltisdefinedythe
Americamrmarketinghssociatiomdi t gateeringrecordingandnalyzingfallf
actabouproblemsrelatingtothetransferandsaleof
goodsaindservicefromtheproducertthec o n s ultimeoivesspecific
inquiryintomarketingproblems.

3.20bjectivesof Marketing Research
Marketingesearcls designedo achievethefollowingobjectives.

(1)Thedegreefacceptability:thisestablishestowhdggrea
product/services acceptabléocustomers.

(2)Thepricevhichwouldbeaccepted.

(3)Themostappropriateethodfappealvhichcouldbemosbeneficialto
stressimadvertising.

(4)Toprovidehetruepictures afrhatshappeningn

themarket(5)Tomeasureustomersalesrelationswithcompetismrghe
effectivenesefsaleseffortstotrade.

(6) Tdocateanarketordifferentproducts/servicesaassedheeffectivenessf
marketingnix.
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(7)To ascertaitheneedsfcustomerandnodeofprovision.
(8)Tosynthesisthesales/market&fifprtbysalesterritories,

monitorcompetitivadvantagespmpetencemdveakness.

(9)Marketingesearchelpdoevaluatéhecompatibilityofcustomeracceptabili

ty,refusal and recommendation.

3.3mportanceof Marketing Research

(1)

(2)

(3)

(4)

®)

(6)

Theresulbfanymarketingesearcharenableéirmortourism
organizatiomounderstanthenaturendstructureafomesti@andnterna
tionalmarkets o t h a t needandressutrcéssf
theresortodestinatiomanbebettenatchedooptimize patronagand
consumersatisfaction.

Marketingreseardurtherhelpsth®uristorganizatiotochooséherigh
ttouristtargemarketdestinationattractions,facilitiesgmebmotionahc
tivitiesnecessaigrtour-operatordravelagents,etc.

Marketingesearchhelpsitodicatevhathecomponentsftheholidaypa
ckageshouldbe.

Marketingesearchelpsoprovidemanagememtevaninformationeit
heronanewproducttomeasurandnonitotheperformancefarexistin
gproduct.

All firms,regardlessftheirsize,wilhaveooccasionallysesomdormof
marketingesearchl heinteresindrequencylependiporthegenerata
tureofthefirmaswvellastssizeofoperation.

Marketingesearchisonductednaroadspectrumoftopic3.heyarels
operformedby
organizationforinternalusdoybothcommerciamarketingreseardiim
sorbygovernmentabrnon-profit marketingorganization.

(7)Customeservicesndustriesuclaganksinsurancedospital

etcusenarketingesearctoenhancethequalityoftheirservices
andgrowth.
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3.4KindsofMarketing Research
Therarefourkinds ofmarketingesearchctivities.
(1)Marketing Research

Throughmarketesearcthemarketecardetermin@owwella
particulaproductslikelytosellltisthestudyofthenatureand
characteristicsofaarketTheinformatiorscobtainedhroughmarketesearch
anhelpnarketersoeffectivelyplartheiradvertisingprogranandsalegffortsTh
isshoulthotbeconfusedithmarketingesearch. Marketesearcls
asubsetfmarketingesearch.

(2)SaleRResearch

Thisisthestudyofsalesdata.ltinvolvesacarefulstudyodanpany s s al esf i gut
Itdeterminewhethersaleandrofitaregoingnthe
samaelirectionorwhetherexpensesincreasegaapidly Salesesearcbeektd
nowifsalesareinlinewiththesalesestimateoamzhowfuturesalesouldoefore
casted.lhelpsnimprovingousinessperations.

(3)ProductResearch

Productesearclsthestudpfconsumeteactionsoaproduct.
Sometimeghereactionsaonsumertowardsaroductretotally
negativeinwhichcaseheproducisdrasticallychangedabandoneentirely Pr
oductesearchseet@esigmewproductsmodify orscramldones.

(4)AdvertisingResearch

Itisastudyconductetbdeterminetheeffectivenessofempany s
advertisingSomeompanieskeegerapbooksftheiradvertising efforts. They
pasté¢heiradsinthescrapbooksandnotnexttoeachamchinformationasvhen
itappearediowmuchtcost,andsalgsstbeforeandnmediatelaftertheadppe
aredThescrapbookserveas
treasurdouseofideasaswellastiiémarketewhichoftheadbaverovedhem
ostsuccessful.
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3.55tepof Process
InvolvedinMarketing Researcliffective

marketingesearchinvolves fivesteps:

(1)Defining theproblem.
(2)Establishinthegoabftheresearch.
(3)Developina researchplanfachievinghegoal.
(4)Analyzingtheinformation.
(5)Presentinthefindings.

Théefirststepallsforthemarketingnanageranaarketingesearch
teamtodefinetheproblerarefullyancagre®ntheesearcbbjectives.

Remember h e o | d probkemvelldefinedshalfsolvedoTheproblensho
uldnotbetomarrowlyorbroadlydefined.Effortshouldemaddobe
asspecificaspossible.

Thesecondtagealldordevelopinghemoskefficientplarforgatheringheneede
dinformationDesigningaesearcplancallf§ordecision®n
thedatasourcesgsearch approaches, research instruments,
samplingplanandcontaciethods.

Thethird stagénvolvedataollection.
Thisphaseisgenerallyth@osexpensivandhemostiabletoerrorSomerespon
dentsnaybeabsent

andnusbecontactedrreplacedOthersill refuseocooperatestillotherswill gi
vebiaseardishoneshformationDatacollection
methodsareaapidlyimprovingdugomoderrcomputerandelecommunications.

Thefourthstepinthenarketingorocesstoextragpertinenfinding
fromthedatal heresearch tabulatesthedataadevelopsnewayandwo-
wayfrequencylistributionsAveragesindneasurefdispersiomrecomputefd
rthemajovariablesAdvancedtatisticalechniqueandiecisiomodelsareappl
iedwiththehopefdiscoverin@dditionafindings.Finally,thefindingsftherese
archargresentedajorfindingsthatarerelevanttioemajormarketingecision
facingmanagemearepresented.
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3.6CharacteristicsofaGoodMarketing Research

Agoodmarketingesearchhoulchaveheollowingcharacteristics:
(1)UsenfScientificMethod

Principle®fscientifiomethodareusednagooanarketingesearchame
ly,observatiorformulatiorofhypothesigredictionandesting.

(2)ResearclCreativity
Developinginnovativavayfsolvingoroblems
(3)MultipleMethod

GoodmarketingesearchdoesnaiyononlyonanethodMultiplesourc
es ofinformationgive greateonfidence

(4)Interdependencefmodels anddata

Simplemodelthaguideinformatiosearclreaisedogettheneaningff
acts

(5)vValueanccostofnformatiordetermin¢heresearctesigntaseandgathem
orenformatioraftettheinitialresults

(6)Healthskepticismmarketingesearchavoidsifoundbeliefs
heldbyitstargeted@roups.

(7)Ethicaimarketingthroughmarketingesearchyant
satisfyingproductaresuppliedvithoutsomenarketingnalevolence.

SELF-ASSESSMENTEXERCISEL

Writeouttheobjectivesndimportancefmarketingesearchtoa
tourisnfirminNigeria.

3.7TheRoleof Marketing Research in Marketing
Management

1.UnderstandingtheNeedsindWantsofCustomers
Itisthecontentionofscholai@instancethdt t nmosimportantmanageriaiask

withintheorganizationisthatohderstandintihe
needandvantofcustomergmthemarkeandidoptingheoperations
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oftheorganization
todelivertherightgoodsrservicesnoreefficientlythantscompetitod .

Clearly thefirstmajomproblemomarketingnanagemensthabfunderstanding
heneedandvantofcustomergthemarketBeing
thesystematiaecordingatndanalyzingofdatdouproblemsrelating
tomarketingmarketingesearchtudiesnarketharacteristicsuchas
size)ocation,potentiadustomergheirattitudestotheproductetc. Tinerposést
ounderstandndaddresstheneedsofcustommersappropriatelyWithoutanex
plorationintotheneedsindvantofthecustomersrpotentiatustomers
wecannotknowhowbesttteetheirdemands.

Itisimportantoknowthatitisdifficulttoidentifythereaheedsfthecustomerg:o
reffectivanarketingnanagementhemanagemusidentify(throughresearch)t
hevariousneedsofthepotentastomersotler(1994:20)identifiesfiveype 0
fneedsstatecheeds,eaheedsnstatedeedgjelightiheedandsecreteedsin
understandingof theseariouseedswillhelpthearketer
inpackagingaproduftrthe satisfactiooftheconsumer.

2.CustomerRetention and Market DemandSeneration

Asdirmseeksosatisfy itscustomerigy researchingintotheneedg
isindirectlyworkingtowardsetainingtscustomersiccordingo

Kotler itismoreexpensiveattrachewcustomethartoretaircurrentustomers.
Customersretentiosithereforemorecriticaltharcustomeattraction.Marketer
sgdeyoncustomerretentidoytrying
todelightthem.Delightingustomersaraoreeffectiveharallthepaidadvertisin
gplacedinthemedia(Kotler1994).

TothisendwisecompaniegegularlymeasurecustomersatisfactiBesearche
Ipsinidentifyingthedissatisfieclistomersl orelyontheaumbepfcustomecom
plaintseceive@lonesoastodeterminetheacceptability
ofaproductaybedeceptiveMarketingesearchelpsirdetermininghisandeff
ortsarenaddosatisfithecustomerbyspeakingvellofthe product.

3.CosReduction

Marketingesearchlaysakeyrolebywayofavoidingcostlymarketingnistakes.
Agoochumberoflargeorporationdoevaluatiomfnewbusinessenturedprins
tancebeforegheventureactivitgsimplementedfaN100000.0Gesearchtudyc
anpreventheN1000.000ossassociatedithdevelopingaproductthlaasoma
rket, therthepay-offisobviousltisintheinterestadhemarkethat
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product®ftheorganizatiobedeliveredatlowerpricestoattrastédermarket.
4.Minimizing UnanticipatedProblem

Aprimaryreasofiorlessthansatisfactopgrformanceofbusinessis
unanticipategroblemdtcarbearguedhatitisdifficultto,forinstancegperatab
usinesswithoutunanticipatpbblenbutthdactremainshatsomeananticipate
dproblemsnaynotbeinvestigatedThepointhereisthaiesearchlaysakeyrolein
minimizingunanticipatedroblems&ndieveloping
contingencgtrategieranticipatedones.

5.Planning)mplementationandControl

Marketingesearchihemarketed magdorestablishingnarketingobjectives,pl
anning,coordinatingandintegratmagrketingctivitiesResearchelpshemar
ketetoalsanotivatepersonshoaranvolvednimplementingnarketingfforts
JItisalsoonthebasisoftheesearch
thatperformancedtiiemarketin@gctivitiesareevaluatedandcontrolled.

SELFASSESSMNETEXERCISE?2

ExplaintheRoleofMarketingResearcinMarketing Management.
3.8Market ResearciTechniques

Marketesearcls

acontinuouprocessl herarevariousnethodsisedocollectthedata.Amongthe
greatvarietyahethodsised,someseem
tobavidelyresortetbbecauseftheiradvantagesverothers.These are

I. Deskesearch

il Fieldresearch

ii. Sampleurvey

V2 Motivationresearch
V. Useofmodes

0] DeskResearch

Thisincludeshecollectionandanalysisaflavailabledata,statistics
andpublishedinformationontouristtrendsamarketsintourism,
muchofthebasianformationabouburistrendsandnarketssavailabldromexi
stingsourcesThereareamumbepfinternationabrganizationskeUN,UNESC
O,JUOTO,WTO,EECJATA, ICAO,etcwhichpublishcertainstatisticelform
ation Othedataandtatisticsnaybeobtaineffomnationaltouristrganizations,
tradeassociationgarriershotelcompaniegtcThisinformatiorproveveryuse
fulinhelpinghationatouristorganizationtoidentifytheir
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marketganddeterminéheiroperationalobjectiveBhispublishedhformations
ofaparticularusethoseountriesvhichdonotposses resourcesnough
toundertakendependemnharket research.

(i)  FieldResearch

Thisistheesearctwvorkcarriedutinthetouristgeneratimgarkettself. Thespeci
alinvestigationnthefieldstobecarriedutwitha viewto
knowingmoraletailsothemarkesituation.

(i)  SampleSurvey

Itcouldbe defined asttstudyofa
givenpopulationthrouglonlyapartorafractionthereof. Muatarketingnforma
tionisobtainedthrough

theuseofsamples.Inthisethodhepopulatiod® U n i oewhishe 6
informationsrequiredsdefined.Foexample,athouseholdsa
countrymightbetheuniversepopulatiorundemvestigation.Then,a
statisticallyvalidsampleoftipopulationsdrawnandinformationis
obtainedromthesampleSamplindechniquesonsistofpersonal
interviewoftouristtravelbgentsgarriersantdoteimanagerstc.ltcanalsobeeff
ectedbywayofpersonahterviewwiththehelpof
preparedjuestionnairexbymailingquestionnair@throughelephoneontact.

Therarecertairadvantages thismethod:

() Lowcosisthemajorreasowhydataarecollectedysamplingnplaceofc
ompleteenumerations.

(i) Theactualobtainingfinformationfromthesampleainityi.e householéh
thiscaselsdondoywayoftheuseoifnterviewsaandjuestionnairedheque
stionnairésadministeretibthesamplg@opulationandariouglatabtain
ed.

(i)  Thesamplinglacecouldoeanywherelnterviewsnaytakeplaceathomes
oroffices,attheplaceafrival departureor
temporargtay.lIrmanycountrieshereareaumbenfspecializedirmsw
hichcarryoutsamplesurveyenquiries,as
wellagjovernmenagenciessimilarlyequippddrsuchpurpose.

Thesurveynvestigationcanbeclassifibgreferencetothieéndofinform
atiortheyseekoprovideTheresthesurveyof
markebehaviouwhichrecordsheholidayhabitsothepopulationgross
analysebysociceconomiandthercharacteristics.
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(iv)  Motivation Research

Thisattemptstodescribe,andforedhsimotiveofthepopulationndeinvestig
ationpyuseoftechniquesoriginallysednpsychologyAssuminghateveryndi
vidualknowsvhatevantsmotivatiorresearcksorientedtdiscovetheneeds
fpotentialtouristsiordeto
adopthetourissupplyaccordinglgndthusbeablesatisiithemIn
othemwordsmotivatiorresearctsthanvestigatiomntothemotiveehindravel.
Itconcernsitselfvithanswering Whofhumarbehaviourgncontrasttoanswer
ingd H®w h i ¢ h itosasnplibgj e c t
surveysAnanalysislescribetheattitudesdfothbutmotivatiorresearcisthede
pthinterviewmethodThequestionnaire®beusedorthismethodheedobecaref
ullydesigneddmotivatiorresearch
aimsatdiscoveringtheéeepsubconsciousandevenconsciousotivesofhuma
nbeingAnill -designedquestionnaireslikelytoreacimodeepethan
theconscioukvelwhereaationafactors prevail.

(v)  Useof Modes

TheuseomodesntourismsofincreasingmportancandvariancéAnymodesa
simplifiedrepresentatioofareaphenomenonaeakituationlttriestoprovide
arexplanatiomndorecasting.

4.0CONCLUSION

Intheunityehavediscussahatourisnmarketingesearchis, its
objectives,importanckinds characteristicsandthestepsinvolvedarketing
esearch.

5.0SUMMARY

Thisunittreatsthedefinitionofmarketingsearchtobjectivesimportanc&inds
,Stepsandcharacteristiess.

6.0TUTOR-MARKED ASSIGNMENT

1.Mentionthreebjectivesofmarketingesearch
2 Enumeratéhestepsnvolved inmarketingresearch
7.0REFERENCES/FURTHER READINGS

nd
BakemM.J(1974)Marketing Anintroductionlext 2Edition.

KuwuA.E(2007)0 Re v INDitcens onTour, sm Mar keti ngi¢
Kadund PolytechnicKaduna.
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MODULE?2
Unitl TourismMarketingPromotion
Unit2 AdvertisingnTourismMarketing
Unit3 PublicRelationsnTourismMarketing
Unit4 TravelAgencyOperations
Unit5 inTourismMarketingTouOperatom
Unit6 TourismMarketingviarketingMix Concept
Unit7 inTourismndustryChannelsfDistribution in
Marketing
UNIT 1
TOURISM MARKETINGPROMOTION
CONTENTS

1.0Introduction
2.00bjectives
3.0MainContent
3.1MeaninganddbjectiveofPromotion
3.2FunctiorofPromotionto
theTourisnFirms/OrganizatioB.3TheElementsfthePromotionaMi
X
3.3.1ClassificatiomfAdvertising
3.3.Persondbelling
3.3.3Sale®romotion
3.3.4Publicity
4.0Conclusion
5.0Summary
6.0Tutor-MarkedAssignment
7.0References/FurthBeadings

1.0NTRODUCTION

Inordertaonarkesproductitisnecessampainformatiorabouthe
producteachesprospectiveconsuméysappliedotourisnmindustrythemosi
mportanfunctiorofmarketingstobringaboutaawarenesstheproducinthem
indsofexistingasvellasprospectiveconsumer
intheoveralnarkearea.AllthisormsapartobveraltourismpromotionThebas
icfunctionofalktourisnpromotionahctivitiessto have
aneffectivandneaningfulcommunicationwithtkensumeaindhetradenter
mediariesT hisispossibléhroughcertainidentifiablaethodsvhichardeingor
acticedbythemarketingrganizationsl hisawarenessbroughtibouthroughce
rtainmethod/marketingpolshesare:

) Advertising
(i) PublicRelations.
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Theabovdoolsarehowevernotexclusivelsomplementatpeaclhtheproper
andudiciousdblendothesésessentidbrthesuccessfularketingfa
tourisnproduct.

2.00BJECTIVES

Bytheendoftheseinitsyoushouldeabldo:

oexplainthemeaningopromotion

oexplairtheobjectivesand functionm$promotion

oexplairthevariougppromotionalmix

oexplairthemeaningfadvertising,personalselling,sgbesmotion
andpublicityin tourismpromotion.

3.0MAIN CONTENT

3.1MeaningandofObjectives Promotion

Promotionsthefunctionoinforming persuadingandinfluencingtbensumed
spurchasdecision.|lthaybedefinedagsnycommunication
activitieswvhosgurposeistmovdorwardproductsideaorserviceithemarketi
ngchannelinordertoreadefinalconsumeromotioraffects
theknowledgattitudesindehaviouofthe recipient.

Thetraditionalobjectivesofpromoti@rdoinform,persuadeamemind Kuwu
(1998)hadgistedfiveobjectivesywhich:

(1) Providingnformation

(i) Stimulatelemand

(i)  Differentiatinghe producAccentuating
(iv)  thevalueoftheproductaindStabilizingales.

(v)

3.2Functionsof Promotion to the Tourist Firms/
Organizations

(1 Promotiomprovidesé v o dfoghetouristfirmsinhemarketplaceahati
tcarcommunicatésproductfeaturesandbenefits
toprospectiveustomers.

(i) Ithelpsatouristirmsincreaséhesalesofifsroductsnallbutpurelycomp
etitivemarkets.

(i) Promotionaidsatourisffirmsinestablishinghew

(iv)  productsPromotiorassistseurisnfirmsinsecuringlistributionofitgr
oductamongmarketinghanneinembers.
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(v)Promotiorhelpsatouristompanynbuildingafavourableompanymage
(vi) Promotiorhelpsatouristirminestablishingapreferenicits

brandegroducts.
(vii) Promotiortanassistatouristmstolevebutpeaksndralleyinitsproductio
nschedule.
(viii)Promotiokk e e ps at our i s toptacwithits markéts sel | er i n

Forconsumernheyaravellinformedoftheavailabilitwhereandvhentobuythe
m,theirbenefitsandusesandalsoqualitithoutthisnformatiorbuyersarenand
icappednattemptingomaximizeesultoftheirexpenses.

3.3TheElementsofthePromotionalMix
Thepromotionamixhas théllowingelements:

I. Advertising

. Personaetting

ii. Salepromotion

\Y2 Publicityandpublicrelations

Advertisingsanypaidormofnont
persongbresentatioofideasgoodsandervicebyanidentifiedsponsortoatarge
tmarketo stimulatelemand ancpersuadthentoaccepivhat
ispresenteduwu(1998)ooksafi A d v e radaneansodisgeminat@forma
tionby  printed,written,spokenorpictoriaesentatioaboutideagroducor
servicesocompehctiorinaccordanceiththeintentofthadvertiseo .

Whateversthecasegooddefinitionofadvertisinghouldrecognize
theseoncepts.

(1) PaidForm: Themessagispaidor,itisnotfreainlikepropagandandpub
licity

(2)  Noni PersonaPresentation/Advertisingsdondnanon
personalvaythroughntermediariesrmediaatherthapersonaiace
to-faceresentation.

(3)IdeasGoodsandServicesAdvertisingoresentstothetargaidiencedeas,

goodsandservice§ometimepersonalitieBkepoliticiansandnstitutio
ns aralsamadé&nownto the public.
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(4)  Anldentified SponsorThesponsomusbeidentifiedithemessagsoth
attherecipientswillknowwhoizhindhe message.

3.3.1Classificationof Advertising

Althoughsomeauthoradopuptofiveclassesofadvertising,likeoductinstituti
onal,national,localandcorrectiveadvertisingothers
haveacceptedthre@hais:producbrinstitutional,directornodirecandorimar
yorselectiveadvertising/eshalbdopbnlytwoclassesin thiswriteup.
Theyargroductdvertisingandinstitutionaladvertising.

) ProductAdvertising

Producadvertisingnvolvesuchadvertisementsthathighlightgmeducfeatur
es,durability,benefitasesndrandothepublic.Other
messagdhataredesignedtopersuade,remirtdorcgurchase
behaviouarealgroupedundgroductadvertising.Messagaaybe
developetbinform,persuade,reminder
enforcelependingnwhatheadvertiserintendstoachieve.Prodaghtertisingn
aybedirecor non-direct Nationabrlocal tmayalscelicitprimaryorselective
demand.

(i) Institutional Advertising

Itisconcernedwithpromotingaconcegridea,ghilosophyrthegood

will ofanindustrycompanyrorganizationltisofterrelatedtohepublicrelations
functionofanenterprise.Infa€uwu(1998yegardpublic relationsas
araspecofinstitutionaladvertising.

3.3.2Persondbelling

ThemainaimofpersonalsellingistoakesalesOtheipromotionabehiclesareno
n-personahnature.lti®nlypersonasellingthainvolvesafaceto-
facepresentationfthecompany afferingtothe
targemarketPersonalsellingnaybedefinedh s a s @rbroBonapresentatio
nconductedonapersen-

personbassiththebuyerD uetothdlexibility ofthistool,salegeopleartailort
heirmessagédsfittheneedaindehaviourofindividualcustomers.

ThePersonalSellingProcess

Someauthorshavedevelopesigorsevenrstepprocessesbutthigte-
upintendstoadopt a fivestep approach:

I Prospectingndqualifying

46



HCM305 TOURISM SALESANDMARKETING

i. Approach

ii. Presentation

Iv. Closingand

V. Postsalesactivities

SELFASSESSMENTEXERCISE1

Fromthealiscussionfthemeanin@fpromotioninunitéyouare
requiredostateheobjectivesndunctionofpromotion.

0] ProspectingandQualifying

Prospectingvolvesdentifyingpotentialcustomers.Prospeatigycomdroms
ourcesuchaspreviousustomerdtiendspthewvendors
andsuppliersamongthers.Qualifyingonthethethandis
determininghatth@rospedsreallypotentialcustomeQualifiedcustomerare
peoplewithmoneyand authorigmakehepurchase.

(i) ~ Approach

Thesaleperso® s t a s k h eknosandestablglgdodetationshipvithth
ebuyer.Henightwantoknowwhaproductthe
prospedsorwasusing.ltisalsdaametomakeaninitiatontactwitltheprospectl
hesalepersord impressiohereinermofdressing, openindinesandfollow
upremarkssveryimportantHeshouldalsoselectthmethodhewants to
useeithdow-keyoraggressivapproach.

(i)  Presentation

Whenthesalespersagiveghesalesessagmthecustomerhemakegpresentati
on.Thepresentationdescribestineducd rsajorfeatures,usesandbenefitsandr
elateshenmtothecustomeé oblems

andnterestT hisstagealsoinvolvesdemonstratingtheprothrtheprospectos
eeThesalepersorshouldbeeadyohandlebjectionandanyguestiondnfactit
isthrouglobjectionsindquestiorthathe saleperson will beable
toexplainthgroducteaturebetter.

(iv)  Closing
Themomenobfdecisionirithesellingprocesstheclosingl hesalepersorshould
nothaveanyproblemifhehadoneagoodresentatiofm.hefollowing

aresomefbasitcechniquetrclosinga sale.

I Thealternativedecisiaiechniqueposechoicestheprospects thate
all favourabléothesaleperson.
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. TheSRO(StandinBoon®Only)techniquesvolvetellingtheprospecats
alesagreementshouldbeconcludetiediatelypecaustheproductnay
not beavailablelater.

ii. Silencasanotheclosingtechnique,sintdeediscontinuancefasalespre
sentatiofforcesheprospectttakesomaypeofaction(either positiveor
negative).

\2 Extral Inducementlosesrealsodesignedimotivatea
favourabl®duyeresponsd.heextra inducemennayinclude
quantitydiscounts,specialserviciagangementglayawayoption Ku
wu (1998).

(v)  Postsaledctivities

Theseactivitiesarecarriedoutpreventognitivedissonance(ianxietyaftempur
chasedndencouragetheprospeattakerepeapurchaselhesalespersonshou
|dreassurtheprospedhatherightiecisiowasnadéyhim.Throughthisorum
Jimportanmarketnformationmaybegatheredorthe benefitoftheompany.

3.3.3FalesPromotion

Thistypeofsellingissovariedthatanypeopldinditdifficultto
comprehendrdefinelearly SalepromotionaccordingtotifenericarMarketi
ngAssociatiotAMA) isdefinedathosenarketingctivitiesothethamersonas
elling,advertisingndoublicitythastimulateeonsumerpurchasingateale eff
ectivenessuclaglisplayshowexpositiondemonstrationsandriousion
currensellingeffortmotintheordinaryoutine. Theobjectivesofsalespromotion
amongthersnclude:

(@) Introductiorofnewproducts.

(b)  Attractnewcustomers.

(c) Increassales andnabléhecompanyo

(d)  remaircompetitiveTobridgehegaetweenadvertisingndperson
al selling.

Salepromotiontoolsareuségmostorganizatioriacludingmanufacturerslis
tributors,retailers,tradessociatioandsomeon-profit institutions.

3.3.4ublicity
Publicityisanyformofnon
paidcommerciallgignificanhew®reditorialcommentaboutidgapductand

servicefinstitutionsAlthoughefirmcannfluencesgoodoublicitythroughthen
ediathas
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littleornacontrolorinfluenceoverthebadpublicityitreceives.
Publicityisnotthesaméingasadvertising.lnadvertisingthesponsor
isknownthemessagespaidorandisgiventothgublicasdesignedbtheadvertis
er Butinpublicitythemessageisnotpdiorandthe
materialareselectdalyeitherthenewspapereditorornewsediterthecompan
yhasnocontraverpublicity. Theobjectiveofpublicitystocreatencreasedwar
enessofeompany woductThefirmtenddo
controltspublicitythrouglpressreleasgeessonferencephotographdetter
stotheeditorsand editorials.

TheAdvantageofPublicity are adollows:

) Newsstoriehaveahighlevelofcredibilityoverthatof
advertising,personalsellingandsgesmotioriools,whose
purpose&onsumersperceive msnipulative.

(i) Publicitynessagewmaeadilyaccepted,selectivefiltering
mechanismare lesbkelyto fitternewsstories.

(i)  Publicitymaybe presentedh a highlydramati¢ashion
PublicRelationsasAsped@ublicity

Someauthorsegargublicrelationsasasspeabfadvertisingvhileothersaccept
itasanelementtifigpromotionamix.Fomow weshallookatitasanimportantco
mponentopublicity.Marketingorganizationserveshare
holderstradeassociationgjovernmentparastatals,&ibecompanynustdevel
opstrategiestorelatewittesgublicsinordetomakehecompanwyndtsproduc
tsacceptable

tothemInfactjfit musstaynbusinesthesgublicanusbanformedandpleased.

Forouroperationaldefinitiopublicrelationsisenanagemertinctionthatdeter

mi nestheattitudeandopinionsoftheorgani zat:.i
identifiesitspoliciewiththeinterestsofifsublicandformulatancexecut@prog
rammeodctiortoearrtheunderstandingagdodwillofitspublicsGoodoublicr
elationsrelatetheinterespopldirstin matterselating
totheconducbfthecompanwyndtsbusiness.

SELFASSESSMENTEXERCISE?2
Explainthefollowingtermsin Marketing.
(1 Personaielling

(i) Salepromotion

(i) Publicity
(iv)  Advertising
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4.0CONCLUSION

Inthisunit,wehaveéiscussedenerallytheaturefpromotion,thebjectivesand
function®fpromotioraswellapromotionamix.

5.0SUMMARY

Thisunittreatsthemeaningaooncepobfpromotiontheobjectivesmportanca
ndpromotionainixelementsuctasadvertising,personal
selling salespromotion andpublicrelationsand publicity.

6.0TUTOR-MARKED ASSIGNMENT

1.Defingpromotion
2.Statetheobjectivesandmportancefpromotion

7.0REFERENCES/FURTHER READINGS

E.AKuwu(2005)RevisioMNote®nTourisnbalesndViarketingKadunaolyt
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UNIT 2 ADVERTISING INTOURISM MARKETING
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3.0MainContent
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3.2AimsandObjective®fAdvertising
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1.0NTRODUCTION

Advertisinghasbeenthaosvitaltoolinthedisseminationafformatiorabouta
company,herproducts,andservicesWwbedadvertisingnusbeclearlylisting
uishedfronadvertisemenfdvertisemensthatoralowrittenmessagehichap
pearsimnypaid

medium(Posters, TRadicetc. embracingictures,jinglesanddramaAdvert
isingontheotheihandisheactoformulatingheadvertisemeninrealityadvertis
ingevolvedecauseftheneedo
communicatenformationandevelo@neffectiveangersuasivmarketingool
ithasnuchiodowiththesociologicahndpsychologicattho®fman.

2.00BJECTIVES

Attheendofthisunit,youshould bableo:

oexplainthemeaningfadvertising
oexplairtheaimsandbjective®fadvertising
oexplairtheresponsibilitiesoftheadvertiser
oexplairadvertisingagencyrganization.
oexplairtheprincipl@andyuidelinesofwritinggooddvertisingetc.
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3.0MAIN CONTENT

3.1Definition of Advertising

Advertisinghaeevariouslydefinetydifferentauthor@ccordingotheirpers
onalitieandcenvironmenSomealefinedtastheommunicationf
information,othersastlaetiorofcallingsomethingptheattentionofthepublic,e
speciallypypaidannouncement. TAenericarMarketingAssociatio® definiti
onofadvertisindgnasa world
wideacclaimvidi A d v e risaniypaidormmpfnon
persongbresentatioandoromotiorofideasgoodsandservicedy
anidentifiedponsoninthisdefinition,foulkkeyfactorsieealaboratanalysis.

0] PaidForm

AdvertisingdemandghepurchaseftimeorspacanchotfreenediservicedVe
diaadvertswithownyformofpaymentarbeclassified aspublicity.

(i) Non-PersonalPresentation

Thisdifferentiatesadvertisirfigpmpersonto-
persorontacasintheasefpersonatelling.ltissimplyamonc
dimensionahformativedetailofacompanyproduct,servicesyentsrpeople.
Moreoverthesaidnedishasiodirect linkwiththe advertised arganization.

(i)  ldeasGoodsand Service

Advertisinghereigoncernediththedisseminatioofinformatioraboubothtan
giblesandntangibletemsApartiromcompanysagefadvertisingaon-
commerciabrganizationsquallyuseadvertisingo selltheirideagothepublic.

(iv)  ldentified Sponsor

Anyinformatiorthathagpropagandistimfluenceorcontentespecialiyerehe
protagonisteemairanonymousannobesaidtobean
advertisemerdespiteitmediausag&ormally advertisingdoesnobnceathe
sourceftheopinionjdeaomessagiatideingcommunicatetbthe audience.

Anotheplausibledefinitionaddvertisingsthataspect@romotionyhichtriest

ohighlightandconvincepeopédouthevirtuesfa
producbymakingusefthemassnediawhichispaidforbytheadvertisementiz.
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(i)

(ii)

(iii)

Theadvertiseisthepersonwhosponsorstuyertisemenide
isusuallyamanufacturemholesaleorretailer.

Advertisingagencysthespecialisbrganizatiowhichplansorderiveghe
advertisingampaigmandreceives10to1586mmission from
themedidouse.

Themediaowner HeownghemedigMediumwhergheadvertisemerit
sexecutedanedianaycompris@rint,electroni@ancout door.

3.2Aims andObjectivesofAdvertising

TherasincreasingsefadvertisindgpyNigeriantouristsfirmdueoitseffectiven
ess imchievinghevariousobjectivesfthe firm.

(i)

(iii)

(iv)

Advertisingsusedymosbrganizationsiordetocreatbappinessthe
irtargetiudiences,glamorizetheducttheavailabilityofchoice
andinfluenceattitudes positivedirectionsto
thewhimsicalviewsoftheponsor.

Advertisinghelpgirmsintheirintroductiorofnewproducts.
Whemewproductarenanufacturedcompanieselyheavily
onadvertisingortheeducatioandyenerationadwarenesasbouthenew
products.Advertisingheteesocompeltheompetitorgcustomertsh
iftpreferencevhileatthesaméimetryingto persuadencn
usersfcompetitorgproducts touy.

Advertisinghelpsnthemaintenance ofcompany rearket
share.lfaompanygloesotadvertisetheharefthemarketwill dwindlean
dinitialdemang@atterrforhemproducwill fall. The
formulationofcreativestrategyinvolvinghentegrationoftherancham
e,packagdesigraswellasommunicatiomfproducbenefithelpnmar
ketsharesustainershiccasionallgdvertisingnessagesraeformulat
edocreaté h aocbrinducemagdanthemindfthecustomersAdvertisi
ngactivitieslesignedhthisdirection often lead
toincreasetharkeshare.

Advertisingalsdchelpgoincreasedyuildstordraffic.Mostretailersloadv
ertisenordetopullthecustomers.Thegffortsaresupplementeolythem
anufactured advertisementédvertisingtherefor&elpsnincreasingth
etrafficflowinthestore.

Ontheothethandyhertherasincreasingnaconstanfiowoftrafficthem

anufacturerandhemiddlememfterwitnessamcreasesalesSincead
vertisingpersuadasforms convinces
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andemindsmostompaniesfteradvertis¢éheirproduct®f
servicesorecordcaleslead.

(v)  AdvertisingcanbaisedopromotepubliccauseAdvertisingisisedy
governments,charitiasthemon
profitorganizationsopromoteheiractivitiesocommunicatenportanti
nformationtothepublic.Atypicakampléstheworld
widedisseminationfinformatiorontheeffects@lDS,oraldehydration
theneedfoenvironmentgdreservation/desertificationntroletc.

(vi)  Advertisingcampaighelpgsofostertheobjectivesoftiaoverganizati
onsltenablesthem(tteudiencedpfocusattention
ontheiproblemsincreasperceptionftheproblemsndto
initiatepositive action towards solving them.

(vii)  Advertisingcanbeisedomarketparticulaproducbrminimizetheuse
fpublicutilities.Wherdemandoranyproducisexcessivdirmsusedver
tisingtodissuadeonsumersombuyingtheproduct.

(viii) Advertisingcarbeusedomaintaincompetitionltisofterusedocreate
differencesiproductsltprovisionandompanyffersasdistinciromtha
tofcompetitorsAdvertisinghelpgoproductistributionjnformcustome
rsofproductsaervicesindhelps ingeneratingales  advertising
campaignplafObjectives)

Foranybusinesactivitiesundertakdmyanindividualgrouprdepartmertheset
tingofobjectivessusuallygoodstartingpoint.
Functionabbjectivesareoftensetasastepgitogmeotheachievemerdfthecorp
oratebjectivesoftherganizationAnadvertisementithoutaclearlydefinedu
rposdortheplacemenvfsuctadvertisemensofnouseRathethecriteriofiorm
easuring

successiusbeheclinchingoftheintendedeffect. Theresponsibilityforsetidg
vertisingobjectivesestsonthadvertisingaggencynsomecases.Advertisingobje
ctivegnayin-corporat@anyofthefollowing.

(0 Tosupporpersonalselling. Thereceptivifthesale$orcebycustomers
maydependntheawarenessgenerataghdvertisements.

Toinformpeoplewithimaccessiblareasfanexistingproducandas
(i)  suchstimulate enquires.
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(i)  Whenthefocudsonwholesalersrmiddlementheobjectivesouldbeta
dvanceeasonwhytheyshouldtockheproduc{TradeAdvertising).

Advertisingobjectivesouldbegearedobreakintonewustomers.

Toincreassalebyacertaipercentagewithiastipulated
period Thisisespeciallyelevantoanewodyingproduct.

(V)
Theobjectivecouldbesself-defensenechanismoremedy
misrepresentation.

(vi)
Tobuildacompany s i mage.

(vii)

(viii) Toincreasemploymentrrecruit
staffetc SELFASSESSMENTEXERCISE 1

) Define Advertising
(i) Identifytheaimsand objectivefadvertising.

3.2Advertising Evaluation

AdvertisingeffectivenesscdreassessdatiroughRecalllest. Thishowshedegr
eeofawarenesgeneratebyaspecifi@advertisemenkortheextentowhichadve
rtisingmessageisreagtaine@ndememberedpontaneouwmpromptedrecallt
estcanbecarriedodiwarenessgestarbecarriecuttacheckaudienceverallaw
arenessfcompanyandheractivities. Thetiestolvegshedeterminationofthet
enfofproduct/companyimagéuilding. Thiscaequallypedoneghroughn-
depthnterviewsandyroupdiscussionlhemethodsusedfomeasuringehavio
urreinforcemenRegulaappraisabfsalesietailorders,stocksndconsumepur
chasearalsdeusedtgaugadvertisingffectivenesg hisprocessscalledsale
sresearch.darbeusedoevaluatermeasurethecustomeractiontendenciesbefo
reandafteadverplacements.

3.3.1TheResponsibilitiesofthe Advertisertothe Company
Advertisewwhocanbedefinedasteponsoorpromoterofidvertisemerthefollo

wingresponsibilitiesaencompassedthesettingaddvertisingppropriatioa
ndallocationo$uchappropriatiomovariougpromotionaactivities.
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(i)
(ii)

(iii)

(iv)

(v)

Heformulatesdvertisingolicyandobjectives.

Healsaindertaketheproductiorofbelows the-lineandibovehe-
linematerialsvheredhecompanyaghecapabilitiestodoso.

Theadvertiserisquallyn-chargeothoosingdvertisingagencyndthe
evaluationfadvertisingffectiveness.

Itistheresponsibilityofthedvertisetoutilizeallpromotionaltoolsavaila
bleortheextensivaeervicesgbublicrelationsofficerinthpromotiorofth
ecompany) remeimagendctivities.

Apartfromtheafore mentionedheadvertiserinexecutinghis
jobmaintainsheconfidentreposedbmbythefirmforthesecurityofhis
organization.

3.3.ResponsibilitytotheAgency

Totheagencytheadvertiser hasttellowingresponsibilities:

()
(ii)

(iii)

(iv)
(v)

(vi)

(vii)

56

Heundertakethe briefingoftheagencybouthecompany.

Heactsasaliaisonofficketweemisorganizationandtlaelvertisingage
ncy.

Heprovidesathenecessarmateriatotheagencyoexpediteheformulat
ionandproductiorofadvertisements.

Theadvertisereimbursetheagencyorherservices.

Healsdnterpretshisompany abjectivesandpoliciestothgencyThis
,ofcourse,formsthebasisofintendetyertisingopy.

Theadvertisesimilarlysuperviseagencyorkonhiscompany lsehalf,
appraiseandapprovesuctworkandummarilyeject®racceptsuctw
ork.

Itisnodoubttheresponsibilityoftheadvertisentintaingoodanccordial
relationshipvithhiscompany accounholderserviceagency.
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Fig.7.1 ADVERTISING AGENCY ORGANIZATION

CHART
AccountDirector
Production Account Administrative Marketing
Manager Executive Manger Manager
Creative Mediaresourcesplanning
Director andouying
| |
Script/copy Artists visualisers
Writers andypographers
3.40rganizationChart

TheaboveharshowstypicalagencyrganizationrAttheapexisthAccounDir
ectochargeaviththeresponsibilities@bordinatingheactivitiesofvariouslepa
rtmentsformulatiorofpoliciesandrespects
theinterestoftheBoardd@firectorsUndehimareth@roductiorexecutiveacco
untexecutive,administrativeanageaindhemarketingnanager.

Theproductiorexecutivéschargewiththeresponsibilitpfadvertisementsiei
sdirectlyresponsiblorprintersgramatistBindersphotographersfc MostNi
gerianAgencidackaproductiomepartmentnsteadheysendheirdirectmaish
ots/posterwoutside
printergorproductiorandfinishingWhileTVadvertisementis
contractetbtelevisionstations.

Theaccoungxecutiveservesasthimkbetweenthelientsadvertisingvork.He
monitorghecreatiomplanningandexecutionoftredvertisementsakingofrti
sticvisualstypographyndselectedediaHealsomaintainsgo@dcontinued
relationshipviththeclient.Theentirgobundetheaccounéxecutivé responsibi
lityformsthecoreotheadvertisingjobanditseffectivenedsiderthe
advertisin@agencystheadministrativenangethereisalsoth@ccountanihoisi
nchargeftheinflowandheoutflowsofundskeeping
offinanciarecordsandivingrelevantinanciabdvices.Atthe
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shogloorareclerks,typistsleanersandessengerallfunctionariesfadminis
trativeDepartmenBesides,modeagencieRavemarketindepartmemnwitha
marketingnanageatthehelmofaffairg.hemarketinglepartmenendergquita
bleservicetoclientsespeciallyitheareaomarketingesearchmerchandising
alepromotionprovisiorofcommandosalesforaxhibitiorandtherservices.

SelectiorofAdvertising Agency

AnadvertisingAgencyisthetermediaryetweenheadvertiserand
themediaownerltsmairfunctionsare:

0] Thecreatiorandproduction afdvertisingopy

(i) Planninghepurchaseaofiedisspacandime.

(i)  AnadvertisingAgencyalsenderancillaryservicefortheadvertisers;s
uchasaluabléddvicespublicrelations, merchandisingndther
consultancgervices.

Advertisingagencyscapabl@andnosidealtacarryoutthese
functionsbecausei$highlyqualifiedorspecializgoersonnel. Thetermadverti
singagencyriginate$romtheoriginaladvertisinggents vis-a
visnewsendorsTherarecertaincriteriaiagencygelectionTheagencyocatio
nisvitalsothatheclientcanbeinclogeuchwiththgobsexecutionandeffeanyu
rgenthanged heagencegxperiencesanothefactorottonsideratiorExperien
cetheysayjsthebestteacher.ltimprovibgefficiencyofthegencyNevertheles
sthesizeofthagencynatteralotaghesizedepictsthegencybilitytohandleo
mplexandlargeaccounttallowdorcrediguarantemtermsftheabilityofthea
gencyd tecarryoutanadvertisememreparatiomwithoutpriorpayment. Theavail
abilityofexpertopywritersmediglanner,artist,etc,iseecessamgonsideration
becaustheanticipatedjualityoffinishedadvertisementcanbestbaginednd
ensureonfidencentheagency work. Anothelissuetobeonsideresthetypeof
accountleldMinoraccountfoldersnaynotcopewitHargeaccountWhilemaj
oraccountsholdemmayhandlesmallaccounts effectively.

3.5AgencyCompensation

Conventionallyadvertisingqgenciesammpensatellycommission
systemThemediallowsafixed10% 17.5%percentaggpace/time
costorecognizedagenciddisfixedpercentagerieswiththenature
ofadvertisemem.g.internationahdvertisementsrequirereasegercentages
commission.Thecommissionsystenmeserthelesemarkabléoritsuniversali
tyonthebasisofitsordialacceptabilityasaagencyewardsystem.Othecontrar
y,wiseagenciesouldbe
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compensatellypaymentofeesvhichispresentlyagrowingpurcefincome.

Feesareoftethargednbelow-the
linejobs,e.g.,brochures,sa@smotionresearch,postefgpsesheetetcOver
seasdvertisingansimallappropriationaccountsandancillagyvicegquallyw
arrant paymenobffeesTherénadeendissatisfactionaboutthecommission
systemamongstadvertisingagendiemtinuousearcihadeerevolvedorapa
ymentsystemcommensuratevatgencyobs Asfaragheagency
isconcernedhecommissionsystemstipulatesthatfinarstiatessestonvolu
me,creativitpndexperience.

Forthemediaowneitsavesimthenconveniencefattendingo
multipleadvertisergonstanspace/timearromppaymentiguaranteedyco
mmissiorsystemT heproblemofconformingtothedvertisingodefpracticeca
nbequeathedtotAgenciebymedicowner.

3.6Principles of Writing GoodAdvertising

Writingagoodadvertisinginvolvescertainprinciples.Iftheseprinciplesaiép
ursued,itwillleadtachievement
oforganizationajoalorobjectivessoodadvertisingrinciplealwaystarbyi
dentifyingthetargetmnarkeaindhebuyeid lsehaviour.

Theprinciplesnuststarvith:
(1 AClearTargetAudience in Mind

Internofthepotentidduyeofthecompany groductsgurrentusergecidersori
nfluencers,individualgroupsparticularpublicothe
generapublic.Thetargetaudienceisaiticalinfluenceontheommunicationlec
Isionnwhatosay howtosayt, whertosayt, whereosaytandowhontosayit.
Thereforewritingadvertisingnvolvesuttingintocognizancadvertisingbjec
tivesadvertisingpudgetsadvertising strategwandevaluation
ofadvertisingampaign.

(i) SettingtheAdvertising Objective

Thisistheprinciplethat@angeormarketemustonsiderinwriting
goodadvertisementhes@bjectiveshouldbebasedqgrassiecisionabouthet
argetmarkepositioningandnarketingnix,whichdefineghegobthatdvertising
mustdointhd@otaimarketingprogramme.Andvertisingbjectivasaspecifico
mmunicationaskobeaccomplishedithaspecifictargetaudiendaringaspeci
ficperiodof
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time.Theadvertisingbjectivecanbelassifiedbyprimarypurpose
whethetheaimisinformative, persuasive@minder.

(@) Informative Advertising

Featurebeavilyinthepioneering  stageofparoduct categorywherdhe
objectivastobuildprimarydemandlhustheyogurtsutritionalbenefit.

(b)  Persuasivédvertising

Becomesmportaninthecompetitivestagehereacompany s
objectivastobuildselectivedemaridraparticulabrandFor
examplechivaregahttemptsopersuade consumersthat it
delivemordasteandstatutharothebrand®fScotciWhiskey Somepersuasiv
eadvertisingisesomparativadvertising

(c) ReminderAdverting

Thisisimportantwithmaturgroduct.Expensiieurcolorscocacola
advertisingnmagazinesisintendedmindyeopletopurchaseocacola.

Theadvertisingbjectiveshouldemergé&omathoroughanalysisof
thecurrentmarketingsituation.Ifth@roductlassimaturethecompanysthema
rkeleadeandbrandsagéslow,thepropepbjectiveshouldbgostimulatenore
usage.lfthproductlassis

now thecompanysnothemarketeaderhutthebrandssuperiortthereaderthe
ntheproperobjectiveistoconvincetharkebfthebrand superiority. Therefore
,inordert@omaupwithgoodadvertisingndwrittenprogrammes,settingthe
objectiveofadvertisingnusserveasguideorprinciple
tobeobservethordert@achievéheexplanations.

(i) SettingtheAdvertising Budget

Thisisalscanotherprincipletbeconsiderethwritinggoocdadvertisemenafter
advertisinggoalhasbeendeterminedthermxicipleistaecidadvertisindgud
gefforeactproducbearingnmindthereasonableamouniobneyhatvouldoes
pent,whichis

devoidofoverspendingrnotmeetingheamountrequired Brand advertising
budgetoftedependsenitsstagéntheproductifecycle Forexample,newproduct
typicallyneedtargeadvertisingudgetso
buildawarenessanadgairtrail.Incontrasthaturedrandsisuallyequiredowe

r budgetsasdiatosales.
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Marketsharempactontheamouradvertisingieeded.Buildingthe
markebrtakingsharéromcompetitorsrequirestargetvertisingpendinghan
doesimplymaintainingurrenshareHighshardrands
usuallyneeanoreadvertisingspendingagarcentagefsales.Also,
brandsnmarketvithmanycompetitor@nchighadvertisingclutter
musbeadvertiseshoreheavilftobenoticedbovehenoisanthemarketUndiffe
rentiatedbrandsthosethatcloselgmembesthebrandsntheirproductclagsa
yrequireheavyadvertisingosetthem
apartWhertheproductdiffergreatlffromthabfthecompetitorgdvertisingan
beusedo pointout thedifferenceso consumers.

Nomattewhatmethodisused,settitigeadvertisindgpudgeisnoeasy
taskHowdoescompanknowfitisspendingtherightamoun$@mecriticschar
gethatlargdirmstendtspendoomuchon
advertisin@andusinesstbusinesmarketergenerallyinderspendonadvertisi
ng.Theyclaimthabnonehandthdargeconsumecompaniessdotsofimageadv
ertisingwithouteallyknowingitseffectsTheyoverspendsdormofinsuranca
gainshotspendingnough.Onthe othehandbusinessunder
estimatesthepowerandproduiceagdobuildcustomer
awarenesmdknowledge.

SpeciallyfivefactorsaretobeconsidenstersettingthadvertisingpudgetThe
saarenarkeshareandconsuntggiseompetitiorand

clutter advertisingfrequency,stagéngproductifecycle andproducsuitabilit
y.Agoodadvertisingor anewproductypicallyneeds
largeadvertisingpudgetobuildawarenessakdepingheproducin

customed mindandogaincustomersails Itisworthytonotehatadvertisingo
ranyproductinvolvesaccuratespendinguineyo
avoidoverspendingrinabilitytoreachthe targetarket.

(iv)  Creatingthe AdvertisingMessage

Agoodadvertisingnvolvestwanajorelements hesaremessagearativertisi
ngmediaFormulatinghemessagewilequiresolvingourproblemsywhatosa
y(messagecontentpwtosaytlogically,howtosaytsymbolicallyandvhoshou
ldsayt.ldeallythenessagehouldjaimattentionholdinterestarouseesireanda
ction.Therefore,

agoodmarketewill alwaysakehisintaconsideratiomordertaeacta
goodadvertising writing.

Théfirststepirchoosingheadvertisingmessageiktmwhowtogeneratéhepos
sibleadvertisin@ppealslhegenerationcouldtakea
formofdeductivérameworkorinductivelipytalkingtoconsumersiealersxpe
rtsanccompetitors.
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Itisworthytonotehat,nanattehowbigthebudget is,advertisingcan
succeednlyifcommercialgainattentioanccommunicatewell. Therefore,ther
eieveryneedoracompanytgeneratplain,straightforward,
meaningfulbelievabl@andlistinctive advertisingappeals.

Agoodadvertisinglwaygaysattentionoonecoreselling

propositionT headvertisershouldconduntirketesearchtdeterminghichap
peaivorksbestwithitstargetudiencetexecutthemessage
thatvouldcapturéhetargemarketsttentionanohterestThecreativgpeoplenu
stfindbeststyle, toneyordandformulatiorfor executingthenessage.

(v)  DevelopingAdvertising Strategy

Advertisingstrateggonsist®ftwomajorelements;creating
advertisingnessagandselectin@dvertisingnediaWritingagoodadvertingne
ssagshouldakdantoconsideratiothassuefsocialand
legahormsThereardawsandregulationgoverningdvertising. Therefore,to
ritegoodadvertisingnessagecaneusbetakemotto
offendethnigyroupsracialospeciainteresgroupWhatshouldbe
advertisegdhouldereasonable.

Mediadecision:Inwritinggoodadvertising,considerationhabe
takerontheeachfrequencyandmpactThepercentagefpeoplenthetargetnar
ketwhoareexposedtothecampadpringagivernperiodftimeanchowmanytim
egheaveraggersomnthetargemarketsexposetibthenessagandthequalitati
vevalueofarexposuréhrough givenmedium.

(vi) Balance

Balancesattaineadvherequaiveightsntermsfcolorobjecsizegtc. andargla

cedequidistanfromthefocalpointoftheadverfThisformatyivesaformabalance

totheadvert. Thisgependablepnventionalraditionalconservative,dignifyin
gandsimple. Tha@oveltyofthisarrangememtrawsquickattention to readers
orviewers.

(vii)  Proportion

Agoodwritten
advertisememushaveproportionahllocationopacéoeveryelemeninthead
vertspaceAllocationmustonfornmtothemportanceandrolglayingofeactele
mentltmusimaximizesthe
opticakffecbfviewersaandeaders.ltideplorabléohaveeveryelemenintheadv
ertinequalproportion;suchisoftdavoidfcreativityan@nimationElementsi
zevariabilityengendersattracticomdptimizesvisual effeteness.
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(viii) Unity

Everyelemeninakesinitarycontributioriotheharmoniouswhole;
unitycarbeachievethrougltypographicakritingconsistencyjuplicatiorofdi
stinctivefeaturesfshapesanddverencasemenisingorders.

(ix)  Contrast

Theworldlookdivelyduetobiologicalariabilityofobjectsvithinthesameluste
rs.Sincadverwvritingtendstdenatural,variationinsizeplorsancshapgivest
aayoutancemphasizesttselecteglements.
Eaclelemenmusbeendowedavithstriking noticeablyifferent
gualitiesthatinitiativelyoketheadvertogether.Contrastgivestagverspatial
competitiommongtheelementsaramarkablgistinguishesneadvertisement
fromanother.

(x) EyeMovement

Advertisingshouldedesignethsuchawayastalraghereadeor
viewerfromoneobjectinthadvertisemertbanothernvhile
simultaneouslsnovinghimorhefromawarenesstagéhroughopurchaseeha
vioursEyemovementanbelevelopethyconsideringudienceeadingpatterns
astheaseffi A roaritingfromrighttoeftasopposedtbeEuropeatefttoright.
In-builteyemovementsconsist ofgaaedstructurednotion.

(xi)  EvaluationofAdvertisement
Thisisthelastprincipleofritinggoodadvertisemengmongthers.
Whenwritingadvertising,thadvertisingorogrammeshoukl/aluate
boththecommunicatioeffectandhesalegffectofadvertisingRegularlynea
suringhecommunicatioeffectofaradvertisingopyestingtellswhethethea
dvertisingiscommunicatingweBeforegheadvertisingsplacedtheadvertiserc

anshowitteonsumergskowtheylike  itandmeasure reactiororattitude
changes resultifgomit.

3.7Guidelinesfor Writing Advertising
Thefollowing comprisetheguidelinesnwriting advertising
) Emphasis

Specificallyelementsfadvertisingnusbearirmindthato
emphasizeverythingistoemphasinethingThefeaturasednust
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substantiaterganizationslaimsanddrawnattentionothecompany uwiqueselli
ngpoint.

(i) Specificity

Whenwritingadvertisementertairwordsaraundependableecause
theytendodescribenothind@heyareusedodescrib@roducor
organizatiomecauseflackofclarityagothenaturefproductor
storedistinctivenesg/ordsmusbecarefullychoselVorddikebestbetter,extr

a,

special,areaatsatisfactibighstandarddealardooselyusednNigerianadvert
s.Todaywordscarbeechnicallyavoidedorinstance,ratherthaayingi Miwi k
ththehighesgualitydo t h e a d v sagitmi 4 daneanagrte X t ur eyd pr o mi
ouarichcheeséavour throughout.

(i) Truth andBelievability

Avoidancefpuffyandexaggeratioisnecessary.Ontbéhethandaccuratelai
msanwritingandguidingadvertisingthatgivedetailed
informationarehighlycredible.

(iv)  Readability

LegibilityofwritingandprintingtechniquesareecessarfpreasefreadabilityE
asy readingsofgreatemrmportanceinwritingndyuiding
advertisingharanyothemediaofcommunicationl hesameituatiorappliegol
istemabilityandriewableandeadablecommerciaherspeakn
toconsumersdheirownlevelandn theirownterms.

(v)  Headlines
Theheadlineserveosignabrserveasacue.ltisanattentiongetting
devicesWrittenandyuidingadvertisingmustotattracturiosityseekerbutposi
tiveactions.Therefotgisprinciple isveryimportanin writtenand guiding
advertising.

(vi)  SimplicityandHumaninterest
Copyreadabilitydependsonitssimplicapdnherentinteres€opyshouldconta
innowordsthagtoghereadersflowfthoughtchoicenffamiliarwordsand
product relate¢chumots vital.

(vii)  Clichésand Superlatives
Theuseofclichésandsuperlativemaysoundgooutlandishltmaysometimesee

mboringhatheyeducetheeffectivenessfwrittenand
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guidingadvertising.Expressionorclicré@souldecarefullyselected
andhosdhatretaininterestandemotioagpedbongaftertheirusearepreferable.
Whenclichésarcceptedndachangeiseedethterconfusioomayensue.

(viii) Connotation
Inwrittenandyuidingadvertisingsopywritermusbeawarefboththedenotation
orliteralmeaning@ndconnotationrdirecimplicationofwordsWordswithnegat

iveconnotatioargprondodifferentneanindytheaudiencel heytendoinduce
sympathetiancshamefudppeal.

(ix)  Working Words
Ingoodwrittenandguidingadvertisingsopywritingisdistinguisheéromeditori
alspewspapergport,magazirstoriesetcltcontaingsvordshatarenotpadded,
stuffy,emptyandouffyorphase&ffectiveuseofwordghatcommunicatéheuni
quesellingpropositioomakea goodwriting andguiding advertisirgppy.
3.8TheFundamentalsof anyAdvertising Success

Theessentials aresetitas follows:

) First

Advertisingmusbetruthful)lyingandnisrepresentatiomill inevitablybefound
outand willintheenddefeat thepurpose.

(i)  Second
TherenusbeknowledgedfumamaturewhichisthefinestruitofexperienceH
ewhaoesiotkknowhowthehumananimalreactshevariousstimulioflifeisbutl
[-equippedomakeasuccessfudppeal. Thisistheso-called
Apsy c bfadiedigng .

(i)  Third
BeclearandhoderateyoulanguageRemembaivayshattheveakesliangua

geisthéanguagefsuperlatives.Endeavourtoleavéhyoureadertheimpressi
onthayouclaimnomoregorgoodshartheirmeritjustifies.
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(iv)  Fourth

Beforeyouadvertiseatall,lgburmarkeknowwhatclassesqgfersonygourgoods
willappeal toandbeofealuseFindthosgersons andaddresgouradvertising
directlyto them.

(v)  Fifth

AdvertiseonéutsoundjoodsAlthoughadvertisings
amightyforcatcannoperformmiraclesandiannotinducpeopl@ocontinudo
buymerchandisthatheyhavdriedandfoundvanting.

Anycampaignpassedtreséundamentalanccarrieconwithprudencepersist
encandlaincommonsense,hasarcellenthance
tosucceedVithoutthemtherewill benoprobabilityofapermanesuccess.

3.9ToolsofAdvertising

WhatoolgherareavailabletothenanvhowishegoadvertisePheyarenumerou
sandvaried/Ve shalsimplyenumerateéheprincipalormsanaeninorforms.

Principal Forms

(a) LetterandadvertisingetteheadsCat
(b)  alogues

(c)  Smaldescriptivebook®rbooklet

(d) Largdoldersorbroadsides

(e) Envelopeandackagesnclosures
)] Announcements

Minor Forms
(&8 Noveltesndigood will reminderso
(b)  Folderanccut
(c) outofunusuaformsHousdulletins
(d) andnanuals
(e)  Mailingcards
Picturestamps;ouponstc.
SELFASSESSMENTEXERCISE?2

Explaintheprinciplesofwritinggoodadvertising.
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4.0CONCLUSION

Inthisunit,wehaveliscussed generally,theneaningfadvertising,the
aimsanabjectivesofadvertising,evaluationofadvertising,responsibilitiesofth
eadvertisdphiscompanygsponsibilitiesofthe
agencythecharbfanadvertisingrganizatiorselectionofadvertisiraggencyn
dcompensationandprinciplesaitinggoodadvertising,etc.

5.0SUMMARY

Thisunittreatghenaturendmeaningofadvertising,theaimsandobjectess,
uatiorandesponsibilitiesaidvertisetohiscompany,responsibilityofthgenc
yandthechartaswellastheprincipesyuideline®fwritinggoodadvertising.

6.0TUTOR-MARKED ASSIGNMENT

1.DefineAdvertising
2.ldentifytheaimsand objective ofadvertising
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UNIT 3 PUBLIC RELATIONS IN TOURISM
MARKETING

CONTENTS

1.0Introduction
2.00bjectives
3.0MainContent
3.1TheMeaningofPublicRelation
3.1.1TheObjective®fPublic Relations
3.1.ZThdmportancefPublic Relations
3.1.3TheFunctiorofPublicRelations
3.2PrincipleofGoodPublicRelations
3.2.1TheMediaofPublicRelations
3.2.2TheTechniquesfPublidRelations
3.2.3TheToolsofPublicRelations inTourism
3.2.4PublicRelationsStrategies
3.2.5Problem#ssociateavithPublicRelations
4.0Conclusion
5.0Summary
6.0Tutor-MarkedAssignment
7.0References/FurthBeadings

1.0NTRODUCTION

Thisisironicallyaracthatigracticedyeveryoneanywherandanytimewitror
withoutknowingit. Thiscrudeexperienchadedtovariedefinitionsopublicrel
ationsPubliaelationsassumeaspecial
significancenthefieldotourisnmbecausefthepeculianatureftheproductThe
needormakingcompleteinformationandfactgailabléobothpotentialandactu
altouristassumageciaimportance.lt
involveameasuredesignedtoreat@andimprovethenagerthdouristd groduct
Itcreatesmoregavourablelimatdoritsadvertisingndsalessupportactivities,e
speciallyinregardtotravels,tradéermediarieanchewsnedia.

Favourablacceptanceainytouristdestinatiobythepublicisof
utmostmportance.Publicrelationdiourismarausedocreateanaaintairaposi
tiveimagdoracountryltisorientedowardreatingindnaintainingagnatmosph
erevherebyheravelingoublicatlargeis
convinceaftheadvantagefvisitingthecountryconcerned.

Publicrelationisosneoftheamportantunctionsofthetouristrganizationinfactto

uristorganizationprimarilyargublicrelations
organizationslTheobjectivesofpublicrelationsinthefieldofurism
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aretwofoldfirstly, thedisseminationfinformatiorandsecondlythe
creationoffavourableimagdor thetourisd oduct.

2.00BJECTIVES

Bytheendothisunit,youshould bableo:

oexplainthemeaningfpublicrelations
oexplairtheobjectivesand functioms$publicrelations
oexplairnthetoolsandechniquesfpublicrelations
oexplairthemediafpublic relations
oexplairthepublicrelations strategies
oexplairtheprinciplesofjoodpublicrelations.

3.0MAIN CONTENT

3.1MeaningofPublicRelations

Publiaelationsaplanned programnuodpolicyand conductdirectedto
buildconfidenceimandncreas@ublicunderstandingofitssponsor. It
istheartandciencefplanningandmplementindgnonesttwd
waycommunicatio@ndinderstandinigetweenaompanyran
organizatiomndmanydifferengroupsvithwhichitisconcernedthecoursefit
soperatiorRubliaelationsdeatithseveratlifferenpublicsofwhichitsconsum
ersareonlyoneCompaniewill wantobuildgoodelationsviththeirshareholder
swithsuppliers,distributiochannelsndwhergertinentyithtradeunions.The
genergbublic
doesotconstitutepublicrelationsbgpecificandeasonableomogeneougro
upasstatdaklow:havétsowninterestangroblemandeacmustbemeinadiffe
renplan Eaclgroupmusbebound
togethebyanumberofforce®ublidhatconstitutesthmiblicofpublicrelationsa
re:

) Customers

(i) Employees

(i) Suppliers

(iv)  Competitors

(v)  Hostommunity

(vi)  Federastateandlocglovernmen&ha
(vii)  reholders

(viii)  Pressurgroups

(ix) Mediahouses, etc.

AccordingoKuwu( 2 0 0 7 ) A P u b | macaReenéranctiorovmchtabs a
lateublicattitudesdefinesthepolicies,proceduresand
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interestofanrganizatiomollowedbyexecutingaprogrammeadtiortoearmpub
licandnutualunderstandingonfidencandacceptance AccordingoAmerica
nPublicProfessional$, P u belatioessaplanneefforttoinfluenceopinionthr
oughgoodharacteandesponsiblperformancbasedpormutualsatisfactoryt
wowaycommunication .

PublicRelationsisdeliberatplanne@ndustainedxhortationofa
servicdirmtoestablishenpporbetweenthirmandhepotential
clientsvhoconstituteherpublicsistheartandscienceamfiagingommunicatio
nbetweemnorganizatiomndtskeyconstituent®build managandsustainitsp
ositiveimagePubliaelationsisthprocessfaligningtheperceptionsftargeted
audiencegorpublics) withthecurrent realitiesand
reasonablerospectsfanotheentity.

PublicRelationssabout buildingublicrelationsvhich involves:

) Evaluatiorofpublicattitudesindopinions.

(i) Formulatiomndmplementatiofanorganizatiod rocedures
andpolicyregardingommunicationwitits publicsCo-

(i)  ordinatiomfcommunicatioprogrammes

(iv)  Developingapportandgoodvillthroughatwa
waycommunicatioiprocess.

(v)  Fosteringpositiverelationshipbetweernanganizatiomndts
publicconstituents.

InternationalPubliRelationsAssociationdefingsblic relationgaghe
artandsociaciencefanalyzing
trends,producingthesonsequencesyunselingrganizatiofeadersandimple
mentationgblannegrgrammesfactiorwhich servicesdbBepublic interest.

Anothedefinitionseepublicrelationsasinvolvintheestablishment  ofvo-
waycommunicationakesolvingonflictsointerestseekingommorgroundsor
areasanutuainterestandstablishingnderstandingased
ontruthinformationandknowledge.

Themainfunctionobublicrelationsistinformthepublicabouthe
activitiesofanorganization.Inotherordsitisapariofan

organizatiod tetalcommunicatioeffortsltspurposéstocreatethbespossibl
ereputatiorfortheorganizatiotbywaysopresentingactsThefieldwithwhichp
ublicrelationsismostcloselyidentifiedisadvertisiHgweveradvertisingpay$
ortheprinspacegirtimeor
electronispacénordetosellaspecifiproductywhileontheother
handublicrelationgrhichmayincludesomdormsofadvertisings

itstools coveramuchwiderandoroaderange.
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3.1.1TheObjectivesofPublicRelations

(i

(ii)
(iii)
(iv)
(v)
(vi)

Toremairandeseemas deademyourindustriakector
Tobethebestemployer.

Tobethebest icommunityservices.
Tobeseeasaresponsiblandriendlycorporatenan.
Tobeseenstheproduceofhighequality product.
Toestablishaeapermanentgoodw#éindenhanceompanyrestige,etc.

Thesean bedorgarough.

(i)

(ii)
(iii)
(iv)
(V)
(vi)

Sponsorshipfsocialevents.
Sponsorshipfcommunityprojects.
Promppaymenbfdueseviessalaries,etc.
Complementargroducallocatioror humanitarian services.
Awards.

Exhibitionsegtc.

3.1.2mportanceofPublicRelations

(vi)

PublicRelationshelptonderstandasompanyolicy,services
andproduct.

Itenhancetheproductaervicesfafirmandherebyoostshesalesofth
e firmbébs product s.

Itcreatesinderstandingncconfidence ithefirm6 groducts.

Itmonitorgheopinions,criticismancaspirationsaveryonehais
importantto thefirm.

Itgivesfeedbactorcorrectiveneasuréobetakero npe op |l e 6 s
impressiomboutthe firm.

Itadvisesmanagemengiotthingsrightanavherallthingsare
putright,itmakeshefirmknownto thepublic.

3.1.3TheFunctionsofPublic Relations

(i)

(ii)

Publiaelationscommunicatidiesinitsselectivityandailoring
ofmessagdasdesiredneeasidnterests dhetargetaudiences.

Itcarrieshepublicattentiononpersonalorutualssueshatcammprovet
heworkingatmospherefthefirm.
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(i)  ltinterpretsheboard s pol i ci es.

(iv)  Iltalsoinvolvesheestablishmemttharmoniousorking
atmospherbetweetheemployersandtheemployeesaswellas
maintainindgriendlyrelationsbetweentliemandnembersf thepublic.

Thepublicrelationslepartmenifcompaniessalsaesponsibléorcorres
(v)  pondenceselectionofsuitablaediastaffselectionplacement

andrainingThesalutiesareeitheexecutedolelybythepubliaelations

departmentorinconcevithotherfunctionakpecialists.

Thepublicrelationsofficersequallyinvolveintlerangementarghrtici
pation ofthéirminexhibitions andtradefairs.

(vi)
Thepublicrelationsictivitiescoverthearrangementofofficiasitsbyspe
cialgueststothirmandrganizingusinesgathering.

(vii)

(viii) Thepublicrelationsnvolvedinthepreparationofeditorinhndout$orpress,
radio andtelevisiotoverage.

(ix)  Thepublicrelationhelpndevisinghewsvorthyactivitiedoreditorialpu
blicity.

(X)  Thepublicrelationactivitiesalsoincludetheproductionof
brochuredijteraturesandtherelatedmaterials ¢éincouragegoodoubli
city

(xi)  Theabilitytoaverbadpublicitycaronlybepossibléhrough
plannegbublicrelationsctivity.Publicrelationmayalwaydill theinfor
matiorvacuunthaimayoccur,th@absencefwhichinformationrmaybere
leasedvhichmightoeharmfultothprogressfthefirms.

(xii) Ithasaforwartbokingfunctiontocreatingpositivepublicitgrtheorganizat
ionandnaybeusedatvariossageduringthdifecycleofthefacility, e.g.i
fafoodunitistobepenedabusy
towncentre,aublicrelationsexercisewoutgpicallybeto
creatafavourableenvironmeandattitudewithinthelocalcommunityb
eforatsopening.

(xiii) Publiarelationsactivitiescantakesformofgiftdistributedtanembersfth
epublicThegiftcanincludearticlesiclasbiropenstulers,folders,singl
egapsandcalendar.
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Theorganizatiomayprintitsnamendcemblenontheagifts.Thistypeofgif

tsendears the firmtothe
recipients.Thgiftsmayalsdhaveinscriptiontha@tivecertainnformation
abouthefirm6 products.lthiswaygiftsfromorganizationsnamnlyserv

easadvertisementhaisgoerformaublicrelationsfunction.

(xiv) Publiaelationsactivitiescanbeexecutedthroughtradefamaufacturer,
distributorsofjoodsaindserviceanthetbusinessiendisplaytheirprod
uctstomembers ofthe
public.Thisaffordsthemthepportunityodemonstraterexplairtheuse
oftheimproducandservices.

Theproductandservicaresolddomembersfthepublicattheorganizatio
nd quotegrices.ltisusuallycheapetiaysuctproductindservicesdta
defairswhereappreciablediscounttimepricesaresuallyallowedThean
teractionsattradefairsare

veryfriendlyandcordialAll organizatiomsesheopportunity tobuilda
goodimageandtobecomgopular.

(xv)  Publicrelationsactivitiescanbeexecutembughexhibition.Differengo
odsandservicesraisplayedocreatawarenessftheexistencefsuctg
oodsltaffordstherganizatiothe
opportunitytoexhibititsewgoodsandiemonstratteiruseandunction
s tomembers ofthepublic.

(xvi)Thepublicrelationsdepartmentiseaudiovisuakerviceftheorganization.
Thedepartmentshouldbegoositorpfexpertiseporallaspectsfintern
alandexternalcommunication,
maintainingxpertisentechniquesarttiefacilitiesanadontactsoenable
thentobeusedwhereappropriate.

(xvii)ltisalsothefunctionofthpublicrelationslepartmertbcarryoutresearchpr
ojectobridganformatiorgaps.

(xviii) Constantonitoringobrganizationactivitiedorinformatiordissemina
tionanccontrol.Effectiveandefficiepublicrelations
requirebelievabilitythroughprovisionaduthenti¢cestimonieandellin
gthdruthatalltimes.

SELFASSESSMENTEXERCISE1

Definepublicrelationsansitatats functionsto a tourism firm.
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3.2Principles of GoodPublic Relations

I Theextentowhichtheommunityunderstandmdespectstharganizati
on.

. Theattitudegxpresseydistributorsandconsumersregarding
theorganizatio® moductor services.

ii. Thereputation oftherganizationisproductsndservices.

Thecompany salesbjectivesvouldbeattainedfthesehreeelementarenfavo
uroftheorganizatiomvhichwill indirectly

beanai dt o sampagefiodstsdodoublicelatiormeansnlytheabov
eand not:

) Findingwomenforvisitingpersonalities.

(i) Bribingcorporateorgovernmenofficials.

(i)  Spendinginnecessatyneatpubliccentergjrinkingandellingstories.
Puttingonneasuitandvalkingaroundhestreaneetingvrongpublic tho

(iv)  sewhohavenothingooffer to theorganization.

3.2.1TheMedia ofPublicRelations
Afirmcarcarryoutispublicrelationspoliciesthroughti@lowingmedia
0] TradeFairs

Traddairsarelarggatheringlacesvheralifferenimanufacturergathetoexhi
bittheirgoods. ThisnaybeheldnnuallyraimuchongeintervalsManylocalan
dinternationdirmsdoparticipatena

traddair. Anorganizatiomouldparticipate by bookingandsettingip
astandopromotaetsproducts.Samplesofthgroductscaheplayedo
appealotheemotion®fthe potentialbuyers.

(i) Exhibitions

Thisisamediunthrougtwhichorganizatiodisplaytheiproduct$o
membersfthepublicirselecteglacesManyexhibitionsionot
involvetotalsalesbutreatingpublicawarenessbougoodsand
servicegxhibited.ltsaspecialvaywheregoodsarewelbrrangediththepriceta
gdixedonthem.Exhibitioomaybdocalorinternationakndnaybeorganizedbyo
nefirmproducingparticular
producbrbydifferenfirmsproducingaarietyofproducts.
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(i)  FreeSamples/Gifts

Manufacturerasevarietyagiftswiththeimamesndogoembossed
onsuclygiftsagneansfreachinghepublicandboostingpublicimage.
Sucmaybeirformofcalendargenstrayspocketindlesidiaries, etc.

(iv)  FeatureAtrticle

Thisisamediumgpublicrelationsvhichisconcernedwiththublicationnthena
tionaldailiesormagazinesofinformatiapmouthecompany s
productsisquality useandoenefits.

(v)  Seminars,WorkshopsandConferences

Anorganizatiogarorganizeseminarsandpressnferencemhighlightitsvario
usactivities to thgeneragpublic.

(vi)  ParticipationinCommunityProjects

Manyfirmsparticipateintheexecutionmfojectsnthecommunitywhereheyare
located.

(vii)  SponsoringpfSportsCompetitions

Firmssponsorsportcompetitionsagsan®fpromotingheirpublic
imageandoridgingtheommunicatiogapbetweenthemandmembers
ofthepublic.

(viii) ParticipationinCharitable Ventures

Firmsparticipateincharitableapthilanthropizentureasmeansfpromotingh
eimageftheirfirmsandosteringclosaelationshipvithmembersfthepublic.

3.2.ZTheTechniquesofPublicRelations

(1 Newsandeaturestories

(i) Presselease

(i)  Filmsandslides

(iv)  Bookletsandrochures

(v)  Photographglisplaysandexhibits
(vi)  Advertising

(vii)  Housgournals

(vii)  Newdetters

(ix)  Stockholdereportstc.
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3.2.3ToolsofPublicRelationsinTourism

0] Organizingamiliarizationtour$ortravelwriters,editors,travel
agentsphotographersamthekeypersonnelfrordifferentpartsofthew
orldasquesttovisitttmuntryandtogeirst-
handknowledgeaboutit.hesgersontherwriteabouthecountryvisite
dinthewell-knowntravelandtheigeneralintereshagazines.

Organizingadicandtelevisioncontestsfeaturingtiestinatiomountry.
(i)
Organizingressreleaseandarrangingpoesgerenceithkeypersonn
econnect edwi t hithavewtoo ur i st 6sfi el d
(i)  disseminationfinformatiorabouthedestination.

Arrangingseminarandvorkshopsatalacevhereghetourist
promotiorofficeis located.

(iv)
OrganizingulturalprogrammmusicabndolkshowsTVinterviewse
xhibitionsandnationdtiendshipveeksnthecountrywhere

(v) thenationatouristofficeis located.

Organizingarioudypesofcontestabouttheountry.

(vi)  Encouragintargedepartmentatores,organizersfashiorshowsandnm
anufacturingcompaniegprojecthecountryora  parofthecountryas
(vii)  apromotiorshowcaséntheimpremises.

(viii) Encouragintargedepartmentatores,organizersfafshiorshowsandnan
ufacturingcompanigsprojecthecountryora parofthecountryas
apromotiorshowcaséntheirpremises.
Publiaelationsplanningandorganizationshouldlietegrate
partofarorganizatiod rmanagemestrategyndnustbe
conductedncontinuingpasis.Publicrelationsfunctionofan
organizatiomannobeconsideredasanendselfor
somethingvhichcarbentroduceditashornoticeocopeavithacrisessitu
ation.Arorganizatioshoulchaveapositiveamlannegbublictourisiand
devoteonsiderablefforttotheipublicrelationprogramme.
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3.2.4PublicRelations Strategies

Publicrelationsactivitiescanbeexecutedinternaibxternallyusing
tradeandtechne
media.Theinternalorganizatiatlowstheuseoftherganization§ublicrelatio
ns de p a staffimadditiododheabovdunctionstheiresponsibilitiesentai
Itheprovisiorandarrangemenfslidesyisuafilmdocumentariesemonstratio
nandeminarsTheexternalorganizatiomakesiseofpublicrelationsanddverti
singagencysubsidiarpfadvertisingagencies,village
assemblieandtradetoolmdependemqublicrelationsconsultantsarketingco
nsultantgyovernmenwvorkersandoublicrelationsounselorRubliarelationsre
guireidentificationohudiencepersonalitieanddevisinggompatibl@ctiorplan
toachievepublic relationsobjectivesthrough audience prefageid.

3.2.%ProblemsAssociatedvith PublicRelations

Theraremanydifficultiesrhichpublicrelationgctivityfacesnan
attemptopropagatandoopularizeéhe publicrelation professionor
thateducatsefficiencyorthatayslow thepaceat
whichitmovegherebyeducingtsleveloimpacionthegeneralpublic. Thediffic
ultiesinclude.

(1 CostofPublicity

ThisisgproblenthatisassociatedthpublicrelationsSincepublic
relationsinvolvegivingth@osfavourableimpressi@boutheimage
ofarorganizatiothecostialwaysigh.Adequatpublicitymusbeusecdffectiv
elyincarryingputthepublicity. Thecostofpublicitytherefopgsesproblenwhi
chtheorganizatiomusputintoconsideratiom ordetobeable tobe inmarket
foralongeperiod.

(i) Corruption

Manycorruppracticesereonthecontrarydescribedaspublic
relationsanbdavenegativelyaffectedtheintegrityoftheofessiobecauseorru
ptpracticewaseommoriactoramongsthepublic
relationspractitioneendhepublicneedsobeproperlhyeducatetbentailacleard
istinctiorbetweempublicrelationsanblriberyanctorruption.

(i) Carrier Determination
Thisisanothefactorthathasaffectedthepracticeoblicrelations

duringheearlylaysnNigeriaThenthereverenoresearchcentres
wherepractitionersfpublicrelationgouldconducanyresearch
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pertainingo theirprojects.Thigerature
inthdibraryandarchivesthewagpoorandcontainedaoinformationofpublicrela
tionspractice.
AfterthegraduationoftfewNigeriangshatventoversedsrtraining
thingchangetbrthebetterbecauskeynotonlyaveeliablenaterialbutalsc
elpedin developingkillsofthelocaimembers.

(iv)  InadequateFinancing

Thishasalsoontribute@reatlytolackofcareerdeterminationto
promoteearlypublicrelationspractic&herevereveryfew
practitionersanitheycouldnothaviindedherequiredundgo
conduchecessamgsearciltheraveranoseminarandworkshop®rjournalisa
ndpublicpractitionerstoproduceandenfagcgdelinesn
alltheaspectsofpublicrelationstiaduldnelpinpromotinghepublicrelations.

(v)  AccreditationofTertiary Institutions

BeforeirNigerianatertiaryinstitutionexistswhengublicrelationigaughtisadis
ciplineonitsown.Irthisrespect,thgovernmenpublic
andprivatesectorsanatheparastatalscouldnotdwchtopromotehepractice
inthecountry All thathasbeetonensome institutionsto
promotgublicrelationsisallowingitagainorcourseTheUniversityofLagosall
owedeachingfpublicrelationsundeanassommunicatiortheUniversityofNi
gerilNSUKKAalloweditundePublicAdministrationsMarketingan@lsdvias
sCommunication.
Accreditingpublicrelationsonitswninhigheinstitutionwould  definitelyelp
indevelopingts growth.

(vi)  Lackof TrainedPersonnel

Thepracticeopublicrelationsislowe ddowrbythelackoftrained
personnellhefewtrainedpersonndiaveaisentohighranksandare
graduatesfotherdisciplineslikepsychology,journalism,linguistansgmarket
ingandlid notreceiveanyformalraining ipublicrelations
togethenmwellinformedofunctioneffectivelyigovernmenbdrotheworganizati
ons.

(vii)  Professionalism

PublicelationsagarofessiohasnotbeenunderstdogNigerianaindhishaso
ntributedothaeversenpromotionofpublicelations
practicanNigerialnthislight Nigeriadidnotseeihecessaiy
investmoneyandherresourcesintrainingpublicrelationspractitiocieasgeavi
ththeresponsibility ofcommunication.
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(viii) AcademicExposition

Ithasbeendiscoveredthatfomracademioackgroundafomepractitionersha
sheemesponsibléorthepoorstateofthprofessiomnyprofessionalbodyepe
ndsonthacademiqualityofits
memberdftherebepropetrainingandeducatiomhichisthebesttooltotheucc
es®fpublicrelationspracticestipeofessiondbodywouldhavebeeneffective.
Wendelhasadvocatedtineedortrainegublicrelationspractitionerstcup
ypositionsibothgovernmerandousinessrganizations
toguaranteeffectiveness andefficiency.

SELFASSESSMENTEXERCISE?2

Explaintheproblemsssociatedithpublic relations

4.0CONCLUSION

Inthisunit,wénavealiscussedenerallpnpublicrelationstheobjectiveandunc
tionsofpublicrelations,theprinciplegolsandechniquesfpublicrelations,the
mediafpublicrelationgandsomef theproblemsassociated
withpublicrelations.

5.0SUMMARY

Thisunittreatedpublicrelationfeobjectivesindunction®ofpublic
relationsthemediatools/techniquesndrinciplesofgoodoublic
relationsawellasproblems giublicrelations.

6.0TUTOR-MARKED ASSIGNMENT

1.Definepublicrelation.
2.Statethefunctionsopublicrelations.
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1.0NTRODUCTION

Travelretailingistheutcomeftheurgeofpeopléotraveinamrganizedvay.Thi
snecessarilgneansisingheservicesfretailers
whoareinapositiotoofferthemonacomparativelgheapepriceas
theyhaveenterethtoanagreemeniththeprovideroftheseservicestbuythem
inbulkandpasshenontotheconsumerenpaymentocredit.Thesaservicesclu
detransport,accommodatimightseeingndseverabtheancillaryserviceshi
chaprospectivéravelexishesopayfor.

Travelinthepasisedobeaimpleaffair.Allthosdormalitiesexistingodaywere
absenBesidesntheabsencewhriousnodesf
transport,communicationgastivatiortotravelasitexist®daywerenotthere. It
wasonlyaftetransportatiosystemsveredevelopeéespeciallyailroacandhee
mergenceftheurgetotraveltoseedifferdandghatheorganized travel
begamotakeashapeThe
risingincomeasaresultofindustrializationaaxbanizationvereanother
importanfactorthahelpedhegrowthandievelopmendforganizedravel.
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2.00BJECTIVES

Attheendofthisunit,youshould babl&o:

oexplairthedefinitionoftravebgenintourisnmarketing
oexplairthefunction®ofretaildravelagent
oexplairnthesourcesfrevenuefthe agency
oidentifytheproblem®ftravelbgencynmarketingtourism
olisttheorganizational setp oftheagency
oidentifythetravehgencgommission.

3.0MAIN CONTENT
3.1Definition of TravelAgency

Thetravelbgenisaprofessionalinthetravelbusinesswhoactsasa
mediatorcounselorandretailertimetravelproduct.Hisa

professionaktailewhos e | | shi spr i nisthepfareadb s ser vi ces.

coordinatobetweetheproducersandthetravelingpubli©iewordretailetherei
snotelatedimnysenseithretailersnthemanufacturingndustryThisisbecaus
ethetravelagentdoewtcarrystoclkoftravebroductagetailersnthemanufactur
ingindustryand  equallydoesngpurchaseavelproductsiadvancéorreselto
customersThislackofcarryingstockimdvanceaswoimportantmplicationdo
rthebusinessoftraveldistributidfrst thecostof
settingupthbusinesscomparativelgmalcomparedtother
retailingbusines&econdlyheagent isundenoobligationtalisposa
produchehasnotpurchasedandthereforehehasiasdoyaltytowards
particularproduct or company.

Mosttravelprincipalsselltheirprodudtsustomersthroughemediumoftravel
agentsSuclagentshavebearexistencéoroverl
hundregeargsellingmainlyshippingandragervice®eforeWorldVarl) butth
eirmajogrowthhaoincidedaviththegrowthinairtravelandpackagetoistht
hedevelopmensfairtransport,the
airlinesfoundthainceheairporivereawayfrommarketenterandherevasalr
eadyestablishedasatisfactoegworloftravebgentso
handlesales,theadditionalcostofsettugchairfdirectsalesofficewerenotjus
tified.Inturnagentexpandethnumbetomeetiemandor airtickets.

Iftheagent isabletosellthetoutorhisprincipal, hesceiveamgreed
commissioffior toursorganizeblyoperatorthat  aremembersfABTA
(AssociatiomfBritishTravelAgents)Anagentcannlyget
commissioinfheisaregisteratiembeoflATA (InternationaAir TravelAssocia
tion).
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TravelagentscapeclassifiedinanumbenefysTherasfirstlythedistinctiome
tweerthosavhoarenembersfvariouorganizationske

IATA, ABTA, NANTA, etc.andhosavhoarenofl heycanalsobedifferentiated
bythetypeofworkinwhichtheyspecializandalsdoythdocatiornoftheiroffices.

Travelagencieare however located Inmajorcitycenters,in
thesuburbsflargeaownsandnsmalktowngarticularlyndevelopingcountries.
Tobesuccessful,howevdreyneedtobesitedclosetottentreofshoppindacili
ties.

3.1.JFunctionsandRoleofTravel Agencies

Themainroleofretailtravehgentsstoproviddgotheircustomersa
convenientocatiorfortheil p u r ¢ hvaisueléneehtsoftravelliketransport,
accommodationandseveralothecillaryserviceassociatedithholidayandr
avelThetravelhgentactadookingagentforholidaysandtravel
anddisseminatmformatiorandyiveadviceosuctservicesThisrolecarbesum
medupadollows.

(1 Togiveadvicdothepotentialtouristdhemeritofalternativelestination
and

(i) Tomakenecessamgrrangemeribrachoseimolidaywhichmayinvolvebo
okingofaccommodatiortransportootherelevanserviceassociatedi
th histravel.

Atravelagentnordetogivearadvicdohispotentialcustomerson
themeritoofadestinatioomusiposses,knowledgexpertiseandanupto-
datenformatiorabouthatdestinatioiBesidesgiravelhgenhaslose
contactsvithprovidersofservices,i.e.,theirprincifr@mwhom
theypurchasservicefortheircustomerdnothemwordsaretailtravehgentsan
ntermediarprovidingadirectlinkbetweetheconsumer andhe  supplier
oftourist services, sucls airlines, transport
companiedotels,carrentalcompanies,eitigetailagenistheonevhoacton
behalbftheprincipal,i.e.theoriginalprovideroftourssirvicesuctasanairline
ompanyhotelcompany,shippingcompany,insurance
companyrailwaysoratouroperator.Agensellgheprincipalservicesind
isrewardethycommission.

3.1.2Travel AgencyFunctions
Thescopandrangeftravelhgencyoperationgulddependonthesizeofagen
cy.Ifthecompanyslargansizetherangefactivitieswillbemorecomprehensive

Inthiscase¢heagencywvill havespecializediepartmentgachhavingtperfornd
ifferentfunctions.To
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dealviththesubjectofatravabencythebestethodfapproachigerhapgoco
nsidethefunctionsofaravelagencyThesenaybebroadlyclassifiedas follows.

() ProvisionofTravellnformation

Oneoftheprimaryfunctionsofaretailtravelagentfromploentofviewofthetouri
stotthegenerapublicstoprovidenecessaimyformatioraboutravelThisinform
ationsprovidedataonvenieribcationvhergheintendingtourigshayaskcertai
nquestionsargkelklarificationgboutisproposetravel Thisisaveryspecializ
edobsand thepersomehindhecountershould beapecialisthavingexcellent
knowledgefvariougravelalternateplans.ldbouldeinapositiontogiveupdate
andaccuratenformationandccuratenformatiorregardingariousservicesand
generahformatiorabouttravel.etc. Thesentatiotothepotentialcustomer
ustbeforcefulandexciting
variationsmustontinuallybedevisedtbelpselltours.Ayoodravebhgentssome
thingofgpersonatounselowhoknowsllthedetailabouthetravebndalso
theneedsindnterestsahentendingravelerCommunicatioplaysakeyrolein
disseminationfanytypeof

information. Thissequallytrueinthecaseadisseminationftraveinformation.
Thepersohehindhetravetounteshouldbabldo
communicataiththecustomemhislanguagel heknowledgeofforeigangua
gethereforeisanessentialprerequititpersonneivorkingina travelagency.

(i) Preparationof Itineraries

Touristitineraryisacompositiomfaseriesfoperationsthairea result
ofthestudyofthemarket. Atouristourneyischaracterizelgyan
itineraryusingvariousnean®ftransportolinkondocalitywithanotherPreparat
ionofdifferentypeofitinerariesisinothemmportanfunctionofatravedgency.
Atravelagengivesadvicetantending
travelersonthigpeofprogramewhichtheymaychooséortheirholidayor
businesstravelhestudyandherealizatiorfthe
itinerariesallforaperfecbrganizatiorftechnicalanddministrativeandalsé&n
owledgefthedesiresofthepublicraholidayandhepropensityoreceivedourist
sbythereceivindocalities.

(i) Liaisonwith Providersof Services

Beforeanyformoftravelcanbesoldoverthecountertaatomeigontracthiave
obeenteredinwiththeprovidersofariouservices.
Thesencludetransportationlikeotorcarsocoachefortransferto
andromhotelsandaldorgeneraservicingequirementsd heworkcarrieutu
nderthi®ieadingsusuallythatofth@wnerorsenior
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employeesfagenciesoncerned.Intheasefalargeagencyvith
worldwidebranchesheliaisonworkinvolvesagreateabfco-
ordinatiorwiththeprincipals.

(iv)  PlanningandCostingTours

Oncdhecontractandarrangementshavingbesrteredto,thereomeshetask
ofplanningandcostingtourbpthforinclusiveprogrammeandtoneeindividua
Irequirementd hisjohisintenselyinterestingandattbemetimehallenginglh
ejobcalldoragreatieabfinitiativeanddrivedprtraveltothoseplaceswhichare
obe includedntheitinerarietheyprepareT hisisessentiallyjabfora
meticulouslynindedersoranctalldorconsiderablerainingandhbility.Manya
genciewiththecooperationofairlinemdtheitransportatiocompanietaketh
eopportunityfarrangingducationaburdorsuctstafftodestinationvithwhich
theydeal.

Manylargeagencieshawexpertsvhoareauthoritiesonparticular
countrieandinadditiontogenergbrogrammemanywillissue
separatprogrammedealingvithholidayofferdbase@nspecific
formsoftransportatiore.g.,
air,rail,roadoseaProgrammealschaveobeprepared
tocovedifferenseasonsftheyear.

Publicityisanmportantpartoftheprogramme.Havingspent
considerablemeandnoneynpreparingallthgoesntothassuef
aprogramme,publicityusfeatureonsiderablyintheactivitiesofa
travebgencyndnoresoiftheagenchappenstobeargeoneThemajorityoflar
getravehgenciebBaveheirownpublicitydepartmenisndethemanagementofa
n expertn thepublicityfield.

(v)  Ticketing

Sellingticketstelientsusingdifferenimodesftransporlikeair rail,andseaiyet
anothemportanftunctionofatravelagencyhiscallsforahorouglknowledgeo
fschedulesfvariougnode®ftransportAir carriersrailwaysandsteamshipcom
paniefavehundredsof
scheduleandthepersdrehindhecounteshouldeconversantwithalltheSac
ketingshowevemotaneasyobastherangeanddiversityofinternationalairfaresi
sverycomplexandraried Thereare
severatlifferentypeoffarecombinationsntheNortiAtlanticroutealoneChan
gesinnternationadndocalairschedulesamaddition®fnewflightsfromtimetot
imemakehegobofthetravehgenbneofconstanthallenge.Anugo-
dateknowledgeaboutvariousschedulesafairpaniessteamship
companieandailwaysis
veryessentiaComputerizedeservatiosystenmasintheecenyearsather
revolutionizedhereservatiosystembothforairandrailseatsaradiso
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aroomnahotel.ManylargetravelagenciesaseghissystemThissystenaom
priseacomputernetworkthatcanisedythetravel
agentoreservanairorailaccommodatioanchlscaccommodation

inahotel. Throughaidenetworkconfirmatiorreservationareavailablenamatt
erofseconds.

(vi)  Settlementof Account

Linkedwiththefunctiorofticketingandreservationofaccommodation
inahoteisthesettlemerdfaccountsfthe
clientsAccountancplaysanmportanpariandsoneofthenajordutiestobeerf
ormedythetravehgencyDealingviththesettlemerdfaccounts
inallpartsofthevorld,callsforathorougtknowledgeoforeigncurrencies, theircr
0SS
valuesandibovall,theintricaciesofexchangecontrolregulatiorgchvaryfro
mcountryto country.

(vii)  ProvisionofForeignCurrencies

Provisiorofforeigncurrenciesiatendingtravelelisanother
specializeactivityofatravelagenchomefthelargetravelagencies

deabxcl usi vel yintheprovi sichequedtcilTlosr ei gncur r enc
iIsanimportarfacilitytointending travelerasaves
themalotofimeandcenergynavoidingsisittoregularbankinghannels.

(viii) Insurance

Insurancehothforpersonalaccidentrisiacbfbaggagesyetanother
importanactivityofthetravehgencySomeofthelargertravafjentsaintairsiz
eableshippingaridrwardinglepartmen@imedat
assistinghetraveletotransportpersonaffectandaggagéoany
paroftheworldwithaminimunofinconvenience.

The
multifariousactivitiementionedhtheaboveparagrapsisonthathetravelgen
cyb rangefservicenmoderrimeshasxpanded
greatlealThefiledofexpertisésquitelargeandiconstantlygrowing
withthefasthangingtravelneedsofthepeople.jdielescriptiomfamoderrira
vel agencygarbe summedp inthe following words:

) Preparationfindividualpre
planneditineraries,personadlycortetburs
andygroupgoursandsalefpre-paid packageours.

(i)

Makingarrangemerfibrhotelsmotelsresoraccommodation,
mealgarrentalsightseeindransferopassengeesnduggagdetween
erminalsantotelsandspecialfeaturesichagnusidestivalandheatret
ickets.
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(i)  Handlingofandgivingadvisenthemanydetailsinvolveéthmoderrdaytr
avelg.g.fravelanthaggagesurance,language
studymaterials,travelerscheques,foresgnrencyexchange,
documentaryrequiremgMisasandrassport)anuealthrequirementg
mmunizatiomndnoculations).

(iv)  Possessionfprofessionalknowledgamdexperienceggorinstance,sch
edulesofairandtrainconnections,ratesofhatedsrqualitywhetheroo
mshavéaths,etc.allofthisinformationonwhichthetraveler,budorthet
ravelagent,wikpendlaysoweek®fendlesphonealls |ettersandpers
onalvisits.

Arrangemendfreservationforspecialinterestactivitissiclaonventi
(v)  onsconferences,afisinesgieetin@ndsportseventsetc.

SELFASSESSMENTEXERCISE1

ExplainthetermtravehgentWhatarehefunction®fthe
travebgent3.1.3TravelOrganizations

Theraarevariousactivitieswhichatrawgencyagoperformnordethatannte
ndingravelerundertakestpsoposegburneyandcenjoysholidayofhischoiceT
hereargarioustepsnvolvedromthetimeatravelevisitsatraveagentobuyatic
ketuntilhereturnbackhomaeafter visitingaplace ofhchoice.

Organizedravebya travelagencygarbeoftwotypes.e.

a. Singleclientand
b. Groupclient.Inordetoeffectthgourneythefollowingnainelementgin
bothtypesoftravel)need teconsidered:

0] Studyofthejourney.

(i) Estimatefexpenditure.
(i)  Executiorofthgourney.

(iv)  Presentatioofaccounts.
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Individual orOrdinary Trips
Thefollowingsteparanvolvednorganizingndividualoordinartrips:

) Theclientturnstothetravalgentoorganizéorhima
particulajourneyCultural, natural, business,religioets;.).

(i)  Theagencyromthisanglewillexamineastowhatwillbe
involvede.g.,scopegdurneywherthgourneystotakeplace/ariouse
rvicesneededndheaccessories required.

(i)  Basemntheboveevaluatiomndtheelementihis
possessiothetravelagentwillsuggasheraryandwill thercommunica
tetotheclientheestimatednaximunctosforthecliend approval.

Thetravebgenwvill thercompileghedefiniteestimates,atotalofaseés
(iv)  variougostaddedipge.g.fransporaccommodatiomndtheservices

chaghosefguides,operativeossuchagpostageelextelefaxe-

mail telephonegtc.)

Thetravelhgentherwillpresentaocumendftheamountomoneyobep
aidinduplicatetotheustomeilT heclientreturnsneofthedebitcopiesig

(v)  nedbnacceptan@Ecompaniedith
adeposifinanticipation);thdeposihormallyisabout
25percenoftheotalcost.

Oncehecliend approvalhasbe@mbtainedhetravedgend gperatiord
epartmentsherexecutepurney.

(vi)
Thetravelagentreparetheouristitinerarywhichwillaccompanthecli
entthrougtheentirgourneyltwillindicate

(vii) theicketdobeusedthehotelsandtherservicesbookedandwillincludev
ouchers,et®Normallythatineraryismaden
triplicate Ondortheclients,anoth&rtheagencandhethirdtothehotel
ierorthosevhowillprovidgherequiredervicepaidoymeansfvoucher
S.

(viii) Theoperatiomepartmerd tasknowistbookiortheestablishedatesthetra

nsporandsarioustheservicesAfterthebookingconfirmatiorhasbeen
eceivedhetravehgenissueshevouchers.
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(ix)  Thelasformalityisthedeliverytotheclientvouchers,
confirmedicketsaandhetechnicaitinerary.

(xX)  Whenthegroupisparticularlylargeefgrsportshetravehgenheedstota
kearextracardoywayofinformingpublicauthoritiesforpurposessdcuri
ty,etc.

Travelagentsmahighlydevelopetharketovearlltheabovectivitiesandrange
fservices.Theangefactivitiesofatravelagentanycountrydependsportheex
tentoftheeconomidevelopmentofthabuntrythetravelpatternsoftip@pulati
oninadvancedountriesanpeoplewitthighincomesakingmorenolidaysaso
mparedo
developedountriesTheservicesftravelhgentarancreasinglytilizedindevel
opedountiesilnsomeftheadvancedountrieslikeheUSA CanadaiGermanyg
ndJaparaverylargepercentageotouristsareutilizingthe servicesfa travel
agent.

3.1.4Sourceof Revenuef the TravelAgency

Thetravelbgencynordetokeehisbusinessinningnushavesomefunds.
Themainsourcesfrevenugotheagentare.

) CommissiomnticketsaleshmakegohisprincipallT hughehighetheris
kofanagencyhehigheishisremuneration.Buthedoeskegstoclofth
egoodgtickets)andthereforelgainsl0%as commission
fromthesaletianakes.

(i) Commissiofromancillaryservicessuchastravesurancandhecharg
eshenake$romsuclservices astraveheques.

(i) Incomdromshort
termnvestmentfmoneyeceivedromhiscustomerasdepositsand
pre-payment.

Profitsearnsromthesalesofhiswnvarioudours,ifhe
operateasatouroperatessatouroperator.

3.1.5Travel AgentSetUp

Atravelagencynaybelargeosmallinsize.Aargeravelgencyallstormorenan
ddoritsmanagementyhilesmallbonegallforfewhandsomanagésaffairsinlar
getravelagencies,completeservices
areoffered,i.e.,airlineticketingtopackaging;argoshippingandail
bookingwhilesmalbrganizedravelhgenciesonfingheiroperatioioonlyspec
ificareasNormallyalargeandmediumtravajenchaheadquartersatmaanch
offices.
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MD
OPS MGR

I | | |
AGENGT ACCOUNTANT SUPERVISOR SEC
MANAGER

| | |
TICKETING ACCOUNT TYPIST
STAFF CLERK (OFFICE ASST)

I i I
CLEANER MANAGER GUARDS

ManagingDirector

HeigheoverallheadofttegencyHecouldeitherbeaprivawvner
oftheagencyorbeemploykegtheprincipal.ltisinhishandthiteauthorityofthe
companyisvested.Hisfunctionsaresimilartothatof
thechiefexecutivefairlineorganizationSomefhisfunctionsare:

() Herepresentsisprincipal,

(i) Heensurethat legal requirementsanade

(i)  HeseeshathecompanyperatesincomplianeathlATA guidelines
Helayslownstrategygenerapolicyandsectorigdolicyfortheoperation

(iv)  oftheagency.
Heservesastlspokesmanoftheagencymrblicstatementrelatingto

(v)  theorganization.

OperationsManager

ImmediatelyafterthiRlanagindirectoristheOperationsManager,
thismeanshatherankseconahtheoperation.Heteemarnoputo
effectthelesignedbjective®yputtingtovorkallelementsvolvedHeattimed
ormulatepoliciesandallocatesll staffvorks.

TheAgencyManager

HeigankedextotheOperationsManager.Heisrespondingassengearare;h
emakeprovisiorforticketdromtheprincipalothecustomerdieisinchargefth
edistributiorthanneli,e. theagencynainofficesandsupervisesalbrkundehi

m.Herepresentstheprincipalonanairlinetosefihisluctsotheintendingravel
ers.He
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providegdravelerswitinformatiorregardinglestinatiomndchoiceofdestinatio
n.

Ticketing Staff

HeisundetheAgencyManager.Heithesalesmawhaosellgheprincipad grodu
ctdirectlytothetravelersimegardothequotedprice.Heperatesndirectivefro
mhisbosanensurethatticketsaralwaysavailablefortravelers inorder notto
keepghemstranded.

Accountant

Hekeepsllfinancial/accountrecordsibfeagencgspeciallyonthesaleoftickets
andtours.Heisresponsilbtethestaffpaymenbypreparingheirsalarywoucher.
Herelatewiththebankbyopeningan
accountortheagencyThisisimperativdecausatimesvhenthe
agencyeed$undsheapproachewebankahergheyeitherborrow
orwithdraw.Besides,hedirectsallfinancialspendiitgaccountahaundehi
mtheaccountlerkwhoactsasassistanttothecountantblyelpinchimtokeepfin
anciatecordsindalseffectsomeayments bypreparing voucher
andvage®fstaff.

Supervisor

Hesupervisedlaffairsotheagencyy
overseeingndnonitoringheactivitiesofstafundehim.Thisensurehatthesta
ffcarryouttheirfunctionsdiligentlpndespectivelyto theelight
ofthecustomers.

Hisappearanc@sducehestafftobenorecommittecandesponsive
totheirfunctiondJndethesupervisatherearecleaners/hocarryout
cleaningperationsinth@gencythemessengesalwaysaroundand
servegssaservantothemanager.

Guard

Heisthesecurityoperatorofthagencyhatkeeptheagencyn surveillance.
Secretary

HeserveasssistartbthemanageiHekeepsecordefallactivities
oftheagencyHereceivesthecordefcustomersthatvisitttigganizationTheo

fficeofthesecretargrovidesorrespondencenderthesecretaristhetypisivh
oassistsitypingalltheagencwfficial documentdothgoinganccomingnails.
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3.1.Reqistrationsof TravelAgents

TheNationaAssociatiomfNigerianTravelAgenciesontrolgheregistrationoft
ravelagencies,operatingthintheFederdepubliof
NigeriaHoweverthédssociatiomastwaategoriesfmembersiamely.

(@) FullMembers

TravelagencieswithiNigeriaholdinglicens&omthelnternationahir Transpo
rtAssociation(IATA) andNANTA.

(b)  AssociateMembers

TourcompanieandATAtravelagenciesthaavenotyetbeergivenicensdylA
TAancdare expectedopayN15,000while alliedmembers
areexpectetbpayN100(peryearas registrationfees.

Anannuatontributionsexpectettomevery
registerechembewhichamountsoN2,500asaannuategistrationfeeshilene
wandntendingnemberaormallyapplyfomembershigvithanon
refundablefee 1000

Anannuatontributiorshouldbepaidoyindividualtraveagencyailuretowhichc
alledfordisciplinaryactiomwhichinvolvesxpulsiorfromtheorganization

Therareove(300Yhreénundredravelagenciesscatteredalloverthe
countrywithalargerconcentrationinLagos.Ofthese&lymareregisterean
nlyabouB5%areactiveandfinancialmembers.
Howeverwiththemassiveampaignwhichtheganizatioms
currentlycarryingutmembershiponditionsexpectedtonproveremendousl|
y.Beingamembertheoperatiomndservicesfalltravehgenciearestandardize
yIATA andNANTAandalsoseethaavehgenciesonfornwiththeirlaiddownr
ulesandregulation.Offending
memberaredealivithaccordingotheconstitution3heactivitieoftheregistere
dmembersmonitoredyNANTASsecretariat.

3.1.7Travel AgencyCommission

Mostofthetravedgente s peci al | yi nNi g @mduasnént | t hei rprinc
eturntheyareggivencommissionlhecommissionfferedtotravedgentsarieso
nthebasisofproducts.Normal

commissiomnaninternationalairlinetickettotravelagentsis

something@bouB8%to10% Thecommissiogivenotravelagerior
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thesaleoinclusiveounPackage¥y10%fromthewholesale transporter.

Travelagentsharged 0%onbookingHoteDfterthispercentage
variesSomeHoteloffershighelcommissiontotravelagentstoattracirebusine
ssespeciallgrouousinesg.herasnostandard
regulatiorforcommissiomnseatraveliNigerialntheNorth Atlantic,itis
12%onservicesbetweenU.S.Adharope.

3.1.8roblemsofTravelAgency

(i) Inadequatefprofessionalism.

(i) Inadequateffundstooperatéravebgencypusiness.

(iif) Hardshipn registrationainembersftravel

agencyvithlATA. (iv) MostNigeriantravehgenciesngagedithesalesofticket
rathertharembarkingnothemrctivities.

(v)Badlocatiomndacilitiesaffecthesmoothoperationofthgency.

(vi)Inadequateftourismconsciousness.

(vii) Inadequatefmarketingandoromotion ofservices in Nigeria.

(viii) Someprincipalsorairlinesavestartedsellingdirectipthe
publicwhichisasigrofdissatisfactionofthgervicesfthetravelagency.

(ix) Thetravelagentialsdacingcompetitiorfromhiscolleaguesirihetrade.

SELFASSESSMENTEXERCISE?2

Mentionthe sources oévenuefthetravelagency

4 .0CONCLUSION
Inthisunit,wehavealiscussedenerallythenatureandmeaningoftravabencyT
heroleandfunctionsoftheagendygorganizationftheagencyandevenueofthe
agencyetc.

5.0SUMMARY
Thisunitireatghenatureanddefinitionofthetravajencytherolendunctions
ource®frevenueftheagencythesetupofthegencythecommissionftheagenc
yandthe problemsfacing thgency.

6.0TUTOR-MARKED ASSIGNMENT

1.DefinelTravelgent.
2 Explainthefunctionsofthetravelgency
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1.0NTRODUCTION

Amajorcontributingactoringrowthofairtraveholidaytourismhas
beerthedevelopmendfthenclusiveour,anethodfpackaginga
holiday.Thishas beertheresulibfa dramatigrowthoftourist
traffictotheMediterraneanountriesromEuropeinthelashirtyyearsTheideao
fbuyingapackageoftravelccommodatioandperhapsome
ancillaryservicesuchasentertainmengtc. pecamanestablishment
inWesterreuropénthel 960 &ssentiallgnd i nc | uGsa vet our
packageftransportandaccommodatemderhapsometheiservicesyhichi
ssoldasaingleholidayforanalkinclusivepriceThisinclusivepriceisusually
significantlylowerthancouldbeobtained
byconventionahethodsdbookingransportandccommodatioseparatelyfro
mindividualhotendransportariffs.Theprincipalfeatureoftheclusiveourist
hattheouristmaybuyforasinglepricedolidaywhichischeaperthamouldbepos
siblefortheholidaymakerifhéouygshecomponentsfhisholidayseparatelgndii
rectlyfromtransportompaniegrfromaretaittravelagent.

2.00BJECTIVES

Bytheendofthisunit,youshouldeableo:

oexplairthemeaningftouroperator
oexplairnthedutiesand functionsftouroperation
oexplairthetypesftour operator
oexplairthemarketingof@ackagéour.
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3.0MAIN CONTENT
3.1MeaningofTour Operator

Anattempttoeallyunderstandwhatthermourdenoteswithivea
clearepictureofwhathetouroperatois.Adictionaryneaningtatesthatatourisaj
ourneyoutafiomeorplacefworkandaclkduringwhichseverabrmanyplacesr
evisited Suchripsarenormallywellplannednadvancéensurgheirsuccess,as
wellasencouragingisitoror touriststanakearepeagourney.

Lookingatheabovedefinitiontherefolisgganbesaidthatatooperatoisonavh
oinitiatesandrganizealltheproposalsoncerningtour Hemake sale$orairli
neshotelsaaswell a®thetouristservices andgsometimes
dealslirectlywithhisClients.

Itisthetouroperatavhobuysaicraftseatsanigotebedsndcertainthefacilitie
ssuclassurfacetransportorentertainmentandmakesup
thepackageHistoricallythetouroperatorhasmostlyemergeffomretaitravelag
ency.Howevetpdayecleardistinctiomusbemadédetweemtouroperatoranda
travelhgentThelatter,theetailagentsjndertakewsellthetravedervicesfhisp
rincipalj.e. airline companieandther
transportundertakings,hogebupsshippinglineandheprovisionosuchancill
aryservicesdravellechequespsurancegtc.

Thetouroperatorisamanufacturertdarisproductunlikehetravel
agenwhastheetailefthetourisproductsdeplans,organizesasellsours. T
hetouroperatomakeallthenecessamgrrangements
transports,accommodatiaghts
seeingnsuranceentertainmeranthematterandsellghisd P a c¢ doeagad
inclusive,rice.ApackagéourisdesignetbfitaparticulagroupftravelersThere
may bespeciainteresttours,i.erekking wildlifetours,etc.,andcanbe
escortedAnescortedtourormallyincludestransportatiomealssightseeingg
ccommodatiorguideservicesetc.ltistiie e s codhefit g r leadgowhoisresp
onsibldormaintaininghescheduleoftheurandorlookingafter all
thearrangements.

Specialistoperatorsaybesubsidiariesfcarriecoraccommodatioarganizatio
nsexistingt@rovideasalesoutlébrtheorganizationproductsltis,howevergo
nvenienttgrougspecialistoperatorsintoficategoriesamely:

) Thosefferingtourgospecifigroupofpeoplavhichmayfollow a
policyofmarkesegmentation.
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(i) Thosefferingtourstospecificdestinations,suckagotoursorSwisstra
velservicesservingugoslaviandSwitzerlandrespectivelsheyareoft
emwnedyorhavestrondinkswithfirmsorstatggjovernment in
thedestination country.

(i)  Thosdouroperatarompaniesisingspecifitormsofaccommodatiofor
theirtours.Suchascampingholidaysor  holidayvillagese.g.Euro
camprhaveneisure.

(iv)  ThoseausingspecifidformsoftransportortheirtoursThesemay
wellbeownedytransporbusinessesichasthéerrycompanieer
theorienexpresprogramme

(v)  Thoseofferingspecialistinteregiursuchashiggamesafaris,cruisingy
clingorhikingholidays.Ovahepast0or3¥earspecialistouroperators
haveproliferatedJsuallytheyhaveidentifiedaeedndsoughtocatefor
it,takingadvantageof fashiomendn tourism.

3.2Dutiesand Responsibilitie®f Tour Operator

WhentravellingvasarelativelylimitedactivitybothinthesenséhatcomplexXour
neywerenotcommorandnthesenséhattheotalvolumeoftravelwastillsmallt
hetravelleccouldnakenisownarrangementgioweverwhenthereweresufficie
nttransporindertakinggneedarisderaspecialisttravelrganizewhocouldas
semblgourneysonhisbehalf.Hesuesicketstocovertheholgourneyas
amgentforthetransporhotelnddtherelated services.

Theypurchaseseparaiements oftransportaccommodatioandther
servicegsombininghenintoapackage,sellingitdirectlymdirectlytaouristsor
travellersTheyarenronglyreferredtoaswholesalersas
theycarbesbedescribedslightassemblgperatorsvhoonlyassemblandsellas
doesafitter whoputgogethea wardrobe.

Itisaprofessionthalealsvithdifferenpeoplefdifferentcharactersgstesgolou
rs,status,andlanguagépfwhommusbeattendedto

withoutbias. Thoughacommerciatdertakingisyethumanitariarencouragin
gunityandaffectiobetweepeopleofdifferentpartsoftheorld.

All travelsbetweendestinationcounthefanbalancingafradeetweerthem
througtoreigrexchanggenerateflomsuchrips.

Heisalsoesponsibléortheitineraryofthpackagéour.lrthiscontexthereareus
uallytwotouroperatorsinvolve@herastheone
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whoinitiategshedeafthetounormallyattheoriginatingountryand
oneghatisbasedthereceivingcountryordestinatiortierewhiletheformeroper
atoridousyselectingtouristdestinationtobevisitedarténdingnvitationtcage
ntsatvariouglestinations,thatterhoweverwillbebusyarranginjoraccommo
dationground transportatioplacesfinterestto bevisited,etc.

Asaresultafegotiationandivisionoflabourinvolvedithetourstructure,itisvi
denthatvithoutdemandtherewillbenosupply.in
othewordswithoutthenitiatorattheorigin,thetoumightnotbe
successfusincepackagetoursrequireperangementstoensurepeavisit.

Thetouroperatorsasmmetimeseferredtoaswholesalegithisis
onlypartiallyaccurateaslikethewholesalewhobuysonhis
accounthreaksulk,allofwhichthetouroperataloesalsahetouroperatoalters
theproducthbuydeforesellingtothecustomer. Thdolesalehioweverdoes
notalterthe produchebuydeforeselling.

Carriers

Accommodation —
our operators Customers
Services —

Fig.10.1 Tour operators

Touroperationishighlycompetitivdusinessyithsuccesdependaniportheo
peratormaintaining  thdowest possible pricewhilecontinuing
togivevalugormoneyThistheydoby
restrainingheirprofitmarginandeekingostsaving.Suchcostsavingoriginally
cameaboutthrough
thecharteringofanentireairafinstea®fmerelypurchasingblock
ofseatsoascheduletlightorbyfi t isarieshartersthroughthis,aircrafiserd
easedvelongerperiooftimeratherthaforad
hogourneysailtimatelyJargetouroperatorspurchatbeirownaircraft@andor
mcharteairlinetocarrytheirclientpartlyasacostsaving
exercisdutequallytoensur¢hagrowingdemand outstrips supply.

SELFASSESSMENTEXERCISE1

0] Whoaisatouroperator?
(i)  StatehisDutiesand responsibilities.
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3.3TypesofTour Operators
0] MassMarket Operators

Theysellargenumbersaburs by
airandocoachTheyarenormallylargeoperatorsvhoconcentrattheiractivities
onmasmarket3gestinationskeSpainMexico,Canaryslancandsreecetc.
Theyfrequenthsubdividetheiroperationstervelifferentmarketanch
featureftheirstructureisthabanyardinkedwiththeirownairlineobyairlinesdi
versifyingntotouoperatingasinthecaseofBritighirways.)

(i)  SpecialistOperators

Theyarelessweknowthanthenassnarkebperatorbutaremorenumerouslhe
yrangdromlocaltravehgentsrganizingaehoctours. For20i
30locapassengetptdousinessfferinglong-
distancénclusivetourstoexclusivedestinationssiowevehardtarana
cleardistinctionbetweg¢hemandhemassnarkebperatore.gsome
ardargeenoughiobeconsideredsmassarkebperatorexamplesfwhichinclu
deOlympicholidayspecializingintourstGreecetc.

Theyonlyspecialisbnparticulageographicakgions.
(i)  DomestidOperators

Thesareoperatorsvhocassemblandselltourstodestinationwithin
thecountryinwhichthetouristresidéngeneralgdomestictousperatiomave
developedfter internationaloperations.

Domestigpackag&ursstrengthentheconomipositionofreceiving
destinationg'heymaygoalongvayincontributingothe development
ofroadshotelulturabutputindheindividualstandard

ofliving. Theyimprovecarriersoadfactorandhoteloccupancyateoypurchasing
unsoldseatsam@dsespectivelyoselkointerestedtravelers.

3.4Marketing aPackagerour

Inacompetitivevorldmarkesituation,whertherasachoiceofseveraglternaté
olidaydestinations,atooperatohastanakea
carefutlecisiomegardinggromotingancharketingparticular
packageAfterconsideringariousalternatives,atouroperdiago
narrowdownthechoicetdewpotentialsdestinations.Arealisticappraisabfthe
potentialoftheelectedestinationsstobemade.

98



HCM305 TOURISM SALESANDMARKETING

Selectiomfapotentialdestinatidsyatouoperatoistobebasen
severalactors,someof thefactorscludethe:

() Numbepoftouristwhichtheare@resenthattracts.

(i) Growthrateintouristarrival$nthese areas.

(i)  Sharefthecompetingompanies.

(iv)  Estimatefthetotalshareofthrearketvhichthecompangouldexpectto
gainintheexfewyearsofoperation.

(v)  Availabilityofsuitablendconvenientonnection®a destination.
Negotiatiorwithprincipals likethe airlineand

(vi)  hotelandNegotiatiorwithlocahandlingagentatthedestination&t

(vii) c.

3.5TourBrochure

Oncalltheabovdactordiavebeertonsidered auroperatowould
therpackagatourandncorporateitinArochurk nownas A Tour
brochur@abrochurésadocumentboundinti@mofabookletitis
avoluminougpublicatiorwithspecialemphasisontbealityofa
paperthegraphiadesigrofthecovelandthéayoutfpagesThetouoperatorbro
chureisthenosvitalmarketingoolforsellinghis
productSinceourismisanintangiblgroductvhichcannobepre
testedbytheprospectiveonsumerpriortthepurchase,therochuréecomethe
mportanthannebfinformingacustomexboutheproductindalsanotivatinghi
mtobuytheproduct.

Thebrochure containsa comprehensivand detailed
informatiorabougdestinatiomncludingcruises,bustours,safacisartevacati
onsetawithcoloumphotographsegardingallthdestinationvhichacompanyspr
omotingDetailednformationabouhotels,weathe@onditions,
frontierformalitiegtcisalsaivenThepriceovariougourgs
invariablymentionea@longviththedatew/heriourgakeplaceManytouroperat
ordakegreatcamgithproductionoftheiorochures.

Therarehowevenaraveindustrystandardsaguidelinesorthproductiorofbr
ochuresstablishetburoperatingompanietakegreataravhiledesigninghei
rtourbrochured.hefollowingaresomamportanareashichneedobetakercar
eofwhilegettingthetousrochurerinted.

) Qualityofpaper

(i) Layout

(i) Qualityofprinting
(iv)  Photography

(v)  Detailedtineraries
(vi)  Speciafeatures
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(vii)  Weatheconditions
(vii) Mapsofareas

(ix)  Tourconditions

(X)  Hotelinformation

(xi)  Termsandcondition®f
(xii)  Tour.

Severadlargetouroperatingcompaniesgettheirbrochuresdesignpdatetint
heirownadvertisinglepartment&omegetthebrochures
printednconjunctionwiththedesigstudicftheiradvertisingaggencyhointurn
negotiateviththeprintertoobtainthebestquotatarknsur¢hattheprintieadli
nesareadheretbadheringotheprinteadlingsextremelymportanastheompa
nyhastointroducethe
brochuretgredeterminedatecoincidingimostasewithtravetadeandconsu
metholidayfairs. Theintroduction ofa brochureatthese
eventdothotravetradeandconsumescruciaformarketing package.

3.6SkillsandContribution of Tour Operator

Servicesfferedbytouroperatovarywidelyandardimitedonlybytheimaginatio
n.Servicemayincludemeetingtheclientwithfanfaraadceremonyponrarrival
atadestination.lldawaiithetouoperator
isorhandoplacethetraditionalLaroundheneclofthevisitorsas
theyarriveonthairporbuilding.Thdeiwiththetraditionalkisstonreservedom
evisitorsbutthecustomerispleasantlystartingtbstravelerswhmayhaveee
nontheplanemarnourseedhere
assurancandsometimesthghysicasupportoftheescorttothaitingtourvehicl
eotheclientsaregladthattheoperattakeallthe arrangementsr
transportinghduggagdromandacktothehotel.

Touroperatorsnayaccounttheompleteesponsibilityorthetour,fromtheegin
ningtotheend Thecostmaycovereverythinghathetravelerwouldordinarilyhav
etgpayi luggage,gratificatiomccommodatiomirfaremealssight
seeing,andntertainmenBrices
foratoupackagenayasforsomalaysomonthgoralmostnytripimaginable.

Touroperatorinvolvesaultitudeofdetailsandddsvariety ofskills
includingsalesability. Touroperatarsisbeadministrativelgapable,
alsaospeakndvritewell. Thismushavehetalentorvisualizinghestepystep
detailsof@omplicatedourarrangementheyareconstantlplanningthefuturea
ndanticipatinghangenmarket@&ndourdetails. Atimegheyworkundertremen
douspressurspmeouroperatorswntheirowntranspordtheeasercontracho
rtransport services.
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Somedouroperatorsconcentrdéggelyorcompletelypncertaintravelestinatio
nse.gHawaiiarHolidays,Islanéiolidayandl radevindoffertouronlytoHawaii
,thereofthenajowholesalerswnhotelsirHawaii.

Whatonstitutestouriscarefullydefine@dycivilaeronauticboardf
USA . Whomaysellit,whamayout,ithenumberoflaystmaylastindheminimu
mgrandpackagehamusbepurchasedrerescribed.

Toumwholesalerscanbelocal,nationahternationallhelocawholesaleré p a ¢
k a g e Ofertheareathensetlsermoretailtravebhgentsvhere everpossible.

Thewholesalemayhaveegionabfficesnotheicounties,ifanarketrealoesot
justifyacompleteffice thewhole-sellemayarrangéo
berepresentmanothearea,thebekhowroftouwholesalerare
Thomag£ookCompanyndAmericarexpressompany.

Thetotalchainsarkkelytoselloutvhaiscommissionablendvhatisnot. Commi
ssionarrenotpaidonextendedstagcommodatiothaiswherclientpre
bookedyhistraveagencyttendedthestayathotelThemajorairlinesofthaves
ternworldareowner®fhotelsandjuitenaturallyandinterestedinsellinghotgla
cesaaswellaairplaceseats.

Atourguide isamediatowhosdunctionigoshepherd, guideantbok
aftegroupoftouristsToursaareemployedbycarriersandtowperatorshileso
meareselfemployed
workingfreelanctortouroperatorsrthemselvesd.heyareveryimportantsource
ofinfrastructuréo tourists.

Tourguidessareretainbgitouroperatorf®rtheirexpertiseigeneral
orspecialistsubjectsandusuallyemployesgrageduringull seasonlheyare
alskknownadourescorts,toleadersrtourmanagerd.rainingcoursesinguidin
gareofferetiytechnicalcollegeandrivateinstitutions.
SELFASSESSMENTEXERCISE2

Mentiorthefactorstobeconsideredinselectingapotedgatinatiobya
touroperator.
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4.0CONCLUSION

Inthisunit,wehavealiscussedgenerally,thenaturear@hningftouroperatorth
edutiesndesponsibilities, thiypesandcategoriesoftoaperator.

5.0SUMMARY

Thisunittreatshemeaningftouroperator,thecategoriesoft@peratortheduti
esandesponsibilitiesoftouroperatdhemarketingofpackagandtour/touioro
churetheskillsandontribution®ftouroperator.

6.0TUTOR-MARKED ASSIGNMENT

1.Definetouroperator.
2.Whatarethefactorstobensiderethselectingpotentiadestinatiotoythe
touroperator?

7.0REFERENCES/FURTHER READINGS

KuwuE.A.( 2 0 R&visiondotewnTourisnBalesand
MarketingdFederaPolytechnicKkaduna.

BurkartA.JandMedlick (1981)Tourism
PastPresenand-uture 2Edition LondonWilliamHeninemar.

BhataiA.rk.(2001).‘I’ourism\/|anagement and Marketiri=dition
SterlingPublisherBrivatd_.imitedNewDelhi:India.

st

102



HCM305 TOURISM SALESANDMARKETING

UNIT 6 MARKETING MIX CONCEPTINTOURISMIN
DUSTRY

CONTENTS

1.0Introduction
2.00bjectives
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3.2CoordinatingftheMix
3.3RelevancefMarketingMix
3.4LimitationofMarketingVlix
3.4.1MarketingOrganization
3.4.FactorsnfluencingMarketing Organization
3.4.3nterdepartment&onflicts
3.4.MMarketingOrganizationabtructure
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3.4.4.2ProducDrganization
3.4.4.35eographic@®rganization
4.0Conclusion
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1.0NTRODUCTION

Thetermmarketingnixisusedodenotéhanstrumentortoolsthétemarketers
setoinfluencdemanafagiverproductinothemwordsmarketingnixmeansnix
tureofelements/hichinteractand
complement¢aclothetoachievethetargetedresulibeternd ma r krait x @ o
asntroducedbyProfessaXeilBordesntheyearl 953 ProfessdBordesgathecu
efromastudyofmanagementof
marketingostbyProfessatamesullitonwhodescribedth@arketingexecuti
vesasaixerofingredients. Thigrmortheorganizatiomanuseavarietyafarketi
nNgoi ns O iregardeits t s
product®rservices,theirpricing,theirdistributionsorsaegheimpromotionT
hecombinatiomfspecificactivitieshosebyafirmisusuallc al | edt hefimar ket i
ngmixo . An e x a nwolldeeaf t hi s
policyofpricereductiontotouristfacilitiesandservic&hiscouldbe
substitutetlyincreasingvailablefacilitiesandservicEsthesame@riceorbystr
engtheningromotionadctivitiesirviewoffacingcompetitiorandncreasingal
esoutput.
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2.00BJECTIVES

Bytheendofthisunit,youshoulde ablgo:

Oexplairthemeaning)fma[ketingmixintourism
oexplairthefourpofmarketingnixin tourism
oexplairnthemarketingrganization
oexplairnthefactorsnfluencingnarketingorganization

oexplairthestructureand function ofmarketing
organization3.0MAIN CONTENT

3.1Thevleaning of TourismMarketingMix

Inmarketingnanagementhemarketingnixconsistsofcontrollabletoolswithint
hecompany @oductorservic&Vhileintourism,thenarketingnixislargelyao
mplexgroupoffactorsterveningo

achievehemarketingi e pratluctwhichincreasesffectivenessdemanaut
putinrelationsteupplyandnarketingnvestmentinput).Abalancenixisnecess
arytoreachthistargetedresult. tbarisnmarketingnixconsist®fthefour
Pnamelythe: :

()] Produc{Producpolicy)

(i) Price(Pricingpolicy)

(i)  PlacéDistributionpolicy)and

(iv)  Promotion(promotionprogrammes).

Inthecaseofintangibles(i.e.services),additionalvariabiegreredoinfluenc
edemandThesevariablesincludethghysicakvidencegrocesandoeople.

Theapplicatiorofanyorcombinatiorofthesevariableslependalot
onthenarkesituationstrengtlfofcompetitions;ompanybjectives
andheavailableresourcesthinandutsideth@rmdesignedto
handleheabovevariables.Consumerclustesibitdifferentikesand
preferencesandsscltanbeinfluenceddifferentbyeitherproduct,price,place
orpromotionadppealsT hesevariablescanpeducedndrganizedythemar
ketingmanagenordertancludepositive reactions
ofpotentiahndexistingcustometsthecompany oducts.
Itisnodoubtvorthconsideringthevarioe$ementsfthemarketing
mixinordetobringoutthespeciafeaturesthatcommandcustomer
favourableattitudesarzehavioutowardsproducbrservice.
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(A) TheProduct

Thepr oduct 6sextrinsicandi rpackagimgstens qual i t i es, f
lonsprandingndbackupservicesswellasolourandrial performancare

themagiavords

thatleadocompulsivactiontobuyT hesdeaturesareseendifferenblydifferen
tgroupofcustomersAnorganizatiogarlaystrongemphasisonproduct
paraphernaliasatrongooltoenhancsales.Inthiscasdsolutearavouldbeta
keninthechoicegbackagingnaterials,productqualityypervisiomndassociate
dserviceHoweversomeproductcanbe
differentiatedandclassifiedcordingotheaffordablexpenditureofcustomers.

Ontheothdrandtheouristproductsacomplexproductdomprisesfaccomm
odationcateringtransportatioancentertainmeriutora
widesensdtisdescribedasamalganofwhathetouristdoeatthedestinatiomn
doftheservicebeusesomakehisourneypossiblelt is
theprimeresponsibilityoftheationatouristorganizationto
desigrmndormulatehetouristproductsinrdetooptimizeustomed s
satisfaction.Thetasktfuristproductformulationeedsotakeconsideratiooft
hefollowingfactors.

(1 ManagingExistingTourist Product

Nationatourisnmorganizatiod reajoractivityofmanagingxistingproducivillb
etoensurthecontinuougprofitability, markeshar@andsalesofsuccesstolirist
productThiseffortmusbebackedupyseekingnewcustomersspeciallyhose
marketorcustomersthevebeeroverlooked.

(i) ProductModification

AnotheimportanttaskortheN TOistomodifythenaturemstyleof
theirtourisproducsoastmeethechanginmarketonditiongcompetitiorortec
hnologyforexampleinaragreememtithre-
knownedouroperators,NT@armodifytheirtourisproducbyofferingnewexp
editiontoincludesomeexcursionsitesandthedestinatioithat
mayinteresthetourists.

(i) ProductRationalization

Thisentailsth@lannedemovabfcertairiourisbhbecomebs producthathas

oleteorcamalongerearnsufficient revenueRProduct
modificatiormaynotbepossibléecauseofthmstechnicalinvolvedoother
reasons.Productrationalizatimaybring aboutchangesin
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marketingpromotiongchangemcustomerseedsrtheintroductionof
newproductdythe competitors.

(iv)  NewProductDevelopment

AnotherconsideratiantheformulatioroftourisproducisfortheNTOtobecom
eawareftheneetbrnewproductievelopmentor
diversificationbearingnmindthatallproductshavée cyclelfthe
organizationvishestaonaintairbusiness,hushaveorogrammef®rseekingut
newideagssvellastheplanninganaunchingothosehaappearsobethemosvi
ablevithgoodlong termprofitprospects.

(B)  Price

Pricingistheseconautofthefourmarketingnixcomponentstis
definedasthsunofallsacrificemnaddyaconsumeriardeto
experiencehebenefitsofproductAcompany wicingpolicieswillencompass
moreharjustthepricesaskedoritsproductdiwill includecreditterm$ordistrib
utorsandetailers,whatdiscountsare
availablehowandnresponsetwhatpricesareharged.Generallgl
profitancevemonprofitmakingorganizatiofacahetaskofsettinga
priceontheir productsor services. Pricdsviewed
bymanymarketeragshemosimportantomponentthemarketingnixsincatis
theonlyelemenbywhicharorganizatiowlirectlyearnsevenuandncome,
whereblltheothercomponentsareseenasmestingrexpens@roducing.

Pricing,particularlpfthetouristproductisacomplexnattesincendividualsup
pliersotouristproducandservicese.g.airlines,hotels
groupandthetransporbwnersendodetermingheirpricesndependentlgndu
nlesscareiskenthefinalpricanayseriouslaffecthepurchasefthetouristpro
ductNTOandthemprovidersof
touristservicestenmbapproachtheissuegmficeysettingpricing
objectivesvhichamongthersnclude thefollowing.

(a)  Optimizatiorofprofit/profitabilitybothfortheshortankbngternperiods.
Obtainingaspecifiedateofreturnoninvestment

(b)  Minimizingriskespecially onsubstantibss.

(c)  Maintainingorincreasinghemarkeshares.

(d)  Trainingprestigethrougtsomdormofmarketleadership.

(e)

Onthequestionofaricingpolicy,consideratiomusbegivero
decisiorasvellasadopup-
markebrmassnarketourisndevelopmenstrategy.Up
marketentailshighericepackagefor
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limitedeliteofpotentialconsumersandmasarketvhichislowpricepackage.

Similarly,thedestinatiocapacitynustbeéakenntoaccounandascertainifitcam
atisiithedemandthatwillarisestipplyexceeds
demandshoulgricebdoweredrifdemanéxceedsupplyshould
pricebeincreased?AoeistomersensitivéopriceandfrequentprichangesWi
[litbenecessatpintroduceewproducatowpriceandncaseofassnarketto
urism,willtherdeanypoliticalimplication etcAllthesguestions
andnanythersnuste adequatelgnswered  inordetto arriveat
themostppropriatericingpolicy.

(C) Place

Placasthethircelemeninthemarketingnixandsashorthantermformethodef
distributionTheactivityalliedtothisisalsothghysicaplacevheretheproductsa
repurchased.Inthspitalityndustry,distributiorsconcernedithsendinginf
ormatiorabouthe
productopotentialcustomersthroughwiskinownasthedistributiochannels.

Adistributionrchannelintourismisthehairoftheorganizatiomnd
individualbetweethehospitalitymarketersandhispotentastomerahichisu
sedomakdheproductnoreaccessibleandconvenidaaclorganizatiomrindiv
idualisknownasnarketingntermediarprchannelsTofunctiorproperlythere
musbedlowofinformationandpersuasiofrommarketetocustomersi.efor
mationaboutocation,
price,reservatiosystemmentstyleetcequallythereshouldbe
reverséowofpaymentoinformatiorfromtheholidaymaketotouroperatoand
thertotheproducer.

Anorganizatiomusdecidavhichchannebfdistributiontemployas
wellasthecomparativecogtherechanneinemberémiddlemen)aresedthepr
oducersoftourismserviceaistlecid@nthecommissiotopaywhichisnormall
ybetween8% 10%.

Somefthefactorsrequirddrdetermininglistributiorpolicyinclude
locationofpointofsales,distributioncoffectivenessfthemarketingeffort,or
ganizatiommageanctonsumemotivation

regardingouristproductSimilarly thedistributionsystemmustbe efficient,
positiveanddynamic.

(D)  Promotion
ThemanipulatiofthepromotionamixisthemostactionnducingPromotions

usedoravarietyopurposesncludingtellingconsumers
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abouaproductpersuadingonsumertryaproduct,communicating
withacompany s p w@riHellingtaetailoutletsandthemembers
ofthedistributionchain.Promotioneshievethymeansfcommunicatingnfor
matiorbetweenselleenduyersoasochangeattitudesindbehaviours.

Tourismpromotioogouldbedescribedastbaderstandingfallsuchmeasures
ytheNTOsdgnordetoattractouriststotraveltogivencountryorregion.Essentiall
y,amarketerpromotiojpbsnvolvegellingtargetustomershattherighproduc
tisavailableattherightprice.tthemwordsthemainobjectivesofpromotionitou
rismardo

makeacountryd groductswidelinownandpromotioninduceslargeembersf
thepublictobuy . Thepromotiomixcomprisesdburelementsiamelyadvertise
mentpersonaelling salepromotiorand
publicrelationsvhichhavebeemliscusseshunito.

3.2CoordinatingtheMix

Thevariousnarketingnixelementareusuallyharmonizetyafirmtocreatgosi
tiveinfluencesnthetargetecistomegroupTheres
interdependenamongdhemarketingiixelementbenceéheyofterusainiont
omatchcompany/customasspirationsl hewebofthenarketingnixbuildsindiv
idualcustomed identity.

3.3Relevancef theMarketing Mix
(1 Themarketingnixhelpgheintegratedapproachturisnmarketing.

Ithelpghemarketingnanageofafirmtounderstandwhere
(i) marketingactioncanbimitiatedtoimprovetheacceptabilitpf
thetouristproductandstimulatelemand.

Marketingnixhadotrshortermandongtermaspectd.heshortermasp
(i)  ectsrelatetmeetingheimmediatemoveobmpetitorandncludeaspec
tslikepricereduction,aggressipgomotionintroductionohewproducts
etcThdongtermaspects
arebasednlongerangglanglerivedromthestudyofallkindsoftrenddi
kenaturatonditioneconomic,sociandechnologicdiactors.

3.4Limitation ofMarketing Mix
Marketingnixapplicationiimitedbylegatequirementsompanyesources;

ustomedispositiongulturalpermissibilityandinfrastructuralavailabilityespec
lallyindevelopingcountrieslike
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Nigeria.Themarketingnixdecisiontselfcouldoedhandicapecause
togetamptimunblendvouldrequireprofessiondinkingunlikethe
prescriptiomfmosmarketindextsthabptimunmixneedjuantitativelataoruse
ofmathematicalndstatisticanodelsAthoroughanalysis
ofcustomesegmentgompany/productsjissiorandmeasurementherresour
ceswillprovidearobusinswetowhatcouldbesaidttheoptimunmmarketingnix.

AsfortheadditionaVariablegorintangibleproducthecustomergendoaskthe
guestiomboutvhoprovidessuchservices,whanner

ofpeoplargheyetc. Theompanynswerssuchquestibyreachinghecustome
rthrouglcharismatipersonalities. Theeoplenvolved
theprovisionoftheervicesikebankinginsurancdjotel,etc.arenportaninflue
nceroftheserviceprovision.

Theprocessofprovidingtheserviasguallymattersotheclients.
Soméanksisecomputers,ssirviceutletsangistofrecensoméanksnNige
riahaveextendetheirbankingervicest®aturdaysisteadoFridaysashas
beerhecase.

Evidencefservicesrenderedpreviously,whiohyberequiredncase
ofprintingjobs,tailoring omewemployments.

SELFASSESSMENTEXERCISE1

From theliscussion
ofthemeaning@fmarketingnixinunitllyouareequiredowriteoutthedefinitio
nofmarketingmixintourismarekplairthemarketingnixelements.

3.4.1Marketing Organization

Theamounbfmoneydevoteannuallyortheexecutionforganizationactiviti
esissoenormotisafirmsneedtobeeffectivebtructuredocopeavithherrespons
ibilities.Agoodrganizationatructureinvolvesjoballocation,sectionalisation
ordepartmentalizatiomhemarketingprganizationalstructureisawebofforraal
ndinformalrelationshiptinkingtheactivitiesofevery
individualinarorganizatiorMarketingorganizationatructurésnecessarprt
hefollowingeasons.

(1 Minimizesofconflict

(i)  amongsstaff Avoidancefduplication.

(i)  Creatiorofcommunication channel.

(iv)  Servessan

(v) instrumenbfevaluatiorCreatesoom

(vi)  foraccountability
Providesntegratedavorkflow
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(vii) Toensureo-operation
(viii) Itallowsappropriate allocation ofresources.

3.4.ZFactorsInfluencingMarketing Organization
TherarevariousvariablesthatinfluemarketingrganizationTheyare:

0] Functionatlisparity:somerganizatioperformsnanyfunctions
inabidtcaccomplisktheirorganizationalbjectivesThisphenomenom
akedorsectionalisationofthmarketingdepartmefarfunctionakxcell
ence.

(i)  Thesizeofthenarketwherghemarketsextensivethefirmhagostructur
ehemarketinglepartmentasinfluencbygtheypeofcustomeservedora
firmé marketingmanagementadesignthemarketingdepartmenttoach
l evecustomer s satisfaction.
Managemerdbjectivesindoolicyalsanfluencethenarketingtructure.

(i)  Fundingcertairorganizatiomntailsalotoéxpensed.hestructureoftha
arketinglepartmentinthiscaserestsavailablegesourcesfthefirm.

(iv)  Themarketingtructureiaffectedbyhequalityofpersonnedndhe
number o$taffavailablenthatdepartment.
Themarketingrganizationigfluencedycompetitivestructurandper

(v)  formancelncreasedcompetitiveexcellence  sometimekeadsore-
organizatiomfthemarketinglepartmentfamprovederformance

(vi)  Anotherinfluencingactoromarketingorganizationsatructure
isthedemanplatterrwheredemandisoverfulhemarketingdepartment
carbestructuredoreasyccessibility.

(vii)
3.4.3Interdepartmental Conflicts

Therelationshippetweendifferentdepartmentsiraganizatiors
oftercharacterizeldyconflict. Conflictsariseasaresultofdisparityin
theattentionreceiveuyeacliepartmentespeciallyinvoteallocatidrhereade
partmenseemtogepreferentialsharethersvouldnotlikeit.Moreovedepart
mentabbjectivesanengenderconfliespecialljfonedepartmertdbjectiveun
scountetoanother
departmerforinstancethroughresearch,thearketinglepartmennaydiscove
raproductthatwiljivecustomerssatisfactiamd
improvetheorganization§rofitdrive. Theccountiepartmenmnhaynotgivesuffi
cientfundstothproduction departmerforitsproductiordue
totheneetbrsavingsTheproductiondepartmentaynotproduce
tospecificationasaresultoflowfunding.Ontiteethandthe
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accountaindoroductiomepartmentmaythinkthathemoneypenbnadvertisin
gwouldhavéeemorevaluabléorothepurposesConflictssterfromrivalryan
ddifferencesinopinionastowhatisbfsthefirm.ltcanariseduetac&imofsupe
rioritybyeacldepartmentéleadlnsomeorganizatio® rmostiepartmentend
oassumeth#bey
arethenosimportansectiorofthefirm.Theyfeelbthedepartmerghouldaccord
thenrespecandyivethermasortofpreferentialeatment.

Apartfromdepartmentalonflict,conflictsdooccuwithindepartmentsarisirig
omwrongfulallocatiorofresponsibility orduplicationofjobs.

Rivalryanddistrust.Conflictafariousnagnitudesanbesolvedhrougrtacitjob
specificatiomnddescription.ltcanalsob&vedhroughtheestablishmentofthe
hierarchypfauthorityandenioritystructure.

3.4.4Marketing OrganizationalStructure
Marketingorganizationadtructureprovidesthasigorputtingplans
intoaction.Structurecaautinizeactivities,establishefficiemtorkflowsandcre
atelinesofresponsibilityandauthority;italdtowdorspecializatiomnddirectio

n.ltenablesbjectivesobeachievedVarketingorganizatiomanbestructurext
cordingofunctionalgeographicabrproductormats.

3.4.4.FunctionalOrganization

MANAGING DIRECTOR

ADVERTISING/ SALES MARKETING
&PROMOTION MArNAGER RESEARCH
MANAGER MANAGER

Thefunctionalstructurakesareofunctionakpecialistoexpertsvithinthefirm
Italscallowdoreffectiveutilizationofthemarketing
conceptAsafirmtheaccountandproductiodepartmentsiaythink
thatthenoneyspenbnadvertisingvouldhavebeemmorevaluabldorothepurpo
ses.Conflictstenfromrivalryandifferencesopinionas
towhatisbegbrthefirm.ltcanalsoarisdudaoaclaimofsuperioritypyeacliepart
mentaheadlnsomerganizationsmosiepartmentendoassumethéteyare
hemosimportansectiorofthefirm, Thefunctionalspecialistreportti@nanag
ingdirectorThesdunctional
specialistsamadeaipofnewproducimanager,advertisingmanager,
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andsalesnanageandaftersalgervicananager. Thespecialimbybeclassified
ndethemainsub
groupgoperationandplanning)hesasubdivisionsvillbeheadedyplanningm
anagerresponsilflersalessustomeserviceandadvertising.Functionalanag
ersaranainlyresourcesianagersl henextorganizationalformatisproduct
managementstructure.

3.4.4.2ProductOrganization
GROUPPRODU?T MANAGER

PRODUCTMANAGER (A) PRODUCTMANAGER (B)

BRAND MANAGER BRAND MANAGER

ItaugursvellwithcompaniesvithavarietyofproductProduct
managerargrogrammenanagerd.hedecisiontoestablishproduct
markestructureisfluencedyproducheterogeneityarstheer
guantityofproductmarkesystenecreatesafocalpoifdrplanningandresponsibil
ityforindividualproduct. Theproductanaged releheres
toformulatestrategiesamanssed¢otheimplementationandcontrBroductm
anagemeribtroducessomadvantages.

Themanagecarharmonizeandbalancetraioudunctional
marketingnputsieedetlyaproductl heproductnanagecanreacpeedilyom
arkethangesmallebrandscanbegivendueattention.
Productmanagemeimgarexcellentraininggrougoryoungorospectivenanager
s;itallowsforaccountabilitandnaximuminput oéntrepreneuriafforts.

Theproductnanageisofterfoundinlargeorganizatiomhafproducedifferentpr
oductsTheunctionofgproducimanageistomanage
specifiproductsHisresponsibilitiesincludetlpeeparatioofannuaiarketing
plarandsalesforecast.Heengagesuducplanningpbjectivesandstrategyor
mulationHeisnvolvednprogress monitoringco-
ordinationpudgetlevelopmerandcontrol.Heiglsaesponsibléorcoordinatin
gwithothedepartmentsnproductostandquality.

Hehowever,lacksuthorityovercertaircriticalfunctionssuchas

pricingandadvertising.Heha®meadvertisingfunctionsioerfornmbutinconsul
tationwithcompetergxecutivesthisarea.Justcently
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theproducmangersesponsibilitiebavebeemrojectednareassuch
aslongangelanningachievemeruafprofitobjectivesandroductlecisionThe
productmanagealsoharbourscontinuousintelligencéogproducperformanc
e.

3.4.4.35eographicalOrganization

Thethirdstructureisthegeographicalstructuhechtakescaref

customed dispersity. Thisisquittsommortolargerorganizations.
Multipurposeompaniedevelo@corporatenarketingtaffwithfossilizednark
etingresponsibilitiesThisstructurenakeshemarketing
managetoreactjuicklytouniqueneedsfcustomergaparticular
regionltcanbeusediconjunctiomwithothetypesofstructures;it
allowsforresponsibleparofmanageriatontrobveithesale$orcealscandorex
tensivenarketoveragaliththegeographicalstructure,igiasyfothemarketer
toacquireurreninformation,counter competitivestrategiesand
studymarketrends.

Thegeographicatructurenakeapitalnvestmenéasysinceomparativasse
ssmenbfvariougerritoriescanbeeadilymadevithlimitedeffort.Thisstructure
sconstrainebylimitedfundsandcontrorequirementgyccasionally
thegeographicalstructureischaracteriagidckofco-
ordinatiororcompartmentahdividuals.

SELFASSESSSMENTEXERCISE2

1.Thatloyouunderstandymarketingrganizationstructure
2.Statehereasondormarketingrganizatiostructure.

4.0CONCLUSION

Inthisunit,wehavealiscussedenerallythenaturendmeaningoharketingnixi
ntourism,themarketingmetementijmitationandipplicatiorofmarketingnix,
andmarketingprganizationstructure.

5.0SUMMARY

Thisunitalsotreatthenatureandneaningfmarketingnix,theelementsfmarke
tingmix,therelevanceaofharketingnixandlimitationinth@pplicatiomfmarketi
ngmix.Inaddition,theunitalgoeatsnarketingprganizatiostructureandtheas
ondormarketingrganizatiostructureandthethrggeofmarketingrganizat
ion structure.
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6.0TUTOR-MARKED ASSIGNMENT

1.Whatsmarketingnix?
2.Whatrethereasonformarketingrganizatiostructure?
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UNIT 7 CHANNELS OF DISTRIBUTION IN
MARKETING
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1.0NTRODUCTION

Distributionconsist®fthephysicabspeabdfproductistributionDistributionisc
rucialtamarketingforwithoutgooddistribution,no
singleproductwoulceachhefinatonsumeHoweverdistributionisotonlyam
attelofensuringhaproductseachtheandefconsumerstinvolvesa pr oduct 6 s
movementfromthsgtag®f
procuringawmaterialshroughmanufacturingtagetothefinaktage ofselling
theproductindeed,rawnateriabfferslittieornosatisfactiamtiltheyreachheh
andefamanufacturexhotransformghenintoa
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finalproducbfsomeind.Therefore, thewmaterialmudbemoved
physicallywvithaviewtoattainingthgoabfprovidingpotential
satisfactiotoultimateconsumers.

Distributionisanmportanmarketingunctioraimedtgettingtherightproductto
therightmarkesegmentdherightquantityandatthe
righttimeltsactivitiesincludéorexampletransporinventorynanagemenia
rehousingnateriahandlingandordeprocessindill theactivitiesinvolvedimlist
ributioncaronlybecarriedouiyfewmanufacturerslthouglsomenanufacture
rsdoselldirectlytothe
ultimateconsumers.Mosimploytheservicesahiddlemerfretailers,
wholesellers,agentsand brokers).

2.00BJECTIVES

Bytheendofthisunit,youshouldeablgo:

oexplairnthenaturendneaningfdistribution irmarketing
oexplairthemeaningfchannebfdistribution
oexplairthefunctionfchannebfdistribution
oexplairtheroleandactivitiesfintermediaries
oexplaircooperatiomancconflict.

oexplairthetypesand causes ofconflict
indistributiorchannebexplairconflictresolution
oexplaintheimportancefdistributioncost analysis.

3.0MAIN CONTENT
3.1MeaningofDistribution andChannelofDistribution

Distributionconsistsofthephysicalaspaotthechannel.Distribution
takegplacafaconcretarrangememiadeemeacheavithasuppliethroughende
rordirectpurchasingtieliverauthenticatedilocumentedyuantifiedandqualitat
Iverawmaterialataspecified

periodoacompany s w a r esmgapexcifedhodeof
transportation.Whenthisascomplisheghhysicadistributionissaidtbaveaake
nplace.lmustlsoberecalledthaithinchannel
distribution,physicahovemenvfgoodequallyakesplace. Tressencefkeepi
ngthegoodsnthewarehousessheepreservationfthematerialQualityofsuch
materialareoftensubjectedtointer
departmentahovementorpurposefuransformatiomtofinished
goodsvhicharelatertransferredtoanottvarehouséronward
sellingtopotentialustomerhysicaldistributioencompasses
transportatiomrmaterialhandlinggackagingvarehousingnventory|ocatioran
d orderprocessing.
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3.2ChannelofDistribution

Goodsaredesigneidrconsumablexchangandhiscantakeplace when
thegoodsarephysicaligovedromtheactorypremisesintotheoutlétsonwar
dtransmissiontovarioushom@&bleoutletsconsistahefunctionalmiddlemena
ndagentsTheyconstitutechannel
facilitatorsanglayimportantroleinensurirgpntinuouproductiorandproduct
availabilityto theconsumers.

Achannebfdistributionisaetwork
ofinterdependemindinterrelatedinstitutiotisaperformalltheactivitiemecess
arytomoveproductrommanufacturersultimateconsumers.Channelsofdistri
butionarenadeupothemanufacturersntermediarieandcustomers.A
marketinglistributiorchannelkannter-organizationsystem,
comprisingfasebfinterdependeimstitutionsandagencigs/olvedviththetas
kofmovinganythingofvalugromitspointofconception,
extractiororproductioiopointotonsumptiolmrusedtalwaysncludedoththe
producerandthefinabnsumefortheproduct,as
wellasallntermediariemvolvedinthetitletransferThoughagenmiddlememo
nottakectuatitletogoodstheyareincludedaspartof
distributiorchannebecauseoftheiractiveroleinthetransfewnership.

Intourismdistributiorchanneisconcernethereforevithsending
informationaboutthéouristproducttoenquiresthroughthetraagént,touoper
ator principalomanufacturdoymean®fbrochuregyublicationnnewspapet,
elevision,radianagazinestcandvherbookingsaremadeconfirmationoftheb
ookingarsendackotheourist.

3.3FactorsDeterminingDistribution Policyin TourismMarketing
Location of Point ofSell

Thelocationopoinbfsellofthaéourisproductslieterminesustomed abilitytoh
aveacceswotheoroductThdeadindive(5)
countrie®ftheworldnamelyGermanyl.S.A Francel).KandCanadaccount
or57%oftotaltouristarrivals/generatingcountriesin
theworld.Thes&ountriesoccupiedthesepositionsbecauselith#orofthe
point ofsellinthem.
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Distanceof theDestination

Distancefthedestinatiotothenarketsanotherfacto€hannelsf
distributionar@ormallylocatedintheities;aroundghoppingcenters, bus
stopsvhergoeopleanhaveeasycceswthem.

Costof Distribution

Thedetailoutletsare those areasoutsidethemainofficesfor
distributionoproductsThereforemoneynusbespentostaffsalaries,rent
paymentinsurancandadministrativeost.

Effectivenessin Generating Sales
Thisdependsntheanarketingoverag#aisthenumbersfsalesoutletsavailabl
eintheregiororcountry.Motivationdependsonsatisfyingthediffevesutsant
heneedsofdifferepeoplenthedistributionchain.

Image
Themageasalsodeterminduytheareawheretipeoducissolce.g sellinga
tourandit 0s achemissbop u ot suparnmarketill  have
adifferentmageontheroduct

3.4FunctionsofDistribution Channels
Adistributiorchanneintourismindustryallowscustomerstbaveaccessgood
sandservicagadwtheirdisposal.Marketingchannels
performmanykeyfunctionsoméelptocompletetransactioasdasuchthefun
ctionsinclude théollowing.

Information
Marketingchannelgatheanddistributenarketingesearchndntelligencenfo
rmatioraboutictorandorcesnthemarketingnvironmenteededébrplanning
andacilitating exchange.

Promotion
Theyalsalevelo@mndspreagersuasiveommunicationsboutheproducbffere

dandoysodoing promotegheproducand gethepublic
awarefitsexistencandilsamean®fgettingaccestothe product.
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Contact

Theyalsofindandcommunicatethprospectivbuyersvhowouldoeinterestedi

ntheirproduct. Whemorecontactsanmadethedemand forthmroductvill
increase.

Matching

The
distributiorchannetlsoindulgemshapingndittingtheoffertothebuyersneed
sincludingsuchactivitiesasanufacturinggradingand assembling

ofpackagingroducts.
Negotiation

Theirfunctionsalsoincludereachingagreemerndnpriceandthetermsftheof
ferso thabwnershiprpossessiotarbetransferred.

RiskTaking

Theyalsoassumnéeriskofcarryingouthechanneworkor responsibilities.
Financing

Thisinvolvesacquiringof funds t@ovethecostofthehannel.
3.5Typesofintermediaries

Mostproducerswouldsellthroughintermediariesratinemirectly.
Intermediarieperformavarietydfinctionspearingvarietyofnames.

MerchantMiddlemen

Theyarewholesal@andetailerswhabuy takditletoandresethemerchandise.
AgentMiddlemen

Theyincludébrokersmanufactured representativeandsalesagents.

Theysearcforcustomerandnaynegotiateohehalbftheproducebutdonottak
etitle tothegoods.
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Facilitators

Thiscovershosehaissisinthgperformancefdistributionbut
neithetakesitletogoodsornegotiatgsurchasegrsalesTheyincluddransport
atiorcompanieandndependentare
housedankandadvertisinggencieg\salreadystatebovethisgrougloeso
tmake
atradehannesincetdoesnotactivelyparticipatemegotiatinggurchasandale
S.

3.6WhyMarketing IntermediariesareUsed

Producerareawilling todelegateomeofthesellingresponsibilitiesto
intermediariegjoingsomeangelinquishingomeontrolovethowand
towhontheproductsresoldTheproducerdasktheimdestinyntothehandsfinte
rmediariesYetproducergairseverahdvantaggsomdelegatingThe
needorusingntermediariegcludeghefollowing:

Lackof FinancialResources

Someorganizationsavesomanyoutletsthatmeattetheiresourcstrengththe
ymaysometimesbehapiessetbraisecashtouyoutitsdealers.

Thelmpossibility ofDirectMarketing

Therarecasesherebylirecimarketingsjustnotfeasible.Agunproducingcom
panyforinstancenaynotfinditpracticallyfeasibletoestablismalletailgunsho
psthroughouthecountryortosellgumbymailorder Itwill sellgumalongvithman
y othesmallproductsandouldendup carryingtheproducts.

Needor IncreasingMarketing Investment

Everwhereproducerscarffordestablishingheirownchannels,itisoftenbetter
orthemtoearngreatereturrbyincreasingnvestmernnthemainbusiness.A20
%returnomvestmenbnmanufacturingnaynotberadedoral0%eturronretai
lingforinstancedjrmswouldratherconcentrate thegsourcewhereghereis
agreateyield.

SuperiorDistribution Efficiency
Theuseomiddlemenargelyboilslowrtotheirsuperiorefficiencyimakinggoo
dswidelyavailableandccessibletargemarketsMarketingntermediarieghr

oughtheircontacts,experiensgecializatiomndscal@foperationpfferthefir
mmordhantcarusuallyachievenits own.
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Transformation oftheHeterogeneousSuppliesintAssortedof Goods

Thebasigoleofmarketingntermediariesistotransformthe
heterogeneowssippliefoundntoassortegoodshatpeoplewarto
buy.IntermediariesmoothenthitowofgoodsandservicesThisprocedurésnec
essaryobridgdahediscrepancidsetweerthe
assortmerdfgoodsandservicegenerallypytheproducerarttieassortmerdem
andedbtheconsumer.

SELFASSESSMENTEXERCISE1

FromthediscussionfthenaturendneaningfdistributionandhannebfDistrib
utioninthisunit,youareaequiredowriteouthefunctionsfthedistributionchann
els inmarketing.

3.7Designindistribution Channels

Thetaskofdesigningdistributionchanneéjuire®nanalysisfivefactors
namely:

(1)Theselectedargetmarkets
(2)TheRestdahemarketingmixPrice,producpromotionandplace.
(3)Companyesources

(4)Competitiorandbtheexternaforces.
(5)Currentindanticipateddistributionstructuresiindustry

Kuwu(2007kaysitthatthefollowing shouldbe analyzed intheprocess
ofdesigninghannekystems.

(a) Customeneeds.

(b)  Establishinghannebbjectives

(c) Identifyingandevaluatinghemajorchannelalternatives
3.8Functionsoflntermediaries
Intermediarieareusedbecaustheyspecializeirmportanttaskuch
asmovingproductsocustomerseffectivegncefficiently.Indoinghis theyper
formthefollowingactivitiesamongothers:

Buying
Intermediarieglentifyandanticipatetheeedsfthecustomertheyserve.

Thereforethantermediariebuyproductandnakesvailableto
targemarketsk-urthermore,intermediaripsrfornthecruciatlunction
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ofcommunicatinghecustomer&oncertomanufacturershushelpingosatisfy
customeo reeds.

Selling

Manymanufacturetsaveimitedfinanciatesourceandsoheyarauinabldoesta
blishalltheneedaontactsviththeirtargearketsSuchmanufacturersouse
intermediaries.

Bulk Breaking

TheintermediariesgathErgegquantitiesojoodgromvariousourceghus,buil
dingupanassortmentafands&ndthesellthisassortmentbcustomersismally
uantities.Therefore,th@ermediariesreatetime,placeapdssessiamtility be
caus¢heymakdheproductsawvailablewhenustomeraantthemwhergheywa
ntthemandatthe rightquantities.

Transportation

Attimesjntermediariedoprovidevehicleshatcanbasedomoveproducbetwe
engeographicalpoinSomeantermediarieprovide deliveryservices
whichenhancexchangesithultimateconsumers.

Financing

Somawholesalersfterhelptheircustomerbyprovidinghenwithcreditfaciliti
eslndeedwholesalerdooffer,assistancmretailerswithgiewto  stimulating
sales.

RiskBearing

Mostofthentermediarietakditle to theproducts
thatheysell Hencetheybeartheriskofnotsellingeproductendhemanufactur
erassumenolegalresponsibiliiprthemIftheproducbecomesbsoletéorany
reasortheintermediarpearsheloss-urthermorantermediarieasuallystand
behindheirproducts,thuscustomerswitocurdaultyorunwantegroductan
seekedresmoreyuicklyfromtheintermediaryharfromthemanufacturer.

After -SalesServices

Somantermediarieprovideaftersales
services.Thisisecessatpboostprepeapurchasea hefunctionothannetlistr
ibutionrangefromtitle
transfer,physicahovementgoodstorage,communicationmfoductsfinishin
gintransitinventoryandnpurchase.
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Provisionoflnformation

TheintermediarieprovideinformationandinsightintoarketsThisnformatio
nmaybevitalt@malbusinesses,ndwisinesentrantorarexporfirm.

Theintermediarietacilitatethebuyingprocebgbringingtogethera
rangefsimilarorrelateddemsntodargestocke.g.asupenarkeprovidecustom
ersvithawidevarietyofchoicevhichincreasesstore traffic for
thepurchasefseverajjoods.

3.9Cooperationand Conflict

Itisquiteobviousthahanufacturemndintermediarieausdependneactother
toensur¢haproducteachconsumers.Theoperatioof
manufacturemndintermediariesillberequiredtoachieveoverall
distributiorobjectivesGettingherightproduct,aherighttimeandht
therightquantityinanysocialsystem,pegroupsnations,familiegooperation
salwaysaccompaniéxyconflict.

3.9.1Conflict

Conflictisnevitablevherdawopeopl@rgroupsmugselate,particularlwhereh
einteresoftherelatingnemberdonotalwaysoincideWhaisnecessaingtomin
imizetheconflictTherardivetypeofconflict
inadistributiorchannelNamely:

3.9.1.Vertical Conflict

Verticalconflictoccursbetweenchannembers/hobelongo
differentlevelsbetweenmanufactusedvholesaleorretailer.Ifa
channeimembefailstoperformthéunctiorassignetbhim,conflictwillarisefor
examplethemanufacturenayinstructawholesalerto
displayproductoretailersinanaggressivenneifthisisnodone, conflict
mayoccur.

3.9.1.Horizontal Conflict

Horizontaktonflictarisesbetweenchannembersa/hobelongothesaméevel
T betweetwoormoreaetailersobetweerwoormorevholesalers.
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3.9.1.Attitudinal Conflict

Attitudinal conflictoccurdromdifferentvayofperceivingthechannel
andtsenvironment.Attitudinalconflicteayarisdromdifferencem
expectatioabousuccessatisagreemengboutolesthatactthannemember
smusplay.

3.9.1.45tructural Conflict

Structuralconflictresulis\henevetheneedsfchannelsnemberslashSources
ofstructuralconflictsare;ghannememberdopursudifferentgoals,ifachannel
membeattempttohaveabsolutecontrol
oversomenarketin@ctivityorwherchannahemberarecompetindorthe
samecargesource.

3.9.1.9Multi -channelConflict

Thisexistsvherthemanufacturdnasestablishedtwomorechannelthatcompe
tewitheachothan selling tothesamenarket.

3.91.8Cooperation

Anychannebfdistributiorrequiresooperatiobetweenitsmembers
definingermsfsalegensurin@dequat@ventoryensuringdeliveryas
wellasinformingpthemembersfthedistributionchannaboutmarketrends.

3.9.2CorporateFactors

Basicallytwocorporatéactorsaffecthannetlecisionsyamelyproductnccom
panyd characteristics.

(A)  ProductCharacteristics
Theproductharacteristicsthahcouragdirecmarketingarelistedas follows.

oBulk: Bulkyproductsequireistributiorchannelshawill minimizetransporta
tionandhandlingcosts.

oComplexity: Complexproductsuctasindustrialgeneratorsquirgechnical
expertiseofthmanufactured salepersons.

oPerishability: perishablproductmusbespeeddtirougttheirchannelsSuch
channelareusuallyshort

oHighprice:Highpricedoroductsometimerequiredireanarketingpecausp
otentiabuyersnaywishtodealdirectlyiththemanufactureiseforana
kingtheirpurchase decisions.
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(B) Companycharacteristics

Compangharacteristicscaninfluencieanneselection.Afinanciallweakcom
panyneedstermediariesmoidaronehaisfinanciallystrong.Aompanyvith
adequatefinan@arestablishitsownsalesforcdmrilditsownwarehouséifina
nciallywealcompanyvould haveo uséntermediaries.

3.10Causesof ChannelConflict
Goallncompatibility

Amanufacturemaywanttachieveapidnarkegrowththroughdowpricepolic
ywhiledealersnayprefertavorkwithhighmarginandursuehort
runprofitability.

UncleanRolesandRights

Themanufacturemaybeptimisticaboushorttermeconomicolatokandvant
ealergocarryhigheinventoryButthedealersnaybe pessimistiaboutheshort
termoutook.

DegreeofDependence

Conflictmayalsoarisbecausefthentermediarieggreatdependenceonthan
ufacturerForexampleasituationvherghefortunesafealergreintimatelyaffe
ctedoythemanufactured p r alesigrantbricingdecisionscreatesonforco
nflict.

3.11ManagingandResolvingChannelConflict

Conflictisnotompletelybathanyorganizedrelationshi@onstructiveonflict
forinstancenayleadomoredynami@daptation
toachangingnvironmenOnthethethand,toomuchofihaybedysfunctional.
Toeliminateconflictisnotpossiblayitispossibléomanagé. Achannelleadero
therwiseeferredtoaschannelcaptaincan
takehanitiativeinresolvingchannetonflicts Companiesanusethe
followingmethodo resolve channel conflicts.

Integratethe ChanneMembers
ThisinvolvesrestructuringthechannelofdistributionintoaneyanizationThe
neworganizatiomvillhave

itsownobjectivestmeehenceonflictsthatnayarisdromdifferenbjectives
mongchanneiembersvill beresolved.
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Manufacturermustlsostrivetoimproveommunicatiomwithintermediaries.

Themanufacturanayofferadditionalncentivetmtheichannahembersogain
complianceriftheprice

istochigh themanufacturemayseekareplacemeribrthechannehemberOthe
rseveradtrategie®rmanagingonflictsare.

oTheadoption ofsupe@rdinateyoals.

oTheexchange ofpersom®etweertwoormorechannelevel
oCooperation

oJointmembershimandbetweetrade associations
oDiplomacy

oOMediation

OArbitration

3.12Factors Affecting Choiceof Distribution Channels

Thefactorsnfluencinghechoiceofdistributionchannelscartigidednto
twobroadcategories:

0] Environmentadnd
(i)  Corporatéactors.

Environmental Factors

Thiscomprisesafompetitiong u s t ochaeactadisics,legadgulatiorand
thestateoftheconomyThesareenvironmentdhctors
thainfluencechannalecisionsfcompanies.

Competition

Thechannelsfdistributionusetlycompetitorsvillinfluencetheompany ahoi
ceofchanneselectionMosttcompaniesvantheimproductsocompetenthesame
channelsSomananufactureradopt
differentdistributionstrategies,thus,avoidingcompetitiveproducts
therebyestablishingniquedistributiveriches.

CustomerCharacteristics
Companiesarselltheiproducdirectiytocustomersa/hersucttustomerarde
w,largeangeographicallgoncentratedntheothehandijfa

companyagnanysmallgeographicallgispersedustomershentrequiresint
ermediariesoseltheproductsosuchcustomers.
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LegalRegulation

Generallycompaniesaexpectetbcarryouttheioperationgvithin
theambitofthelawgnactethyGovernmenndifferentountrie®f
theworld.ThesaleofjoodsAct1993isoneosucHaws.

EconomicConditions

Thestateoftheeconomywithffecthechoiceofdistributionchannels.
Inaperiobfeconomicrecession,compameasystrivetaeduceosbypassingth
eintermediarieandsellingdirectly.
Howeverthéighcostopersonasellingshouldompethemanufacturer®useth
eservices ofitermediariemaneconomicdownturn.

3.13mportanceof Distribution CostAnalysis

Distributioncostanalysisistheeassessmeuttvariablesndistributiormanagem
entDifferentactivitiesarevolvednproductistributionfRawandfinishedhat
erialswhercompaniesmbarlonphysicalandhannedlistributioni.e moveme
nt ofphysicafjoodfromonepointo
anothenheytendoincuralotofexpenses.Tostemexcessésisarea,coseasse
ssmensimportantFurthermoregostanalysisis
importanforthefollowingreasons.

(1)Toensureostaximizatioranceffectiveness

(2)Toboostlecisiomakingchannelselectiostoragéacilities anddistribution
paraphernalia.

(3)Distributioncostanalysisisformativeaboustandardestablisheth
distribution expenses incurratccostallotment.

(4)It aidsaccurate costcords

(5)It isamodefor expenditure/revenuecomparison

(6)Itservessacontrolmechanidmgmakingtpossibldoreffortsandcosts
tobecompared.

(7)ItensureavailabilityofadequatRindsandavoidancef excesses.

(8)Distributioncostanalysisenabtemsarriveatrealistiaistributiorbudget

(9)Optimizatiorofdistributiorfunctionandiming

(10)Aidsevaluatiomfchannetffectiveness.

(11)Distributioncostanalysiselpdirmstoarriveattotatompanyudgeandllo
wforinterandntrafirmcomparism.

(12)Effectiveresourcallocationandtilization

(13)itemizatiorofcosendvalue

(14)Helpdo evolve alternativedistributionstrategies.

(15)Helpgo reduceostsonhighcositems.
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3.13.Distribution CostAnalysis Covers

(@) Handlingcostaindinventories
(b)  Storageosts

(c) Loadingandunloading.

(d)  Processingosts.

(e)  Transportationosts

) Administrativecosts

(g0 Warehousingosts.

(h)  Invoicingcosts

) Containerizationosts

(), Otheruxiliaryservices.

SELFASSESSMENTEXERCISE?2
Explainco-operationandconflict inDistributiorchannel

4.0CONCLUSION

Inthisunit,wehavealiscussedenerallyhenaturendneaningfdistributionand
channelofdistribution,thefunctionsofdistributitmeintermediariemdistribut
ion,theirroleandunctions,conflictandooperationn distributiorchannel.

5.0SUMMARY

Thisunitireatghenatureamdeaningfdistributionchannel,ifsinctionstheinte
rmediarieanditsfunctiongooperatioandconflict andhe
importanceofdistributiocostanalysis.

6.0TUTOR-MARKED ASSIGNMENT

1.Listthefunctionofdistributionchannel.
2.StatethereasowbhycostnalysissimportaninDistributionchannels.
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1.0NTRODUCTION
MarketergreexposetbtwomajorenvironmentsniniandnaxienvironmentsT

heminienvironmenspopularlycalledthenicro-
environmentltinvolvesmanagerialactivitiegthinthe
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companyThemaxienvironmenbnthethehand,represerttsemacre
environmenivhichemphasizessocietaluesTheminidealsviththeminiaturiz
edinternamarketingtructurerevolvingpundnanagementdecisionsiiellso
ntheinterestoftheoardfDirectorsactioroftop/middle/bottomlevehanagem
entlt encompassekeotalityofactivitiegightfromneedarousal, material
sourcing/procuremendtheplacementoffinishedproductirehandefthecons
umerSummarily,allactivitiethatfacilitatethetangibleprofitbjective ®ftheor
ganizatiomreminienvironmentdhctors.
Thesactivitiesincludenarketingesearchphysicatistribution,
channetlevelopmenproductlevelopment,pricing,promotionetc.

Maxienvironmenbntheotherandconsidertheimpactoftheabove
variableonawidespectrumfsociatimensionl heminiandnaxienvironments
cannobedivorcedromeaclothetbecauseagraspof
societavaluesincconsequencedmarketingeffortsallowforsymbioticexisten
ceofcompangndvariousaxienvironmental publics. Tiseudy
ofmaxiandninienvironmenénableéhemarketetoenvisiorancevaluatenarketi
ngactivitiesvithinabroadesocietaset
upandascertaiitsvalidityinthedevelopmerdfnationabconomied.hemaxien
vironmentonsistsofthelegaiplitical,economicdemographandtechnologic
al environments.

2.00BJECTIVES

Bytheendofthisunit,youshouldbeableo:

oexplairthenatureandneaningfmarketingenvironment
oexplairthereasongorstudyinghemarketingnvironment
oexplairthedifferencebetweemaxiandninimarketingnvironment

oexplairthefactorsnfluencinghemarketingenvironment.
2.0MAIN CONTENT
3.1MeaningofMarketing Environment

Thetermmarketingnvironmendepictsheworldexternal/internalttheorganiz
ationwhiclexertsonsiderablmfluenceonthactivities
cunsurvivalofarorganizationMarketersieedostudythismarketingenvironm
enfforthefollowingreasons.

0] Tofulfill theconcepbfmarketing

(i)  Toensurgrofitabilityat alltimes.
(i)  Togaugesocietalresponse riwarketingexploits
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(iv) Tomeasurpersonneksponsibilitiesagainstanagememgoliciesandobjec
tives.

(v)Tomonitorsocietaperceptionsforganizationabskandemodesucheffort
stoappealothewhimsofthesociety

(vi) Toavoidunbudgeted expenses.

(vii) Toensureenviableportraitureofganthgeandreputatiowithinthesociety

(viii) To guaranteeontinuityan@o-ordinatecefforts.

Whatevetheobjectivehowevertheviewandaction®©fmanagementaswellasso
cietalattitudandoerceptionanataltothebusinessuccess.

3.2EnvironmentalInfluencesoMarketing
3.2.1ThePublic

Apublicisadistinctgroupthathastual
orpotentialinterestompacbnanorganizatioherarehredypeofpublics.

3.2.1.TTheSymbioticPublic

Thisconsistsahdividualghahaventeresinthecompanyndvicevers&othex
IstsymbioticallyandreagherewardftheirexploitsTypicalexamplearehefina
ncialcommunitytheshareholderstc.

3.2.1.Dependabld’ublic

Therarethesetofindividualthatexistithinacommunityhere
industrialactivitiesthrive.hesendividualsaaramportanto
organizationalsucceasdheirimportancecanineeasuretiythedegre®ftheir
desirabilitybywariousompanies:requentffortsare
maddoyorganizationtourrytheirfavour. Thesegroupsecalled
dependablgroupse.gmassnedia.

3.2.1.AvoidablePublic

Athirdgroupgconsisbfapublicofunwantedndividuals. Thesegroups
ofindividualsarenungrytoknowmoreabouttherganizationalctivitiesButcom
paniegndeavourtoavottienmbynotshowinganyinterestyet thesepublicshave
greatepowersnrefashioningompanyctivitiese.g.environmentalistpnsum
eristetc.Thesg@ublicsapartfroraxertingalotofinfluenceothecompanlsoinfl
uencetherpublic.
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3.3TheFinancialMedia

Thisconsistsahultipleindividualsvhasupplyorinfluencethepossibilityofzo
mpanybtainingfundsl hesencludebanksinvestmenhousesstockexchanges
andmarketinglartoachieve
favourableesponstromthesdinancialpublics.Philanthropicand othemon
profitorganizationalsdrytomounteffectiveampaignforresponséromtheses
ectorsinsupport diieirplight.
Theeffortrequiredinthiscenarissmoredemandintharattractingoservingus
tomersOrganizationaurvivalestontheiabilitytoeffectivelyfinanceheiract
ivities.Asusual,theneddrcloseelationshipetweethecompanwandinancial
publicmusbesatisfied.

3.3.ITheGovernment Media

Governmensexertingonsiderablmfluencehroughregulatioanddirecinter
ventionncompanynarketingdecision.Through
Governmennfluences,companieshaveercompelledoconsider
producsafetyeconomynproductiesignrealismandavoidancefobscenityna
dvertising.Agencieslikinepricecontroboard,
consumeprotectioncommissiofederaltradeommissioetchavebeerconstit
utedorefashioorganizationactivitiestsuitthepublic.
Theexistencefthesgovernmentagencieshasledtothmaajoresponsesom
thecompany establishmentoflegdépartmerib adviceonlegal
implicatiorofcompanwctivitiesetc.

3.3.2Anterest Group

TheConsumeProtectiogencyfNigeriasdreadethymostmanufacturer€o
nsume6 aganizationareconstantlynakingimpact
oncompanylecision.Thisgroupconsistsofconsumeeistjironmentalistnino
rityorganizationandthevigilanteegroup. Elestencefthesgroupshaedpro
gressiveompaniestimcorporate
sociatriteriantheirdecisiomakingntheinterestofconsumeesnployeesiti
zensandtockholderdthasfurtherledtothestablishmemfpublicaffairs/comm
unityrelationsdepartmemiorder tolearn
moreaboutheinterestofthisgroupand Beciallyresponsible.

Tosuittheappetitetliesgroupssomeompaniesavebeennthe fore
frontinencouragingsocieburses.gCoca
ColaMTNetcwhilesomethecompanieshavegoneintoalliaticeuglconfer
enceo
mapoutstrategiesiealwitithesgroupsNigeriarbanksandthemanufacturi
ngorganizationareconstantlghowingyreatemterestinsports,locgbvernme
ntdevelopmergffortscharitableservicetclnsomeasetheyoffescholarshi
ptostudentsinthelocatiororsporequipmenttolocalsportgroupsWehavdest
ifiedtothevarious
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donationgjivertoNationalsportsmenandwontgyvariousfirmsfor
variougictoriesordistinctionsinsportcompetition.

3.4TheMacro-Environment

Withinthemacrenvironmerdrahemosgenerdevelofforcesthat
exerremarkableinfluencedhestructure,conductatigeperformanceftheco
mpany marketingystem.Thesevariableamgcontrollabléactorshatrecons
tantlychangingforcingthecompanyoadoptitsnarketingnixtomeethechange
s.Thesaincontrollablefactorsconsisof

3.4.1Cultural andSocialEnvironment

Thisimpingesothebeliefandctiortendenciesfpeopleorcommunagroupsilti
svitaltoappreciatthisphenomenonbecauseit
enablethecompanyodeterminéhempacbnbuyingoehaviouMarketsonsis
tofpeoplavhosdehaviourglatternbavedynamidanfluencesonmarketinmerf
ormanceT hekeyimplicationofcultural
andsociaknvironmensthatompaniesusincreasevestmerto
keepnlinewithandadapttenvironmentalchanges.Forsurvival,a
progressiveompanynustadopttoitenvironmen(Therateof
environmentathangetendstmut

weighcompany capabilittochangeassuch,someapassivandenjoysteady
rowth.Ontheothehandjnnovativdirmswillprosperandenhancexternaénvir
onmental changeEatinghabityaryfromstatetostat&thnicandreligious
satisfactionshavecreatsgparatmarketsorsomgroducts. Themultiplicityof
variougroupdasevolvedewmarketingctivities.
Womerarebecomingeryactiveinculturalactivitiesaratlaptivéonewcultures
,officework,politicsetc.Marketemsustlsadjustoconformtoculturalattitude
stowardéfeandworkvhicharereflective
ofreligiousethnicabndnoralalues.InNigeriansociety,briberylescomaco
mmonplaceadusinesexpensdzachmargrowsupina
particularhumaaulturethatliefinesisrelationtethemarnandthevorldingener
al.Differentifestylesexpenditurpattern,tastes,
behaviourandvaluesreexhibitedydifferenppeoplandculture
changeslowlyasverydaypassesbyringingnasetohewideas,
desiresndoehaviouratormsOrganizationsarrecogniz¢éhesehangeandles
igntheiractivities tosuitthenewneeds.

3.4.2EconomicEnvironment
ThepurchasingowenfpotentiatustomersyvitalforasuccessfllusinesRurc
hasingpowezmanatefsomfourmajoifactors,savings,

currentncomepricesanccreditavailability. Theeconomic
environmenisaffectedythewayftheothepartsofoumacrc
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economisystenmnteract. Thisffectsuctthingsaslationalncome,economig
rowthandnflationevenavellplannedmarketirgfrategynayfailifthecountryg
oesthrougbepressioanrapidbusinesdeclineAscustomerstobuyingsomep
roducts,theirspending
patterngnayshiftromevenlowepricedyoodsvhicharesupposetbbesellingw
ellduringrecessiotoalternativ@roducts.
Thiscaweakemanyroducersanetailerandleadtolay
off,retrenchmenteductionnproductlinesandahangefstrategies.Marketings
trategiesmustbechangedtoadagptimelynamiceconomyi.hegrowingshortag
enfsomeaturatesourcescarguallycauseontinuouproblemse.gif petro
chemicabecomescarce,plasticscanpecedutofmarkets.

3.4.3Population/Demography

Thisisconcernedwiththeappraisateimarpopulatiortharacteristics.Markete
rsshouldeconcernadithnationapopulation
orworldpopulationltsgeographicaldistributionanddensity,itsage
distribution,itssocialcompositiomendnbirthratedeathrateand
marriageManygovernmentsavesxpressedeepconcemmbouthevorldd mop
ulationexplosion.Theriginofthisfeansthepossibilitpftheworld6 resourcedi
minishingandthéenadequacgftheseesources
insupportinghepopulationgrowth.

Anothemajordemographiconcernsthefactthatmanycountriesthatareindustri
allyunderdevelopedaredirectlyinvolvedinhighpapulatiorgrowth.lisworld-
wideobservatiothatthgoorabourersftenhavenorechildrenandthisreinforc
esthéineagefpovertyindevelopingountries.

Therateofincreaseworldpopulationhasgreaimpact
onbusinesg\growingpopulatiomeangnncreasemhumameedandgrowing
marketorcertainproducts. Thegrowthopulationwillalséeado
movedemandorfoodandtheresourcewhichwill consequentishootipcosta
ndgreateprofit;manyndustrieswillbeaffected
differentlybypopulationgrowth.Someindustries willthrive;
othersvillbecompelledtoreformulatetheirstrategidslemanymorewillgoint
ooblivion.Adecliningbirthratealsowplosetsownproblemjndustriescaterinig
orbabiesndexpectantothersvill sufferabigolowandmaybeforcedochangéeh
eirmarketingprogrammes.Atirganizationsellingoaparticularaggroupmust
watchwhais

happeningpitssizeandehaviour.Adeclineimarriagdifewill negativelaffect
thesaledffeinsuranceengagememindwedding rings.
Progressivermsmustlwaydorecastthdemographitrendandforge a
betteproductindnarkethat bestsuittheforecastedtrend.
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3.4.4LCompetitiveEnvironment

Thecompetitiveenvironmentreflectsenumberntypeandoehaviouofcompetit
orsfacingaparticularfirmlhisishoweveanuncontrollablgariablevhichthem
arketingnanagemustrytomanagéyadopting strategieswhichwaloidhead
oncompetitionHischancesmaylmprovedbyaccuratelunderstandinthema
rketingcompetitiveenvironmentCompetitioomaybedirecti.ebetweefirmspr
oducing itemghatcarmsatisfysimilameedsOntheothehandjtcanbegeneric,
producform,orenterprise.Competitorscarfeaormanynsomeases.

Forabettaunderstandingfthenaturefcompetitionfourkindsomarkesituatio
nmustbeidentifietheyare:pureompetitiongligopoly,monopolisticmonopso

ny.

Whencompetitionspure manycompetitorsfferthesamepricee.g.
homogenougroductsTherarananybuyerandellersWithfewknowledgeoft
hemarkettheraseasedfellersinoligopolistic
situationspeciamarketfeaturesareprevalerterasessentiallifomogenoup
roducte.gcementompaniespiletsoapandbeverageanufacturers.

TherasfairlyinelastiégndustrydemandurveThisisduetdirmsnotunderstandi
ngthetruenarkesituationandresortficecutstogebusinesOntheothehand,
abigincreaseitemanarsupplychangethebasimaturefthesituationandleads
topricecuttingvhichmaysometimebedrastidOligopolisticcompetitioriace®
quilibriumas longterntrendwithprofitdriventozeroThishappenswhenthereis
pricecompetitionAlongtheway,thenarketingnanagemaytryto
avoidpricecompetitiomndelymoreonotheaspectefthemarketingmix.

MarketersvantoavoidnsufficientontroloverthenarketTheyuseaggressive
marketingnixinordetogainadequatecontréVhere
theyhavdofacesomdairlydirecicompetitorghesituationiscalledonopolistic
competitionT hissituationprevailswheretherebeterogeneoysoducts in
theeyes oftheustomers.

Thevigorousfeaturesofpucempetitiorarereducedwheeachmonopolistico
mpetitohadittle freedonwiththeindustry,thdegreefelasticitydeterminegh
ethepricewouldberaisedor lowered.

3.4.4.1ncome

Sofarwehavéalkedaboutdifferenttypespiople

andtheirlocations.ltisobviousthm@oplevithoutmoneyarenotpotentiatustom
ersTheamounbfmoneyheycarspenavill determinéhetypeoioodghey
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willbuy.ThetotalGNFfiguresaremoremeaningfultomarketing
manageresherconvertetbfamilyorhouseholthcomeandits
distribution.AsahowjncomedistributioninNigeriaismevenmostamiliesare
clusteredatthelowestendoftheomdevel.Peopleare
stillmanagingustoverasubsistendeveltdformthebaseofthgyramid Theresv
enflittiemiddlencomeangendatthetopofthpyramidarefewii n o wiehedu

Theexistingsalary structurevolutionized theecono
marketingystemltsrelevancesthatfamiliesarpurchasanportanitemsmass
markeproductanthriveandmprovethestandardoflivinfprpeopleAlthougha
slightchangé&asoccurredhetopincomegroustillreceivedlargeshareofthetot
alincomewhile2/3oftheentire

populationarebelowpovertyevel. Thesecategoriesargortanforbasicom
moditiesikefoodandclothing.Forsonmearketerghisgroupusuallyformséow
empricemarketinging.Marketingactivities
mustelyonincomedistributioforeffectivetargeting.Badmarketing
strategynistaketaveoriginateftomwrongfulestimationofthemounofinco
meinvarioustargetgroupghisoccurrencestenfr®mwrongassumptionviarke
tingResearchistherefareportaninthe
measuremenfdisposableincomeandthediscretionaryincome.ltis
commorsenséhatavealthyfamilywill spendnoreharpooron@andsuchmoney
willbespendodifferentthingsHowitisspenandhevariancamongstdifferentt
argemarketssimportanttomarketers.
Expenditur@atternsarywithothemeasurablactorse.docationurbarorrur
al),geographiboundariesamilyexposition,size,Lifeycleandethnicity.

3.4.4.Z'hePositionofAdvertisingin the Environment

AdvertisinghadeerthemostriticizedofallthenarketingctivitiesThepublicre
garcsomedvertisemensannoyingextortive,
misleadingineffectiveandunnecessary.ddwertisingsrelativelyoneconomi
cwayofinforminglargenumbersgbotentiatustomerabout #rmo moducts.

Ont hestrengt hof cust omeincieas@adctiemdnact i o
dandresultsinconomicefscale.Imanufacturingdistributionandsales,théo
vescalesodconomicsarbeachievedl hecostohdvertisingarmreduceheimea
ndefforconsumermusspendgeekingor products.
Itmayalsancreaseompetition.

Advertisinghoweverstimulateeconomicgrowthincreasedwarenedsingsab
outincreasedemandrT hisinevitablyleadstmcreasedeturnoninvestmemthic
hstimulatesfurtherinvestmerticourageanovationgcreate
job,andyeneratascomeand economic growth.
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3.4.5TechnologicaEnvironment

Underlyinganyeconomi@environmernistheiechnologicabaseThetechnicaski
[landequipmenivhichaffectheresourcesfaneconomwreconvertedooutput.|
nunderdevelopaetonomyrelativelylittle
technologynaybeuse@dndutpuimaybesmalvhileindevelopedconomypro
ductivitydependen greater
useftechnologyThdast4@/earhaveseerspectaculadvance
technologgupportetyresearcandlevelopmenConstargvolutionofnewtec
hnologiesendertghe
previou®ne®bsoleteSomdoreignproducersspecialljapanhav@oneered
ecenbreakhroughapplyingasicesearchfindingsto electropimducts.

Somefthese@evelopmentsillcertainlyaffectnarketinge.g.modern
automobildaenablethrmersocomdotownandoeoplecangwheresvethey
wantModerrtrucksandairplandsaveopenedipnewmarkets&ndallowedprodu
ctionfornationabndinternationaharketstesultingncompetitiormndaddedbe
nefitstaconsumers-urther
developmeniselectronicshaveledloghincreasenmassnedigpromotiongn
duseofmanyothergadgetsucha3elephonelelevisionRadicetctheirintroduc
tionhaseducetheémportanceafthettraditionamediaVeryrecently,itvillbep
ossibléoshopnthehouseisingl'V-fittedi
computerdevices.Theintroductionofttieviceeliminatesheuseofvholesalea
ndretailerandeducestanarketablextent anumbeofsalesmen.

Computehasalsopermittedoresophisticatedplannirandcontrolof
busines<£lectronicequipmentsayleadofactoryautomationwhich

will allowcustomersdecidémosimmediatelywhaheyequireandgetitinstant
ly.Thisnodoubtwill causdrastichangeminternal

company affairgroductiorscheduling,salesforecasting,warehousingetc.
ditionalbreakhrouglopportunitiesulminatingchangem
technologicabasearalterthestatuspresentlaymarketingctivities Marketer
smusthelpthefirmsunderstanthedemandsf
presendaylifespamprogrammeomeetpthisdemandbysensitive
applicatiorofnewdevelopment.

Thegrowthrateoftheconomyastremendoueffecon
technologicallevelopment. Intheabsence ofinnovatiaMichopens
upnewmarkebpportunities,theeconomicestimateswillstagriostargeco
mpaniesareintoinnovativebusinédseyhavesetupresearahddevelopmerd
epartmentwiththesoleresponsibilityteearctiornewfeatures, materiadsdstyl
estonakeheircompany mroduct
betterandattractiv€hemarketemustunderstandtiechnologicanvironmen
tandhecustomeiSomdechnologistarenotinterestedin
theconsumeaindheimproblembutintheproductartdpossibilities

137



HCM305 TOURISM SALESANDMARKETING

leftuncheckedheywill creatgproducthahavenanarkebrdesigrnhemin
amannethatdoesiotconveyheireabtility to thebuyer.

3.4.d_egalandPolitical Environment

Mostnationsofthevorldarebecomingegulate@conomied heattitudesandrea
ctionsopeoplesocialcriticsandgovernmentsare
becomingncreasinglymportantomanagerbecausthey
allaffecthepoliticalenvironment. Thelaywublicopinionancpublicpolicyconst
ituteasetoénvironmentdhctorsthatareincreasinglyaffectuhgcision®nthem
arketingpfgoodsandservicesGovernmenegulatioroccurgoroneofthesehree
reasonsl hefirstistoprotecbusinessmenomoneanotherAlthoughtheyraisec
ompetitiorontheabstractheycardoanythingoneutralizeitsnpacontheibusi
nessefsaresuliawsarepassedtefineandreventunfaircompetitionThisla
wis enforceabldylaw.

Thesecondeasonistprotectonsumersombusinessmefewdisreputable
usinessmearaeadyoadulteratéheirproductspersuadtroughadvertising,
nddeceivéhroughpackagingndhroughprices.Unfaiconsumepracticesared
efinedandgencieareestablished
toprotectconsumers.Thebégthashappenedihisarea isonsumerism.

Thelastpurposeaégulationstoprotecthelargerinterestahesocietyagainstun
bridledousinessbehaviolNationsaarejuiteawarehathegrosdNationaproduct
sareaccompanieolygrosdNational
pollution.Astheenvironmentcontinuestodeteriorate Jagwswill becomenfo
rceableMonetanpenaltyfodefaultingarexposednd ironicallypassedon
tothe consumers.

Businessmehavetavatchthes@evelopmentisplanningtheiproducteandmar
ketingsystemThemarketingxecutivesannoplanntelligentlywithougoodwy
orkingknowledg®fthemajodawsand
regulatiorthaprotectompetitionconsumerandthesocietyatlarge.lfeisbea
cquainted/ithNational,Internation@nd_ocallawsaffectingtheconducthis
marketingctivitiesandthemanyonsumeorganizationthat
havepotentialimpaain hisactivities.

MoreoverthesaliencyofNationalismushnotbeneglectedThese
feelingscablockmarketin@ctivitiesandeducealesnsomenternationaiark
etsNationgnaydictatavhotoselltheicountryd moductsgrantbusinessoperati
ngpermission,emphasizetmploymenofNationaldyforeigrfirmsorindigen
izefirms.Political environmentmayoffernewmarketingopportunitiestoforeign
investorsOntheotheihandNationalr locajovernmendictatewhere
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industriescanbesiteéBlomananagerbavesuccessfullystudiedtipeliticalenvi
ronmentandevelopedtrategiestexploitpolitical opportunities.

SELFASSESSMENTEXERCISE

1. Explainthemeaningpfmaxiandminmarketinggenvironmen® . Explainthe
macromarketingenvironment.

4.0CONCLUSION

Inthisunit,wehaveliscussedenerallyhenatureandneaningfmarketingnvir
onment,thaeedsostudythemarketinggnvironmerandhe factorsanfluencing
themarketingenvironment.

5.0SUMMARY

Thisunittreatedthenatureameganingpfmarketingenvironmenthefactorsinfl
uencingthenarketingenvironmentothmicroandmacre
environmentdhctorsandtheneedsdeasonsfmarketingenvironment.

6.0TUTOR-MARKED ASSIGNMENT

1.Whatsmarketinggenvironment?
2.Statetheeasonwhymarketermusstudythemarketingenvironment.
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UNIT 2 PRODUCTLIFE CYCLE,CONSUMER
BEHAVIOUR ANDMARKETING MEDIA

CONTENTS

1.0Introduction
2.00bjectives
3.0MainContent
3.1IMeaningfProductLifeCycle
3.2ProductifeCycle Model
3.2.IMarketntroduction Stage
3.2. MarkeiGrowth
3.2.MaturityStage
3.2.4DeclineStage
3.3ConsumeBehaviour
3.4MarketingMedia
3.4.1MeritsandDemerits dfledia
4.0Conclusion
5.0Summary
6.0Tutor-MarkedAssignment
7.0References/FurthBeadings

1.0NTRODUCTION

Theproductifecycleisahypotheticalconstragipreciatethainlybyprofession
almarketersSomemarketerdonotuseéheproductifecycleconcepintheirdecisi
onmakingdudolackofappreciatioofthe

concepbysomefthesenanagerd henodekervesusefumechanisnoranaly
zingthgrocesbywhichspecifidormsof meetingheedemergegrow stabilize
anddeclinevertime.ltmight
bedifficultatimegdodeterminethgtagesfaproducinthdifecycledugo some
circumstances.

2.00BJECTIVES

Bytheendofthisunit,youshouldeableo:

oexplairproductlifecycleirmarketing
oexplairconsumebehaviour
oexplairnthemarketingnedia
oexplairnthemeritandlemerit®fmarketingmedia.
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3.0MAIN CONTENT

3.1MeaningofProductLife Cycle

Theproductifecyclecanbedefinedastiemangatterriora
producbvemperiodofime Themodetonsisteffourstagesizintroductiongro
wth,maturityandieclineWhatevebetheperception
ofsomendividualsabouttheproduttecycle,itprovidesatheoretidaamewor
kforplanningnarketingpoperationsdtenablesnanagemeidformulatedynamic
marketingstrategiestobettpositiorandforecast
futuresalesactivitidsesidegivingcuegortheappropriatestrategiesforanexisti
ngproduct. Thmmodekarhelghenarketingnanageto
adequatelgxploitthenarket positionofth@roducbyprovidingeads
tothetimingohewlaunches,thmovaonewmarketanddiversificationtoothera
reas.Contrarily,ithasbearguedhatheproductifecycleconceptcaanlybeapp
liedtospecificformsgiroductndservices.

Someroductscamcorporateramaticchangesintheircomposition,
sustainingpngterngrowthandanyattemptt@pplythdifecycleconcepislikelyt
odomoreharnthargoodFailureodistinguishclearlythige cycleofcertaiprod
uctse.gBreadglass,televisioiadiogtc.leavethproductife cyclewithlimited
descriptivevalidityT heinabilitytodifferentiatethetrendindemand(orprodifct
ecycleconcepfyomtheimpactoénvironmentahfluencegenerates
additionatonfusioninthemindsofsoméhalf-bakednarketers.

Whatevebethecriticismsofthelifeycleconcept,themodelemains
importanasaguidaanalysis,planningamdovidevitalcuesto
marketinglecisionmaking.

3.2ProductLife CycleModel
3.2.1Market Introduction Stage

Atthisstage,salesarelowdudtmandortheproducandackof
producknowledge.Atthisstagealsmneysbeinginvestedon
producipromotiorancplacedevelopmefarfutureprofitSpeciaincentivesare
offeredtavincooperatiomchannelbuilding.Promotionisintensifiedto
inform,educatanduilddemand.

AttimesskimmingpricingisusedtmoveinitialcostLowpricingat
thisstageanhindecompetitiveentry Strategyeralependsnthespeeafthdif
ecyclemovementHowquicklythenewideaisgrabbed andspeed
ofcompetitivéollow-up.)
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3.2.2MarketGrowth Stage

Inthemarkegrowthstage,industrysalasgrowingfastTherasincreasegrodu
ctdemandspeciallyiftheewproducsatisfiesthe
marketRepegburchaseareanadendewpurchasesnteinlargenumbersThe
productattainssalesmomentumthroughfavourabtdofmouthaswellasdistin
ctivestepstakenbytfiem.Duetoproduct
promisecompetitorseizepportunityandenterth@arketvithnewdesignThel
nnovatomake$ugesaleanchighprofitandeffectontinuouproductmprove
ment.

Pricestentbbestatiorfallslightly. Theeffectocompetitiodeadsto
scramblindordistributioroutlets Salesiseinevitablyeadsofallinpromotional
ratio. Thdirmtriestosustaitherapidmarkegrowthas
longaspossibleyimprovingproductqualitgndeatures.Locating
producexposuréyincorporatingiewoutletsembarkingnpersuasivadvertisi
ngor loweringpriceto sensitivecustomers.

3.2.Maturity Stage

Thematuritystagecanbeclassifiedintothneamelygrowthmaturity
inwhichsales continugogrowslowlydudopurchasebythelaggards.
Thestablenaturityisthenexioneltissometimesalledsaturationstage.Saleai
ntainastablelevelugoreplacement hehirdcategorysthedecayingaturity.
Thesaleslevelisnowtitimatedeclinasomeustomershifttosubstitutprodu
cts AtthisstagéherdasmarkesaturationwhickeadsointensifiedompetitionC
ompetitorembarlonfrequenmarkdownspff-
listpricingancheavyromotionOthersresorti@searchndlevelopmerninorde
rtodevelo@substitutproduct
whilesomenanufacturergaincompetitiveadvantag@®therseentodropoutoft
herace.Thispul
outwillenabléheentrenchedompetitortanilk hisproductl hestrategiesadapta
bleathisstagencompassarketproducandnarketingnixmodification Total
marketlsomustbereassessadbvaluatetblocalnevproduct/markeipportu
nities.

3.2.DeclineStage

Here pricecompetitioriromdyingproductdecomeguitevigorousSalesnaypl
ungeozeraandproduanaybewithdrawn,othermayreducéheiproductange.
Promotionabudgetallsandnewproductievelopmenpolicyprevails,corporate
advertisingreplacesproduadvertisinginitandanewproductsintroduced.
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3.3ConsumerBehaviour

Potentialcustomeaseexposetbamyriadofstimuliandcompetingarketingni
x.Individualcustomeaakesnasnuchnformatiorashe
couldandespondfavourablyrunfavorablyothemTheactiorprocesssillustr
atedbytheblackboxmodel.

Thefunctionalooperationalsysteaiblackboxhadbeeranssueandontroversy
tomostnarketersiAssuchthereisnaccuracinthepredictiorofcustomersbehav
lourtoagivestimuliasaonsumes
saidobearconomienan.Thigoncepdepictshatheycompare
choicesntermsofcostandvalue. Taependitureftime energy,
moneyanddemandscreasesatisfaction.ltisssumethaeacttonsumeknow
saboutakvailablgroductandcashowtheir
preference.Theabogeonomiwiewofblackoxdefiesndividualandheimpact
ofsuchdifferencedmehaviourTheeconomistiewisparochiandneglectsthe
multi-
dimensionalfactorswhi@ffectonsumebehaviour.Eadndividualisaffected
bysomeftheséactorsfamily,socialclass,referengeoup@ndculture. These
interpersonandtheinterpersonalfactorsanéienconsideretlydecisionmak
ergnstimulugeceptionangrocessinglhenterpersonadariableusuallyconsid
eredythemarketerincludebtotivation perceptionearningattitudesindife st
yle.Thesevariablesare
contributoryfactorsishapinghevantsancdehaviounfconsumers.

Motivation

MotivationreferstmeedsyantsordrivedNeedsotivatandividualgoactSuch
needsnaybebioorganiffood sex,sheltegQrpsychogenifsecurity,selfpotentia
Irealization)osociogeni¢belongingsWhileneedsrebasiayantardearned
hroughime Whenaneeds
unsatisfied,itsintensitywouldleadtodrigiveinitiateammediat@ctioras
arelief.

Theknowledgeofthebovdeadsmarketersinakesffectiveusefmarketingncr
eatingdrive,buildingrantandsatisfyingonsumeareedsThempacbfmarketi
ngcarinducdampulsiveactionanexactanipulativenfluenceontheirpurchase
sBycreatingbundleof
needsywantsantenefitspotentiatustomeraretiedt@nddentifiedviththepro
ducthroughmarketingtrategy.AbrahaMaslowinhis
theorydentifiedfivehierarchypfneedphysiologicalsafety,
belongingnesgesteemandactualization)whiletherarchypfneedéelpdoexpl
ainwhatustomerwillbuy,theeconominieedbelpoexplainvhytheyrequiresp
ecificproducfeatures.Economicneedsare

concernedwitma ki ngt hebest useof c oSorsdookier 6 s| i mi t edr
guality,priceorvalu&conomimeedsinclude:
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economyfpurchasanduse,convenienaperationagfficiencyandiependabi
lity.

Perception

ThewayweseethingdifferfrompersoriopersonTherearelotsof
productsmarketinginformation,andoutlétsgete@dtheconsumerfuetothe
multiplicityoftheabovdactors,theonsumerardefttofollowselectiveprocess.
Througlselectivexposurghecustomed eyesandnindsseeloutandare
attentivenlyto informationofinterest.

Alsothroughselectiveerceptiontheyscreeoutormodifyideasmessagesndn
formatiorthatconflicwithprevioushacquiredvalueandattitudes.

Ontheothehandtheconsumenemembeonlywhatheywantoremembethrou
ghselectiveretentiomdividualdispositioraffectheseaelectivgprocessedar
ketersherishthes@rocessesbecaubeyeveatheextentafonsumerénform
ationacquisitiorandretentiorlheselectiv@rocessessoaffectonsumer§ro
ductthoiceandpurchase.

Attitudes

Ifaproductsfulfillingtherequiredbligatiorforthecustomergositiveattitudes
carbeexhibitecandreinforced.Butthebrandisnaotgarde@sgood,anegativeat
titudecanbeshovbythecustomer#\nattitudeishepredispositionorresponset
oobjects,eventsorservice,thatoneisconfrontedwith.Attitudeimpingesaiour
uesystem,our
standardefgoodandbad,rightowrongetc.Attitudenfluencesonsumed Eod
uctchoiceanthdividuakttitudesarbechangethrougtpromotiorandproduat
ejuvenation.

Personality
Personalitys

acompositiongdsychologicainakeumnahaempacbfenvironmentatariables
Freudelatespersonalityinthrdenensionsamely:

()  Ego,
(i) Supeegoand
(iii.) Id.

Idisassociatedithhumarnntensa@rivetoimmediateatisfaction. ThEgoenable
sindividualdomoralizerationalizendaceaeality It
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weighgheaftermatiofaneventrathéharactingswiftlyagrescribedylid.

Thesupeegomediatdsetweendandegolndividualbehavioursare
triggeredfbyl d . An i n gdrsenalidymanifedtetha
consistenpatternofresponsegteeenvironmeniCustomersendoidentifyprod
uctswiththeirpersonalitiesGroupnfluenceisanother
factorthataffectsproductpurchases. Togldoeaffiliative aspiratory
orreferencgroup Thesgroupsranfluentialinthelevelopmentfindividualss
elfconceptTheycarserveas n di vsoawaeh | 6 s
informationTheyaffectindividuab aspirationlevelsandth@iormserveasnh
ibitors orinfluences on consumption.
Consumeralwayduyproductshatdonot jeopardizeheirimage.

Family

Apersod s s e | f alsmmfleercpdbyhistundamentalaffiliativereferenge
roup Oumparentinfluenceourconsumptionhabits,
behavioustandardandraluesystemgrombirth.

Culture

Culturasdefinedasaodelegatternofbehaviourexperiencdtishumanntera
ctionthatcreatesluesndushersacceptalidehaviourCulturaschangeable
ovettime Itisenvironmentallpriented.

SocialClass

Sociaklassstratificationhasinfluenosthetypeofproducts
purchasedndconsumetycustomersihesensefbelongingandth@eedoben
oticechademarkablenfluenceonourpurchasbehaviouProduct@arenotpurch
asedorpurchasingakduttosolveentrenched socialproblems.

3.4MarketingMedia

Themediasanothemean®rmediumthrougivhichmessageanuformationsc
onveyedfrontheproducertothecustomerbereforenarketingnediasthecha
nnelandmediumthroughwhichessagesndnformationarearriedromthesen
dertheproducer)tothe
receivefcustomer)effectively.oodnarketingcommunicationstanghacle
artargeaudiencenmindandvitheffectivenessagthagetsattentionholdsnter
est,andarousesdesireleadingtoachMarketingnediacarbegroupedor
classifiedintotwotypesiamely.
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i. Electronicmedia:-
undewhichwehaveT elevisionRadioCinemalnternetetc.
. Print media:-e.gNewspapersnagazines,posteesc.

3.4.1MeritsandDemeritsofMediaTelevision

1.Clearpictures:-ithasacleapicturesinceitishowronthe
screentharadiovherenecannoseanypicture.

2.Demonstration:-Themessageeingpassetbviewersisbeing
illustratedThishelpsocarrythe interest tfiepeoplalong.

3.Itcombinesvisionandsound:-Itismorgyowerfulsinceit
combinesounds,coloandnovement.

4. Itallowscompanietkeepproductararangresenceinfrontauistomers.

5.Itenablethepromotionofaompany corporaténagenatiorwide.

Demerits

1. Itisexpensive:
Itisveryexpensivecomparedi@adicanchoteveryonearaffordto buyit.

2. Itis limited toareaswith electricity: -
Thosehatdonohaveslectricitywillfinditdifficultto receivenformatiort
hrough television.

3.Non-portability: -Itis noteasilycarrieéroundikeradio.
4. Theblindcannopartakéecausiisonlyforpeoplevithgoodight.

Radio:Merits

1.ltisportable:-
Radiccomesndifferenshapeandsizes.Thimakestpossibléorpeoplet
ocarryormoveatfromoneplacdo another.

2 Itisaffordable:-Itisaffordabldecausgisnotasexpensiveateelevision.

3.Theblind canpartake:-
Thosevhohaveearsbutdonlohveyoodsightcanlisterioradio.

4 It canbeusedvithoutelectricity: -Mostradiase$atteries.
Asaresultathis peoplewithouélectricity canstilimakeuseofradio.
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Demerits

1.Thedeatannopartakéecausenenithhearingrroblemcannotisten toradio.
2. Therarenopicturedike televisiommndvisualappeas lacking.
3.ltisexpensivéharotheprintmedidikemagazinesiewspapers

andoosters.

Cinema:Merits

1.Goodforreachingheyouthmarkets.
2.Goodforconsumesegmenttargeting.

3.1t hagoodscopeforusingheimpact omovemenand sound.
4.Geographicallgeparatenarketgarbecateredor.

Demerits

1.Caneasily influencetlyjeuthd mterestandehaviour.
2. TomoisyforthdistenerstgratsomenformatiorNewspapers

: Merits
Newspaperarecheaperomparedo radio,televisiomagazinestc.

1.ltisportableandcaeasilybecarriecaroundromoneplacet@nother.
2.Easyo recall especially groperhkept.
3.Goodordocumentationpurposei.e#rbekepforrecorgurposes.

Demerits

1.Pooandhosharmuality printpicturescomparedrn@agazine2.The

illiteratescannotgaifromitbecaustheycannotead.

3.Theblindcanngtartakénreadinghenewspapesnceaheydonbhiavegoodsig
ht.

MagazinesMerits

1.Portabléecauskcarbeeasilycarriedromoneplaceoanother.

2.Cleapictureguality-magazinelavecleapicturewithattractivecolours
thamewspapers.

3.Storieslasbngercompared toewspaper.

4 Magazineare retainedovelongperiodftime.
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Demerits
1.Magazineareexpensiveomparetionewspapers.

2.Nodemonstrationompared totelevision.
3.llliteratedonotbenefifromit.

PostersMerits
1.Goodfor specific targetcustomers.

2.Lowcost=Itisnottooexpensiveomparetb others.
3.Carbeplaced in strategpdaces.

Demerits

1.ltcareasilybedestroyetbyilliterateswha@annoteadanddmotknowthe value.
2.1t canalsbedestroyedtyrain.

SELFASSESSMENTEXERCISE
1 Explainthemeaningfproductifecycle.Youarerequiredtariteout théour

stages giroductife cycle.
2 Mentionsomanmeritsaanddemeritsofprintancelectronienedianmarketing.

4.0CONCLUSION
Inthisunit,wehavealiscussegenerallyheproductife cycleandhefourstagesqgs

roductifecycletheconsumerbehaviour,factamfiuencingoroductifecyclean
dmarketingnedia.

5.0SUMMARY
Thisunittreategroductifecyclethestagesqiroductifecycleand
theconsumenehaviourtalscexaminethefactorsfluencingconsumeloehavi

ourasvellasnarketingnediaviththeirmeritsanddemerits.

6.0TUTOR-MARKED ASSIGNMENT

1.Whatsproductlife cycle?
2 Mentionthemeritsanddemerit®fa television.
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1.0NTRODUCTION

Alothadbeenwrittenaboutconsumerisminth®. Awiththeresult
thatinl962aconsumeii ¢ h adbythethenPresidedohri.
Kennedyvagassellycongress.

Accordingo thecharter,theconsumerhas:

oTherightto safety
oTherighttobanformedabouthegoods/servicdswwishego buy.
oTherightto choosand

oTherightto be hearetc.

ConsumeristhasiotbeerverymuchdiscussethdevelopingountriesThepurp
oseofhisunitisteexaminandliscussiowfar
consumeristhagjonanNigeriaanditsfuturénplicationontourismsalesandm
arketing.
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2.00BJECTIVES

Bytheendofthisunit,youshoulde ablégo:

odefine consumerism

oexplairthecausesfconsumerism
oexplairtherightsobuyersandsellein consumerism
oexplaintheimportancefconsumerism
oexplairthefactorsresponsibferlackofconsumerisimNigeria.

3.O0MAIN CONTENT
3.1TheMeaning ofConsumerism

Consumer i smi sdef @affortsoiomsarsersbéekimyr pdress, z e d
restitutionandemedyordissatisfaction theyhaveaccumulated
intheacquisitioroftheirstandardflivingo Othersnaintairthattonsumerisnsa
localforcewithintheenvironmentlesignedtoaidamadotecthe
consumebyexertinglegamorabndeconomigressureon
businesKuwu(2007definesconsumerismasasocialmovement
seekingherightangowenfbuyersnrelationtsellerinothemwordsconsumeri
smcoulclsdedefinedgheeffortmadesithebytheconsumerhimself,thegover
nmenand/omdependerdrganizationtprotectheconsumdromtheunscrup
ulougractice®fbusinesmtheirquestorprofit.Inthisway,theconsumerisview
edashefocalpointandthe corefmarketing.

3.2Causesof Consumerism

Itisonlywherbusinesand  industrydenytheconsumehisright that he
reactsvehementlyheriseo€onsumerisimNigeriacanbeattributed
toseverafactors:

UnscrupulousBusinessPractice

Intheattemptogetriclquick somédusinessmemdvomenindulge
inunscrupulouBusinesspracticdsorexamplemanyexpireddrugs
areonwidespreadsaleinouarketsCurrentlyfoodpoisoninghadeenncessant
inourhouseholdsaretiucationahstitutionsThisisbecausspoiltinnedoodsfi
ndtheimvayintoourmarketsnsteadof

beingdestroyedl heconsumehasecomaelplesenthehandsof
somefourbusinessmamadvomen.
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Scarcity

ScarcitpfgoodandervicemNigerighagivenbirthtohighprices.
Thecontinuousincreaseietailpricesnthefacefperenniascarcity
hadrustratednanyconsumers.

Education

Consumerarebecomingmoszlucatedndsophisticatetharever
beforeTodayd @mnsumerisbettereducatedrhisforebearandhuslesswilling
toacceptheexaggeratedsalesmanshipandmisleadingrtisementshoddy
oodanckeverbitsofdeceithatbuyersonamnsiderethenaturahazardefcom
merceWiththeUniversal PrimaryEducationprogramme,the  impact
ofeducatiorwillbe feltmoreghanevebefore.

Intentionally PlannedObsolescence

Masgroductionanthassnarketindiaveputmoregoroductsonthe
markethartheconsumeriswillingtotak&€hishaoftenedtowildclaimsyadver
tiseraboutvhaproductscandandheuseof
sophisticatedsychologicalevicesnradicandtelevisionprogrammesto
getheconsumetobuythe product.

RisingPublicExpectation®fHigh StandardsofBusines€onduct
andSociaResponsibility

WiththeincreaseintheleveleducatiomndstandardoflivingiNigeriathepubli
cexpectationfbusinessconducthasrisentoo.People
arenownuchmoreawarftheirrightsasonsumeranddemandthe
samdrombusinessesinNigeria,asitheiplacesBusinessesaeapectetoperf
ormsomesocialresponsibilitiedManysocialisttodayaccusbusinessesoperati
ng in Nigeria ofexploitationand profiteering.

EconomicandSocialDislocation

ConsumerisroomessaresultderiougconomiandsocialdislocatiorT histy

peofsituationimarkedytherisenconsumepriceandlecliningeaincomesT
heNigeriareconomystodayfacingheseconomiandsocidlls.Whichseento

havebeenriggeredffbytherecentcreasesmwageandalaryawardstothpubli
csector?
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Wild Claims

Consumerismisboundtoexishigeriabecausefthebroadvronggampant in
some businesses todaynamelyeceptive
promotionshidderchargessloppyservicandunsaferimpureproducts.

3.3ThelmportanceofConsumerism

Consumerisnsenhanceblyseverasociahndeconomicfactorswhich
werenotevidentnearliertraditionaéxpressiongfconsumerism
thedifficultyofjudgmentthattheconsuniacesT heindividualconsumer
findsitdifficulttojudgethequalityofproductntermsfprice packagecontentbr
andproliferation,plannedbsolescencaftersaleserviceandtheproductfeatu
res.TheaveragensumermespeciallyilNigeria hasnotbeegxposetbthetypeof
sophisticatiomeisnowwitnessingThenumberafliteratesoutnumbersthédera
testhereforetheprotectioroftheconsumeis ofparamountmportance.

Informationsuppliedthroughadvertisementsisambigusoisietimes
confusingmainlyfalseanddeceptivieecaustheconsumeisignorant
ofthestandarddtisimportanthatthegovernmentshowtépntoprotecthecons
umer.

Consumerismisimportaip¢causmflationhasnadeurchase
behaviouevemmoredifficult. Risingpriceshaveledconsumersto
increasedualityexpectationshicharenotachievethusagaircontributingo
thefrustration ofconsumers.

Thecompetitionthatresultsamongsttihiariougproducerscauses
consumer®beconfusedartdisaffectgheirpurchases.Forexample,
theordinaryconsumerfindsdifficulttodistinguishbetweeasrdinarypetrobkold
byAgipandhatsoldoyNationalprtodistinguishbetweenBensorand Hedges
andCraverascigarettes,so heedgrotection.

Advertisementencouragpurchasesyemotiomrathetharreasonor
rationalityandasuchthegovernmeniprganizations/associationfs
firmsshouldomeo theaiaftheconsumer.

Aswecansdeomtheroleoftonsumeorganizations,consumersare
notwellorganized.lha$eerdifficultforthentocomeogetheranspeakvithone
voiceTheylaclknowledgandsufficieneducatiombouthevariougproductsh

eybuy.
Therasnoconflict,asisfterthoughtbetweemarketingancconsumerisnBoth

activitiespossesstekamebjective
consumersatisfactioiwouldoemoreconstructivéoregareconsumerisrasan
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opportunityratheharathreat.Inthingrun thegreatestsuccesswitintinudo
accru¢othefirmsthatarenossensitivetothemarketgéneeds.

3.4Traditional RightsofSeller and Buyer

Thepowemunbalancketweerselleranduyersanbeclearlynderstootromth
ebasiefclaimandightofeitheparty.

A. TheTraditional Rightof Seller
Thesarerightsthaccrugotheseller(manufacturer)gbodsuclhas:

1.Therightointroducenyproductnanysizeandstyleprovided
itisnothazardousfmersonahealthorsafety.ltshouldalseludeproper
warninganccontrol.

2 Therighttochargenypricgorproductsprovidedno
discriminatiorexistsamong similakindofbuyers.

3.Therighttepenédnyamountopromotethproducprovideditisiotdefined
asunfaicompetition.

4 Therighttousenyproductmessagprovidedtisnotmisleadingr
dishoneshcontrolrexecution.

5.Therighttous@nybuyingincentiveschenpeovidedheyarenotunfair
ormisleading.

B. TheTraditional Rights ofBuyers
Thesare rights thatccruetothebuyerssuctas:

1.The righhottobuya product that is offeredfaale.

2.The rightoexpectheproductobesafe.

3.Therightto expectheproductoperform asclaimed.

4. Therightobewellinformedaboutmportanaspecteftheproduct.

5.Therighttobeprotectedagainstquestionableproductsankketingractices.

6.Therighttoinfluenc@roducandmarketingracticesnwaysthatvillimprove
theil q u aflifeot. y

3.9Mleasuresfor Consumerism
AttemptdoprotecttheconsumerinNigehavecomdromfourmajorsourcesa

mely:governmengrganizations/associatiof@jrnalistiexposurandndivid
ualkconsumerdnordetoappreciatéthestage
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consumeristhageachedinNigeria,weshalldiscusstheealelofthesgartiesis
playing.

3.5.1Government PolicyMeasure

InNigerigtoday somefthemosseriousattemptstoprotecinsumerancensure
theirwelfareomdromtheFederalandState
governmentg.heseattempésebotheconomiandsocial.

OneofthecausesfconsumerisnmNigeriatodayisthecontinuoureasenpric
e TheFederaGovernmerttastriedoprotectheconsumelnytheenactmentdhe
PriceControDecreel970PriceControlCommitteebavebeensapineactofth
e36statesteliminateprofiteeringanchoardingProfiteeringnchoardingarenot
onlyinjuriousanddestructivetotbeonomievell-beingfthenation
butalsotothesociaktivitiesofconsumerd hegovernmenthasputa
ceilingonthepricesabntrolleccommoditiestensurgéhatconsumers
donotpaymorehan necessary.

TheStandar@®rganizationfNigeria SON)isoneofth@ublicagenciesoncerne
dwiththewelfareoftheonsumeittwasormedorthepurposefensuringthgiro
ductsandservicesconformtocertain

specifiedtandarddtstipulatesquality, weightsanteasurethamustbeconfor
medtobybusinesses.

Inprotectinghdifeofconsumerghegovernmenthasalsogamo
promulgatéheFoodandDrugsDecrel)74ThisDecregrohibitssaleofcertain
fooddrugscosmetics,saleadvertisementtffoodas treatmentor
certaindiseases, andvariousnisleadingractices. The first
rightoftheconsumeirtherighttosafetymentione@bovels
emphasizelythisDecree.

TherightoftheNigeriaconsumetiohavegoodandsadecommodatiohaofterb
eerviolated.BoththEederahndStatgovernmenteaveeomedotheaifconsu
mersythepromulgationof
arentdecreencedictsinordetoexecutéhedecre@ndedictsentribunalshave
beennstitutedinallthestatesoftkederationThistrendsboundocontinuainle
sdandlordghangeheirattitudestotenants.

TodaynNigeriawenoticegovernmerd s r enovesowardstherotectioroft
heconsumer.hegovernmentasnostoppedt
formulatingawsandegulationgorconsumeprotection;ithasalsgondurthert
oputhemntoaction.Justrecentlypharmaceuticalcompampaslosediowrb
ytheFederalgovernment,someimported
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cannedbeerand/-upsoftdrinkswerebarredromtheNigerianmarkets.

Companieandndividualsareodaybeingdraggedimurbnvarious
offencesviolatintherightsoftheonsumeorexample,on18ily1977 SCOA
Motors(Nigeria)-tdwerefinedN5,000ytheAbeokutapeciaPriceControlCou
rtforboardindPeugeod04Pick-upvansln
additionothefinghefirmalsoforfeited®eugeot04Pick-
upvansaluedatN27520Thesecoudonvictionandgovernmentmeasures
demonstratgovernmerteterminatiotoprotectheconsuman Nigeria.

3.5.20rganization/Association

Governmentarenotalonenthefighforconsumeprotection.Apart
fromthecasesitedasefforteytheyovernmentsoprotectheconsumenyvehave
uchorganizationandassociationsastheTenants
AssociationtheConsumeAssociationithagostheEnuguConsumekiovemen
t,theConsumeC€lubofAgwu, etc.

Thes®rganizationand/omassociatioraréormedwithsimilar
objectivesuctas:

a. Toreviewthepositionofconsumersinrelationtosupplierswhoaretraders
ndsellers.

b. Toexploravaysandnean®fcheckingheperenniascarcitycreatedhyun
scrupulousaders.

C. Tocurbtheever

risingpricesvhichcreatenflationandendetheearning®fworkersvort
d. hless.
e. Topromoteonsumeeducation
Toprovideeonsumengithinformatioronvariousconsumer issues.

Everthoughtheffecbftheiroperationssyettobdeltinsociety,therganizations
andassociationsill surel}comeotheforeintimeas
scarcityofjoodsdiminisheandascitizensbecomemaeareftheirights.

3.5.3JournalisticExposures

Ourvariousiewspaperendnagazinebavepagesievotedoconsumer
issuedprexampleheConsumeréAffairspageftheDailyTimesHere yarious
ssuesoncerningconsumersatscusselyscholars.
Writersandesearcheeseencouragetbpublishiheirfindingsinthes@aperske
centlytheassociationafarketvomennlLagosStatdaunche@monthlymagazi
ne ShoppingNewstoprovidenformation
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andvitalstatisticsortheconsumersithestateltsothepurposesalsocludethep
rovisionofaropportunityorvisitorstofamiliarizehemselvewiththe location
ofshoppindacilities inthestate.

3. 5. 4 Co Measumstowards Consumerism

Alothadeersaidandrittenabousafeguardintherightsandinterestsobnsum
ers.Proposaterimprovinghepositionoftheonsumenavecomdromradicals
whobelievehatheconsumed esensituationistheinevitableresultofanexploi
tativesystenOftentheseso-
calledconsumeradvocatesinoursociedyealledfora
fundamentakorganizatiooftheentireeconomicsysten@ftentooboththeFed
erabndStatggovernmentshaveeerriticizedvyindividualconsumerandons
umerorganizationsandassociationdjhilgattentionhalseemiventoconsume
rresponsibilitiesrhichaccompantheserights.

3.5.5CorporateActivities

Firmsjntheirownway contributetowardsonsumeprotectionbutmosbusines
sactivitiesirfavourofconsumeristhavébeergearetbwardplayingsafeAttem
ptsarenaddoavoid confrontationwith
lawenforcemenidfficersandoavoidgoingtocourt.Apopulameasure
adoptetbymosiNigeriarbusinessesistheinstallationintigiemises
ofsuggestioboxegor consumers.

ConsumerismisowinNigeriaandbusinessesshouldrespond
thoughtfullyandationallytotheissue satherthabeingdefensiver
reactingnegativelypmotatall.

3.6FactorsResponsibldéor LackofConsumerActivity in Nigeria

Unlikethedevelopeeconomiceftheworld,consumerismandtieensumerigh
tsmovementhasnoeerveryeffectiveirNigeria.Thismaybeattributetbthegen
erapoorstateofonsumerandackof
adequatenlightenmerdftheconsumerstihosevhopurporttahampiorthecou
rseotonsumerightsinthesocietyProminendamonghereasonshyactivityhas
beenvirtuallynonexistentiNigerianclude:

olgnorance ofconsumenegardingheirrights,suchrights include
therighttobenformedsuchnformatiorasthecontengccompositiom
faproducd sidesffectsfthereexistsany.Thisis
almosnhonavailableiiigerisandheconsumernsavenotbeeabldorise
upandasKorthisright. Therightothoicevhich
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warnghattheonsumeshouldaveherighttomakehisownchoiceoutofa
nyoftheproductind brands.

oSafety:Theconsumeshouldhavetherightteafetyftheuseadnyproductand

houldalsseelkorthedamagemcasef
injuriesoradverseeffedafferedasaresultoftnsefsuctproductsBut
inNigeriatherdasnoavenuéorconsumetoclaimfordamagewheneverh
esuffergossevenifaonsumedecideofightforhisright,hemightneveg
ofarbecaushiseffortanaybethwartetdythesamefficialsthataresuppo
sedt@rotechim againstiefective products.

oScarcityofGoodsandServicesTheundedevelopedatureftheNigeriaecon

omyhasledtminimalcapacitytilizationbythevariousmanufacturesof

goodstherebyeadingtoscarcityof productsThistherleads
toasituationwherethesellersdictatetaheconsumerhatshouldobtain
inthemarketThisisreferred to

asaellemarketwherdhesellerhasompleteontrobfthemarketandec
idedwhaproduct&ntersntothenarkegiving
littleormoreregaratalltoquality. Andhesellercansetthiceswithoutd
ueconsideratioforconsumerteactiorsinceheconsumeias
littleornochoiceatall.

olneffectivenes®fOrganizationsSetUptoControl Standards:-

Thegovernmentinaitemptosestandardandenforctheséawsamon
gmanufacturerisetupsucagencieaghestandar@®rganizationadfligeri
a(SON),FoodanddrugsiministratiofNAFDAC)etc.buthes@rganiz
ationshavbeenargelyineffectiveasulx
standarg@roductseiboundnNigerian
marketsodayrangingromcosmeticproductstowashing
detergentandcevenbeveragedrugsandtheonsumerardo
consumeéheseroductsviththeirattendantealtrhazardandvithoutana
venueo seekredress.

oNonchalanattitudeogovernmentowardengagindegislationthatseekspoo

158

tectheconsumerssovernmerttasatarioustimesetugprizecontroboa
rdghahavebeelargelyineffective. Thishastageatextenfrustratedo
nsumerkeadingolackofinterestinseekingredreSaicHegislatiorrequi
ringmanufacturer®putpriceéagontheproducts,thmntentsandngred
ientdhavdargelygoneinheededigarettananufacturesthecountryjha
vebeenreluctatinscribe
warning®nthegacloftheiproductsTheycomplyonlyonbillboard&nd
othemdvertisememhedialtshouldenotedhaimosoftheindigenousr
andglonoenjoyproperdvertising
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andnwhichcas¢hemanufacturetsavesucceedeifinotdisplayinghe
warning®ntheirpacks.

olnsincerityanccorruptionamongofficialsresponsifideenforcinggovernmen
trulesandregulations.Thishasleetpirecandsul>
standar@roductsimportefilomforeign
countriehavingtheiwayintothemarketveraftetheyhavebeerdetecte
dattheivariougpointofentryCurrenportsandordenofficialscollabora
tewithsuchimporterstosetiteproductsntothemarketorthdargely ill -
informedconsumerst@nsumattheirown risk.

oByeandarge,theNigeriaconsumehasasharetieblameagheyhavenotbeen
abld@oorganizéhemselvestoastrong
pressurgroupofightfortheirrightsasvaghecaseitheUnitedState®fA
mericanthel960sWithadequateenlightenmdiythosehatknowtheri
ghtoftheconsumersandbeobligationgtdmanufacturergheNigerianc
onsumercamseand fight
forhis/herightnomattethedegreeffrustration.

3.7TheFuture ofConsumerism

Thepresentrendoftheonsumemovemensuggesthatconsumerism
willcontinuedugothelegal,socialaretonomipressures.Tle®nsumemove
menwillenhanceonsumeissuesvhichwillbeusedypoliticianstowinvotes:
hiswill leadoarincreaseconsumer&oicesngovernment.

TheUniversaBasidPrimanEducatioprogramme whichwaslaunched
in1976willhaveitimpacbnthenumberafonsumeorganizations.Ultimately
BEwillhelptoincreaséheleveloéducationTheres
evenyikelihoodthattonsumeunnrestwillpersisvithincreasemtheleveloéduc
ationinthecountryTherewillbemoredemandfoiconsumeprotection.

AsNigeriagetsmoreindustrializeldealttandsafetyproblemswiltontinugoinc
reaseatherthardecrease.

Infuture,thelemandsnfirmswillbecomegreategeverajuidelinetaveéeers
uggestewvhichbusinesseshouldollowintheirrespons& consumer:

1 EstablislaseparateorporatdivisionforconsumeaffairsThisdivisionshoul
dparticipateinallcorporatkecisionshahaveconsumemplications.Is
houldparticipateinresearemdiesignadvertising,credit,pricing,
quality assurancetc.
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2.Changeorporatepracticesthatareperceivedasdeceptiveofisemeaffair
sdivisionshoulddentifycorporatepracticesthatqerceiveadsdeceptiv
eand/oantagonistibyconsumers.

3.Educatehannemnembersntheneedoraconsumerisrafforthroughouthe
channedystem.

4 Incorporaté¢hencreasedostofconsumerismaffortantothecorporateperati
ngbudget.

Themainpurposeaheconsumerismprogrammeillbetoenhance
thequalityofcommunicationsetweentheonsumeandthdirmandtancorporat
evalidcomplaintsinto corporadecisions.

Corporatéeadertavetwobasicoptiondieymaytakepositiveaction
inthismatteortheymayignoreit.ltheyignoreittheymusbepreparedor a
governmergrogramme.

Individualconsumersarenotlivinguptotheirresponsibilitiathertheyencour
agehighpricesandtradealpracticesTheyencourage
hoardingandorofiteerindpybuyinggoodabovestipulategricesandsometimes
withoutreceiptsConsumerblameourgovernmenuttheyfailtosupporgovern
mentactionsandeasureagainsbusiness
malpractices.Nigeriamonsumershouldbeourageouandstanantheirownfee
ttofightabusemthecountrylf consumerisnsto
survivanNigeriaconsumersNigeriamusbepreparetdomake
sacrifices.ItikightimeNigerianconsumersresorttoconsutrercottsnrespon
setorisindoodandcommodityrices. Thegreateseapormfconsumerallovert
heworldisconsumeboycottSellerscannosurvive withoutonsumers.

ManyproblemsnNigeriaareausedtleastinparhytheconsumed @vnineptn
esscarelessnessignoranceand/orareluctancetoputforwardff@trequired
nmakingnformedbuyingdecision€onsumersgshoppergailtoactinarespon
siblemannerDeceptionfraudodishonesty may berecordedn
thepartofeithersellerbuyerConsumeraveaochangetheirattitudetowardgov
ernmenteasure®rconsumeprotection.

SELFASSESSMENTEXERCISE
1. ExplainthefactorsesponsiblérlackofconsumerisactivitiesnNigeria.

2 .Fronthediscussioofthemeaning@fconsumerisamunitl15,
youarerequiredtariteoutthecaus@fconsumerisnm Nigeria.
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4.0CONCLUSION

Inthisunit,wehaveliscussethemeaningfconsumerisnthecauses
ofconsumerisminNigeria,therightdnfyerandsellersmportancefconsume
rismandthefutureofconsumerisnim Nigeria.

5.0SUMMARY

Thisunittreatethdetailsth@atureandneaningfconsumerism,tfe@usesfcon
sumerismimigeriathemportancefconsumerisntherightsobuyerandselle
rsandthefactoresponsibléorlackof consumerisnactivitiesinNigeria.

6.0TUTOR-MARKED ASSIGNMENT

1.StatandexplainthecausesfconsumerismimNigeria.

2.ldentifyancexplainthefactorgsponsibléorlackof consumerism
activitiesinNigeria.

7.0REFERENCES/FURTHER READINGS

KuwuE.A(2007)6 R e v Nateor@ ourismSalesaniflarketingfKadundol
ytechnicKaduna.

BhataA.J.(2001) TourismManagemerandvarketing,LEdition,SterlingPubli
sher®rivate.imitedNewDelhi:India. s

Julius0.0.(197}3MarketingirNigeria,lEditiorgfthePitmanPresBathGreat
Britain.
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UNIT 4 SALES REPRESENTATIVESIN MARKETING
CONTENTS

1.0Introduction

2.00bjectives

3.0MainContent
3.1ITheMeaningpfSalefkepresentative
3.2AttitudesnfSalefRkepresentative
3.3TaskofSaleRepresentative
3.4QualitienfSaleRepresentatives

4.0Conclusion

5.0Summary

6.0Tutor-MarkedAssignment

7.0References/FurthBeadings

1.0NTRODUCTION

Thesalesrepresentativeseltsanpany pgoductandservicega
givenmarketrea.lti®ftermoreeffectivdoracompanytohirea
salesepresentativabarusetheirownsal@ersonsrl hisistruevherthemarkets
adistantoneandwhenculturaldifferencegmaket
hardforaroutsidetopenetratthemarketForexampleacorporat@oteinHoust
onmayfindthatitismoreeffectivetohiresalepresentativasMexicoCitythart
osendasal@sanagethereSalesrepresentatigshouldepresenton
competindgirms;theyreceivea
straightommissioracommissioplusasalary,oracombinatiofbothlttakesi
meforsalesepresentativeslearracompany goductandnformthemarketab
outhemthechoicefasalesepresentativehouldnotbetakenlightlifrequenth
angesinsalespresentativarenotcostefficientandeffective,certainlyaprincipa
I salesepresentativgdaysacrucialroleinherelationshipbetweenthe
companyndtsagentsincd h e orépaviibathemainandometimetheonly
pointofcontacbetweenth&vo.lnspiteofthistherasaendencgmongprincipal
stareducehisfunctionintherganizatiomrseelothemean®fcommunicatingv
iththeiragents.
Thisisdudothecomparativelytighcosbfkeepingalesrepsonthe
roadTomaintairasalesremcludingtravelexpenses.However,theaegiable
nomoreielectivavayofbuildinglikeswvithretailerandt
isperhapsignificantthatwhileprincipalg|vebeegearchinfpralternativenet
hodofservicingheirdistributionoutlets,travelagents
themselvebavebegunt@mploytheirown externalsales reps
tocallonbusinesseandthelorganization®increasesalesfterusingoart
timestaffpaidbncommissiortogeneratsuctbusiness.
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2.00BJECTIVES

Bytheendofthisunit,youshouldeableo:

oexplainthemeaningfsalesepresentativimarketing
oexplairnhedifferentypesfsalesrepresentative
inmarketingexplairthefunctionofsalesepresentative

oexplaintheGoodQualities ofsalesrepresentative
inmarketing3.OMAIN CONTENT

3.1TheMeaning ofSalekepresentative

Asalesepresentativeoncentratesnthevitalareaofprofessionalsakesdthesuc
ces®orfailurewithinthehospitalityndustryultimatelyrestsonthabilitytosell.Th
etermsalesepresentativeoverabroadrange
ofpositionnoureconomywherethelifferenceareoftergreatetharthesimilarit
ies.

Asalerepresentativeigarsoithatgoesouttothefieldtosphoductshathabeen
producetbyanorganizationl hais,he/sheepresentheorganizationorcompan
yintakinghoseroducts$orsale.

Thesalesrepresentativestirese¢hatackupthecompanyrorganizatiorthatis,
theyselkheproductsothefinaconsumeimheymusbyallmean&nowhowtodef
endhoseproducisordeforthecustomertobuy.Theirmajorworkistoi s eTh | 0o .
eymustonvincetheustometobuy.

Asalesepresentativia thehospitalityindustrycoulflinctionas:
1. Deliverer:-Thesalesepresentativiebisprimarilytodeliveproduct.

Order Taker: -Inwhichthesalepersomspredominantlgideordetaker,
2. oroutsideordeaker.

Missionary:-

3. Thesaleepresentativisnotexpectedgrermittedotakearorderputisc
alledonlytobuildgoodwillto
educat¢heactuabrpotentialuser.Airlinagenciesworat
tradeshowsarmbnducbthepublicrelationsypeofworkandarassuch
missionargalespeople.

4. Technician:Technicaknowledgesmostimesequired.

5.Demand Creditor: -Positionghatdemandstheeativesalesof
tangibleproduct®r intangibles.
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Successfudwnerandnanagerknowthatheymustontinuouslgell.Countryc
ommissionersaxevaluationofficials,planningboards,thepress,banketsand
localvisitorcentemusallbewell-informedn oned Bospitalitybusiness.

Thosanthebackroomwhaoheclcreditreportgardeports,carraudiovisuag
quipmentserveassecretaries,amdaintairthephysical
plantarealsopartofthesallesmEveryonenussell butgdewindividualshaveh
especificresponsibilifprensuringhepayrollscanlreetjnvoicescanbepaid,a
nddairreturroninvestmentanbachievedThesaretheprofessionalsaje=opl
el T sadeepresentatives.

Salepersonnadervastheompany gersonallinkocustomers.Thesalesrepres
entativeishecompanyomanyofitscustomerandnturnbringshacknuchneede
dcustomermtelligence.

Personaellingisthenosexpensivecontactandmmunicationoolusedythec
ompanyCostestimateformakingoersonasalesarydependingon theindustry
andthecompany.

Asalesepresentativefsstjobincludesakingnevorder,seekingrospectand
influencinghemtduy.

3.2Attitudesofa SalesRepresentative
Asalesepresentativausipossesthe followingattitudes:
1.Prospecting

The
salesnarorpersomequiresviddexterityyividcomportmerdandacticioconta
ctleadsoprospect©nceheaddresandhenameof
thesalesheadagéventistheonusahesalepersoroswiftlyidentifytheheads
prospect.

2.TheApproach

Salesepresentativetonofustgotoanypersomndstarttalkingboutheircompa
nyproduct.ltheydo theywouldnotbabladentifyaractuaprospeabrtheirsales
talkwouldnotbearticulatéiencatis
ideaforthesalesepresentativdspreparéorthesalestalanddefingheinformat
lonaboutheprospectThes@reliminaryeffectsare classifiedpee-
approachHtisthetechniciasaleplarborderingomhatosay,howtsaywherto
saywheretsayandvhatosayto.Thispre
approachequipsthesalesrepresentdtiutgishisconfidence  andbliterates
harmfulpresentatidacilities.
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3.Presentation

Intheactuapresentation,thesalerepresentativeembarksoceasdiringvhich
doesotwarranpreviousarrangementorcontadhtheprospectl hisgiveshec
ustomeconsiderablime hecanembark
ontelephonesalbgbookingappointmentpridotimeorhecaembarlonwritte
ncommunicatiowithdurablesalesmessageesentatioprocedures.

4.0pening
ThesalesepresentativausthavdormalizecandinformalsalegpeningThisist
hemostruciabspeatfsalesepresentatiyeesentatiordHemusstartvithpleas
antgreetingsandtroductionThepresentationouldoeproceduralusingitherth

eAIDA modelstimulatiorresponsmodelor needsatisfacticapproach

AID

- Attention
Interest
- Desire

O~ >

Theattentionofsuchcustomedrawntdaheproduct®nofferthroughactualbup
ersuasivehetoric. Thigradualhpuildstheonsumernsiterestheightenstheesi
retowanttheproduct,andducepurchase

actiortherebylosinghesales. Theustomethermruminatesverhis
purchaswvith satisfactory gleerapathetiteelings.

. Responséodel

Thesalesepresentativesesvordghatwillpsychéhecustomeancelicitimmedi
ateorspontaneougactiorfromhim.Thesalestalkofthesalgsrsoriouchegmo
tionallyonaspeabfthecustomed lIgethatouldbeenhancduytheproductAggr
essiveellingoftertriggerofisucmeedsindespons&xampleofasalespresen
tativeselling
perfumespraystheperfumedimepalnofprospectsheactiorcarieadoimmedia
tedemonstratioaflikesandpreferendertheproduct

andlesireaobuy Anysalesepresentatiiauiseshisapproacmusunderstand
psychologicallyhedisposition ofdifferentustomegroup.

ii. NeedSatisfactionModel
Itisidealthabrganizationshouldakeheimarketingctiortowards

thesatisfactionafustomed reeedsHencehesalesrepresentativeisshowclea
runderstandingafistomeraeedand-onsciouslynd
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empatheticallprovidehemsucheedhatcouldoeidentifiedor
anticipatedythecustometosolveheimplicitproblenfiorwhichtheproducisde
signed.Aalanceapproachcallrthecombinatiorof
anysalesforcesorientegpproaciVhatsoeveaheapproachowever,
salesepresentativaausinvolvewithphysicabndnentapersuasivenessjcha
schoiceofwordsproductimagesignsanthnguages.hepersuasiviolmusbe
harpedahythmicallywithcompetitivalistinctiveness

3.3TasksofSalefRRepresentative

Asalesepresentativiswhoevefunctionallyperformsoneormoretifefollowin
gtasksforhiscompany:

1.Prospecting-Salesrepresentativi@sdanccultivateneveustomers.

2.Targeting:-
Salesepresentativekecidénowtoallocateheirscarcéimeamongprosp
ects andcustomers.

3.Communicating:Salesepresentative®emmunicatenformationabouthe
company goductsandgervices.

4.Selling:-
Salerepresentativkeowtheartosalesmanshgpproachingyresenting,
answeringobjections, andclosingsales.

5.Servicing:-Salesepresentativggovidevariouservicesothecustomers
consultingontheirproblem&nderingechnical
assistance,arrangingfinanciramdexpeditindelivery.

6.Information gathering:-Salesrepresentativasnductarketesearchnd
intelligencevorkandill in callreports.

7.Allocating:-Salesepresentativeecidevhichcustomersto
allocatescarqaoductsoduring product shortages.

Thes al e s r e p Mm&aftasksvasaawiththestdtetheeconomyDurings
hortagesuchasaemporarghortagedfotekooms
duringamajorconventionsalesepresentativémdthemselvewithnothingose
Il. CompaniegimptotheconclusionthBgwersalesepresentativese¢hemeed
ed.Buthisthinkingoverlooksthesalpsrsord atherolesvhichincludesllocati
ngtheproductcounsellinginhappgustomersargkllinghec o0 mp aothepd s
oductsthadre notinshorsupplyltalsagnoreshelong
runnaturefhospitalitysales.

Ascompaniesnoveowardatrongemarkebrientation,theirsalesforcesedo
becomenoranarketocuse@ndustomeoriented. Thetraditionalviewisthatsal
egeoplshouldvorryabouvolumeandsell andhatthemarketindgepartmergh
ouldworryaboutnarketingstrategwndorofitability. Thenewewiewisthatsales
peopleshoulknowhowtoproduceustomesatisfactionancompanyrofit.Th

ey
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shoulknowhowto analyzeales data,measunarkepotential,gather
marketntelligence,developarkestrategiesarmlansandbecome
profitableattheuseofsal@sticsSalesrepresentatimeednalytical
skills.Thisbecomesspeciallycriticalatth@ghetevelsofsalesianagement/
arketerbelievahatsales forcewillbemoreeffectivein
thedongrunifmembersunderstandmarketingaswedklling.Thenewerconcept
isbasictothesuccessfulusfgieldmanagememnmthehospitalityindustry.

Aprincipalsalesepresentativeplagerucialroleintherelationshigtweethec
ompanynditagentTherasarguablyomoreeffective
wayofbuildinglinkswithretailersanditiperhapsignificantthatvhileprincipal
shavebeensearchirfgralternativenethodsfserving

theirdistributiveoutlet, travehgentshemselvelsaveoegurioemploytheirowno
rganizationstoincreasesalefsernusingpart
timestaffpaidorcommissiotogenerateuctbusiness.

Salesepresentativesesale$orcevhosdaskistalevelogxisting
businesandgeneratenewbusindsgnakingegulacallsorretailigencieand
bycallingdirectonbusinessesinthecasenfsporancaccommodatioprincipa
|s.

EffectivesalepresentatioaccordingtoKuw(2007)musbetactical
toembrace:

1.ldentificatiorancconfirmatiorofneedgeforesupplyingoroducinformationt
o thecustomer.

2 Listeningattentivelytavhathecustomesaysinchowitis

said.3.Highlightingroductbenefitandclassification.

4 Exposingheproductthecompanyndsalepersom immageandavailabilityfa
ddedservices.

5.Givingproductnformatioroncontentfyrandyseandnakeofproductustome
r.

6.Presentinargumenfiavourabléo theproductacceptance.

7.Applicationosupportivesalesaidproductdemonstratioandiseoftestimoni
als.

8.Counteringfobjectionsindsalesresistance.

ClosingSales

Theclosingsalesepresentatiasthenosessentialpart@iresentatiomAsalesre
presentatiowithoutclosing s | talkteldbyanidiotfullofsoundndurysign
ifyingnothingdInabilitytoclose
salescanfaultsalpeesentatiorEffectivesaleslosingnustissume
anyofthefollowingdesign:
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1.AssumptionClose

Pretendinghatthecustomenisadytoplaceorder,directapproaddyaskinghorm
allyforanorderpropositionsofalternativedecision.

Thebalanceheeapproachor-
accounépproachcomparingthproducadvantagagainstsdisadvantage.

2.EmotionalClose

Canbeusedtpredicatenfairpriceaffiliation,socialacceptane¢dc SRQ(standi
ngroonmonly).Thisnethodtouldbeappliethywinningoackonamportanselling
pointSilenceanbealosingechniqué¢hateaveshecustomertohisonscience.

3.4QualitiesofSalesRepresentatives

Howeverundoubtedlyherepresentativ@ s mo st val uabl eser vi ce
eyeofanagent s, i st oact sovgrobtemssnowirigthesh o ot e r
ersonallyagencynanagerswittallthenfirstiftheyhaveaproblem,orifheyneed
forexampletocleardully bookedlightforvaluectustomersherepresentative
0sownper s on a abilitytghelpmtheddeircienstanbes,wplayan
mportanparinthe developmenidftheagend isnagesfthecompany.

Althoughwiththeadvenbfcomputerizeteservationsystemsnostompanies
will havaip-to-
datenformatiorabousalesachievda/agentseackproductategorythesales
epresentativisstillthebegtersonoadvisetheompangnagencyotential, tode
terminewhatleveldupporeactagenshouldeceiveandtoecommendpecific
countestaffforagentgeducation.

Representativégmveresponsibilityogettdknowpersonallgactagencynanag
erandnembenpfthecountersalesstaffamontheycall. Theymustbethoroughly
familiarnotonly
withtheirowncompanyndtsproducts,butalseiththoseoftheileadingcompet
itorsandheirrelativequalities.

I SalesepresentativeedtoknowandidentifyiththecompanySalese
presentativeseedtoknowompany goducts.
Salesepresentativesned¢d know customer s

. characteristic§alesepresentativeseeedoknowcompetitorsharacteri
sticqweaknesand strengtt&WOTANalysis).
Salesepresentativeseedoknowhowtomakeeffectivesalegresentatio

iii. n.
Salesepresentativagedtanderstantieldprocedureandhaveleep

Vi. product&nowledge.
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ASaleRkepresentative

1 He/shenusbehonest

2 He/shenusbetolerant

3.He/shenusbeintelligent

4 He/shenushavesincerity

5.He/shenusbeablgoknowtheperformancefhis/hersellingmeenis target)

6.He/shenustalkpositive abouheproduct

7 He/shenusbeloyalscago wintheconfidencefhis

customers&e/shenusbeasociabl@erson,thas hemustbesocialtothe
peopléhesells hisprodudis.

SELFASSESSMENTEXERCISE

1.Writeoutthesalespresentativieositiorandattitudesinthe tourismindustry.
2.Statehequalities ofgoodsalesrepresentative
inmarketing4d.0CONCLUSION

Inthisunit,wehaveliscussedgenerallytheaningfsalesepresentativiatouri
smmarketingtheattitudesofgoodsalesepresentativéhefunctiorofasalesepr
esentativandthequalitiesof asalesrepresentative.

5.0SUMMARY

Thisunittreatethenatureandneaningfasalesrepresentativein
tourismmarketingthepositionahpplicatiorfsalesepresentativéhetaskofsa
lesrepresentativeandfiu@ctions/qualitieefagoodsalegpresentative.

6.0TUTOR-MARKED ASSIGNMENT

1.Statetheattitudes ofasalesrepresentative.
2 Mentionthefunctionofa salesrepresentative.

7.0REFERENCES/FURTHER READINGS
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UNIT 5 MARKETSEGMENTATION AND SALES
SUPPORTINMARKETING
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1.0NTRODUCTION

Atouristmarkemaybeidentifiedythetouristproductdisplayddrsale Theter
mmarkemmaybeusedodescrib¢hecollectionodctuabrpotentialcustomersofto
urisnservice
ordestinationtmayapplytothegeographicarea,acountryegiororcityfromw
hichaserviceor

destinatiomrawscustomerd heidentificationoftouristmarketsagmenofthet
otalmarketisofcrucialimportanc&Vithaviewto
avoidwasteitisessentialtceaclonlythatfractionofthetotaharketwhichismos
tlikelytobeattractedueofinancialconstraints,itisnpbssibléoramorganizati
ontoreachtheentirearketSegmentationofiemarketsthereforemadeirdet
oachievéhemosefficientus@fmarketingesources.
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2.00BJECTIVES

Bytheendofthisunit,youshoulde ablégo:

oexplairthemeaningfmarkesegmentatioimtourism
oexplairnthebenefits/importanagmarkesegmentatiopexplairthe

basesfsegmentingthmarket
oexplairthesourcesofinformatidiortourissegmentation market

oexplairthecharacteristics oftheuristproduct
oexplairsales support intourism marketing.

3.0MAIN CONTENT
3.1TheMeaning ofMarket Segmentation

Marketsegmentatioistheprocessofidentifyinggroupsofbuyersof
thetotalmarketvithdifferenbuyingdesiresrrequirementsviostimarketsreoo
largeforanorganizatiotoprovidealltheproductsardrvicesmeedetbyallthebu
yersirthamarketSomedelimitationof
themarketstherefor@aecessatpensurefficiencyandalsotoonservénancial
resourcesofth@ganizationsl'hisead®rganizationtoselecttargetmarkets,ne
cessitatingharkesegmentatioMarkesegmentatiohascertaiobviousadvan
tagemthathe organizationis:

I Betteplacedtospoandcomparenarketing opportunities

. Makedinaladjustmentsftheproducandnarketingappegbssibléocat
erfor theneedsfthebuyersand

ii. Candevelopnarketingprogrammeandudget®nthebasisofa
clearerideadheresponseharacteristicsofspeciimcarkesegments.

3.20bjectivesnf Market Segmentation

1.Developingnewmarketforproductariationonewproduct.
2.Developinglefensagainst
competitordydifferentiatingoné ewnproductfrontheirsandnatchi
ngitmorecloselytotherequirementsfa particular
segmerdfthemarket
3.Achievingmaximumeffectrgivenexpenditurenmarketingctivitiespart
icularlycommunication activities.
4 Developingnarketingpgrogrammeandoudgetsnthebasis
ofa
clearerdeaoftheresponseharacteristicsofspecitegments.
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3.3BasidorMarket Segmentation

Themarketaredividedonthe basisofseveral factors.
Themostommonlyuseblasiformarkesegmentatioimcludes:

I. GeographicSegmentation

Undethisthemarketsdividedntodifferengeographiclocatiorssich
agitiesprovincesfegions ocountries,

. DemographicSegmentation

Thisisonthéasiofdemographivariablesuchasage,segccupationncomeg
ducationsocialclass,religion etc.

ii. PsychographicSegmentation

Thisisonthebasis@fsychographicariableswhichrefersuchaspectefanindiv
idualashigifestyle personalityhpuyingmotivesandgroducknowledganduse.

IntourismmarketsegmentatigsveryimportantThestrategyof
markesegmentatiomtourismrecognizesthi@#wvacatiorareasre
universallyacceptableanddesirddhereforesatherthatowastg@romotionreso
urcestryingtpleasalltravelers,thebestarkestrategyistoisolatbosesegmen
tationoftheentirenarketvhichare
likelyprospectandaimatthgoromotionaéffortsspecificallytothe
wantandeedsfthesselectedgroup$huspneoftheearlystepsin
marketingourismigodividethepreserandotentiamarkebnthéasiofmeani
ngfulcharacteristicsariderconcentratpromotionsupplyandoricingeffortson
servinghesenosprominentsectionsof themarket
thetargemarketsUsuallythemarkesegmentatiofortourismisintermsahefol
lowingcriteria:demographigeographig@sychographigocialandeconomic.

Forexamplemarketforparticulararemightoelargelyarchaeologists
intheimiddleyearsvhohaveamcomenfover$0,00@eltyeamndvhaliveinmi
d-
easternUnitedStates,aniightbdargelybusinessmantheaggroupofsayto-
60yearsvhohaveanincomeof
ovemN50,00(peryeaandwholiveinsouthernpartsofNigeriain
tourismmarkingthemarketingAfurthersegmentationhoweveris
possiblavithineachofthabovanajorsegment®rpractical
marketingpurposeandhisincludes:

I Thevacatioriourist. Theracatiorortheholidaytourististhe
mostommonandpopul&ruristHeismmenselnffectedy
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changemprice andseasilynfluencedbyskilledandggressivearketi
ngeffort.Thistypeoftouristisresortoriented
(RomeBombayNewYork,LondonParisareresortsasuchasveniceG
oaPattayaylami).Thevacatioriourisimarkehaseenmegardedshighly
seasonal.

ThebusineswuristThemarketorthiscategoryftouristhas
increasedhanifoldinrecenyearasa resultofa  largenumberof
conventionandconferencéeindheldnvariouspartsoftheorld.Abusi
nesstourishakeschoicefaparticuladestinatiomlependingporthena
tureofhidvusinesdnothewordstisthenaturefbusineswhichinfluenc
esordetermingBechoiceThemarketingffortsherefore,arenotofparti
cular
significanceninfluencingthehoiceofthebusineswurist. Thelemand
orbusinesturismscomparativelprice-
inelasticThedemanalsaendsobdargelycity-orientecdndthevisits,
shorteandelativelyfrequent. Theexhibitionspnferencespnventions
traddairsandsimilaotheeventsttracthiskindoftourism.

Thecommornnterestourist.Thesgroupgsonsisbfthecommonnterest
ouristltcomprisesfvisitstoon® relatives
andriendsyisitsforthepurposefgainingknowledgegducationforpilg
rimagesetc. Thdemandorthistypeoftourismwill ~ berelativelyprice
elasticTheaveragelengthstayofthistypeoftouristwillberelativelylon
gerBecausefthepresencefhisrelativesandfriendsiecommoninteres
ttourist willnotbeasignificantseofhotelsandthesuchypeof
commerciahccommodatiomhevisitsofthetouristwillnotbefrequent
anchis expendituréttle.

3.3Sourcesofinformation for TouristMarket Segmentation

Theinformationonth&uristmarketvhichwillassistirsegmentatioare:

1.Incomdistributionoftravelerandparticularlyincorrelatiobetweermncome

nd distancetraveleahdravekexpenditure.

2. TraveExpenditur®ata.e Distributionofper-headexpenditureotnavel.
3.Discretionaryncomeohouseholdhcorrelatiowithother

characteristicswhidmnableéarget t@eidentifiecclosely.

4 Historicakrendsintravelindifferescio
economicategories.Surveyataonattitudes tandmotivationsfortravel.

6.Geographicalispensatioafpotentialcustomerswithintinearket.
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7. MembershipfClubsandAssociationsassociateithinthe market.
Influenceointermediarie@ravelAgentdpuroperatorsyholesalersa
8. rriersetc)ondestinationchoiceinparticutearket.

3.4Benefit/ImportanceofMarket Segmentation

Bytailoringmarketingrogrammeéospecifienarkesegment,
managementcandobettearketingesources.8malfirmwithlimitedresource
smightcompetenoreeffectivelyinoneortwomarkefi n i owhereas
thesamdirmwouldbeburiedfittriedtotakeontheotalmarket.

Markessegmentatiocanaidnanagememorespecificallyithesevays.

1. Channelingnoneyancdefforttothepotentiallynosiprofitablanarkets.
DesigningroducthateallymatchemarketiemandDeterminingvhat

2. promotionaappealswillbemosteffectiverthecompany.

3. Choosin@advertisingnedianorantelligentlyanddetermine
howtoallocatebetter, thridgeamondhe

4. variousnediaSettinghetimingofth@romotionaéffortssothatheyareh
eaviestduringhose¢imesvherresponseigkelytobeatitpeak.

5.

3.5CharacteristicsoftheTourist Product
Amongthepeculiaritiesofth®uristproductsare:

1. Tourismisanintangible,nematerialproduct.Notransferof
ownershipfgoodssinvolvedascompardoatangibleoroducsayforexa
mple,anotorcar.Inourisnmnstead,certaiicilities,
installationsfemsfequipmenarenadeavailabldoraspecifietimeand
foraspecifiedus&orinstance,aseatinan
airplaneoratrairforgjourneyfromonepointoanotheora
bookingnahotethroughatravebgenarecarriecbutfora
customeorservicessuchagormatiorancadviceargprovided.

2 Productiorancconsumptionftouristservicearecloselynter-
relatedT hetravelgenbrtouroperatovhaosellshisproduct
cannostoreit.Productioncamlytakeplaceorcanonlybe
completedithecustomerisactualfyreseniTherasaclose
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linkbetweemproductiomnconsumptiomftouristservicedlosttourists
ervicescannotbeconsumedrementallyinothemwordsgconsumptiom
ncebegun,canndiestoppednterruptedormodifiedatalhsaresultrisk
anduncertaintyorthecustomearehigherandhismeedorreliablepre-

purchasmformation sstronger . Thedeastomnt i al cust omer
riskanddependencenaccurateformationsfurtheincreasetlecause

hecannateeinspect, comparetwyouttourisiservices before

decidingo usethem.

Atouristproductisassemblbgmanyproducers.Thetourist

3. productannobeprovidetyasingleenterprise.Eachibécomponents
fatouristproductisighlyspecializedarndgether
makeshefinalproduct. Thisisnotdathecaseofothégngiblgproductsv
hereonananufacturerproducasotaproductintourismonthethethand
,anairlineonsiders s e at s gassengeniléstobeitsproductteote
Iproduces g ureisg h t sagea@t Ir ;aov keth@agemndnmuseunor
ararchaeologicaiteneasurei$ssé p r o d@uict i womb er o f
visitorsinthet our i st 6 s v ipmauchbboymeerdaecomp h e
leteexperienceofhigsittoaparticularplace.lothewords
thetourisproducisnotanairline orarailseat,or
ahotebedraheatréicket butratheranamalgamofanycomponentswh
ichtogethemakeacompletproduct. Becauseof
theseeculiarcharacteristics,coordinatiomarketingffortss
verycrucial.

Tourismdemandishighlyunstable. Thedemandisinfluebgedtorssu
chasseasonal,econonpiolitical,etc.theseasonahangegreatlaffectt

4. hedemandSeasonalitmeanshat
tourismplantisrequentlyforonhalimitedpartofthgeamand
thereforeineconomidanytouristareabaveshorseason
oftenasittleaghreamonths.Acorollaryofthisseasonaisagestheseason
alunemploymentyhichisaseriousproblem.Someoftlte/elopingoun
trieswhicthaveaecentlyestablishetburist
industriesufferparticulariffromseasonalityseasonalitglsqlacestra
insonthetransportsystemdtherservicehuseasonalitgresents a
problemmot onlyin relation to employment
butalsanrelationtonvestmentOntheothehand,political
unresandeconomimstabilitycausedycurrencyluctuationsandnflati
on, etcgreatlyaffectourismdemand.

5.Dominantoleintermediariednmosindustriesnanufacturershaygedomin
antcontrobvemproductdesign,distributionand
promotiorandhepricing.Onthethehandiriourismsalesntermediarie
sliketouroperatordravehgentsieservation
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serviceandotelbrokerplayaverydominantoleananjoysuperiomar
ketingstrength.Fromthestandpointoftourism
marketingthisstrongpositiorofthetraveltradehassignificamiplicatio
ns.Thetravetradedeterminesétargeextentvhich
servicesvillbesoldandtowhoniThetypeofservicesobe
offeredaswellasth®icingpoliciesandpromotionstrategiesta@epted
bytouristenterprisearehereforegdeterminedot
onlybytheneedandreferencesofthecustomersbutélgbhosexpress
edbytravekalesntermediaries.

6. Diversemotivations.lticomparativelgimple¢odetermingvhypeopld
uyacertaimakeofrefrigeratorsmokeertainbrands
ofcigarettes,usecertdirandftoothpast@rpreferacertaitypeofpacka
gedood.Thesubjectivandbjectivaeasons,expectatioasdiesires
hichinfluencetourist&hoicdorcertairholidaydestinatiortypeofacco
mmodatiomndvacation activitiesaardarlessevidentVeryoftertwo
peoplenake
exactlthesamechoicdsrentirelydifferentandsometimesevantuall
yexclusiveeasonslravemotivationsinlikemotivationgorbuyingatan
giblearticlelikearefrigeratogic. areheterogeneous composed
ofdiverseelements.

Marketingntourism,duetothearioudactorsnentione@bove,as
comparetomarketingimtheindustriesneedsasomewtiferent
approachTourisimarketingoaconsiderablextent dependsonvarious
markefactorsnentionedboveUnlikethe
normatonsumeproducbrservice,the touristproductnarketedttwo levels.

3.5.1Nationalor Regional Level

Thenationabrregionaltouristrganizatiomillbeengageda marketing
campaigntpersuade
thepotentialtouristtaisitthecountryorregiorforwhichitisresponsibldnviewo
fthefragmentation&upplywhichcomplementtouristservices,ftedominanc
eofmanysmallandnediunsizedenterprisesamdportanceftourisntoan
economytheofficialtouristorganizationeavemportanfunctionsntourismma
rketing Theofficialtouristorganizationwillhoweverngellatourisproductlire
ctlytocustomerstwill havdwomajorobjectivesntheirstplacejtwill seekocr
eat&knowledgeofitsountryintouristgeneratingarketandpersuadevisitorsint
hese marketsovisitthatcountry.Secondly,itwillseektocreat@aageof
itscountryd teuristattractionsinthebestpossitniannemtourisgeneratingou
ntriessothahe potential visitorsareattracted.
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3.5.2ndividual orFirm 6 kevel

Thevariousndividualfirmsprovidingourisservicegarmarketheirowncomp
onentsofthstaltouristproductafterth@ationaltourist
organizationeavdaunchedmarketingcampaignstopersuadethe
potentialtourist tovisittheountryor regionforwhichitis responsible.

3.6SalesSupportinTourism Marketing

Salesupportactivitiesarealloseneasureshichestablisipersonal
orindirectontacwithcustomerertradentermediariesntourism,
salesupporisallthosepromotionalactivitiee signedotransmittohepublican
dtothetravelradespecifi@andietailedinformationon
aspectBkeaccommodation,transport,attractions,prices;etwerninghetour
istservicesobegpromoteditisalsogrocesesf
trainingemployeestobesafemdedSalesupporhasertaindistinct
closelyrelatetunctionsvhichneitheladvertisingiorpublicrelations
canbeexpectedtofulfilleffectively.ltisachannelofcommunications
betweeithed ma n u f Garthed p r e @ atdusstservicd
accommodatioanit,TransporCompangtc.andt heddi stri but or dor
thed s e dofthatserviceSecondlyitaidsandassiststhesellertodohisjmloreeff
ectivelywiththesupportofdifferemnéchniqueslheaimofthesalesupporactivit
iesis:

a. Toinformthecustomer@ourists
bothactuahndootential)otradentermediariedravebgentsouroperat
ors,airlines,etcgbouthevariouservicesavailable,

b. theirpriceandqualityetc.Toassistheminselling

C. theseervicesotheultimateusers;
Tomotivatehentodevotasufficientlevelofsalesactivitytbeservicer
omoted.

Nationabndegionaltourisbrganizationaswellastouristserviceenterpria@s
dtouroperatorsrecognizefullellthatheirsalesandprofitependoaverylargee
xtentonthesuppaahdassistandbeyprovidgoretaitravebgentandalsothea
yinwhichtheymotivate
travebgentsThisisdondoywayofsalesupporactivities.lrordetobeabletosell
aservicdaroomnahotel,seatinairline)ora
destinatiootheprospectivetourists,travajenbrothersalestermediarieaee
dtobeawareofcertainfactuadormatiorwhichincludes:

I Acountryd existingtouristfacilitiesasellasnewestablishmentaccom
modatiorcapacities,priceschedufesvariouservices.
Varioudraveregulationsanirmalitiesuchasvisaequirementgorei

. gnexchangeules,andhealthand
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vaccinatiomegulationgcludingdifferentcertificateseeded,customrul
esandatesoéxchangéorcurrency.

ii. Thevarioudransporainccommunicatioservicesavailable.Tisehedul
efairlinesrailwaysandroatransporservicesshippingservices
(whereavailable),and theiates.

iv. Weatheconditionatdifferentimeoftheyearandypesf
clothingrequiredduringdifferentseasons.

V. Theutilization(occupancyates)oéxistingouristfacilitiesatdifferent
timesftheyear.
Vi. Plangoropeningfnewdestinations,hotels,transportroytadwaysai

rlinesgetc. andalsgplandorexpansionfexistingouristfacilities.

Asaresultoadvertisingdemanditheformofenquiriesnaddoypotentialtourists
travehgentantheintermediariewillbecreatedl hepotentialtourists,travel
agentanddtheintermediariesouldnowrequiranadditiontadhetypeoinforma
tionmentionedbovenaterialsuchasbrochures,folders,booklefsidebooks,
directoriegnapsandillustrationsinordertobeabletotransformdemandintodefin
ite
bookingsMostofthebovenaterialsmeantordistributiontopotentialtourisks
ythetravelagentsarathessalesntermediariebketouroperators,airlines,etc.,ei
thedirectlyorthroughmail. Almostall
thetouristorganizationandouristserviceenterprisesproducethe
materiakxtensivelandnakeaiseofitbywayofdistributingittotravedgentstour
operators,etouristsalentermediariesntheirownalsg@roducealessupport
materiafor distributiontopotentiaburists.

3.6.1SalesSSupportTechniques

Salesupportechniquesanbgroupedntotwomainareasé pr i nt e d
materiafand s p efteid&rintedmaterialincludesbrochures, folders, direct
mailmaterialgisplaymaterial,etc.

Abrochurésapamphldioundntheformofabookletltisa
voluminougpublicatiorwithspeciaemphasisnthequalityofpapethereproduc
tionofillustrationsandgraphidesignoftheoveiandhe
layoutfthepages.Specialemphasigidonthequalityofthpapeandfprintin
g.ltismainlyusedytheofficialtravebrganizationandoytouristserviceenterpri
sestanformprospectivetouristsabouttheattractiandacilitiesavailablenthe
country.Abrochurelescribeandllustratesadestinatiarservicenmoredetail.
Detailed
informationonaccommodatiormpricestravekschedulegtc.jsgivennabrochur
e Travehgentandouroperatorasebrochuresaseoftheirprincipalsellingaid
S.
FoldeisasinglepieceofillustratedpaperwhichcanbéldedFolder
islessvoluminousthantbeochur@andtsproductionslesstime
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consuminglheseareusuallyprintedonasingleshedherfolded.
Itisperhapthemostvidelyuse.

3.6.ZT'ourismPromotion

Theuseofadvertisingedidytheofficialtouristorganizationandoytouristserv
iceenterprises.ltcanbeusddneorinconjunctiowitha
salesletter.ltisrelativelgexpensiveoproduceandcanbeused variety
ofwaysWhileproducingspecialcarehouldetakenabothequalityofthgpaper
andrinting Foldeasomparedobrochurésshorttastefullyllustrated
andattractivelydesignedndoroduced.

Salesettersareadirentailmaterial Theyaretoolsthrougithichan
attempismadetgairagreemerdrfavourablactiortowardsa
productSalesetteroffermanyopportunitieforsellingtravelservices.
TheseouldeusedlonerincombinatiomwithtravelbrochuresorfolderBhese
aresentouttihosgeoplevhoseaddresseshdeerselectedccordingtthdike
lihoodottheibeingpotentialisersfthe services offered.Apropemailinglist
isaprerequisitéoreffectiveuse
ofthistool.Salesettersequireverylittietimetgpreparando

distribute Theeffectivenessofasaleslettercanteasuredery
rapidlyfromtheresponsaitrawsThisisdondywayofareplycardvhichisinclud
edandvithwhichtherecipientcanrequestfurther informationrandalsotravel
literature.

Displaymaterialncludesposterdjspensef®rsalesliteratureardboardtands
,articlesofhandicrafts,exhibits,etdiismaterialisisedntheagency afficeorin
travelhgend salesoomsThematerialiglisplayedn suclawaythat
itattractgheattentionofavisitora®ormsheenterstludfice.
Inmanycases,cinemaslidesateausedeithefixed or oranautomatic
projectofordisplaypurposes.

Speciabfferdiketemporarpricereductions,fregfts premiumsand
variougypesofcontestsarebeinge@dxtensivelyncompetitive
industrieslikecosmetigsackagefibodstuffs,etcl hetourisindustryhasalsosta
rtedtaadopthesaechniquesasanlditionakalessupport
tool.Reducedairfarderstudents) a f fgroupdspeciabff-
seasoratesathotelandtouristresortsaretheexampesobfthespeciabffers
in thetouristindustry.

3.7TourismMarket Planning
MarketingpftourisnforacountryorregionisessentiaMarketingnformsprospe
ctivetouristaboutwhathearedastofferandriegoinducehentovisitit. Marke

tplanningheedsobeunderstoodaspartoftheeraltourisnplanningprocessan
dasitrelatestodevelopment
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ofthetourismproduct.Marketinginvolvesverahctivities
establishinghemarketingbjectivesformulatinghemarketingstrategy;prepar
ingandmplementinghepromotionprogramme;apbvidingtouristinformati
onserviceMarkeplanninganbelondoreitherinternational
anddomestitourists or acombinatiaithese

3.7.1EstablishingtheMarketing Objectives

Inthecomprehensivendintegratedplanniagproachthemarketingbjectives
araepresenteoythemarketargetsofthtypesanchumbersftouriststobeattract
edMarketargetsaresetbasedonthe
marketshatcatikelybeattractednlyifthedevelopmerdandnarketinglansare
beingproperlymplemented.

Marketargetaraisuallyestablishebyfive-
yeaperiodsTheargetsarexpressethtermsftheapproximataumbersftouri
starrivalbytype,averagelengthofstay,countriesmuntryregion®forigin,and

othercharacteristic3.hetourist groupd @mshouldbeloselyrelatedto
thetourisnproductindhekindsoftouristsandtourismdesirétheymayinclude,
forexample,

generalinterestightseeingrbeachesorbrientedouristsyariousypesofspeci
alinterest,nature,culturalaadventuréouristsethnicouristsaanccruiseshipsto
povelpassengers. Somdourisimarketsnaybemulti-
destinatiomrientedT hesgouristwisitthecountryagartofatouofseveratount
ries.Othemarketsvillbesingledestinatiororiented.

Inalreadylevelopetburistdestinations,tmearketingbjectivesnayalsaelate
tochanginghetypesofmarketssuchlasaimingforhighemqualityorspeciainterest
marketsSuclobjectivesnusifcoursebe
coordinateavithcorrespondinghangesmadeinthetouripnoducof
attractions,facilitieandservices.

3.7.2FormulatingtheMarketing Strategy

Themarketingtrategysetsforthemosteffectivapproaciobe
appliedoachievehemarketingbjectives.Thestrategyayinclude
forexample:

oWhethethemarketingvillbegeneralaimedatgenerainterestouristsprbesele
ctiveanddirectedtospecitypeoftourisimarketsPrimarysecondargt
ndopportunitynarketaradentified.

oThegeneratypeofpromotionalechniquembeausedndvhergheyshouldbé
irected totouroperators,thetouristonsumeor acombinatiomfthese.
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OThetiming or priorityschedulingfpromotionaleffortsto
certairtypeofmarket®rcountries. Timingnaydependnthe
schedulingftourisndevelopmentprojects.

oThemagendealityoftheareatobmnveyedAnewlydevelopingourisdestin
atiormayneedocreatadesirable imageofitselffirstbeforeengagingn
specificpromotion.

OAnyparticularobstaclestwercomsuctagecenpolitical instabilityor a
naturaldisaster.

OWhethepromotiorofficesshouldeestablishemthemajormarkesourceoun
tries,orlocamarketingepresentatiocontracteththoseountries,orpro
motionhandleddirectlyomthehomeoffice.

oConsiderationfanycontingencieswhichmayarisesuctasth@peningfprevio
uslyclosednarkesources.

Themarketingtrategy shouldbeelatedto both the longdr and shorteri
termobjectivesBydoinghis thefoundationislaidtoachievetlmnger
termobjectivesvhiletheshorter
termonesireplanneshorespecificallyThemarketingtrategyshouldibyeviewe
dfairlyoften.t
canbenodifiedjfnecessarylependingnmarketrendsndanychangesdevel
opmentofthetourisnproduct.

3.7.FreparingthePromotionProgramme

Thepromotionprogrammepseparethasednseveratonsiderations:
themarketingstrategy;knowledgeofmarketingdistribut@rannelgshepromot
iontechniquesavailable;atitamounbfthebudgetTheyeamandypesfpromo
tiontobaundertakeandtheirestimatamstssalsomportantContinuingcosts,
suchaformaintenancefoffices inthemarkesourcésequallyincluded.

3.7.45ettingTouristinformation Service

Animportanfunctiorofmarketingsprovidingnformationtotouristsbeforeand
aftettheyarriveattheirdestinations.Variolype of

informationshouldeavailabld thegeneraleographical
historicalandculturdackgroundfthearea;theattractions,facilitiesaedvice
s(andheircoststhatareavailable;transportationschedules;locationof
shoppingmedicabndostafacilities consulates,embassiesandreligiousinstitu
tions;anatherspecifianformationltisalsoseryimportantoinformtourists&ibo
utlocalcustomgjressandehavioural
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codestippingpolicy,an@nysecurityproblemsheyshouldeawaref.Tourisin
formationofficeshouldeestablishethconvenienbcations,andestaffedyk
nowledgeablpersonnelnformatiorofficersshoulchavdoreignanguageapa
bilitieswhereneededOftenasuccessfulapproachistodevelopvisitorinformatio
ncenters.In

additiontoinformatiommaterial, visitocentersontairexhibitspfferaudio
visuashowsndhavditeratureslidesandthermateridbr sale.

SELFASSESSMENTEXERCISE

1.Fronthediscussiondifiemeaningfmarkesegmentatioyouareequiredow
riteoutheobjectives,importanceasalircesfinformatiorformarketse
gmentatiomtourism.

2.ldentifytheaimofsalesupporintourisnmarketing.

4.0CONCLUSION

Intheunit,wehavaliscussethemeaningftourismmarkesegmentatiortheobje
ctofmarkesegmentatiorthebenefitandmportancefmarkesegmentatiorthe
sourcesahformatiorfortourismmarketingsegmentatiopgeculiacharacteristi
csofdourisproductindourismmarkeplanning.

5.0SUMMARY

Thisunittreatedtheaturendneaningfmarkesegmentatiortheobjectives,be
nefitsandmportance,thesourcesoformatiorformarkesegmentatiorthepec

uliarcharacteoftourisproductthesalesupporintourisnmarketingandhetour

iIsmmarkeplanning.

6.0TUTOR-MARKED ASSIGNMENT

1.Stateheobjectivesofmarkesegmentation.
2. Explainthepeculiacharacteristiosfa touristproduct.

7.0REFERENCES/FURTHER READINGS

KuwuE . A ( 2 0 0 7 )NotésitEourisn®aleamiMarketingdKadundo
lytechnicKaduna.

CooperChristFletcherJohnGilbertDavid(1993)Tourism
PrinciplesandPracticesPitmarPublishingtondon.

BhataiA.K.(2001) TourismManagemerandVarketing1sEdition,Sterling
PublisherBrivatd_imited NewDelhi:India.

182



