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Introduction

HCM305: TourismSalesandMarketingisasemestercourseworkof
twocredithours.ItisavailabletoallstudentstakingtheB.Sc Hotel and Catering
ManagementprogrammeintheFaculty of Agriculture.

Thecourseconsistsofseventeenunits including,thenature andmeaning
oftourismsalesandmarketing,thetouristproduct,theroleandimportanceaswella
sthebasicconceptofcustomerrelationsinmarketing. Thecoursewillinvolvecont
actswithorganizations,mostly
tourismfirmsandbusinessorganizationincludingvisittosometourismfirmsliket
hetravelagent,hotels,resortscenter,parks,museum,etc.Theideaistoenablestude
ntsobservehowthepracticeoftourismsalesandmarketingisbeingcarriedout.

ThecourseguidetellsyouwhatthecourseHCM305isallabout,thematerialsyouwi
lIbeusingandhowtomakeuseofthematerialstoensureadequatesuccess.Otherinf
ormationthatarecontainedinthecourseincludeshow
tomakeuseofyourtimeandinformationontutor-
markedassignmentandquestions.Therewillbetutorialclasses.Fulldetailsconce
rningthetutorialclasseswillbeconveyedtoyouatthe appropriatetime.

WhatYouwillLearninthis Course

Thecoursecontentsconsistofthenatureandconceptoftourismsalesandmarketin
g,theimportanceandconceptofcustomer-
relationsinmarketing,theconceptoftourismservicemarketinginformationsyste
m,tourismmarketingresearch,tourismpromotion,Advertisingintourism
marketing,publicrelationsintourism,travelagencyoperationandtouroperatorin
tourismmarketing, marketingmixconcept,distributionchannelinmarketing,ma
rketingenvironment,productlifecycle,consumerbehaviourandmarketingmedi
a,consumerisminmarketing,salesrepresentative,marketsegmentationandsales
supportintourismmarketing.

CourseAims

Theaimsofthiscoursearetoenablestudentstounderstandandapplythebasicprinc
iplesofmarketingtobusinesssituationsandthisaimwillbeachievedby:

I. Explainingthenatureandconceptoftourismsalesandmarketing.
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ii. Explainingtheimportanceandconceptofcustomerrelationsinmarketing.
Explainingthe

iii. conceptofTourismservicemarketing.Explainingthe

(\2 tourismmarketinginformationsystem.Explainingmarketin

V. gresearch.

Vi. ExplainingTourismpromotion

vii.  ExplainingAdvertising,publicrelations,travel AgencyandTouroperator
’soperationsintourismmarketing.

viii.  Explainingmarketing mixconcept.

IX. Distributionchannel,productlife

X. cycleandmarketingmedia.Explainingconsumerism,Salesrepresentativ

eandmarketingsegmentationandsalessupportinmarketing.
CourseObjectives
Bytheendofthecourse,youshouldbeable to:

1.Explainthenatureandconceptoftourism sales

andmarketing2.Explaintheimportanceandconceptofcustomerrelationsin
marketing.

3.Explaintheconceptoftourismservicemarketing

4.Explainthetourismmarketinginformationsystem.

5.Explainmarketingresearch

6.Explainpromotional activitiesandtheirimportance.

7.Explainadvertisingandpublicrelations.

8.Explaintravelagencyandtouroperator’soperationsintourismmarketing

9.Explainmarketingmixconcept

10.Explainchannel ofdistributionsand physicaldistribution.

11.Explainproductlifecycle,consumerbehaviourandmarketingmedia.

12.Explainconsumerisminmarketing in Nigeria.

13.Explainsales representatives inmarketing

14.Explainmarketsegmentationandsalessupportintourismmarketing.

CourseMaterials

- CourseGuide

- Studyunits

- Textbooks

- Assignmentguide
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Study Units

Thereareseventeenunitsinthiscourse,whichshouldbestudiedcarefully:

Modulel

Unitl ConceptofTourism Sales andMarketing

Unit2 ImportanceofMarketingandBasicConceptofCustomerRelation
sin Marketing

Unit3 ConceptofTourism Services Marketing

Unit4 TourismMarketingInformationSystem

Unit5 TourismMarketingResearch

Module2

Unitl TourismMarketingPromotion

Unit2 AdvertisinginTourismMarketing

Unit3 PublicRelationsinTourismMarketing

Unit4 Travel AgencyOperations inTourismMarketing

Unit5 TourOperatorin TourismMarketing

Unit6 Marketing MixConcept inTourismIndustry

Unit7 ChannelsofDistribution in Marketing

Module3

Unitl MarketingEnvironment

Unit2 ProductLifeCycle,ConsumerBehaviourandMarketing Media
ConsumerisminMarketing

Unit3 SalesRepresentativesin Marketing

Unit4 MarketSegmentationand SalesSupportinMarketing.

Unit5

Thefirstfiveunitswillgiveyoutheconceptoftourismsalesand
marketing.Importanceofmarketing,customer-relationsandservices
marketing.UnitsixtoUnit12concentrateonthevariousactivitiesofmarketing, pr
omotionalactivitiesofadvertising,publicrelations,travelagency,touroperator,a
ndchannelofdistributioninmarketing.Unit13
tol7aretheprinciplesofmarketingenvironment,productlifecycle,consumerbeh
aviourandmarketing,aswellassalesrepresentatives,
consumerismandmarketsegmentationandsalessupportintourismmarketing.

Eachstudyunitwilltakeatleasttwohoursanditincludestheintroduction,objective
s,maincontent,exercise,conclusion,summaryandreferences.Othersarethetutor
-markedassignment/question.You
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areexpectedtostudythematerialandtheexercises.Someoftheexerciseswillneces
sitateyouvisitingsometouristfirmsandorganizations.Youareadvisedtodosoino
rdertoobservethepractice

oftourismsalesandmarketing. Therearealsotextbooksunder
referencesforfurtherreadings. Theyaretogiveyouadditionalinformation.Practi
cethetutor-markedquestionforgreater
understanding.Bysodoingthestatedlearningobjectiveswillbe achieved.

TheAssignmentFile

There willbefiveassignmentsandyouareexpectedtodoallofthemby following
theschedulepresentedbelow:

. Theconceptoftourism salesandmarketing(unitsl,2, 3, 4,5)
ii. Tourismpromotionalactivities(units6,7, 8, 9,10)
iii. Marketingmixandmarketingenvironmentandproductlifecycle(units11,

12,13)

v, Consumerismandmarketingmedia(units14,15)

V. Salesrepresentativeandmarketsegmentationandsalessupport(units16,1
7)

Tutor-MarkedAssignment

Indoingthetutor-
markedassignments,youareexpectedtoapplywhatyouhavelearntinthecontents
ofthestudyunits. Theseassignments,whicharefiveinnumber,areexpectedtobetu
rnedintoyourtutorforgrading. Theyconstitute40%ofthetotalscore.

FinalExamination and Grading

Attheendofthecourse,youwillwritethefinalexamination.ltwillattracttheremain
ing60%. Thismakesthetotalfinal score to be100%.

Summary

Thecourse,HCM305, TourismSalesandMarketing,exposesyoufurthertotherea
Imoftourismmarketing.Onthesuccessfulcompletionofthecourse,youwouldha
vebeenarmedwiththeprinciplesnecessary
forefficientandeffectivemarketingoftourismandrelatedbusiness situations
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MODULEL1

Unitl ConceptofTourism Sales andMarketing

Unit2 ImportanceofMarketingandBasicConceptofCustomerRelation
sin Marketing

Unit3 ConceptofTourism Services Marketing

Unit4 TourismMarketingInformationSystem

Unit5 TourismMarketingResearch

UNIT 1 CONCEPTOF TOURISM SALES AND
MARKETING

CONTENTS

1.0Introduction
2.00Dbjectives
3.0MainContent
3.1MeaningofTourism Sales andMarketing
3.2TheSalesandMarketingConcept
3.2.1TheProductionOrientation
3.2.2ProductOrientation
3.2.3Sales-Orientation
3.2.4CustomerOrientation
3.2.5TheMainAreasCoveredin thisConceptare
3.2.6FeaturesofSalesandMarketingConcept
3.3TheTourismProduct
4.0Conclusion
5.0Summary
6.0Tutor-Marked Assignment
7.0References/FurtherReadings

1.0INTRODUCTION

Theconceptualnotionoftheevolutionoftourismsalesandmarketing
emphasizedhowsalesandmarketingdevelopedassocietymovedfrom
ahandcrafteconomyofself-sufficiencyintoasocio-economicsystem
whichinvolvedadivisionoflabour,factory,industrializationandurbanizationoft
hepopulation.

Inanagrariansocietyofold,thepeoplearelargelyself-
sufficient;theygrowtheirownfood,maketheirownclothes,andbuildtheirownho
usesandtools.Astimepasses,however,theconceptofdivisionoflabouremergeda
saresultofspecializationandmassproduction. Thenecessitiesforexchangewhic
hlaidthefoundationfortradeand
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subsequentlytradeexpandedtoberegardedastheheartofsalesandmarketing.

Inthenextevolutionoftourismsalesandmarketing,smallproducershegintomanu
facturetheirgoodsinlargequantitiesinanticipationoffuturedemands. Thendivisi
onoflabouroccursinordertoselltheincreasedoutputs. Thebusinessthatdevelops
asaresultof
specializationisknownasdistributionwhichfacilitatescommunicationandinvol
vementofthesesurplusproductstovariousgeographicallocations. Thisactivities|
eadtoformationofdifferenttradecentres.Ina
nutshell,advancementandrefinementofsalesandmarketinggenerally
gohandinhandwithadvancementin civilization.

Itisawell-
knownfactthataslongascuriosityandadventuredwellintheheartsofhumanbeing
;thedesireto travelinordertoseenewthings,

experienceneweventsandliveundernewordifferentenvironmentwillalwaysgro
W.

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explainthemeaningoftourismsalesandmarketing
*explainthevarioustourismsales andmarketing concepts
sexplainthetourismmarketelements
*discusstheapplicationoftourismmarketingconcepts.

3.0MAINCONTENT
3.1MeaningofTourismSales and Marketing

Tourismsalesandmarketingcanbedefinedasthemanagementprocessthroughw
hichthenationaltouristorganizationandthetourist
enterprisesidentifytheiractualandpotentialtourists,communicatewiththemtoas
certainandinfluencetheirwishes,needs,motivation,likesanddislikesonlocal,re
gionalnationalandinternationallevelto
formulateandadopttheirtourismproductaccordingwithaviewat
achievingoptimaltouristsatisfactionandtherebyfulfillingtheirobjectives.

Fromtheabove,onecouldconcludethatsalesandmarketingconstituteabusinessp
rocessbywhichtheexistingandpotentialdemandforgoods
andservicesaredeterminedandthensuppliedbythesupplier. Thebusinessinclude
stheeffortsofallthefunctionalareasofthesellerworkingonconceivedproducts,at
therightprice,righttimeandrightplace.
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Tourismmarketingisviewedasaprocesswhichinvolvesdevelopmentsuitableto

uristservices,tellingthemwhatonisavailableandgivinginstructionastowherethe
ycanbuytheservice.Theideabehindtourismsalesandmarketing,thereforeistoen
abletouristsobtaingoodvaluefortheirmoneyononehandandfurtherthetouristor

ganizationto maximizeprofitontheotherhand.

Theissueshereiniswhetherthespecialcharacteristicsoftourismasa
phenomenonofsocialmobilitywouldsupporttheclaimthattourismmarketingisd
ifferentfromgeneralsalesandmarketingoftangiblegoodsandservices. Tourismi
samereservicewhichisnotdifferentfromanyotherservices. Therefore,salesand
marketingintourismwillfollowtheprinciplesofgeneralmarketingbutwithsome
characteristicsthatare peculiar to tourism.

Unlikethenormalconsumerproductorservice,thetouristproductis
marketedattwolevels.Thefirstiswherethenational,regionalorlocaltouristorgan
izationwilltypicallybeengagedinamarketingcampaigntopersuadethepotentialt
ouriststovisitthecountry,regionortownwhichitcovers. Thisofficialorganization
willactuallynotselltourist
productsasitssalesandmarketingeffortwillhavetwomajorobjectives.First,itwil
Iseektocreateknowledgeofitscountryin
particularmarketsandtopersuadevisitorstovisitthatcountry.Secondly, itwillsee
ktocreateanidentifiableimageofitscountry’stouristattractions,subsumingtoso
meextentthediversityofattractions
withintheonecountryintoasinglecoherentimage.

Thesecondleveliswherethevariousindividualprovidersoftouristservicesmarke
ttheirowncomponentsofthetotaltouristproduct. Airlinesandothertransportoper
ators,hotelgroupandtouroperators
canmarkettheirindividualservicetopotentialbuyersalreadyawareofandpredisp
osedtothedestinationrepresentedbytheofficialtouristorganization.

Theconsumer(tourist)hasspecialneedoffullandaccurateinformationaboutthec
ountryheproposestovisitorwithinacountryandabouttheregionofhischoice.

Onthewhole,theobjectivesofsalesandmarketingintourismcanthereforebesaidt
obeattractingandmotivatingallthepotential
customersorusersoftouristservicestoaparticulardestinationandnot toanother.
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3.2TheSalesandMarketing Concept

Foraclearerpictureofwhatyoushouldknow,itwillbebeneficialtolookatthediffer
entstagesthatsalesandmarketinghasevolvedthrough
inatleastfourstages.Let’sexamine them quickly.

3.2.1TheProduction Orientation

ProductionofGoods. Thesatisfactionoftheconsumerwasnot

consideredatall. Theassumptionwasthatiftheproductsarefound
everywhereconsumerswillcertainlybuythem. Theonlytimethatsuccesscanbere
cordedhereiswheredemandexceedssupply.Here,consumerswillbeforced
tobuyanything thatisoffered tothem.

3.2.2ProductOrientation

Thefailureoftheproductionorientationemergenceoftheproductorientation.ltw
asassumedthatifthequalityofgoods(andservices)isimprovedandmaintained,co
nsumerswillpayanypricethatisfixedandthattheproductwillsellitself.Againthes
atisfactionoftheconsumerwasnotapriority.Duetothemuchtalkedaboutqualityo
ftheproducts,
pricesaresometimesfixedbeyondthereachofthemajorityofconsumers.

3.2.3Sales—OrientationStage

Thethirdstageinthedevelopmentofsalesandmarketingphilosophiesiscalledthe
salesstage.Heresalesandsalesvolumewerethemajorassignments. Itdidnotoccur
tothedesignersofthisorientationthatothermarketingbenefitsarefundamentalsto
consumerswhichtheyaspiretoenjoy.Thesalesstagewitnessedtheemergenceof
whatStanton(1981:12)calls“Hardsell”whereproductsareforcedonintendingcu
stomers.Salespersonswerereallypeddlers.Organizationsoperatinginthesalesst
agedonnotalwaysfindoutwhatconsumerswantandthenmake deliberate
effortto satisfythem.

3.2.4CustomerOrientation

Thisstagemarksthebeginningofpayingattentiontocustomer’sneedsanddevelop
inggoodsandservicestomeettheseneeds. Theguiding
principlehereiscustomersatisfaction. Thisnewsalesandmarketing
orientationinvolvesresearch,planning,communicationstrategyandmanyotherr
elatedtaskswhicharenowrecognizedaspartofan

integratedmarketingstrategy. Toproducegoodsthatarelikelytomeetthetaste,nee
ds,satisfactionandeventheaspirationsofthecompany’s target
market,i.e.theconsumers.
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Inessencethemarketingconceptwhichisalsoknownascustomeror
marketorientationisanewphilosophywhichisaimedatmeetingtheneedsandsatis
factionofconsumersStanton(1981:10)hasdefined
marketingconceptasa‘“philosophyofbusinesswhichstatesthatthecustomer’ssat
isfactionistheeconomicandsocialjustificationfora firm’sexistence.”

3.2.5TheMainAreas CoveredintheseConceptsare:

1. Therelationshipsthatexistbetweenamarketingcompanyand
theconsumerarethatofaservant-
kingrelationship.Asaservant,acompanyisexpectedtoperformitsdutiesc
reditablyinorderto
gethisrewardforajobwelldone. Theconceptupholdsthesovereigntyofth
econsumerindirectingtheflowofproductiveandmarketingprocess.

2. Satisfactionoftheconsumerwillensurethe continuousexistence
ofacompany.Theassumptionisthata‘company’sexistenceisofnouseifth
e satisfactionofthe consumerisnotguaranteed.

3. Rewardistheend-
productofasatisfactoryservice.Salesandmarketingcompaniesarenotinb
usinessforfun,theyaretheretomakeprofits. Themarketingconceptpresu

pposeswherea
consumer’ssatisfactionistheultimatedesireofacompany, theprofitswills
tarttoflowinasanormalfeatureoractivityofthe company.Infact,

profitsarenormalrewardsthatshouldaccrue
toa‘servant’'whoperformshisdutieswell.

3.2.6Featuresof Sales andMarketing Concept

Themainfeaturesthatdistinguishacompanythatpracticesthissalesandmarketin
gconceptfromothersare:

ConsumerQrientation

Theaimofthecompanyisalwaystosatisfythedesiresandaspirationsofthecustom
ers.Thisinvolvesassessingthemarketneedsthroughresearchandadequateplanni

ng.

Productsandservicesareimportanttotheextentthattheysatisfycustomer’sneeds
andenhancetheirwell-
being.Salesandmarketingmustthereforestartwithidentifyingtheirneedsandend
whenthoseneedsare satisfiedadequately.
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ProfitOrientation

Businessexiststomakeprofitinordertorewardtheshare-
holdersontheirinvestment.Butasyouhaveobserved earlier, profitshould come
as
aresultofworkwelldone,whichis,ensuringthesatisfactionoftheconsumer.Forth
isreason,salesvolumeandmarketshareshouldattractagoodmarginofprofitforth
ecompanyinordertoensurecontinuousuninterruptedand  satisfactoryservices
to theconsumer.

IntegratedEffort

Salesandmarketingisamanagerialprocess. Thereforeindividualdepartmentslik
epersonnel,accounts/finance,productionandengineeringshouldsupporttheirgo
alsinordertoachievethemarketinggoalsofthefirm.ltisthissalesandmarketinggo
alsthatbringrevenuetothecompany.Inshort,topmanagementpoliciesshouldget
precedenceoverindividualdepartmentalpolicies. Toachievethis,allpoliciesmus
tbeproperlycommunicatedtoallconcernedintimein
ordertoeffectcomplianceandaction.Salesandmarketingeffortsare
corporateeffortsandshouldbeseenassuch.

SELFASSESSMENTEXERCISE1

Y ouarerequiredtowriteoutthevarioustourismsalesandmarketingconceptsand
explain thefeatures oftheconcepts.

3.3TheTourismProduct

Availabilityofa productisessential foranyorganizationwhich
indulgesinthesalesandmarketingfunction.Aproductmaybedefinedasthesumof
thephysicalandpsychologicalsatisfactionitprovidestothebuyer.Sales
andmarketingbydefinition isthedevelopmentofa product
tomeettheneedoftheconsumerandthenemployingthetechniquesofdirectsales,p
ublicity andadvertisingtobringthisproduct tothem.

Inthecaseoftourismproduct,thebasicrawmaterialswouldbethecountry’snatural
climate,history,cultureandthepeople.Otheraspectswouldbetheexistingfacilitie
snecessaryforcomfortablelivingsuchas
watersupply,electricity,roads,transport,communicationandother
essentials.Inotherwords,thetouristproductcanbeseenasacompositeproduct;ast
hesum-
totalofacountry’stouristattractions,transport,accommodationandentertainme
ntwhichhopefullyresultintourists,

satisfaction. Thetouristproductcanbeentirelyaman-
madeoneornature’screationasimproveduponbyman.Eachofthesecomponents
ofatouristproductissuppliedbyindividualprovidersofserviceslike
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hotels,airlinesorothersuppliersandisoffereddirectlytothetouristbythem.

Thetouristproductcanthereforebeanalyzedintermsofitsattractions,
itsfacilitiesanditsaccessibility.

Attractions

Ofthethreebasiccomponentsofatouristproduct,attractionsareveryimportant.U
nlessthesearethere,thetouristwillnotbemotivatedtogotoaparticular
place.Attractionsarethoseelementsinthetouristproductwhichattractthemtovisi
toneparticulardestinationratherthananother.Theattractionscouldbeculturallik
esitesandareasofarchaeologicalinterest, historicalbuildingsandmonumentsors
ciencelikefloraandfauna,beachresorts,mountains,nationalparksoreventsliketr
adefairs,exhibitionofarts,andmusicfestivals,games,etc.

Facilities

Facilitiesarethoseelementsinthetouristproductwhicharenecessaryaidstothetou
ristcentre. Thefacilitiescomplementtheattractions.Theseincludeaccommodati

on,varioustypesofentertainments,picnicsites,recreationandsoon. Theyareinde

edimportantforeverytourist centre.

Accessibility

Accessibilityisanotherimportantcomponentinthetouristproduct.ltis
ameansbywhichatouristcanreachthearea.Attractionsofwhatever
typewouldbeoflittleimportanceiftheirlocationsareinaccessiblebythenormalm
eansoftransport.Ifthetouristattractionsarelocatedat
placeswherenomeansoftransportcanreachorwherethereareinadequatetranspor
tfacilitiesthesebecomeoflittlevalue. Thetourist
attractionswhicharelocatedneartothetouristgeneratingmarketandarelinkedbya
networkofefficienttransport,receivethemaximumnumberoftourists.

SELF-ASSESSMENTEXERCISE?2

Explainthetouristproduct.

4.0CONCLUSION
Inthisunit,whichisthefirstone,wehavediscussedgenerallythenatureandmeanin

goftouristsalesandmarketing. Thevarious
marketingconceptsarealsohighlightedincluding thetourist product.
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5.0SUMMARY

Thisunitasasteppingstonetreatsthenatureandmeaningoftouristsalesandmarket
ing,thevarioussalesandmarketingconceptsandthefeaturesofmarketingconcept
andthetouristproduct.Nowthatthebackgroundhasbeenlaid,weshallbediscussin
gtherolesofmarketingandtheconceptofcustomerrelationsintourismmarketingi
nthenextstudyunit.

6.0TUTOR-MARKED ASSIGNMENT

1.Definetouristsalesandmarketing.
2.Listandexplain thesalesandmarketingconcepts in tourism

7.0REFERENCES/FURTHER READINGS

E.A.Kuwu(2005).RevisionNotesonTourismSalesandMarketing,
FederalPolytechnic:Kaduna.

BurkartA.J.and Medlick s(1981).TourismPast,
Pr%sentandFuture,(2Edition)London:WiIIiamHeinemann.
n

BhataiA.K.(2201).TourismDevelopmentPrincipleandPractice,(1Edition)Ne
thehi, SterlingPublisher: India.
S
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UNIT 2 IMPORTANCEOFMARKETINGANDBASIC
CONCEPTOFCUSTOMERRELATIONSIN
MARKETING

CONTENTS

1.0Introduction
2.00Dbjectives
3.0MainContent
3.1lImportance ofMarketing
3.2BasicConceptsCustomerRelations
3.2.1WhytheNeed forGoodCustomerRelations
3.2.2MethodsofGetting Customers
3.2.3HandlingCustomersComplaints
4.0Conclusion
5.0Summary
6.0Tutor-Marked Assignment
7.0References/FurtherReadings

1.0INTRODUCTION

Definitionoftourismsalesandmarketingintheprecedingunitisa
completederivationofthemarketingconcept,whichisthecoreofall
marketingactivities. Thescopeofsalesandmarketingisdynamic because
newissueskeeponattractingtheattention ofmarketingexperts.
Issueslikeconsumerism,legalaspectsofmarketingandservice
managementareworthyofmentionhere.Classicalareasinmarketing
coversuchdiversetopicasproductplanninganddevelopment,promotion,pricing
distribution,consumerbehaviour,competitive
strategy,marketingresearch,segmentation,andforecastingandcustomerservice.

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explaintheimportanceofsalesandmarketing in general
*explainthebasicconceptofcustomer-relationsintourismmarketing
*explaintheneedfor goodcustomer-relations
sexplainthemethodofgettingandretaining customers
*explainthemethodsofhandlingandpreventingcustomer complaintsand
regaininglostcustomersintourismmarketing.
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3.0MAINCONTENT

3.1Importanceof Marketing

Marketingisrelevanttoeveryeconomyandisacrucialinstrumentof
economicdevelopment.Ashasbeennotedby AdamSmith,aclassicaleconomist,
productionisuselessunlessconsumptiontakesplace.
Severalproductionactivitiesintheeconomywouldnotbebeneficialunlesstheyar
edeliveredtoconsumers.ltispertinentorrelevantforplannerstoimbibemarketing
techniquesinordertoachievetheirdesiredobjectivesandhavesomeimpactonthe
well-
beingofthecitizens.Marketingplaysseveralimportantrolesinthedevelopmentof
thesociety.Wearegoing to lookat itundereight areas.

(1)Business

Salesandmarketingisaprimaryfunctionofanybusinessorganization.Productsan
dservicesrequireeffectivemarketingbasedon
understandingortheneedsandwants
ofconsumers.Foranorganizationmostlyinaneconomyofsurplustosucceed,itmu
stemploytheservices
ofmarketingexperts.Salesandmarketingtherefore,makegoodsandservicestobe
availabletoconsumers(beitcorporateorindividualconsumers)attherighttimean
drightplaceaswellasattherightprice.
Inreturn,itbringsintotheorganizationrevenuewhichisusedtoservice
allotherdepartmentsandtheshareholdersintermsofdividends.
Marketingleadstoexpansionoftheactivitiesofcompanies,therebyincreasingbot
htheir assets andprofitbase.

(2 EmploymentOpportunities

Throughsalesandmarketinganditsrelatedactivities,employmentopportunitiesa
recreatedformanypeople.ltwasestimatedthatthetotalemploymentinallsalesan
dmarketingactivitiesinNigeriaexceeds50millionpeopleoutoftheestimatedpop
ulation,henceyoucanappreciatetheenormousimpact
ofsalesandmarketingonemployment.

(3)ConsumersPerspective

Fromtheconsumer’sperspective,agreaterpartofourincomeisspentinthemarket
place.Thereisinescapablefactthatabout60%ofaconsumer’sincomeisspentonm
arketing-relatedexpenses.Undera periodofdepression,
itmaybeupto85%. Theconsumermustknowthetypes
ofgoodsandservicesavailableinthemarket,theirprices,andanyotherinformatio
nabouttheirlocations. Thisisthedutyofsalesandmarketingto theconsumers.

10
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(4)Government

Governmentistheregulatoroftheeconomyinsofarasittouchesonformulatingrul
esandregulationsonhowtocarryoutbusiness
activities.Salesandmarketinghelptheeconomytogrowbygeneratingincometo
companyworkersand taxesarepaidthroughthese incomes.

(5)InternationalCooperation

Salesandmarketingencouragesinternationalcooperationamong
nationstherebystrengtheningthebondoffriendship.Bysodoingfrictionsandmis
understandingarereducedtothebarestminimum.Throughsalesandmarketing,g
oods,thatareinshortsupplyorthatare
notproducedatallinonecountryaremadeavailableinanothercountry.
Thisparticularactivityhelpstoenhancethestandardoflivingofthepeoplearound
theworld.

(6)Growthof Industrialization

Salesandmarketinghascontributedtothegrowthofindustrializationin
allpartsoftheworldtoday. TheUnitedStatesof America,Japan,China
andmanycountriesinWesternEuropehavebenefitedfromtheirsalesandmarketin
gknow-how.Salesandmarketingcontributeto
industrializationgrowthbyidentifyingtheneedsandwantsofatargetmarketande
nsuringthattherequirementsaredeliveredataprofit.Industrializationwouldbew
orthlessifitisnotbasedonidentifiedneeds ofconsumers.

(7)MarketingResearchFunction

Thesalesandmarketingresearchfunctionsisalsocrucialindevelopingeconomics
withconsiderablylimitedcapitalresources.Ifthisisinitiated
attheearlystagesofeconomicplanningperioditwillyieldinformationthatwould
makefor betteruseofthe scarceresources.

(8)MarketingPromotion Function

Thesalesandmarketingfunctionisalsonecessaryforconsumersandproducersint
heeconomy.Thepromotionfunctioninformsthepublicabouttheavailabilityofgo
odsandservicesandtheirwantsatisfying
quality.ltseekstocompletetheinformationcirclebetweenthose
engagedinproductionandthoseengagedinconsumption. Theneedforpromotion
existshothatthetimesofscarcityandsurplus. Thisissobecauseintryingtoinform,p
romotioncanbeausefulmeansto
desirablesocialchange.Modernthinkingineconomicdevelopmentalso
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recognizestheeffectofunderconsumptioninretardingeconomicdevelopment.
SELFASSESSMENTEXERCISE1

DiscusstheimportanceofsalesandmarketingintheeconomicdevelopmentofNig
eria.

3.2BasicConceptsinCustomerRelations
Goodcustomerrelations proposethatmarketers:

Shouldtreatthecustomeraskingandallsalesandmarketingeffortsmustbegearedt
owardssatisfyinghisneeds. Thisisknownassalesandmarketingconcept,i.e.,theb
asicreasonforthecompany’sexistenceisthesatisfactionofconsumer’sneedssinc
eitisfortheconsumerthattheproductisheingproducedandmarketed.

Goodconsumerrelationsdemandthatthemarketer should:

. Understandtheneedsofhisconsumersaswellasperfectswayofsatisfying
suchneeds.

ii. Possessadequateknowledgeofhisjob aswellasexhibitsenoughskillin
theperformanceofhisduty.

iii. Becapableofcommunicatingeffectivelywiththecustomersaswellasinsp
ireconfidence inthem.

Inordertoachievetheforegoing,theefficientmarketershouldbeableto:

0] Understandthe type ofmarkethe/sheisserving

(i) Understandthetypeofcustomerbuyingprocess,i.e.,whatmotivatesthebu
yerstobuy,whattypesofbuyingbehaviourtheyexhibitandat whatpoint
dotheymaketheir buying decision.

(iii)  Understandthecustomer’spsychologybyunderstandinghowpeoplevie
w product inthatparticular marketsegment.

(iv)  Handlecommunicationwithcustomerseasily;inthisregardhe
shouldunderstandcustomer’sperceptionandgetthemessageacrosstohi
m.

(v)  Masterdiscussionprocedurewithcustomersbynottalkingtoomuchandm
akinghiscustomersfeelateasewhendiscussingwiththem

12
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3.2.1WhytheNeedforGoodCustomerRelations

Whenamarketerworksconstantlytoseethateachcustomerderivesthemaximum
benefitfromhispurchase,heislayingthefoundationofa soundcustomer
relationship.Therewardsforthisaremany.

(1) Therewillberepeatsales,whichleadtoincreasesalesvolumes
forsalesmanandhis company.

(2)Satisfiedcustomersarevaluablesourcesofanumberdifferentinformation.

(3)Satisfiedcustomersgivethesalesmanhisproductsandhiscompanyfavourable
word-of-mouth publicity.

3.2.2MethodsofGettingCustomers

(A)  (1)Throughadvertisingandpublicityalthoughinmostservicemarketing,
advertisingisusuallydiscouragede.g.medicalpractitioners.
(2)Reference byalreadysatisfiedcustomers.
(3)Throughdirectsales andmarketingefforts.

MethodsofRetainingCustomers

(B)

(1)Byofferinganaugmentedservicee.g. after-salesservice
(2)Byofferingqualityservices.

(3)Bytreating thecustomers courteouslyandpolitely.
(4)Byarrangingrelationship agreementwiththecustomer.
(5)Byusingsalesrelationshipmarketing.

3.2.3Handling Customers Complaints

Allmarketersmustexpectsomecomplaintsfromdissatisfiedcustomers
andtheeffectivehandlingofcomplaintscandomuchtobuildsoundcustomerrelati
onships.

Themarketermustofcourseminimizecomplaintstotheminimumextentpossible
andmusthandlethosethatarevoiced outasskillfullyas hecan.Thefirst step
inminimizingcomplaintscallsfor:

(1 Sufficientknowledgeabouttheproductsandthecustomerneedssothathe
canguidethecustomerin hisbuying.

(i) Makingcertainthatthecustomerandmarketerthinkalikeabouttheproduct.
Themarketershoulddescribeinwhateverdetailneeded,thepoliciesandpr

(iii)  oceduresofhiscompany,e.g.,howenquiresare

13
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handled,whatthecompany’spositionisonsuchmatteras
claims,allowance, damagesandreturnedgoodsetc.

(iv)  Reducecomplaintstotheminimumbycarefullykeepingallthepromisesh
emakes.

Ifheisunableorunwillingtohandlethecomplaint,heshouldexplain
hispositionclearlytothecustomerandthenreviewthecompanypolicywithhisco
mpanyonprocedureforhandlingcustomercomplaints. Thiswillhelpinregainingl
ostcustomers.Duetodissatisfaction,acustomer
candiscontinuebuyingorbecauseamorepersuasivecompetitortookhimaway.Ea
chcaseshouldbeexaminedtoseewhy,how,whenandtowhomtheaccountislost. T
heanswerstothosequestionswillpointoutthetacticsmostrelevant.

SELFASSESSMENTEXERCISE2

Mentionfivemethodsofretainingcustomers.
4.0CONCLUSION

Inthisunit,wehavediscussedtheimportanceofmarketingandthebasicconceptof
customer-
relations.Wealsotreatedtheneedsforgoodcustomerrelations;methodsofgetting
andretainingcustomers,andhandlingandpreventingcustomercomplaintsaswell
asregaininglost customers.

5.0SUMMARY
Thisunittreatedtheimportanceofsalesandmarketingineconomic
development,thebasicconceptofcustomer-
relationsinmarketingandhandling,preventing andreigninglostcustomers
inmarketing.

6.0TUTOR-MARKED ASSIGNMENT

1.State theimportanceofsalesandmarketing.
2.Mentionandexplainthe methodsofretainingcustomers

7.0REFERENCES/FURTHER READINGS

E.AKuwu(2005).‘RevisionNotesonTourismandHotelMarketing’,FederalPol
ytechnic:Kaduna.

“Marketing”wwwgoogle.com.
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1.0INTRODUCTION

ServicemarketinghasbecomemorecompetitiveMarketersinselling
servicestoconsumerhave,asaresult,hadtobecomemoremarketandmarketingori
ented.Theyshouldknowhowtodevelopskillsandmakeuseofthevariousprincipl
esandpracticesofsalesandmarketing.Servicesmarketingcan
bedauntingbecause oftheirintangiblenature.

Inthetourismindustry,productsofferedincludepackagedtours,museumvisitsan
dvisitstotouristattractions.Othersincludetheprovisionofaccommodationandlo
dgingfacilitiesaswellasdinning facilitiesasobtainedinhospitalityindustry.

Theapplicationofmarketingconceptinservicesmarketingrequirestheproperdev
elopmentofthemarketingmixwhichincludespricing,
promotionanddistributionoftheservicesaswellastheservicestobe
rendereditself.

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explaintheconceptofservicesmarketingintourism
*explainthepropertiesofservicesmarketing
*identifythecharacteristicsofservicesmarketing intourism
*identifysimilaritiesbetween goods andservices
«discusstheclassificationofservicesintourism
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3.0MAINCONTENT

3.1MeaningofService

PhilipKotlerdefinesservicesasanyactivityorbenefitthatonepartcanoffertoanot
herthatisessentiallyintangibleanddoesnotresultinthe
ownershipofanything.ltsproductionmayormaynotbetiedtoa physicalproduct.

Servicesintourismarethoseseparatelyidentifiablebutintangibleactivitiesthatpr
ovidewant-
satisfactionandarenotofnecessityto(orinextricablefrom)thesaleofaproductora
notherservice.Toproducea servicemayormaynotrequiretheuse  oftangible
goodsorassets.

3.2CharacteristicsofServicesMarketing
Servicesarecharacterizedbysixgeneralproperties:
1.Intangibility

Itmaynotbepossibletotaste, feel,see,hearorsmellaservicebeforeitspurchasesisu
ndertaken.Intangibilitystemsfromthefactthatservices
areperformances.Serviceshaveafewtangibleattributescalled
searchqualitiesthatcanbeviewedpriortopurchase.Ontheotherhandareservicest
hat
arerichinexperienceandcredencequalitiesthatcanbeassessedonlyafterpurchas
edandconsumption(satisfaction,courtesy,etc).Credencequalitiescannotbeasse
ssedevenafterpurchaseandconsumption. Anappendixoperationisanexampleof
serviceshighin
credencequalities.Howmanyconsumersareknowledgeableenoughto
assessthequality ofanappendectomy,evenafterithasheenperformed?

2.Inseparability

Thecreationofservicemaybecoterminouswithitsconsumption.Servicesareatth
esametimetobemadeavailable,soldandconsumed.Alsotheprovisionmaynotbe
separablefromthepersonorpersonalityoftheseller.Marketersofpeople-
basedservicesmustrecognizethatservicesprovidersareoftenviewedastheservic
eitself. Therefore,strategiesrelatingtoselecting,training,motivationandcontroll
ingemployeesareveryimportant.

Inseparabilityresultsfromthesimultaneousproductionand
consumptionofaservice.Becausethefirmsareunabletostoreandtransportaservi
ce,itisconsumedsimultaneouslyasitisbeing
produced;sometimestheconsumeroftheservicehelpsintheservice
production.Fromamarketingstandpoint,thisimpliesthatdirectsales
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aretheonlypossiblechannelofdistribution.Servicescannotbesoldinverymanym
arket,thischaracteristicalsolimitsthescaleofoperationinatimespace.

3.Heterogeneity

Itmayprovedifficulttomaintainahighdegreeofconsistencyofoutputstandardwh
enprovidingservices.Often,itisimpossibletoensureconsistencyintheservicespr
ovidedbyasellerortostandardize
offeringsamongsellersofthesameservices.Sellersofaservicewouldofferdiffere
ntlyaccordingtotheseller’sability,dispositionandenvironment.Notwosellers,g
iventhesamesalessituation,wouldofferaservice,though
thesame,insamemanner.

4.Perishability

Servicescannotbestoredinadvanceofdemand. Anairlineseatnotutilizedisreven
uelostforever.Servicecannotbeintentioned,storedorwarehousedforfutureuse.
Thisisbecauseserviceutilityisshort-
lived.Itisinthisregardthatanunoccupiedtaxicaborbusseatortrainor
planeorevenahotelbedspaceisperished,entailscostandwastedfor thattrip.

5.0wnership

Thepurchaseofaservicemayonly conferuponthecustomertheaccess
touseafacility. Thecustomer does notobtainownership ofthatfacility.

6.Instability

Specificfeaturesthatappealtoconsumerssenseofsight,smell taste,hearandtouc
hthatareidentifiablewithtangibleproductsareabsentinthecaseofservices.Featur
esofmeasurement,weighing,display,
demonstrationsample,testthroughevaluation,etc.arenotapplicable
sinceparticular benefitsarenotreadilyapparent.

Frequently,customerswillnotbeevaluatingthecoreservicebuttheclosesurrogate
refereedtoasthetangiblemanifestationoftheserviceandthetangiblesupportsyste
ms.Forinstance,foranaccommodationserviceofahotel,buyersmayevaluatethea
ppearanceandmannerof
thereceptionistandinformationofficer,thesizeofthehotel,thetype,maintenance,
etc.affecttheevaluationandbuying behaviour.
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3.3Marketinglmplication of  Tourism  Services
Characteristics

1.Intangibility

Themarketermayattempttoreducethelevelofdifficultytowhichthecharacteristi
cofintangibilitygivesrise,for instance by:

(@) Increasingtheleveloftangibility.Forinstancebyprovidingphysicalillustr
ationse.g.bydevelopingatangiblerepresentation
likereports,specifyingworkcarriedoutforexistingclientsforconsultancy
servicesorassociatingtheserviceswithtangible objects.

Focusingtheattentionofthecustomerupontheprincipalbenefits
(b)  ofconsumption.

Differentiatingtheserviceandbuildingupitsreputation,forinstancebyen

(c)  hancingperceptionsofcustomerserviceandcustomervaluebyofferingex
cellentqualityservice,reliabilityandvalueformoney.Suchcustomerperc
eptionofqualityandexcellencemustbeattachedasvaluetobrandandthebr
andsmanagedtosecureandenhancingtheirmarketposition.KLMAIrline
sforexample,offersairtransportationservicesinahighlycompetitiveinter
nationalmarket,butareconsistentlyratedbybusinesstravelersasprovidin
goutstandingqualityofservices.

2.Inseparability

Theimportanceofestablishingvalueonexcellenceandcustomerorientation.Effe
ctivecustomerservicetrainingwillemphasizetheneed

forqualityserviceandreliability. Theenterprisewillhavetoinvestinpeopleinorde
r toachievesuccess.

3.Heterogeneous

Therewillagainbeaneedtoestablishandmaintainattitudeandculture
thatemphasizes:

(1 Consistencyofqualitycontrol,e.qg.,restaurantfoodsalwaysservedat
correct temperatureandpresentedina specific

(i) manner.Consistencyofcustomerservice

(iii)  Effectivenessin staffselection,training andmotivation
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4.Perishability

Theoperationsmanagementprocessmayattempttooptimizetherelationshipbet
ween supplyanddemand,for instance, by:

Q) UsingpricingvariationtoencourageoffpeakdemandUsing
(i) promotiontostimulateoffpeakdemand.

5.0wnership

Thereare at least

threealternativestothemarketer. Theyare:

(i)  Promoting theadvantagesofnon-ownership.

(i) Makingavailabletothecustomertangiblesymbolor
representationofownershipsuchascertificateofmembershipofaprofessi
onalinstitute.

(iii)  Increasingthe chancesoropportunityofownership.

SELFASSESSMENTEXERCISE1

Definetourismservicesmarketing,thecharacteristicsandmarketingimplication
softourism servicescharacteristics.

3.4SimilaritiesbetweenGoodsandServices

(1) Theyare both wantsatisfying.

(2)Theybothinvolve payment.

(3)Theybothhaveprice.
(4)Theirexistenceneedtobecommunicated.

(5)Theyare both consumed before theycanyieldbenefits.
(6)Theyinvolve cost.

3.5Classificationof TourismServices
Tourismservicesareaverydiversegroupofproductandorganizationmayprovide
morethanonekind.Examplesofservicesincludecar,
rentals,repair,healthcare,hair-dressing,childcare,legaladvice,

banking,insurance,airtravels,education,entertainment,business consultingetc.

Marketingservicescanbemeaningfullyanalyzedbyusingafive-
categoryclassificationscheme.
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CATEGORY EXAMPLE

TypeofMarket Repairs,childcare, Legaladvice,etc.

-Consumer Consulting,cateringservices,
installation

-Industrial A

Degreeoflabourintensivenes [Repair,education,hair cuts.

S Telecommunications, health, public

-Labour/peoplebased transport.

Degreeofcustomercontract Healthvcare,hotels,airtravel.Repairs,homedeliverié

-High s, postal

-Low services.

Skillofthe serviceprovider- |Legaladvice,healthcare,bank service
Professional Domesticservices,drycleaning,

publictransport.
-Non-professional

Goalofserviceprovider Financialservices,insurance,hotel
-Profit Accommodation
Healthcare,education,government.

-Non-profit

SELFASSESSMENTEXERCISE?2
Mentionthe differentcategoriesofserviceswiththeirexamples.
4.0CONCLUSION

Inthisunit,wehavediscussedthemarketingservicesandwhattourism
marketingservicesis,characteristicofservicesmarketing,marketingimplication
oftourismservices,andsimilaritiesbetweengoodsand
services.Finally,wetriedtoclassifyandcategorizetourismservices
withappropriateexamples.

5.0SUMMARY
Thisunittreatswhattourismservicesmarketingis,thecharacteristicsofservicema

rketing,themarketingimplicationoftourismservices,thesimilaritiesbetweengo
odsandservicesandcategoriesofserviceswithexamples.

6.0TUTOR-MARKED ASSIGNMENT

1.Definetourismservicemarketing
2.Mentionthecharacteristicsofservicemarketing.

20




HCM305 TOURISM SALESANDMARKETING

7.0REFERENCES/FURTHER READINGS
BakerM.J(1974).Marketing —AnlntroductionText, 2Editioft"

KuwuA.E(2005).‘RevisionNotes onTourism
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1.0INTRODUCTION

Decisionmakingpertainingtothepurchaseoftouristproductmustbebasedonfact
swhicharenormallyobtainedthroughcollectionof
accurateinformationanddataontouristdestinationcentresaswellas
theoriginatingmarket. Thisisnecessarybecausemarketersofthe
serviceindustriessuchasthetouristsectorarefacedwithunique
situationsincethepotentialcustomersareintheprocessofpurchasingan“illusion”
oranintangibleproductwherethereisanabsoluteguarantee
of“value”formoneyspentonholiday.ltisthereforeessential
fornationaltourismorganization,tour-
operatorsandothercoordinatorsofthetourismindustrytobefullyinvolved;notonl
yinthecollectionofinformation, buttoensurefilteringofsuchinformationinorder
to  separateactualfacts  from  distortionand  assumptionthatwillbe
contrarytoestablishedmarketingobjectives.

Toensurehighdegreeofmarketingsuccess,thereputableorganizationtendstoest
ablishawelldefinedsystemofmarketinginformationintheformofspecialistdepa
rtmentknownasthemarketinginformationandanalysiscentrewhoseresponsibili
tywillincludegatheringandprocessingofallvitalinformationabout
potentialcustomers,marketandcompetitors. Themarketinginformationandanal
ysiscentrecouldbedescribedasamarketingresearchdepartment.Infactsuchdepa
rtmentnormallyservesasthemarketingnervecentreoftheorganizationanddoesn
otonlyprovideinstantaneousinformationtomeetavarietyof
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executiveneeds,butwouldalsodevelopallkindsofanalyticaldecisionaidsforexe
cutives;rangingfromcomputerforecastingprogrammesto
complexsimulationofthe destinationmarket.

2.00BJECTIVES

Attheend ofthisunit,youshould beableto:

*explainthemeaningoftourism
marketinginformationsystemeidentifybasicrequirements
ofmarketinginformationsystem

*mentiontypesand sources oftourisminformation system
*identifyproblemsofinformationsystem.

3.0MAINCONTENT
3.1MeaningofTourismMarketingInformationSystem

Tourismmarketinginformationsystemisaprocedureforgathering,sorting,analy
zing,evaluatinganddistributingneeded,timelyandaccurateinformationtomarke
tingdecisionmakers. Itdevelopsneeded
informationfrominternalandexternalcompanyrecords,marketingintelligencea
ctivities,marketingresearchprocessandinformationanalysistomanagersintheri
ghtformandattherighttimetohelpin
marketingplanning,implementationandcontrol. Agoodtourismmarketinginfor
mationsystembalancesinformationthatamanager
couldliketohaveagainstthatwhichtheyreallyneedandisfeasibletoobtain.

3.2BasicMarketing InformationRequirements
Basicrequirementoftourismmarketinginformationincludesthefollowing.
(1)Tourism

(@) Opinion+Preferences

Q) Destinationimage

(i) Availabletourist products

(iii)  Publicity,advertisingand

(iv)  publicrelationsSalesopportunities
(v) Price.
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(b)  Travelmotivation+Behaviours

0] Mainmotivationfortravel

(i) Patternoftravel (individual or group)

(iti)  Cheap/expensivemethodofaccommodation.Res
(iv)  ponse— Destination

(v)  touristproductAnticipatedfuture changes

(2)Markets

(@  Characteristictrends

Q) Size

(i)~ Location

(il)  Mainsegments

(iv)  Demography

(b)  Distributionconsiderations:

Q) Roleoftour-operator+travelagents.

(i)  Roleofforeigntouristoffice

(iii)  Effect ofinternationalcomputerreservation
(iv)  systemStrengths+weaknessesofotheroutlets.
(3)Competitors(Groupor Individual)

Q) Policies

(i) Product+supplycomponentofferedMar
(iii)  keting strategies ofcompetitors
(4)GeneralEnvironment

(@) Economicsituation

Q) Classofpotentialcustomers+theireconomicbehaviourlncom
(i)  ebracket +familybudget

(ili)  Economictravelarrangements,etc.

(b)  SocialConsideration+Trends

Q) Culturalbackground

(i) Ethnicandnorms
(i)  Beliefs, etc.
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(c) Political Trend ofthedestination

0] Analysisofpolitical consciousness.

(i)  Effect

(iii)  ofpoliticalrelationshipwiththedestinationGovernmentro
leinfacilitating travel ingeneral,etc.

(d)
(i)

(i) Meansoftransportation
(iii))  Automation
Newmethodsofinclusivetourholidays,etc.

ScientificandTechnologicalChanges

(5)TheTourismDestinationProduct
@) Natural Tourist Resources

Q) Climate
(i) Landconfigurationandlandscape
(iii)  Floraandfauna

(b)  CulturalandHumanHeritage

() Historicalmonumentand remainsofpastcivilization
(if)Culturalplaces—museum,artgallery,library,folk-lore,cultural,
handcrafts,etc.
(i) Traditionalevents,e.qg.,fair,carnivalfeast,exhibition
(iv)Religionedifies-monasteries
(v)Generalinfrastructure
(vi)Roadnetwork,sewages,electricitypower,watersupplysystem, etc.
(vii)Otherbasicneeds—hospital,banks,shoppingcentres,garages, etc.
(viii)Accommaodationunits—hostels,motels,inns,holidayvillages,
etc.

3.3ReasonsforInformationSystems
Information system isrequiredto:
Q) Provideforevaluationandcontrolofoverall

marketingperformance.
(ii)  Provideforevaluationandcontrolofsub-

functionsandindividualswithinthemarketingdepartmentsordivisions.P

(iii)  rovidespecificdataforanynecessaryactioninrelationto
products,services,or price
(iv)  Provideinformation forgoodsalesmanship,etc.
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3.3.1TypesandSourcesof TourismInformationSystems

Informationisgenerallyclassifiedintoeitherprimaryinformationor
secondaryinformation.

(1)PrimaryInformation

Thisistheinformationwhichhasoriginateddirectlyfromthesourceas
aresultoftheparticularproblemunderinvestigation.

(2)SecondarylInformation

Datawhichalreadyexistandmaybeusedforaninvestigationbuthas
notbeencollectedforthatspecificpurposeiscalledsecondaryinformation. Itisusu
allycheapertousethiskindofdatathantosetup
specialinvestigations,butcaremustbetakentoensurethatthedatais
relevant,reliableandcanbeadjustedtotheproblem.Secondaryinformationisnor
mallyquickerbecauseitinvolveslessresearchtimeandlittle ornofieldwork.

3.3.2TourismSourcesofInformationcouldbeobtainedfrom the
following

(1)InternalSources

Thisinformationsourceisnormallyobtainedfromthecompany’sownrecord;part
icularlysalesrecords.

€)) HotelRegister

Thisisalegalrequirementinmostcountry.Hotelsnormallyrecordthenames,addr
ess,dateofarrival,andnumberofroomsallocatedtoaguest.

(b)  Reservation Request

Thisoftenentailsdetailsofrequest,sourceofreservationi.e.eitherdirectorindirect
thoroughtravelagent,orhotelrepresentatives.
Methodsofreservationcouldbethrough
letters,phonecalloronlineetc,thetypesofguest(corporateorprivate)andanysuffi
cientrateorpackagewhichmayapplyto theguest.
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(c) GuestIndex

Thisisanalphabeticallistingofcurrentguests,duplicationofkeyinformationfrom
theregisterandreservationdetail.ltalsoincludesthe
modeoftravel(car,train,orboat),andpurposeofvisit(businessor pleasure).

(d)  GuestMaster File

Thisisafilecontainingthename,address,occupation,phonenumber,
roompreferences ofprevious visit, etc.

(2)  ExternalSources

@) Inadditionthereisawealthofpublishedinformation:available
publication,monthlydigest, statistics, businessmonitor,etc.

(b) Internationalsources:-
informationcouldalsobeobtainedfromreputableinternationalorganizati
onssuchastheW.T.0,UNO,IATA,ICAO,ECOWASetc.

(3)OtherGeneral Sourcesinclude

(@  Educationalinstitutionsofferingpost-
graduatestudiesinhotelandtourismstudies.

(b)  Immigrationauthorities

(c) Passengersstatisticsfromthevariousmodeoftransport(air,rail,road,ands
ea).

(d)  Directorateandotherorganizationse.g.chamberofcommerce,touristoffi
cesandconsultancies.

(e)  Touriststhemselvesduringentryanddepartureperiodwherea
questionnaireis giventothemtofill

() Throughmarketing researchmethod,etc.

Ontheotherhand,statisticsgatheredfromtouristsshouldbeonage,rangeo
fvisitors,partysize,mode
oftransport,incomelevel,occupationandapproximationofspendinginan
area,firstor repeatvisit,grouporindividualtravel andsatisfactionlevel.

SELFASSESSMENTEXERCISE1
Writeout

thetourismmarketinginformationrequirementandtypesandsourcesoftourism
informationsystem.
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3.4ChannelofinformationFlow

Modernmarketingcallsformorethandevelopingagoodproduct,
pricingitattractively,andmakingitaccessible. Air-

lines,hotels,touroperators, transportcompanies,etc.,mustalsocommunicatewit
hpresentandpotentialtouristsorcustomersandthegeneralpublic.
Today,thereisanewviewofinformationasaninteractivedialogbetweentheorgan
izationanditscustomersthattakesplaceduringthe pre-
selling,selling,consumingandpostconsumingstages.Airline,touroperators,and
hotelprovidersmustasknotonly*Howcanwereachourcustomer?’butalso“How
canourcustomerreachus?’Thanksto
technologicalbreakthroughs,peoplecannowcommunicatethrough
traditionalmedia(newspapers,radio,telephone,television),aswellas
throughnewmediaforms(computers,faxmachines,cellularphones, etc.)

Informationflowsthroughthefollowingchannelsascanbeseeninthediagrambel
ow.

———— o p— DECODING
SENDER |t ENCODING |y S " o[ | REcEWED

e FEE

DBACK
=  /

I
1

] [

U] U reppack fe= (303 I 0 | responsE 4—[[

Figd.1

Sendersmustknowwhataudiencestheywanttoreachandwhatresponsestheywan
ttoget. Theymustencodetheirmessagesinaway
thatitiseasytounderstand. Theymusttransmitthemessagethroughefficientmedi
athatthetargetaudiencecancomprehendanddevelop feedback
channelstomonitortheresponses.

Foramessagetobeeffective,thesender’sencodingprocessmustmatchwiththere
ceiver’sdecodingprocess. Themorethesender’sfieldofexperienceoverlapswitht
hatofthereceiver,themoreeffectivethemessageislikelytobe. Thisputsaburdeno
ncommunicatorsfromonesocialstratum(suchasadvertisingpeople)whowantst
ocommunicateeffectivelywith anotherstratum(such as airlineworkers).
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Thesender’staskistogethis/hermessagethroughtothereceiver. Thetargetaudien
cemaynotreceivetheintendedmessageforanyofthesethreereasons:

(1)SelectiveAttention

Thisestablishedthatpeoplearebombardedbyl1,600commercialmessagesaday,o
fwhich80areconsciouslynoticedandaboutl2provokesomereaction.Selectiveat
tentionexplainswhyadvertisements
withboldheadlinespromisingsomething,suchas“Howtomakea
million,”haveahigh likelihoodofgrabbing attentions.

(2)SelectiveDistortion

Receiverswillhearwhatfitsintotheirbeliefsystem.Asaresult,
receiversoftenaddthingstothemessagesthatarenotthere(amplification)anddon
otnoticeotherthingsthatarethere(leveling). Thecommunicator’staskistostrivef
orsimplicity,clarity,interestandrepetitiontogetthemainpointsacross.

(3)SelectiveRetention

Peoplewillretaininlong-termmemoryonlyasmallfractionofthe
messagethatreachesthem.Ifthereceiver’sinitialattitudetowardsthe
objectispositiveandheorsherehearsessupportarguments,themessageislikelyto
beacceptedandhavehighrecall.Iftheinitialattitudeisnegativeandthepersonrehe
arsescounterargumentsthemessageislikelytoberejectedbutmaystayinlong-
termmemory.Duetothefactthatpersuasionrequiresthereceiver’srehearsalofhis
orherownthoughts,muchofwhatiscalledpersuasionisactuallyself-persuasion.

Inthecaseoftravelandtourism,eventhoughwearenotdealingwitha
tangibleproduct,westillhavetofindameansofdeliveringknowledge
ofourproductstocustomersandcertaintangibleitemsassociatedwithtravel-
brochures,
itineraries,ticketsandvouchers,insurancepolicies,forexample. Theprocessofco
mmunicationstartswithasourceofinformation—
theperson,organizationorcompanywithamessageto

deliver. Thesourcemustdeterminewhatmessagetodelivertoitstarget,the
receiver.Anairline,forinstance,mayhavemanydifferentmessageswhichitwants
todelivertodifferenttargetmarketsitservices. Tothebusinessperson,thepurpose
ofthemessagemaybetocommunicate detailsofconvenientmid-
morningflightstoEuropeancapitals,orinformationabouttheairline,outstanding
on-
timerecord,whiletheleisuremarketwillbemoreinterestedtohearaboutfreeairpor
tparking
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facilitiesorlowpricestothemainholidayresortsservedbytheairline. Thekindofm
essagewewanttodeliverwilldeterminetheformin
whichthemessagewillappear;thatishowwewillencodethemessage
toachievethegreatestlikelihoodofitbeingreceivedbyourtargetmarket.lIfwehave
alotoffactstocommunicatetoourcustomers,suchasalistofcheapfaresandtheirda
tesofavailability, weshallprobablyneedtohavethemessageprinted,sothatourcus
tomerscanstudyitat length,absorb itandeven tearitoutandkeepit
forfuturereference.

Encodingmeansnotonlydeterminingthebestwayofgettingourmessageacross,b
utalsothemosteffectivewaygiventhetypical
constraintsunderwhichthecompanyoperates.Withunlimitedmoneyi, itisrelative
lyeasytoensurethateverypotentialcustomerismadeawareorourproduct,butinth
erealworldfundsarealwayslimited,andwehave
toensureaprofitattheendoftheday.Encodingmeansputtingthe
informationintoaforminwhichitwillbeunderstoodandabsorbedbycustomers.
Wecouldchoose, forinstance,toplaceanadvertisementinEnglishinanEuropean
magazine,designedtoattractpeopletovisitBritainandtakeatour,butthiswouldha
rdlybeaneffectivewayof getting business.Not onlywouldmanynon-English-
speakingEuropeans
failtounderstandourmessage,butalsowewouldanticipatesome
antagonismfromthosewhodonotspeakthelanguage,onthegrounds
thatwearenotmakingaveryseriousefforttosellourproductifwedon’tputitintoco
nsiderationourcustomers’language. Ifontheother
hand,weareadvertisingforanewmemberofstaffwhospeaksfluentlapanesetodea
Iwithincomingtourclients,itwouldbehighlyappropriatetoprepareanadvertisem
entinJapanese,foranEnglish
newspaper,toensurethatwedonotreceiveanapplicationthatwastesouttime.Weh
aveto design ourmessagefor impact.

Thenextstepistodecidewhichchannelsweshallusetodeliverourmessageifweha
vealreadydecidedthatitmustbeaprintedmessage.Thispartlydeterminesthemedi
umtouse.Wecouldadvertiseinmagazinesorpapersreadbyourtargetaudience,or
wecouldplaceadvertisementsinthetraveltradepress,directedtotravelagents,to
makethemawareofourproduct’sattributes,sothattheyinturnwillrecommendour
producttotheirclients.Wecouldalsosendanewsletter
throughthemailtoagentswiththesamemessage,orprovideourstaffwithacircular
togivetoagentsduringtheircalls.Thislettertechniquecouldalsogiveustheaddeda
dvantageofbeingabletoreinforceourmessagewithapersonalselling
presentation.Havingsettledourstrategyforputtingourmessageacross,
wesitbackandwaitforthebookingstostartrollingin.Unfortunately,though,allou
rbesteffortcanbe frustratedifthereceiverdoesn’t decode ourmessage.
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Interferenceintheinformationchannelcanaffectthedecodingof
messagesinanumberofways. Abignewsstorybreakinginthe
morningpaperonthedayofouradvertisementcouldmeanthatmanyof
ourcustomerswillfailtonoticeourmail. Atrainderailmentcouldmeanthatnewspa
persforoneregionofthecountryfailtogetthrough,andnobodyinthatregiongetsto
seeouradvertisement.Someofourpotentialclientsmaysimplynotbeintherightm
oodforreceiving
messagewhentheyseeouradvertisement.Othersmayhaveapoorrecentexperien
ceofourservice,andareunwillingtoreadanything
positivelyabouttheservice.Somepeople,abouttoreadthemessageinthenewspap
erovermorningbreakfast,maybeinterruptedbyaphone

call. Therearemanywaysinwhichinterferencecanpreventourmessagegettingthr
ough,andthesearefrequentlybeyondourcontrol.
Evenifthemessageisreceivedmanypotentialcustomerswillhaveforgottenitwith
inafewminutesbecauseclientsarebombardedwithmessageseverydayandonlya
smallpercentagearelikelytoberetained. Allwecanhopetodoistominimizethelos
sofourmessagebybeingcarefulwithinitial design ofthe
communicationprocess.

FischerandHartelyhaveoutlinedsomegeneralfactorsthatinfluence
theeffectiveness ofa communication.

(@)  Thegreaterthemonopolyoftheinformationsourceovertherecipient,theg
reaterrecipient’schangeoreffectinfavourofthesource.
Informationeffectsaregreatestwherethemessageisinlinewiththereceive

(b)  r’sexistingopinions,beliefs anddispositions.
Communicationcanproducethemosteffectiveshiftsonunfamiliar, lightl

(c)  yfelt,peripheralissues,whichdonotlieatthecentreoftherecipient’svalues
ystem.
Informationismorelikelytobeeffectivewherethesourceisbelievedtohav

(d)  eexpertise,highstatus,objectivity,orreliability,butparticularlywherethe
sourcehaspowerandcanbeidentified with.
Thesocialcontent,group,orreferencegroupwillmediatetheinformationa
ndinfluencewhetherornottheinformationis accepted.

(e)
3.5Problems ofInformationin TourismMarketing

(1) Theremaybe noinformation atall or even
ifitexists,itmaynotbereliable,ormeaningfulforthepurposerequirede.g.,
mereinformationonuseofhotelsbytouristismeaninglessifitdoesnothave
distinctionbetweentourists,businessvisitors,localpeopleortransitvisito
rorstatisticsinairutilizationwithout
knowingtheorigin,destinationorlengthsofstayforpassengers.
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(2)  Datamaybeavailableandstillbemisleadingorinaccurate. Thisinaccurate
informationwasencounteredinMalaysiabybothKoiserJuniorandLawry
Helkerduringastudyintourismbetween1973t01976.

Evenindevelopedcountriesinformationproblemoccurs
(3) particularlywherethereisnoinformationrecordstoguideor
managetourist as anintegrateindustry.

(4)Thelackofinformationintourismisrathermorepronouncedin
thedevelopicountrieswherenothingatallmayexist.

SELFASSESSMENTEXERCISE?2

Mentionfour problemsoftourismmarketinginformationin

thestudy.4.0CONCLUSION
Inthisunit,wehavediscussedthemeaningoftourisminformationsyst marketing
em.Thebasicrequirementoftourism marketing
informationsystem,thetypesandsourcesofinformationtourismandt systemin
heproblemsofinformationsystemintourismare alsodiscussed. marketing
5.0SUMMARY

Thisunittreatsthemeaningoftourismmarketinginformationsystem,therequire
mentsofmarketinginformationsystem,typesandsourcesof
marketinginformationsystemandproblems.

6.0TUTOR-MARKED ASSIGNMENT

1.Definetourismmarketinginformationsystem.
2.Mentionthefourproblemoftourismmarketinginformationsystem

7.0REFERENCES/FURTHER READINGS
BakerM.J(1974).Marketing —AnIntroductionText, 2Edition.

KuwuA.E(2005).‘RevisionNotes onTourism Marketing’,
KadunaPolytechnic:Kaduna. "
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UNIT 5 TOURISMMARKETINGRESEARCH
CONTENTS

1.0Introduction

2.00bjectives

3.0MainContent
3.1DefinitionofTourismMarketingResearch
3.20bjectiveofMarketingResearch
3.3Importance ofMarketingResearch
3.4KindsofMarketing Research
3.5StepsorProcessinvolvedin MarketingResearch
3.6CharacteristicsofaGood MarketingResearch

3.6.1TheRoleofMarketingResearchinMarketing
Management

3. TMarketingResearchTechniques

4.0Conclusion

5.0Summary

6.0Tutor-Marked Assignment

7.0References/FurtherReadings

1.0INTRODUCTION

Intoday’sincreasinglycomplex,competitive,customerawarenessandconstantly
changingenvironment,moredecisionsarebeingmadeonthebasisofscientificres
earchthaneverbefore.Mostorganizationsno
longerrisk“deathwish”marketingpracticessuchaswaitingforinformationtoeith
erarriveinbitsandpiecesfromtheirmarketingintelligencesystemorrelyonintuiti
onformarketingdecisions.Inotherwords,
logicalfactsfindingonasystematicbasishavetakentheplaceoftrialanderrororge
neralizationfromexperience.Normally,companiesbudgetfromonepercenttotw
opercentoftheirsalesonmarketingresearch.

Everymarketerneedsresearchanditisappropriatethateverybusiness
doessomemarketingresearchatleastinformally. Thesmallrestaurantmanager,fo
rinstance,studiescustomerdemandwhethertoaddjollofricetothemenu
orsticktopoundedyamandwhiterice. Thelargerthe
business,themoredetailedandelaborateitsmarketingactivities.Anorganization
mayhaveitsownmarketingresearchdepartmentoruseoutsidefirms todo special
researchtasks orspecial studies.

33



HCM305 TOURISM SALESANDMARKETING

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explaintourismmarketingresearch

*explaintypes ofmarketing research
*explaintheobjectivesand importanceofmarketing research
*explaintheprocessesorstepsofmarketingresearch
*explainthecharacteristics ofgoodmarketingresearch
*explainthetechniquesofmarketingresearch

*explaintheroleofmarketingresearchinmarketingmanagement.3.0MAINC
ONTENT

3.1Definitionof TourismMarketingResearch

Marketingresearchisthefunctionthatlinkstheconsumers,andpublic
tothemarketerthroughinformation. Theresearchspecifiestheinformationneede
d,thedesign,themethodforcollectinginformation,andhowtomanageandimple
mentthedata.ltalsoincludesthe
collectionprocess,theanalysisofresultandcommunicatingthefinding  andits
implications.

AccordingtoKuwu(2003),marketingresearch*isthesystematicdesign,collectio
n,analysisandreportingofdataandfindingsrelevantto
aspecificmarketingsituationfacingacompany.”ltisdefinedbythe
AmericanmarketingAssociationas“thegathering,recordingandanalyzingofallf
actsaboutproblemsrelatingtothetransferandsaleof
goodsandservicesfromtheproducertotheconsumer”.Itinvolvesspecific
inquiryintomarketingproblems.

3.20bjectivesof MarketingResearch
Marketingresearchis designed to achieve thefollowingobjectives.

(1)Thedegreeofacceptability:-thisestablishestowhatdegreea
product/serviceis acceptable tocustomers.

(2)Thepricewhich wouldbeaccepted.

(3)Themostappropriatemethodofappealwhichcouldbemostbeneficial to
stressin advertising.

(4)To providethetruepictures ofwhatishappening in

themarket.(5) Tomeasurecustomersalesrelationswithcompetitorsandthe
effectivenessofsaleseffortstotrade.

(6) Tolocatemarketfordifferentproducts/servicesandassesstheeffectivenessof
marketingmix.
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(7)To ascertaintheneedsofcustomersandmodeofprovision.

(8)Tosynthesisthesales/marketingeffortbysalesterritories,
monitorcompetitiveadvantages,competencesandweakness.

(9)Marketingresearchhelpstoevaluatethecompatibilityofcustomer,acceptabili
ty,refusal and recommendation.

3.3Importanceof MarketingResearch

(1)  Theresultofanymarketingresearchcanenableafirmortourism
organizationtounderstandthenatureandstructureofdomesticandinterna
tionalmarket,sothattourist’sneedsandresourcesof
theresortordestinationcanbebettermatchedtooptimize  patronageand
consumers satisfaction.

(2)  Marketingresearchfurtherhelpsthetouristorganizationtochoosetherigh
ttouristtargetmarket,destinationattractions,facilitiesandpromotionalac
tivitiesnecessaryfortour-operators,travelagents,etc.

Marketingresearchhelpstoindicatewhatthecomponentsoftheholidaypa
(3)  ckagesshould be.

Marketingresearchhelpstoprovidemanagementrelevantinformationeit
(4)  heronanewproductortomeasureandmonitortheperformanceofanexistin
gproduct.

Allfirms,regardlessoftheirsize,willhavetooccasionallyusesomeformof
(5)  marketingresearch. Theinterestandfrequencydependuponthegeneralna
tureofthefirmaswellasitssizeof operation.

Marketingresearchisconductedonabroadspectrumoftopics. Theyareals
operformedby

(6)  organizationsforinternalusebybothcommercialmarketingresearchfirm
sorbygovernmental ornon-profit marketingorganization.

(7)Customerservicesindustriessuchasbanks,insurances,hospital

etcusemarketingresearchtoenhancethequalityoftheirservices
andgrowth.
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3.4KindsofMarketingResearch
Thereare fourkinds ofmarketingresearchactivities.
(1)MarketingResearch

Throughmarketresearchthemarketercandeterminehowwella
particularproductislikelytosell.lItisthestudyofthenatureand
characteristicsofamarket. Theinformationsoobtainedthroughmarketresearchc
anhelpmarketerstoeffectivelyplantheiradvertisingprogramandsalesefforts.Th
isshouldnotbeconfusedwithmarketingresearch. Marketresearchis
asubsetofmarketingresearch.

(2)SalesResearch

Thisisthestudyofsalesdata.ltinvolvesacarefulstudyofacompany’ssalesfigures.
Itdetermineswhethersalesandprofitaregoinginthe
samedirectionorwhetherexpensesincreasemorerapidly.Salesresearchseektok
nowifsalesareinlinewiththesalesestimateornotandhowfuturesalescouldbefore
casted.lIthelpsinimprovingbusinessoperations.

(3)ProductResearch

Productresearchisthestudyofconsumerreactionstoaproduct.
Sometimes,thereactionsofconsumerstowardsaproductaretotally
negative,inwhichcase,theproductisdrasticallychangedorabandonedentirely.Pr
oductresearchseekstodesignnewproducts,modify orscrapoldones.

(4)AdvertisingResearch

Itisastudyconductedtodeterminetheeffectivenessofacompany’s
advertising.Somecompanieskeepscrapbooksoftheiradvertising efforts. They
pastetheiradsintheirscrapbooksandnotnexttoeachandsuchinformationaswhen
itappeared,howmuchitcost,andsalesjustbeforeandimmediatelyaftertheadappe
ared.Thescrapbooksserveas
treasurehouseofideasaswellastellthemarketerwhichoftheadshaveprovedthem
ostsuccessful.
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3.5Stepsof Process
InvolvedinMarketingResearchEffective

marketingresearchinvolves fivesteps:

(1)Defining theproblem.
(2)Establishingthegoaloftheresearch.
(3)Developinga researchplanfor achievingthegoal.
(4)Analyzingthe information.
(5)Presentingthefindings.

Thefirststepcallsforthemarketingmanagerandmarketingresearch
teamtodefinetheproblemcarefullyandagreeontheresearchobjectives.

Remembertheoldadage*Aproblemwelldefinedishalfsolved.”Theproblemsho
uldnotbetoonarrowlyorbroadlydefined.Effortsshouldbemadetobe
asspecificaspossible.

Thesecondstagecallsfordevelopingthemostefficientplanforgatheringtheneede
dinformation.Designingaresearchplancallsfordecisionson
thedatasources,research approaches, research instruments,
samplingplan,andcontactmethods.

Thethird stageinvolvesdatacollection.
Thisphaseisgenerallythemostexpensiveandthemostliabletoerror.Somerespon
dentsmaybeabsent

andmustbecontactedorreplaced.Otherswillrefusetocooperate. Stillotherswillgi
vebiasedordishonestinformation.Datacollection
methodsarerapidlyimprovingduetomoderncomputerand telecommunications.

Thefourthstepinthemarketingprocessistoextractpertinentfinding

fromthedata. Theresearch tabulatesthedataanddevelopsone-wayandtwo-
wayfrequencydistributions.Averagesandmeasureofdispersionarecomputedfo
rthemajorvariables. Advancedstatisticaltechniquesanddecisionmodelsareappl
iedwiththehopeofdiscoveringadditionalfindings.Finally,thefindingsoftherese
archarepresented.Majorfindingsthatarerelevanttothemajormarketingdecision
facing managementarepresented.
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3.6CharacteristicsofaGoodMarketing Research

Agoodmarketingresearchshouldhavethefollowingcharacteristics:
(1)UseofScientificMethod

Principlesofscientificmethodsareusedinagoodmarketingresearchname
ly,observation,formulationofhypothesis,prediction,andtesting.

(2)ResearchCreativity
Developing innovativewaysofsolvingproblems
(3)MultipleMethod

Goodmarketingresearchdoesnotrelyononlyonemethod.Multiplesourc
es ofinformationgive greater confidence

(4)Interdependence ofmodels anddata

Simplemodelsthatguideinformationsearchareusedtogetthemeaningoff
acts

(5)Valueandcostofinformationdeterminetheresearchdesigntouseandgatherm
oreinformationaftertheinitialresults

(6)Healthskepticism:marketingresearchavoidsill-foundbeliefs
heldbyitstargetedgroups.

(7)Ethicalmarketing:throughmarketingresearch,want-
satisfyingproductsaresuppliedwithoutsomemarketingmalevolence.

SELF-ASSESSMENTEXERCISE1

Writeouttheobjectivesandimportanceofmarketingresearchtoa
tourismfirminNigeria.

3.7TheRoleof Marketing Research in Marketing
Management

1.UnderstandingtheNeedsandWantsofCustomers
Itisthecontentionofscholarsforinstancethatthemostimportantmanagerialtask

withintheorganizationisthatofunderstandingthe
needsandwantsofcustomersinthemarketandadoptingtheoperations
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oftheorganization
todelivertherightgoodsorservicesmoreefficientlythanitscompetitor”.

Clearly,thefirstmajorproblemofmarketingmanagementisthatofunderstandingt
heneedsandwantsofcustomersinthemarket.Being
thesystematic,recordingandanalyzingofdataaboutproblemsrelating
tomarketing,marketingresearchstudiesmarketcharacteristicssuchas
size,location,potentialcustomers,theirattitudestotheproductetc. Thepurposeist
ounderstandandaddresstheneedsofcustomersmoreappropriately. Withoutanex
plorationintotheneedsandwantsofthecustomersorpotentialcustomers
wecannotknowhowbesttomeettheirdemands.

Itisimportanttoknowthatitisdifficulttoidentifytherealneedsofthecustomers.Fo
reffectivemarketingmanagement,themanagermustidentify(throughresearch)t

hevariousneedsofthepotentialcustomers.Kotler(1994:20)identifiesfivetypeso
fneeds:statedneeds,realneeds,unstatedneeds,delightneedsandsecretneeds.An

understandingof thesevariousneedswillhelpthemarketer
inpackagingaproductforthe satisfactionoftheconsumer.

2.CustomerRetention and Market DemandGeneration

Asafirmseekstosatisfy itscustomersby researchingintotheirneedsit
isindirectlyworkingtowardsretainingitscustomers.Accordingto
Kotler,itismoreexpensivetoattractnewcustomerthantoretaincurrentcustomers.
Customersretentionis,therefore,morecriticalthancustomerattraction.Marketer
sgobeyondcustomerretentionbytrying
todelightthem.Delightingcustomersaremoreeffectivethanallthepaidadvertisin
gplacedin themedia(Kotler1994).

Tothisend,wisecompaniesregularlymeasurecustomersatisfaction.Researchhe
Ipsinidentifyingthedissatisfiedcustomers. Torelyonthenumberofcustomercom
plaintsreceivedalonesoastodeterminetheacceptability
ofaproductmaybedeceptive.Marketingresearchhelpsindeterminingthisandeff
ortsaremadetosatisfythecustomersbyspeakingwellofthe product.

3.CostReduction

Marketingresearchplaysakeyrolebywayofavoidingcostlymarketingmistakes.
Agoodnumberoflargecorporationsdoevaluationofnewbusinessventures,forins
tance,beforetheventureactivityisimplemented.1faN100,000.00researchstudyc
anpreventtheN1,000.000lossassociatedwithdevelopingaproductthathasnoma
rket, thenthepay-offisobvious.Itisintheinterestofthemarketthat
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productsoftheorganizationbedeliveredatlowerpricestoattracta widermarket.
4.MinimizingUnanticipatedProblem

Aprimaryreasonforlessthansatisfactoryperformanceofbusinessis
unanticipatedproblems.ltcanbearguedthatitisdifficultto,forinstance,operateab
usinesswithoutunanticipatedproblembutthefactremainsthatsomeunanticipate
dproblemsmaynotbeinvestigated. Thepointhereisthatresearchplaysakeyrolein
minimizingunanticipatedproblemsanddeveloping
contingencystrategiesforanticipatedones.

5.Planning,ImplementationandControl

Marketingresearchisthemarketer’smapforestablishingmarketingobjectives,pl
anning,coordinatingandintegratingmarketingactivities.Researchhelpsthemar
ketertoalsomotivatepersonswhoareinvolvedinimplementingmarketingefforts
JItisalsoonthebasisoftheresearch
thatperformanceofthemarketingactivitiesareevaluatedandcontrolled.

SELFASSESSMNETEXERCISE?2

ExplaintheRoleofMarketingResearch inMarketing Management.
3.8MarketResearchTechniques

Marketresearchis

acontinuousprocess. Therearevariousmethodsusedtocollectthedata. Amongthe
greatvarietyofmethodsused,someseem
tobewidelyresortedtobecauseoftheiradvantagesoverothers. These are

I Deskresearch

il. Fieldresearch

ii. Samplesurvey

iv. Motivationresearch
V. Useofmodes

Q) DeskResearch

Thisincludesthecollectionandanalysisofallavailabledata,statistics
andpublishedinformationontouristtrendsandmarkets. Intourism,
muchofthebasicinformationabouttouristtrendsandmarketsisavailablefromexi
stingsources. ThereareanumberofinternationalorganizationslikeUN,UNESC
O,IUOTO,WTO,EEC,IATA,ICAO,etc.whichpublishcertainstatisticalinform
ation.Otherdataandstatisticsmaybeobtainedfromnationaltouristorganizations,
tradeassociations,carriers,hotelcompanies,etc.Thisinformationprovesveryuse
fulinhelpingnationaltouristorganizationtoidentifytheir
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marketsanddeterminetheiroperationalobjectives.Thispublishedinformationis
ofaparticularusetothosecountrieswhichdonotposses resourcesenough
toundertake independentmarket research.

(i)  FieldResearch

Thisistheresearchworkcarriedoutinthetouristgeneratingmarketitself. Thespeci
alinvestigationinthefieldistobecarriedoutwitha viewto
knowingmoredetailsofthemarketsituation.

(iii)  SampleSurvey

Itcouldbe defined asthestudyofa
givenpopulationthroughonlyapartorafractionthereof. Muchmarketinginforma
tionisobtainedthrough
theuseofsamples.Inthismethodthepopulation‘Universe’forwhich
informationisrequiredisdefined.Forexample,allhouseholdsina
countrymightbetheuniverseorpopulationunderinvestigation.Then,a
statisticallyvalidsampleofthepopulationisdrawnandinformationis
obtainedfromthesample.Samplingtechniquesconsistofpersonal
interviewsoftourist,travelagents,carriersandhotelmanagers,etc.ltcanalsobeeff
ectedbywayofpersonalinterviewwiththehelpof
preparedquestionnairesorbymailingquestionnaireorthroughtelephonecontact.

Thereare certainadvantagesof thismethod:

0] Lowecostisthemajorreasonwhydataarecollectedbysamplinginplaceofc
ompleteenumerations.

(i) Theactualobtainingofinformationfromthesampleunits(i.e.householdin
thiscase)isdonebywayoftheuseofinterviewsandquestionnaires. Theque
stionnaireisadministeredtothesamplepopulationandvariousdataobtain
ed.

(iii)  Thesamplingplacecouldbeanywhere.Interviewsmaytakeplaceathomes
oroffices,attheplaceofarrival,departureor
temporarystay.Inmanycountriesthereareanumberofspecializedfirmsw
hichcarryoutsamplesurveyenquiries,as
wellasgovernmentagenciessimilarlyequipped forsuchpurpose.

Thesurveyinvestigationcanbeclassifiedbyreferencetothekindofinform
ationtheyseektoprovide. Thereisthesurveyof
marketbehaviourwhichrecordstheholidayhabitsofthepopulation,cross
analysesbysocio-economicandother characteristics.
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(iv)  MotivationResearch

Thisattemptstodescribe,andforecastthemotivesofthepopulationunderinvestig
ation,byuseoftechniquesoriginallyusedinpsychology.Assumingthateveryindi
vidualknowswhathewants, motivationresearchisorientedtodiscovertheneedso
fpotentialtouristsinorderto
adoptthetouristsupplyaccordinglyandthusbeabletosatisfythem.In
otherwordsmotivationresearchistheinvestigationintothemotiveshehindtravel.
Itconcernsitself\withanswering‘Why’ofhumanbehavioursincontrasttoanswer
ing‘How’whichissubjecttosampling
surveys.Ananalysisdescribestheattitudesofbothbutmotivationresearchisthede
pthinterviewmethod. Thequestionnairestobeusedforthismethodneedtobecaref
ullydesigned.Amotivationresearch
aimsatdiscoveringthedeep,subconsciousandevenunconsciousmotivesofhuma
nbeing.Anill-designedquestionnaireislikelytoreachnodeeperthan
theconsciouslevelwhererationalfactors prevail.

(v)  Useof Modes

Theuseofmodesintourismisofincreasingimportanceandvariance.Anymodeisa
simplifiedrepresentationofareaphenomenonorarealsituation. Ittriestoprovide
anexplanationandforecasting.

4.0CONCLUSION

Intheunit,wehavediscussedwhattourismmarketingresearchis, its
objectives,importance,kinds,characteristicsandthestepsinvolvedinmarketingr
esearch.

5.0SUMMARY

Thisunittreatsthedefinitionofmarketingresearch,itobjectives,importancekinds
,Stepsandcharacteristics,etc.

6.0TUTOR-MARKED ASSIGNMENT

1.Mentionthreeobjectives ofmarketingresearch
2.Enumeratethestepsinvolved inmarketingresearch

7.0REFERENCES/FURTHER READINGS

nd
BakerM.J(1974).Marketing—AnIntroductionText, 2Edition.

KuwuA.E(2007).‘RevisionNotes onTourism Marketing’,
Kaduna—Polytechnic:Kaduna.
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UNIT 1

TOURISMMARKETINGPROMOTION
CONTENTS

1.0Introduction
2.00bjectives
3.0MainContent
3.1MeaningandObjectiveofPromotion
3.2FunctionofPromotionto
theTourismFirms/Organization3.3TheElementsofthePromotional Mi
X
3.3.1ClassificationofAdvertising
3.3.2PersonalSelling
3.3.3SalesPromotion
3.3.4Publicity
4.0Conclusion
5.0Summary
6.0Tutor-Marked Assignment
7.0References/FurtherReadings

1.0INTRODUCTION

Inordertomarketaproduct,itisnecessarythatinformationaboutthe
productreachesaprospectiveconsumer.Asappliedtotourismindustry,themosti
mportantfunctionofmarketingistobringaboutanawarenessoftheproductinthem
indsofexistingaswellasprospectiveconsumer

intheoverallmarketarea. Allthisformsapartofoveralltourismpromotion. Thebas
icfunctionofalltourismpromotionalactivitiesisto have
aneffectiveandmeaningfulcommunicationwiththeconsumerandthetradeinter
mediaries.Thisispossiblethroughcertainidentifiablemethodswhicharebeingpr
acticedbythemarketingorganizations.Thisawarenessisbroughtaboutthroughce
rtainmethod/marketingtoolstheseare:

0] Advertising
(i) PublicRelations.
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Theabovetoolsarehowevernotexclusivebutcomplementarytoeachotherproper
andjudiciousblendoftheseisessentialforthesuccessfulmarketingofa
tourismproduct.

2.00BJECTIVES

Bytheendoftheseunits,youshouldbe ableto:

*explainthemeaningtopromotion

*explaintheobjectivesand functionsofpromotion

sexplainthevariouspromotional mix

explainthemeaningofadvertising,personalselling,salespromotion
andpublicityin tourismpromotion.

3.0MAINCONTENT

3.1MeaningandofObjectives Promotion

Promotionisthefunctionofinforming,persuadingandinfluencingtheconsumer’
spurchasedecision.ltmaybedefinedasanycommunication
activitieswhosepurposeistomoveforwardproducts,ideaorserviceinthemarketi
ngchannelinordertoreachthefinalconsumer.Promotionaffects
theknowledgeattitudesandbehaviourofthe recipient.

Thetraditionalobjectivesofpromotionaretoinform,persuadeandremind. Kuwu
(1998) haslistedfiveobjectives,which:

Q) Providinginformation

(i) Stimulatedemand

(iii)  Differentiatingthe productAccentuating
(iv)  thevalueofthe productandStabilizingsales.

(v)

3.2Functionsof Promotion to the Tourist Firms/
Organizations

Q) Promotionprovidesa“voice”forthetouristfirmsinthemarketplacesothati
tcancommunicateitsproductfeaturesandbenefits
toprospectivecustomers.

(ii)  Ithelpsatouristfirmsincreasethesalesofitsproductsinallbutpurelycomp
etitivemarkets.

(iii) ~ Promotion aidsatouristfirmsinestablishing new

(iv)  products.Promotionassistsatourismfirmsinsecuringdistributionofitspr
oductsamongmarketing channelmembers.
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(v)Promotionhelpsatouristcompanyinbuildingafavourablecompanyimage
(vi)Promotionhelpsatouristfirminestablishingapreferenceforits
brandedproducts.
(vii)Promotioncanassistatouristfirmstoleveloutpeaksandvalleyinitsproductio
nschedule.
(viii)Promotionkeepsatouristproduct’ssellerincontactwithits market.

Forconsumerstheyarewellinformedoftheavailabilitywhereandwhentobuythe
m,theirbenefitsandusesandalsoquality. Withoutthisinformationbuyersarehand
icappedinattemptingtomaximizeresultof theirexpenses.

3.3TheElementsof thePromotionalMix
Thepromotionalmixhas thefollowingelements:

I. Advertising

ii. Personalsetting

iii. Salespromotion

(\2 Publicityandpublicrelations

Advertisingisanypaidformofnon-
personalpresentationofideas,goodsandservicesbyanidentifiedsponsortoatarge
tmarketto stimulatedemand andpersuadethemtoacceptwhat
ispresented. Kuwu(1998)looksat“Advertisingasameanstodisseminateinforma
tionby  printed,written,spokenorpictorialpresentationaboutideas,productor
servicestocompelactioninaccordancewiththeintentoftheadvertiser”.

Whateveristhecase,agooddefinitionofadvertisingshouldrecognize
theseconcepts.

(1)  PaidForm:Themessageispaidfor,itisnotfreeunlikepropagandaandpub
licity

(2)  Non-PersonalPresentation: Advertisingisdoneinanon-
personalwaythroughintermediariesormediaratherthanpersonalface—
to-facepresentation.

(3)Ideas,Goods,andServices: Advertisingpresentstothetargetaudienceideas,

goodsandservices.Sometimespersonalitieslikepoliticiansandinstitutio
ns arealsomadeknown to the public.
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(4)  AnldentifiedSponsor:Thesponsormustbeidentifiedinthemessagesoth
attherecipientswillknowwhoisbehindthe message.

3.3.1Classificationof Advertising

Althoughsomeauthorsadoptuptofiveclassesofadvertising,likeproduct,instituti
onal,national,localandcorrectiveadvertisingothers

haveacceptedthree. Thatis:productorinstitutional,directornondirectandprimar
yorselectiveadvertising.Weshalladoptonlytwoclassesin thiswriteup.
Theyareproductadvertisingandinstitutionaladvertising.

Q) ProductAdvertising

Productadvertisinginvolvessuchadvertisementsthathighlighttheproductfeatur
es,durability,benefits,usesandbrandtothepublic.Other
messagesthataredesignedtopersuade,remindorenforcepurchase
behaviourareallgroupedunderproductadvertising.Messagesmaybe
developedtoinform,persuade,remindorre-
enforcedependingonwhattheadvertiserintendstoachieve.Productadvertisingm
aybedirector  non-direct,Nationalorlocal.ltmayalsoelicitprimaryorselective
demand.

(i) Institutional Advertising

Itisconcernedwithpromotingaconcept,anidea,aphilosophyorthegood-
willofanindustry,companyororganization. Itisoftenrelatedtothepublicrelations
functionofanenterprise.InfactKuwu(1998)regardspublic relationsas
anaspectofinstitutionaladvertising.

3.3.2PersonalSelling

Themainaimofpersonalsellingistomakesales.Otherpromotionalvehiclesareno
n-personalinnature.Itisonlypersonalsellingthatinvolvesaface-to-
facepresentationofthecompany’sofferingtothe
targetmarket.Personalsellingmaybedefinedasaseller’spromotionalpresentatio
nconductedonaperson-to-
personbasiswiththebuyer.Duetotheflexibilityofthistool,salespeoplecantailort
heirmessagestofittheneedsandbehaviours ofindividualcustomers.

ThePersonalSellingProcess

Someauthorshavedevelopedasixorseven-stepprocessesbutthiswrite-
upintends toadopt a five-step approach:

I. Prospectingandqualifying
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ii. Approach

ii. Presentation

iv. Closingand

V. Post-salesactivities

SELFASSESSMENTEXERCISE1

Fromthediscussionofthemeaningofpromotioninunit6,youare
requiredtostatetheobjectivesandfunctionsofpromotion.

0] ProspectingandQualifying

Prospectinginvolvesidentifyingpotentialcustomers.Prospectsmaycomefroms
ourcessuchaspreviouscustomers,friends,othervendors
andsuppliers,amongothers.Qualifyingontheotherhandis
determiningthattheprospectisreallypotentialcustomer.Qualifiedcustomersare
peoplewithmoneyand authoritytomakethepurchase.

(i)  Approach

Thesalesperson’staskhereistogettoknowandestablishagoodrelationshipwithth
ebuyer.Hemightwanttoknowwhatproductthe
prospectisorwasusing.ltisalsoatimetomakeaninitialcontactwiththeprospect. T
hesalesperson’simpressionhereintermsofdressing,  openinglinesandfollow-
upremarksisveryimportant.Heshouldalsoselectthemethodhewants to
useeitherlow-keyoraggressiveapproach.

(i) Presentation

Whenthesalespersongivesthesalesmessagetothecustomer,hemakesapresentati
on.Thepresentationdescribestheproduct’smajorfeatures,usesandbenefitsandr
elatesthemtothecustomer’sproblems
andinterest.Thisstagealsoinvolvesdemonstratingtheproductfortheprospecttos
ee.Thesalespersonshouldbereadytohandleobjectionsandanyquestions.Infactit
isthroughobjectionsandquestionsthatthe salesperson willbeable
toexplaintheproductfeaturesbetter.

(iv)  Closing
Themomentofdecisioninthesellingprocessistheclosing. Thesalespersonshould
nothaveanyproblemifhehaddoneagoodpresentation.Thefollowing

aresomeofbasictechniquesforclosinga sale.

I. Thealternativedecisiontechniquesposechoicestotheprospects thatare
all favourabletothesalesperson.
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ii. TheSRO(StandingRoomOnly)techniquesinvolvetellingtheprospectats
alesagreementshouldbeconcludedimmediatelybecausetheproductmay
not beavailablelater.

iii. Silenceisanotherclosingtechnique,sincethediscontinuanceofasalespre
sentationforcestheprospecttotakesometypeofaction(either positiveor
negative).

Iv. Extra—Inducementclosesarealsodesignedtomotivatea
favourablebuyerresponse. Theextra—inducementmayinclude
guantitydiscounts,specialservicingarrangementsorlayawayoption. Ku
wu (1998).

(v)  Post-salesActivities

Theseactivitiesarecarriedouttopreventcognitivedissonance(i.eanxietyafterpur
chase)andencouragetheprospecttomakearepeatpurchase. Thesalespersonshou
Idreassuretheprospectthattherightdecisionwasmadebyhim.Throughthisforum
,importantmarketinformationmaybegathered forthe benefitofthecompany.

3.3.3Sales Promotion

Thistypeofsellingissovariedthatmanypeoplefinditdifficultto
comprehendordefineclearly.SalespromotionaccordingtotheAmericanMarketi
ngAssociation(AMA)isdefinedasthosemarketingactivitiesotherthanpersonals
elling,advertisingandpublicitythatstimulateconsumerpurchasinganddealereff
ectivenesssuchasdisplayshowexposition,demonstrationsandvariousnon-
currentsellingeffortsnotintheordinaryroutine. Theobjectivesofsalespromotion
amongothersinclude:

@ Introductionofnewproducts.

(b)  Attractnewcustomers.

(c) Increasesales andenablethecompanyto

(d)  remaincompetitive. Tobridgethegapbetweenadvertisingandperson
al selling.

Salespromotiontoolsareusedbymostorganizationsincludingmanufacturers,dis
tributors,retailers,tradeassociationandsomenon-profit institutions.

3.3.4Publicity
Publicityisanyformofnon-
paidcommerciallysignificantnewsoreditorialcommentaboutidea,product,and

serviceofinstitutions.Althoughafirmcaninfluenceagoodpublicitythroughthem
ediaithas
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littleornocontrolorinfluenceoverthebadpublicityitreceives.
Publicityisnotthesamethingasadvertising.Inadvertisingthesponsor
isknown,themessageispaidforandisgiventothepublicasdesignedbytheadvertis
er.Butinpublicitythemessageisnotpaidforandthe
materialsareselectedbyeitherthenewspapereditorornewseditor.i.e.,thecompan
yhasnocontroloverpublicity. Theobjectiveofpublicityistocreateincreasedawar
enessofacompany’sproduct. Thefirmtendsto
controlitspublicitythroughpressreleases,pressconferences,photographs, letter
s totheeditorsand editorials.

TheAdvantagesofPublicity are asfollows:

(1 Newsstorieshaveahighlevelofcredibilityoverthatof
advertising,personalsellingandsalespromotiontools,whose
purposeconsumersperceive asmanipulative.

(ii)  Publicitymessagesarereadilyaccepted,selectivefiltering
mechanismsare lesslikelyto fitternewsstories.

(iii)  Publicitymaybe presented in a highlydramaticfashion
PublicRelationsasAspectPublicity

Someauthorsregardpublicrelationsasanaspectofadvertisingwhileothersaccept
itasanelementofthepromotionalmix.Fornow,weshalllookatitasanimportantco
mponentofpublicity. Marketingorganizationservesshare-
holders,tradeassociations,governmentparastatals,etc. Thecompanymustdevel
opstrategiestorelatewiththesepublicsinordertomakethecompanyanditsproduc
tsacceptable

tothem. Infact,ifitmuststayinbusinessthesepublicsmustbeinformedandpleased.

Forouroperationaldefinition,publicrelationsisamanagementfunctionthatdeter
minestheattitudeandopinionsoftheorganization’spublic,
identifiesitspolicieswiththeinterestsofitspublicandformulateandexecuteaprog
rammeofactiontoearntheunderstandingandgoodwillofitspublics.Goodpublicr
elationsrelatetheinterestofpeoplefirstin mattersrelating
totheconductofthecompanyanditsbusiness.

SELFASSESSMENTEXERCISE?2
Explainthefollowingterms in Marketing.
Q) Personalselling

(i) Salespromotion

(iii)  Publicity
(iv)  Advertising
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4.0CONCLUSION

Inthisunit,wehavediscussedgenerallythenatureofpromotion,theobjectivesand
functionsofpromotionaswellaspromotionalmix.

5.0SUMMARY
Thisunittreatsthemeaningandconceptofpromotion,theobjectives,importancea
ndpromotionalmixelementssuchasadvertising,personal
selling,salespromotion andpublicrelationsand publicity.

6.0TUTOR-MARKED ASSIGNMENT

1.Definepromotion
2.State theobjectivesandimportanceofpromotion
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1.0INTRODUCTION

Advertisinghasbeenthemostvitaltoolinthedisseminationofinformationabouta
company,herproducts,andservices. Thewordadvertisingmustbeclearlydisting
uishedfromadvertisement.Advertisementisthatoralorwrittenmessagewhichap
pearsinanypaid

medium(Posters, TV,Radioetc.)embracingpictures,jinglesandordrama. Advert
isingontheotherhandistheactofformulatingtheadvertisement.Inrealityadvertis
ingevolvedbecauseoftheneedto
communicateinformationanddevelopaneffectiveandpersuasivemarketingtool
ithasmuchtodowiththesociologicalandpsychological ethosofman.

2.00BJECTIVES
Attheend ofthisunit,youshould beableto:

*explainthemeaningofadvertising
*explaintheaimsandobjectivesofadvertising
*explaintheresponsibilitiesoftheadvertiser
*explainadvertisingagencyorganization.
*explaintheprincipleandguidelinesofwritinggoodadvertising.etc.
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3.0MAINCONTENT

3.1Definitionof Advertising

Advertisinghasbeenvariouslydefinedbydifferentauthorsaccordingtotheirpers
onalitiesandenvironment.Somedefineditasthecommunicationof
information,othersastheactionofcallingsomethingtotheattentionofthepublic,e
speciallybypaidannouncement. TheAmericanMarketingAssociation’sdefiniti
onofadvertisinghasa world-
wideacclaimviz“Advertisingisanypaidformofnon-
personalpresentationandpromotionofideas,goodsandservicesby
anidentifiedsponsor.” Inthisdefinition,fourkeyfactorsneedelaborateanalysis.

(1) PaidForm

Advertisingdemandsthepurchaseoftimeorspaceandnotfreemediaservices.Me
diaadvertswithoutanyformofpaymentcanbeclassified aspublicity.

(i) Non-Personal Presentation

Thisdifferentiatesadvertisingfromperson-to-
personcontactasinthecaseofpersonalselling.ltissimplyamono-
dimensionalinformativedetailofacompany, product,services,eventsorpeople.
Moreover,the saidmediahasnodirect linkwiththe advertiser’sorganization.

(ii1)  ldeas,Goodsand Service

Advertisinghereisconcernedwiththedisseminationofinformationaboutbothtan
giblesandintangiblesitems.Apartfromcompanyusageofadvertising,non-
commercialorganizationsequallyuseadvertisingto selltheirideas tothepublic.

(iv)  IdentifiedSponsor

Anyinformationthathaspropagandisticinfluenceorcontentespeciallywherethe
protagonistsremainanonymouscannotbesaidtobean

advertisementdespiteitsmediausage.Normally,advertisingdoesnotconcealthe
sourceoftheopinion,ideaormessagethatisbeingcommunicatedtothe audience.

Anotherplausibledefinitionofadvertisingisthataspectofpromotion,whichtriest

ohighlightandconvincepeopleaboutthevirtuesofa
productbymakinguseofthemassmedia,whichispaidforbytheadvertisementviz.
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Q) Theadvertiseristhepersonwhosponsorstheadvertisement.He
isusuallyamanufacturer,wholesalerorretailer.

(i) Advertisingagencyisthespecialistorganizationwhichplansorderivesthe
advertisingcampaignandreceives10to15%commission from
themediahouse.

(iii)  Themediaowner:Heownsthemedia(Medium)wheretheadvertisementi
sexecuted,mediamaycompriseprint,electronicandout door.

3.2Aims andObjectivesofAdvertising

ThereisincreasinguseofadvertisingbyNigeriantouristsfirmsduetoitseffectiven
ess inachievingthevarious objectivesofthe firm.

Q) Advertisingisusedbymostorganizationsinordertocreatehappinessinthe
irtargetaudiences,glamorizetheproduct,theavailabilityofchoice
andinfluenceattitudes inpositivedirectionsto
thewhimsicalviewsofthesponsor.

(i) Advertisinghelpsfirmsintheirintroductionofnewproducts.
Whennewproductsaremanufactured,companiesrelyheavily
onadvertisingfortheeducationandgenerationofawarenessaboutthenew
products.Advertisingheretriestocompelthecompetitors’customerstosh
iftpreferencewhileatthesametimetryingto persuadenon-
usersofcompetitors’products tobuy.

(iif)  Advertisinghelpsinthemaintenance ofcompany’smarket
share.lIfacompanydoesnotadvertisetheshareofthemarketwilldwindlean
dinitialdemandpatternforherproductwillfall. The
formulationofcreativestrategyinvolvingtheintegrationofthebrandnam
e,packagedesignaswellascommunicationofproductbenefitshelpinmar
ketsharesustainership.Occasionallyadvertisingmessagesarereformulat
edtocreate“habit”orinduceimageinthemindsofthecustomers. Advertisi
ngactivitiesdesignedinthisdirection often lead
toincreasedmarketshare.

(iv)  Advertisingalsohelpstoincreaseorbuildstoretraffic.Mostretailersdoadv
ertiseinordertopullthecustomers.Theireffortsaresupplementedbythem
anufacturer’sadvertisements.Advertisingthereforehelpsinincreasingth
etrafficflowinthestore.

Ontheotherhand,whenthereisincreasingandconstantflowoftrafficthem

anufacturersandthemiddlemenoftenwitnessanincreaseinsales.Sincead
vertisingpersuades,informs,convinces
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andreminds,mostcompaniesoftenadvertisetheirproductsof
servicestorecordsaleslead.

(v)  Advertisingcanbeusedtopromotepubliccause.Advertisingisusedby
governments,charitiesandothernon-
profitorganizationstopromotetheiractivitiesorcommunicateimportanti
nformationtothepublic.Atypicalexampleistheworld-
widedisseminationofinformationontheeffectsofAIDS,oraldehydration
,theneedforenvironmentalpreservation/desertificationcontroletc.

(vi)  Advertisingcampaignhelpstofostertheobjectivesoftheaboveorganizati
ons.ltenablesthem(theaudiences)tofocusattention
ontheirproblems,increaseperceptionoftheproblemsandto
initiatepositive action towards solving them.

(vii)  Advertisingcanbeusedtomarketaparticularproductorminimizetheuseo
fpublicutilities.Whendemandforanyproductisexcessive,firmsuseadver
tisingtodissuadeconsumersfrombuying theproduct.

(viii)Advertisingcanbeusedtomaintaincompetition.ltisoftenusedtocreate
differencesinproducts. Itprovisionandcompanyoffersasdistinctfromtha
tofcompetitors. Advertisinghelpstoproductdistribution,informcustome
rsofproductsorservicesandhelps ingeneratingsales advertising
campaignplan(Objectives)

Foranybusinessactivitiesundertakenbyanindividual,groupordepartmenttheset
tingofobjectivesisusuallyagoodstartingpoint.
Functionalobjectivesareoftensetasasteppingstonetotheachievementofthecorp
orateobjectivesoftheorganization.Anadvertisementwithoutaclearlydefinedpu
rposefortheplacementofsuchadvertisementisofnouse.Ratherthecriterionform
easuring

successmustbetheclinchingoftheintendedeffect. Theresponsibilityforsettingad
vertisingobjectivesrestsontheadvertisingagencyinsomecases.Advertisingobje
ctivesmayin-corporateanyofthefollowing.

(1 Tosupportpersonalselling. Thereceptivityofthesalesforcebycustomers
maydependontheawarenessgeneratedbyadvertisements.

Toinformpeoplewithininaccessibleareasofanexistingproduct andas
(i) suchstimulate enquires.
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(i)  Whenthefocusisonwholesalersormiddlemen,theobjectivescouldbetoa
dvancereasonswhytheyshouldstocktheproduct(Trade Advertising).

Advertisingobjectivescouldbegearedtobreakintonewcustomers.

(iv)
Toincreasesalesbyacertainpercentagewithinastipulated
period. Thisisespeciallyrelevanttoanewordyingproduct.
(V)
Theobjectivecouldbeaself-defensemechanismtoremedya
misrepresentation.
(vi)
Tobuilda company’s image.
(vii)

(viii) Toincreaseemploymentorrecruit
staff,etc. SELFASSESSMENTEXERCISE1

Q) Define Advertising
(i) Identifytheaimsand objectivesofadvertising.

3.2AdvertisingEvaluation

AdvertisingeffectivenesscanbeassessedthroughRecall Test. Thisshowsthedegr
eeofawarenessgeneratedbyaspecificadvertisement.Fortheextenttowhichadve
rtisingmessageisread,retainedandremembered,spontaneousorpromptedrecallt
estcanbecarriedout. Awarenesstestcanbecarriedouttocheckaudienceoverallaw
arenessofcompanyandheractivities. Thetestinvolvesthedeterminationoftheext
entofproduct/companyimage—building. Thiscanequallybedonethroughin-
depthinterviewsandgroupdiscussion.Themethodisusedformeasuringbehavio
urreinforcement.Regularappraisalofsales,retailorders,stocksandconsumerpur
chasecanalsobeusedtogaugeadvertisingeffectiveness. Thisprocessiscalledsale
sresearch.ltcanbeusedtoevaluateormeasurethecustomeractiontendenciesbefo
reandafteradvertplacements.

3.3.1TheResponsibilitiesof the Advertisertothe Company
Advertiserwhocanbedefinedasthesponsororpromoterofadvertisementthefollo

wingresponsibilitiesareencompassedinthesettingofadvertisingappropriationa
ndallocationofsuchappropriationtovariouspromotionalactivities.
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Q) Heformulatesadvertisingpolicyandobjectives.

(i)  Healsoundertakestheproductionofbelow-the-lineandabovethe-
linematerialswherethecompanyhasthecapabilitiestodoso.

Theadvertiserisequallyin-chargeofchoosingadvertising agencyandthe
(ii1)  evaluationofadvertisingeffectiveness.

Itistheresponsibilityoftheadvertisertoutilizeallpromotionaltoolsavaila
(iv)  bleontheextensiveservicesofpublicrelationsofficerinthepromotionofth
ecompany’sname,imageandactivities.
Apartfromtheafore-mentioned,theadvertiserinexecutinghis
jobmaintainstheconfidentreposedonhimbythefirmforthesecurityofhis
(v)  organization.
3.3.2ResponsibilitytotheAgency
Totheagency,theadvertiser hasthe followingresponsibilities:

Q) Heundertakesthe briefingoftheagencyaboutthecompany.

(i)  Heactsasaliaisonofficerbetweenhisorganizationandtheadvertisingage
ncy.

(ili)  Heprovidesallthenecessarymaterialtotheagencytoexpeditetheformulat
ionandproductionofadvertisements.

(iv)  Theadvertiser reimbursestheagencyforherservices.

(v)  Healsointerpretshiscompany’sobjectivesandpoliciestotheagency.This
,ofcourse,formsthebasisofintendedadvertisingcopy.

Theadvertisersimilarlysupervisesagencyworkonhiscompany’sbehalf,
(vi)  appraisesandapprovessuchworkandsummarilyrejectsoracceptssuchw
ork.

Itisnodoubttheresponsibilityoftheadvertisertomaintaingoodandcordial
(vii) relationshipwithhiscompany’saccountholder serviceagency.
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Fig.7.1 ADVERTISING AGENCY ORGANIZATION
CHART

Account Director

Production Account Administrative Marketing
Manager Executive Manger Manager
Creative Mediaresourcesplanning
Director andbuying
| |
Script/copy Artists,visualisers
Writers andtypographers

3.40rganizationChart

Theabovechartshowsatypicalagencyorganization.AttheapexistheAccountDir
ectorchargedwiththeresponsibilitiesofcoordinatingtheactivitiesofvariousdepa
rtments,formulationofpoliciesandrespects
theinterestoftheBoardofDirectors.Underhimaretheproductionexecutive,acco
untexecutive,administrativemanagerandthemarketingmanager.

Theproductionexecutiveischargedwiththeresponsibilityofadvertisements.Heli
sdirectlyresponsibleforprinters,dramatistsBinders,photographers,etc.MostNi
gerianAgencieslackaproductiondepartment;insteadtheysendtheirdirectmailsh
ots/posterstooutside
printersforproductionandfinishing.WhileTVadvertisementis
contractedtotelevisionstations.

Theaccountexecutiveservesasthelinkbetweentheclients,advertisingwork.He
monitorsthecreation,planningandexecutionoftheadvertisements,makingofarti
sticvisuals,typographyandselectedmedia.Healsomaintainsgoodandcontinued
relationshipwiththeclient. Theentirejobundertheaccountexecutive’sresponsibi
lityformsthecoreoftheadvertisingjobanditseffectiveness.Underthe
advertisingagencyistheadministrativemangerthereisalsotheaccountantwhoisi
nchargeoftheinflowandtheoutflowsoffunds,keeping
offinancialrecordsandgivingrelevantfinancialadvices.At the
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shopfloorareclerks,typists,cleanersandmessengers,allfunctionariesofadminis
trativeDepartment.Besides,modernagencieshavemarketingdepartmentwitha
marketingmanageratthehelmofaffairs. Themarketingdepartmentrendersequita
bleservicestoclientsespeciallyintheareaofmarketingresearch,merchandising,s
alespromotion,provisionofcommandosalesforce,exhibitionandotherservices.

SelectionofAdvertising Agency

AnadvertisingAgencyistheintermediarybetweentheadvertiserand
themediaowner.ltsmainfunctionsare:

Q) Thecreationandproduction ofadvertisingcopy

(ii)  Planningthepurchaseofmediaspaceandtime.

(iii)  AnadvertisingAgencyalsorendersancillaryservicesfortheadvertisers;s
uchasvaluableAdvices,publicrelations, merchandisingandother
consultancyservices.

Advertisingagencyiscapableandmostidealtocarryoutthese
functionsbecauseofitshighlyqualifiedorspecializedpersonnel. Thetermadverti
singagencyoriginatesfromtheoriginaladvertisingagents vis-a-
visnewsvendors. Therearecertaincriteriainagencyselection.Theagencylocatio
nisvitalsothattheclientcanbeinclosetouchwiththejobsexecutionandeffectanyu
rgentchanges. Theagencyexperienceisanotherfactorofconsideration.Experien
ce,theysay,isthebestteacher.Itimprovestheefficiencyoftheagency.Nevertheles
sthesizeoftheagencymattersalotasthesizedepictstheagencyabilitytohandleco
mplexandlargeaccounts.Itallowsforcreditguaranteeintermsoftheabilityofthea
gency’stocarryoutanadvertisementpreparationwithoutpriorpayment. Theavail
abilityofexpertcopywriters,mediaplanner,artist,etc,isanecessaryconsideration
becausetheanticipatedqualityoffinishedadvertisementcanbestbeimaginedand
ensureconfidenceintheagency’swork.Anotherissuetobeconsideredisthetypeof
accountsheld.Minoraccountsholdersmaynotcopewithlargeaccount.Whilemaj
oraccountsholdersmayhandle smallaccounts effectively.

3.5Agency Compensation

Conventionally,advertisingagenciesarecompensatedbycommission
system.Themediaallowsafixed(10%-17.5%)percentagespace/time
costtorecognizedagencies.Thisfixedpercentagevarieswiththenature
ofadvertisemente.g.,internationaladvertisementsrequireincreasedpercentages
commission. Thecommissionsystemisneverthelessremarkableforitsuniversali
tyonthebasisofitscordialacceptabilityasanagencyrewardsystem.Onthecontrar
y,wiseagenciescouldbe
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compensatedbypaymentoffeeswhichispresentlyagrowingsourceofincome.

Feesareoftenchargedonbelow-the—
linejobs,e.qg.,brochures,salespromotion,research,posters,loosesheets,etc.Over
seasadvertisingandsmallappropriationaccountsandancillaryservicesequallyw
arrant paymentoffees. Therehasbeendissatisfactionaboutthecommission
systemamongstadvertisingagencies.Continuoussearchhasbeenevolvedforapa
ymentsystemcommensuratewithagencyjobs.Asfarastheagency
isconcerned,thecommissionsystemstipulatesthatfinancialsuccessrestonvolu
me,creativityandexperience.

Forthemediaowneritsaveshimtheinconvenienceofattendingto
multipleadvertisers,constantspace/timeandpromptpaymentisguaranteedbyco
mmissionsystem. Theproblemofconformingtotheadvertisingcodeofpracticeca
nbequeathedtotheAgenciesbymediaowner.

3.6Principles of WritingGoodAdvertising

Writingagoodadvertisinginvolvescertainprinciples.Iftheseprinciplesarewellp
ursued,itwillleadtoachievement
oforganizationalgoalsorobjectives.Goodadvertisingprinciplesalwaysstartbyi
dentifyingthetargetmarketandthebuyer’sbehaviour.

Theprinciplesmuststartwith:
0] AClearTargetAudience in Mind

Intermofthepotentialbuyerofthecompany’sproducts,currentusers,deciders,ori
nfluencers,individualsgroups,particularpublicorthe
generalpublic.Thetargetaudienceisacriticalinfluenceonthecommunicationdec
Isionsonwhattosay,howtosayit,whentosayit,wheretosayitandtowhomtosayit.
Therefore,writingadvertisinginvolvesputtingintocognizanceadvertisingobjec
tives,advertisingbudgets,advertising strategyandevaluation
ofadvertisingcampaign.

(i) SettingtheAdvertising Objective

Thisistheprinciplethatamangerormarketermustconsiderinwriting
goodadvertisement. Theseobjectivesshouldbebasedonpassdecisionsaboutthet
argetmarket,positioningandmarketingmix,whichdefinethejobthatadvertising
mustdointhetotalmarketingprogramme.Anadvertisingobjectiveisaspecificco
mmunicationtasktobeaccomplishedwithaspecifictargetaudienceduringaspeci
ficperiodof
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time. Theadvertisingobjectivecanbeclassifiedbyprimarypurpose
whethertheaimisinformative, persuasiveorreminder.

€)) Informative Advertising

Featuresheavilyinthepioneering stageofaproduct category,wherethe
objectiveistobuildprimarydemand. Thus,theyogurtsnutritionalbenefit.

(b)  PersuasiveAdvertising

Becomesimportantinthecompetitivestage,whereacompany’s
objectiveistobuildselectivedemandforaparticularbrand.For
example,chivaregalattemptstopersuade consumersthat it
delivermoretasteandstatusthanotherbrandsofScotchWhiskey.Somepersuasiv
eadvertisingusescomparativeadvertising

(c) Reminder Adverting

Thisisimportantwithmatureproduct.Expensivefourcolorscoca-cola
advertisinginmagazinesisintendedtoremindpeople topurchasecoca-cola.

Theadvertisingobjectivesshouldemergefromathoroughanalysisof
thecurrentmarketingsituation.Iftheproductclassismature,thecompanyisthema
rketleaderandbrandusageislow,theproperobjectivesshouldbetostimulatemore
usage.lftheproductclassis
now,thecompanyisnotthemarketleader,butthebrandissuperiortothereader,the
ntheproperobjectiveistoconvincethemarketofthebrand’ssuperiority. Therefore
,inordertocomeupwithgoodadvertisingandwrittenprogrammes,settingthe
objectivesofadvertisingmustserveasaguideorprinciple
tobeobservedinordertoachievetheexplanations.

(iii)  SettingtheAdvertising Budget

Thisisalsoanotherprincipletobeconsideredinwritinggoodadvertisement. After
advertisinggoalhasbeendeterminedthenextprincipleistodecideadvertisingbud
getforeachproductbearinginmindthereasonableamountofmoneythatwouldbes
pent,whichis
devoidofoverspendingornotmeetingtheamountrequired.Abrand’sadvertising
budgetoftendependsonitsstageintheproductlifecycle.Forexample,newproduct
typicallyneedslargeadvertisingbudgetsto
buildawarenessandtogaintrail.Incontrast,maturedbrandsusuallyrequiredlowe
r budgetsasradiotosales.
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Marketshareimpactsontheamountadvertisingneeded.Buildingthe
marketortakingsharefromcompetitorsrequirestargetadvertisingspendingthan
doessimplymaintainingcurrentshare.Highsharebrands
usuallyneedmoreadvertisingspendingasapercentageofsales.Also,
brandsinmarketwithmanycompetitorsandhighadvertisingclutter
mustbeadvertisedmoreheavilytobenoticedabovethenoiseinthemarket.Undiffe
rentiatedbrands,thosethatcloselyrememberotherbrandsintheirproductclassma
yrequireheavyadvertisingtosetthem
apart.Whentheproductsdiffergreatlyfromthatofthecompetitors,advertisingcan
beusedto pointout thedifferencesto consumers.

Nomatterwhatmethodisused,settingtheadvertisingbudgetisnoeasy
task.Howdoesacompanyknowifitisspendingtherightamount?Somecriticschar
gethatlargefirmstendtospendtoomuchon
advertisingandbusinesstobusinessmarketersgenerallyunderspendonadvertisi
ng.Theyclaimthatononehand, thelargeconsumercompaniesuselotsofimageadv
ertisingwithoutreallyknowingitseffects. Theyoverspendasaformofinsurancea
gainstnotspendingenough.Onthe otherhand,businessunder-
estimatesthepowerandproducesimagetobuildcustomer
awarenessandknowledge.

Specially,fivefactorsaretobeconsideredwhensettingtheadvertisingbudget. The
searemarketshareandconsumerbasecompetitionand
clutter,advertisingfrequency,stageintheproductlifecycle,andproductsuitabilit
y.Agoodadvertisingfor anewproducttypicallyneeds
largeadvertisingbudgettobuildawarenessandkeepingtheproductin
customer’smindandtogaincustomerstrails.Itisworthytonotethat,advertisingfo
ranyproductinvolvesaccuratespendingofmoneyto
avoidoverspendingorinabilitytoreachthe targetmarket.

(iv)  Creatingthe AdvertisingMessage

Agoodadvertisinginvolvestwomajorelements. Theseare:messageandadvertisi
ngmedia.Formulatingthemessagewillrequiressolvingfourproblems,whattosa
y(messagecontent),howtosayitlogically,howtosayitsymbolicallyandwhoshou
Idsayit.ldeallythemessageshouldgainattention,holdinterest,arousedesireanda
ction.Therefore,
agoodmarketerwillalwaystakethisintoconsiderationinordertoreacha
goodadvertising writing.

Thefirststepinchoosingtheadvertisingmessageistoknowhowtogeneratethepos
sibleadvertisingappeals.Thegenerationcouldtakea
formofdeductiveframeworkorinductivelybytalkingtoconsumers,dealers,expe
rtsandcompetitors.
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Itisworthytonotethat,nomatterhowbigthebudget is,advertisingcan
succeedonlyifcommercialsgainattentionandcommunicatewell. Therefore,ther
eiseveryneedforacompanytogenerateplain,straightforward,
meaningful,believableanddistinctive advertisingappeals.

Agoodadvertisingalwayspaysattentionononecoreselling
proposition.Theadvertisershouldconductmarketresearchtodeterminewhichap
pealworksbestwithitstargetaudiencetoexecutethemessage
thatwouldcapturethetargetmarketsattentionandinterest. Thecreativepeoplemu
stfindbeststyle, tone, wordand formulationfor executingthemessage.

(v)  DevelopingAdvertisingStrategy

Advertisingstrategyconsistsoftwomajorelements;creating
advertisingmessageandselectingadvertisingmedia.Writingagoodadvertingme
ssageshouldtakeintoconsiderationtheissueofsocialand

legalnorms. Therearelawsandregulationsgoverningadvertising. Therefore,tow
ritegoodadvertisingmessagecaremustbetakennotto
offendethnicgroups,racialorspecialinterestgroup.Whatshouldbe
advertisedshouldbereasonable.

Mediadecision:Inwritingagoodadvertising,considerationhastobe
takenonthereach,frequencyandimpact. Thepercentageofpeopleinthetargetmar
ketwhoareexposedtothecampaignduringagivenperiodoftimeandhowmanytim
estheaveragepersoninthetargetmarketisexposedtothemessageandthequalitati
vevalueofanexposurethrough agivenmedium.

(vi) Balance

Balanceisattainedwhenequalweightsintermsofcolor,objectsize,etc.,andarepla
cedequidistantfromthefocalpointoftheadvert. Thisformatgivesaformalbalance
totheadvert. Thisisdependable,conventionaltraditional,conservative,dignifyin
gandsimple.Thenoveltyofthisarrangementdrawsquickattention to readers
orviewers.

(vii)  Proportion

Agoodwritten
advertisementmusthaveproportionalallocationofspacetoeveryelementinthead
vertspace.Allocationmustconformtotheimportance,androleplayingofeachele
ment.ltmustmaximizesthe
opticaleffectofviewersandreaders.ltisdeplorabletohaveeveryelementintheadv
ertinequalproportion;suchisoftendevoidofcreativityandanimation.Elementssi
zevariabilityengendersattraction andoptimizes visual effeteness.
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(vii)Unity

Everyelementmakesunitarycontributiontotheharmoniouswhole;
unitycanbeachievedthroughtypographicalwritingconsistency,duplicationofdi
stinctivefeaturesofshapesand advertencasement usingborders.

(ix) Contrast

Theworldlookslivelyduetobiologicalvariabilityofobjectswithinthesamecluste
rs.Sinceadvertwritingtendstobenatural,variationinsize,colorsandshapegivesit
alayoutandemphasizestheselectedelements.
Eachelementmustbeendowedwithstriking,noticeablydifferent
qualitiesthatinitiativelyyoketheadverttogether.Contrastgivestheadvertspatial
competitionamongtheelementsandremarkablydistinguishesoneadvertisement
fromanother.

(xX)  Eye Movement

Advertisingshouldbedesignedinsuchawayastodragthereaderor
viewerfromoneobjectintheadvertisementtoanother,while
simultaneouslymovinghimorherfromawarenessstagethroughtopurchasebeha
viours.Eyemovementcanbedevelopedbyconsideringaudiencereadingpatterns
asthecaseof“Arab”writingfromrighttoleftasopposedtotheEuropeanlefttoright.
In-builteyemovementsconsist ofgazeandstructuredmotion.

(xi)  EvaluationofAdvertisement
Thisisthelastprincipleofwritinggoodadvertisement,amongothers.
Whenwritingadvertising,theadvertisingprogrammeshouldevaluate
boththecommunicationeffectsandthesaleseffectsofadvertising.Regularlymea
suringthecommunicationeffectsofanadvertisingcopytesting,teliswhetherthea
dvertisingiscommunicatingwell.Beforetheadvertisingisplaced,theadvertiserc

anshowittoconsumers,askhowtheylike  itandmeasure  reactionorattitude
changes resultingfromit.

3.7Guidelines for WritingAdvertising
Thefollowing comprisestheguidelinesinwriting advertising
Q) Emphasis

Specifically,elementsofadvertisingmustbearinmindthatto
emphasizeeverythingistoemphasizenothing.Thefeatureusedmust
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substantiateorganizationsclaimsanddrawattentionofthecompany’suniqueselli
ngpoint.

(i) Specificity

Whenwritingadvertisement,certainwordsareundependablebecause
theytendtodescribenothing. Theyareusedtodescribeproductor
organizationbecauseoflackofclarityastothenatureofproductor
storedistinctiveness.Wordsmustbecarefullychosen.Wordslikebest,better,extr
a,
special,areaatsatisfaction,highstandard,idealarelooselyusedinNigerianadvert
s. Todaywordscanbetechnicallyavoided,forinstance,ratherthansaying“Milkwi
ththehighestquality’theadvertisercansay“‘milkwith,creamytexture”promisey
ouarichcheeseflavour throughout.

(iii)  TruthandBelievability

Avoidanceofpuffyandexaggerationisnecessary.Ontheotherhand,accurateclai
msinwritingandguidingadvertisingthatgivedetailed
informationarehighlycredible.

(iv)  Readability

Legibilityofwritingandprintingtechniquesarenecessaryforeaseofreadability.E
asy readingisofgreaterimportanceinwritingandguiding
advertisingthananyothermediaofcommunication. Thesamesituationappliestol
istenabilityandviewableandreadablecommercialwhenspeakin
toconsumersontheirownlevelandin theirownterms.

(v)  Headlines

Theheadlinesservetosignalorserveasacue. Itisanattentiongetting
devices.Writtenandguidingadvertisingmustnotattractcuriosityseekersbutposi
tiveactions.Thereforethisprinciple isveryimportantin - writtenand guiding
advertising.

(vi)  SimplicityandHumanlInterest
Copyreadabilitydependsonitssimplicityandinherentinterest. Copyshouldconta
innowordsthatstopthereadersflowofthought,choiceoffamiliarwordsand
product related humoris vital.

(vii)  Clichésand Superlatives
Theuseofclichésandsuperlativesmaysoundsooutlandish. Iltmaysometimessee

mboringthattheyreduce theeffectivenessofwrittenand
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guidingadvertising.Expressionorclichésshouldbecarefullyselected
andthosethatretaininterestandemotionalappeallongaftertheirusearepreferable.
Whenclichésareacceptedandachangeisneededlaterconfusionmayensue.

(viii)Connotation
Inwrittenandguidingadvertising,copywritermustbeawareofboththedenotation
orliteralmeaningandconnotationordirectimplicationofwords.Wordswithnegat

iveconnotationarepronetodifferentmeaningbytheaudience. Theytendtoinduce
sympatheticandshamefulappeal.

(ix)  WorkingWords
Ingoodwrittenandguidingadvertising,copywritingisdistinguishedfromeditori
als,newspapersreport,magazinestories,etc.ltcontainswordsthatarenotpadded,

stuffy,empty,andpuffyorphases.Effectiveuseofwordsthatcommunicatetheuni
quesellingpropositionmakea goodwriting andguiding advertisingcopy.

3.8TheFundamentalsof anyAdvertisingSuccess
Theessentials areset outas follows:
Q) First

Advertisingmustbetruthful;lyingandmisrepresentationwillinevitablybefound
outand willintheenddefeat thepurpose.

(i)  Second
Theremustbeknowledgeofhumannature,whichisthefinestfruitofexperience.H
ewhodoesnotknowhowthehumananimalreactstothevariousstimulioflifeisbutil

I-equippedtomakeasuccessfulappeal. Thisistheso-called
“psychologyofadvertising”.

(iii)  Third
BeclearandmoderateinyourlanguageRememberalwaysthattheweakestlangua

geisthelanguageofsuperlatives.Endeavourtoleavewithyourreadertheimpressi
onthatyouclaimnomoreforgoodsthantheirmeritjustifies.

65



HCM305 TOURISM SALESANDMARKETING

(iv)  Fourth

Beforeyouadvertiseatall,letyourmarketknowwhatclassesofpersonsyourgoods
willappeal toandbeofrealuse.Findthosepersons andaddressyouradvertising
directlyto them.

(v)  Fifth

Advertiseonebutsoundgoods.Althoughadvertisingis
amightyforceitcannotperformmiraclesanditcannotinducepeopletocontinueto
buymerchandisethattheyhavetriedand foundwanting.

Anycampaignpassedonthesefundamentalsandcarriedonwithprudence, persist
enceandplaincommonsense,hasanexcellentchance
tosucceed.Withoutthem,therewillbenoprobabilityofapermanent success.

3.9ToolsofAdvertising

Whattoolsthenareavailabletothemanwhowishestoadvertise? Theyarenumerou
sandvaried.We shallsimplyenumerate theprincipalformsandminorforms.

PrincipalForms

(@) LettersandadvertisingletterheadsCat
(b)  alogues

(c)  Smalldescriptive booksorbooklet
(d)  Largefoldersorbroadsides

(e) Envelopesandpackagesenclosures
() Announcements

MinorForms

(@) Noveltiesand“good will reminders”

(b)  Foldersandcut-

(c)  outsofunusualforms.Housebulletins

(d)  andmanuals

()  Mailingcards
Picturestamps,couponsetc.

SELFASSESSMENTEXERCISE?2

Explaintheprinciplesofwritinggoodadvertising.
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4.0CONCLUSION

Inthisunit,wehavediscussed generally,themeaningofadvertising,the
aimsandobjectivesofadvertising,evaluationofadvertising,responsibilitiesofth
eadvertisertohiscompany,responsibilitiesofthe
agency,thechartofanadvertisingorganization,selectionofadvertisingagencyan
dcompensationandprinciplesofwritinggoodadvertising,etc.

5.0SUMMARY

Thisunittreatsthenatureandmeaningofadvertising,theaimsandobjectives,eval
uationandresponsibilitiesofadvertisertohiscompany,responsibilityoftheagenc
yandthechartaswellastheprinciplesandguidelinesofwritinggoodadvertising.

6.0TUTOR-MARKED ASSIGNMENT

1.Define Advertising
2.1dentifytheaimsand objective ofadvertising
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UNIT 3 PUBLICRELATIONS IN TOURISM
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1.0INTRODUCTION

Thisisironicallyanactthatispracticedbyeveryone,anywhereandanytimewithor
withoutknowingit. Thiscrudeexperiencehasledtovarieddefinitionsofpublicrel
ations.Publicrelationsassumeaspecial
significanceinthefieldoftourismbecauseofthepeculiarnatureoftheproduct. The
needformakingcompleteinformationandfactsavailabletobothpotentialandactu
altouristassumesspecialimportance.lt
involvesmeasuresdesignedtocreateandimprovetheimageorthetourist’sproduct
Itcreatesamorefavourableclimateforitsadvertisingandsalessupportactivities,e
speciallyinregardtotravels,tradeintermediariesandnewsmedia.

Favourableacceptanceofanytouristdestinationbythepublicisof
utmostimportance.Publicrelationsintourismareusedtocreateandmaintainaposi
tiveimageforacountry.Itisorientedtowardscreatingandmaintaininganatmosph
erewherebythetravelingpublicatlargeis
convincedoftheadvantageofvisitingthecountryconcerned.

Publicrelationisoneoftheimportantfunctionsofthetouristorganization. Infact,to

uristorganizationsprimarilyarepublicrelations
organizations. Theobjectivesofpublicrelationsinthefieldoftourism
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aretwofold;firstly,thedisseminationofinformationandsecondly,the
creationofafavourable imagefor thetourist’sproduct.

2.00BJECTIVES

Bytheendothisunit,youshould beableto:

*explainthemeaningofpublicrelations
*explaintheobjectivesand functionsofpublicrelations
*explainthetoolsandtechniquesofpublicrelations
*explainthemediaofpublic relations
*explainthepublicrelations strategies
*explaintheprinciplesofgoodpublicrelations.

3.0MAINCONTENT

3.1MeaningofPublicRelations

Publicrelationisaplanned programmeofpolicyand conductdirectedto
buildconfidenceinandincreasepublicunderstandingofitssponsor. It
istheartandscienceofplanningandimplementinghonesttwo—
waycommunicationandunderstandingbetweenacompanyoran
organizationandmanydifferentgroupswithwhichitisconcernedinthecourseofit
soperation.Publicrelationsdealwithseveraldifferentpublicsofwhichitsconsum
ersareonlyone.Companieswillwanttobuildgoodrelationswiththeirshareholder
s,withsuppliers,distributionchannelsand,wherepertinent,withtradeunions.The
generalpublic
doesnotconstitutepublicrelationsbutaspecificandreasonablehomogeneousgro
upasstatedbelow:haveitsowninterestandproblemsandeachmustbemetonadiffe
rentplan. Eachgroupmustbebound
togetherbyanumberofforces.Publicthatconstitutesthepublicofpublicrelationsa
re:

Q) Customers

(i)  Employees

(iit)  Suppliers

(iv)  Competitors

(v)  Hostcommunity

(vi)  FederalstateandlocalgovernmentSha
(vii)  reholders

(viii) Pressuregroups

(ix)  Mediahouses, etc.

AccordingtoKuwu(2007)“PublicRelationsisamanagementfunctionwhichtabu
latespublicattitudes,definesthepolicies,proceduresand

69



HCM305 TOURISM SALESANDMARKETING

interestofanorganizationfollowedbyexecutingaprogrammeofactiontoearnpub
licandmutualunderstanding,confidenceandacceptance”. AccordingtoAmerica
nPublicProfessionals,“Publicrelationsisaplannedefforttoinfluenceopinionthr

oughgoodcharacterandresponsibleperformancebaseduponmutualsatisfactoryt
wowaycommunication”,

PublicRelationsisadeliberateplannedandsustainedexhortationofa
servicefirmtoestablisharapportbetweenthefirmandthepotential
clientswhoconstituteherpublicsistheartandscienceofmanagingcommunicatio
nbetweenanorganizationanditskeyconstituentstobuild,manageandsustainitsp
ositiveimage.Publicrelationsistheprocessofaligningtheperceptionsoftargeted
audiences(orpublics) withthecurrent realitiesand
reasonableprospectsofanotherentity.

PublicRelationsisabout buildingpublicrelationswhich involves:

Q) Evaluationofpublicattitudesandopinions.

(i) Formulationandimplementationofanorganization’sprocedures
andpolicyregardingcommunicationwithits publics.Co-

(iii)  ordinationofcommunicationprogrammes

(iv)  Developingrapportandgood-willthroughatwo—
waycommunicationprocess.

(v)  Fosteringapositiverelationshipbetweenanorganizationandits
publicconstituents.

InternationalPublicRelationsAssociationdefinespublic relationsasthe
artandsocialscienceofanalyzing
trends,producingtheirconsequences,counselingorganizationleadersandimple
mentationofplannedprgrammesofactionwhich servicesasthepublic interest.

Anotherdefinitionseespublicrelationsasinvolvingtheestablishment ~ oftwo-
waycommunicationofresolvingconflictsofinterest,seekingcommongroundsor
areasofmutualinterestandestablishingunderstandingbased
ontruth,information andknowledge.

Themainfunctionofpublicrelationsistoinformthepublicaboutthe
activitiesofanorganization.Inotherwords,itisapartofan
organization’stotalcommunicationefforts.ltspurposeistocreatethebestpossibl
ereputationfortheorganizationbywaysofpresentingfacts. Thefieldwithwhichp
ublicrelationsismostcloselyidentifiedisadvertising.However,advertisingpaysf
ortheprintspace,airtimeor
electronicspaceinordertosellaspecificproduct,whileontheother
handpublicrelationswhichmayincludesomeformsofadvertisingas
itstools,coversamuchwiderandbroaderrange.
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3.1.1TheObjectivesof PublicRelations

0] Toremainandbeseenas aleaderinyourindustrialsector

(i)  Tobethebest employer.

(ili)  Tobethebest incommunityservices.

(iv)  Tobeseenas aresponsibleandfriendlycorporateman.

(v)  Tobeseenas theproducerofhigherquality product.

(vi)  Toestablishanearpermanentgoodwillandenhancecompanyprestige,etc.

Thesecan bedonethrough.

(1 Sponsorshipofsocialevents.

(i) Sponsorshipofcommunityprojects.

(iii)  Promptpaymentofdues,levies,salaries,etc.

(iv)  Complementaryproductallocationor humanitarian services.
(v)  Awards.

(vi)  Exhibitions,etc.

3.1.2ImportanceofPublicRelations

(1 PublicRelationshelptounderstandacompanypolicy,services
andproduct.

(i) Itenhancestheproductorservicesofafirmandtherebybooststhesalesofth
e firm’s products.

(iif)  Itcreatesunderstandingandconfidence inthefirm’sproducts.

(iv)  Itmonitorstheopinions,criticismsandaspirationsofeveryonethatis
importantto thefirm.

(V) Itgivesfeedbackforcorrectivemeasuretobetakenonpeople‘s
impressionaboutthe firm.

(vi)  Itadvisesmanagementtoputthingsrightandwhenallthingsare
putright,itmakesthefirmknownto thepublic.

3.1.3TheFunctionsofPublic Relations

Q) Publicrelationscommunicationliesinitsselectivityandtailoring
ofmessagestodesiredneedsandinterests ofthetargetaudiences.

(if)  Itcarriesthepublicattentiononpersonalormutualissuesthatcanimprovet
heworkingatmosphereofthefirm.
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(iif)  Itinterpretstheboard’spolicies.

(iv)  Italsoinvolvestheestablishmentofharmoniousworking
atmospherebetweentheemployersandtheemployeesaswellas
maintainingfriendlyrelationsbetweenthefirmandmembersof thepublic.

Thepublicrelationsdepartmentofcompaniesisalsoresponsibleforcorres
(v)  pondence,selectionofsuitablemedia,staffselection,placement

andtraining.Thesedutiesareeitherexecutedsolelybythepublicrelations

departmentorinconcertwithotherfunctional specialists.

Thepublicrelationsofficersequallyinvolveinthearrangementandpartici
pation ofthefirminexhibitions andtradefairs.

(vi)
Thepublicrelationsactivitiescoverthearrangementofofficialvisitsbyspe
cialgueststothefirmandorganizingbusiness gathering.

(vii)

(viii)Thepublicrelationsinvolvedinthepreparationofeditorialhandoutsforpress,
radio andtelevisioncoverage.

(ix)  Thepublicrelationshelpindevisingnewsworthyactivitiesforeditorialpu
blicity.

(X)  Thepublicrelationsactivitiesalsoincludetheproductionof
brochures, literaturesandotherrelatedmaterials.ltencouragesgoodpubli
city

(xi)  Theabilitytoavertbadpublicitycanonlybepossiblethrough
plannedpublicrelationsactivity.Publicrelationsmayalwaysfilltheinfor
mationvacuumthatmayoccur,theabsenceofwhichinformationmaybere
leasedwhichmightbeharmfultotheprogressofthefirms.

(xii)Ithasaforwardlookingfunctiontocreatingpositivepublicityfortheorganizat
ionandmaybeusedatvariousstagesduringthelifecycleofthefacility,e.g.,i
fafoodunitistobeopenedinabusy
towncentre,apublicrelationsexercisewouldtypicallybeto
createafavourableenvironmentandattitudewithinthelocalcommunityb
eforeitsopening.

(xiii)Publicrelationsactivitiescantaketheformofgiftdistributedtomembersofth
epublic.Thegiftcanincludearticlessuchasbiro,pens,rulers,folders,singl
escaps,andcalendar.
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Theorganizationmayprintitsnameandemblemonthegifts.Thistypeofgif
tsendears the firmtothe
recipients. Thegiftsmayalsohaveinscriptionthatgivecertaininformation
aboutthefirm’sproducts. Inthiswaygiftsfromorganizationsnotonlyserv

easadvertisementbutalsoperformapublicrelationsfunction.

(xiv)Publicrelationsactivitiescanbeexecutedthroughtradefairs,manufacturer,

(xv)

distributorsofgoodsandservicesandotherbusinessmendisplaytheirprod
ucts tomembers ofthe
public.Thisaffordsthemtheopportunitytodemonstrateorexplaintheuse
oftheirproductandservices.

Theproductsandservicearesoldtomembersofthepublicattheorganizatio
n’squotedprices.ltisusuallycheapertobuysuchproductandservicesattra
defairswhereappreciablediscountonthepricesareusuallyallowed. Thein
teractionsattradefairsare
veryfriendlyandcordial.Allorganizationusestheopportunity  tobuilda
good imageandto becomepopular.

Publicrelationsactivitiescanbeexecutedthroughexhibition.Differentgo
odsandservicesaredisplayedtocreateawarenessoftheexistenceofsuchg
oods. Itaffordstheorganizationthe
opportunitytoexhibititsnewgoodsanddemonstratetheiruseandfunction
s tomembers ofthepublic.

(xvi)Thepublicrelationsdepartmentistheaudiovisualserviceoftheorganization.

(xvii)lt

Thedepartmentshouldbearepositoryofexpertiseuponallaspectsofintern
alandexternalcommunication,
maintainingexpertiseintechniquesandthefacilitiesandcontactstoenable
themtobeused whereappropriate.

isalsothefunctionofthepublicrelationsdepartmenttocarryoutresearchpr
ojecttobridgeinformationgaps.

(xviii)Constantmonitoringoforganizationalactivitiesforinformationdissemina

tionandcontrol.Effectiveandefficientpublicrelations
requirebelievabilitythroughprovisionofauthentictestimoniesandtellin
gthetruthatalltimes.

SELFASSESSMENTEXERCISE1

Define

publicrelationsandstateits functionsto a tourism firm.
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3.2Principles of GoodPublic Relations

I. Theextenttowhichthecommunityunderstandsandrespectstheorganizati
on.

ii. Theattitudesexpressedbydistributorsandconsumersregarding
theorganization’sproduct or services.

iii. Thereputation oftheorganization,itsproductsandservices.

Thecompany’ssalesobjectiveswouldbeattainedifthesethreeelementsareinfavo
uroftheorganizationwhichwillindirectly
beanaidtosalesmen’scampaignefforts.Goodpublicrelationmeansonlytheabov
eand not:

Q) Findingwomenforvisitingpersonalities.

(i) Bribingcorporate orgovernmentofficials.

(iii)  Spendingunnecessarytimeatpubliccenters,drinkingandtellingstories.
Puttingonneatsuitandwalkingaroundthestreetmeetingwrongpublic,tho

(iv)  sewhohavenothingtooffer to theorganization.

3.2.1TheMedia ofPublicRelations
Afirmcancarryoutispublicrelationspoliciesthroughthefollowingmedia
Q) TradeFairs

Tradefairsarelargegatheringplaceswheredifferentmanufacturersgathertoexhi
bittheirgoods. Thismaybeheldannuallyoratmuchlongerintervals.Manylocalan
dinternationalfirmsdoparticipateina

tradefair. Anorganizationwouldparticipate by bookingandsettingup
astandtopromoteitsproducts.Samplesoftheirproductscanbeplayedto
appealtotheemotionsofthe potentialbuyers.

(i)  Exhibitions

Thisisamediumthroughwhichorganizationdisplaytheirproductsto
membersofthepublicinselectedplaces.Manyexhibitionsdonot
involvetotalsalesbutcreatingpublicawarenessaboutgoodsand
servicesexhibited.Itisaspecialwaywheregoodsarewellarrangedwiththepriceta
gsfixedonthem.Exhibitionmaybelocalorinternationalandmaybeorganizedbyo
nefirmproducingaparticular
productorbydifferentfirmsproducingavarietyofproducts.
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(i)  FreeSamples/Gifts

Manufacturersusevarietyofgiftswiththeirnamesandlogoembossed
onsuchgiftsasmeansofreachingthepublicandboostingpublicimage.
Suchmaybeinformofcalendars,pens,trays,pocketanddeskdiaries, etc.

(iv)  FeatureArticle

Thisisamediumofpublicrelationswhichisconcernedwiththepublicationinthena
tionaldailiesormagazinesofinformationaboutthecompany’s
products,itsquality,usesandbenefits.

(v)  Seminars, WorkshopsandConferences

Anorganizationcanorganizeseminarsandpressconferencestohighlightitsvario
usactivities to thegeneralpublic.

(vi)  ParticipationinCommunityProjects

Manyfirmsparticipateintheexecutionofprojectsinthecommunitywheretheyare
located.

(vii)  SponsoringofSportsCompetitions

Firmssponsorsportcompetitionsasmeansofpromotingtheirpublic
imageandbridgingthecommunicationgapbetweenthemandmembers
ofthepublic.

(viii)ParticipationinCharitableVentures

Firmsparticipateincharitableandphilanthropicventuresasmeansofpromotingth
eimageoftheirfirmsandfosteringcloserrelationshipwithmembersofthepublic.

3.2.2TheTechniques ofPublicRelations

Q) Newsandfeature stories

(i) Pressrelease

(i) Filmsandslides

(iv)  Bookletsandbrochures

(v)  Photographs,displaysandexhibits
(vi)  Advertising

(vii)  Housejournals

(viii) Newsletters

(ix)  Stockholderreportsetc.
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3.2.3Tools ofPublicRelationsinTourism

0] Organizingfamiliarizationtoursfortravelwriters,editors,travel
agents,photographersandotherkeypersonnelfromdifferentpartsofthew
orldasquesttovisitthecountryandtogetfirst-
handknowledgeaboutit. Thesepersonsthenwriteaboutthecountryvisite
dinthewell-knowntravel andothergeneralinterest magazines.

Organizingradioandtelevisioncontestsfeaturingthedestinationcountry.
(if)
Organizingpressreleaseandarrangingpressconferencewithkeypersonn
elconnectedwiththetourist’sfieldwithaviewto
(iii)  disseminationofinformationaboutthedestination.

Arrangingseminarsandworkshopsataplacewherethetourist
promotionofficeis located.

(iv)
Organizingculturalprogrammemusicalandfolkshows, TVinterviews,e
xhibitionsandnationalfriendshipweeksinthecountrywhere

(v)  thenationaltourist officeis located.

Organizingvarioustypes ofcontestsaboutthecountry.

(vi)  Encouraginglargedepartmentalstores,organizersoffashionshowsandm
anufacturingcompaniestoprojectthecountryora  partofthecountryas
(vii)  apromotionshowcase intheirpremises.

(viii)Encouraginglargedepartmentalstores,organizersoffashionshowsandman
ufacturingcompaniestoprojectthecountryora partofthecountryas
apromotionshowcaseintheirpremises.
Publicrelationsplanningandorganizationshouldbeanintegrate
partofanorganization’smanagementstrategyandmustbe
conductedoncontinuingbasis.Publicrelationsfunctionofan
organizationcannotbeconsideredasanendinitselfor
somethingwhichcanbeintroducedatashortnoticetocopewithacrisessitu
ation.Anorganizationshouldhaveapositiveandplannedpublictouristand
devoteconsiderableefforttotheirpublicrelationsprogramme.
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3.2.4PublicRelations Strategies

Publicrelationsactivitiescanbeexecutedinternallyorexternallyusing
tradeandtechno-
media.Theinternalorganizationallowstheuseoftheorganizations’publicrelatio
nsdepartments’staff.Inadditiontotheabovefunctions,theirresponsibilitiesentai
Itheprovisionandarrangementofslides,visualfilmdocumentaries,demonstratio
nandseminars. Theexternalorganizationmakesuseofpublicrelationsandadverti
singagency,subsidiaryofadvertisingagencies,village
assembliesandtradetools,independentpublicrelationsconsultants,marketingco
nsultants,governmentworkersandpublicrelationscounselors.Publicrelationsre
quireidentificationofaudience,personalitiesanddevisingcompatibleactionplan
toachievepublic relationsobjectivesthrough audience preferredmedia.

3.2.5ProblemsAssociatedwithPublicRelations

Therearemanydifficultieswhichpublicrelationsactivityfacesinan
attempttopropagateandpopularizethe publicrelation professionor
thatreduceitsefficiencyorthatmayslow thepaceat
whichitmovestherebyreducingitslevelofimpactonthegeneralpublic. Thediffic
ulties include.

Q) CostofPublicity

Thisisaproblemthatisassociatedwithpublicrelations.Sincepublic
relationsinvolvegivingthemostfavourableimpressionabouttheimage
ofanorganizationthecostisalwayshigh.Adequatepublicitymustbeusedeffectiv
elyincarryingoutthepublicity. Thecostofpublicitytherefore,posesaproblemwhi
chtheorganizationmustputintoconsiderationin ordertobeable tobe inmarket
fora longerperiod.

(i) Corruption

Manycorruptpracticeswereonthecontrarydescribedaspublic
relationsandhavenegativelyaffectedtheintegrityoftheprofessionbecausecorru
ptpracticewasacommonfactoramongstthepublic
relationspractitionersandthepublicneedstobeproperlyeducatedtoentailacleard
istinctionbetweenpublicrelationsandbriberyandcorruption.

(iii)  CarrierDetermination
Thisisanotherfactorthathasaffectedthepracticeofpublicrelations

duringtheearlydaysinNigeria.Then,therewerenoresearchcentres
wherepractitionersofpublicrelationscouldconductanyresearch
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pertainingto theirprojects. Theliterature
inthelibraryandarchivesthenwaspoorandcontainednoinformationofpublicrela
tionspractice.
AfterthegraduationofthefewNigeriansthatwentoverseasfortraining
thingschangedforthebetterbecausetheynotonlyhavereliablematerialsbutalsoh
elped in developingskillsofthelocal members.

(iv)  InadequateFinancing

Thishasalsocontributedgreatlytolackofcareerdeterminationto
promoteearlypublicrelationspractice. Therewereveryfew
practitionersandtheycouldnothavefundedtherequiredfundsto
conductnecessaryresearch. Therewerenoseminarsandworkshopsforjournalista
ndpublicpractitionerstoproduceandenforceguidelineson
alltheaspectsofpublicrelationsthatwouldhelpinpromotingthepublicrelations.

(v)  AccreditationofTertiarylnstitutions

BeforeinNigerianotertiaryinstitutionexistswherepublicrelationistaughtasadis
ciplineonitsown.Inthisrespect,thegovernment,public
andprivatesectorsandotherparastatalscouldnotdomuchtopromotethepractice
inthecountry.Allthathasbeendoneinsome institutionsto
promotepublicrelationsisallowingitasaminorcourse. TheUniversityofLagosall
owedteachingofpublicrelationsundermasscommunication;theUniversityofNi
geriaNSUKKAalloweditunderPublicAdministrations,MarketingandalsoMas
sCommunication.
Accreditingpublicrelationsonitsowninhigherinstitutionwould definitelyhelp
indevelopingits growth.

(vi)  Lackof TrainedPersonnel

Thepracticeofpublicrelationsissloweddownbythelackoftrained

personnel. Thefewtrainedpersonnelhaverisentohighranksandare
graduatesofotherdisciplineslikepsychology,journalism,linguistics,andmarket
inganddid notreceiveanyformaltraining inpublicrelations
togetthemwellinformedtofunctioneffectivelyingovernmentorotherorganizati
ons.

(vii)  Professionalism

PublicrelationsasaprofessionhasnotbeenunderstoodbyNigeriansandthishasco
ntributedtothereverseonpromotionofpublicrelations
practiceinNigeria.Inthislight,Nigeriadidnotseeitnecessaryto
investmoneyandherresourcesintrainingpublicrelationspractitionerschargedwi
ththeresponsibility ofcommunication.
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(viii)AcademicExposition

Ithasbeendiscoveredthatthepooracademicbackgroundofsomepractitionersha
shbeenresponsibleforthepoorstateoftheprofession. Anyprofessionalbodydepe
ndsontheacademicqualityofits
members.Iftherebepropertrainingandeducationwhichisthebesttooltothesucc
essofpublicrelationspracticestheprofessionalbodywouldhavebeeneffective.
Wendellhasadvocatedtheneedfortrainedpublicrelationspractitionerstooccup
ypositionsinbothgovernmentandbusinessorganizations
toguaranteeeffectiveness andefficiency.

SELFASSESSMENTEXERCISE?2

Explaintheproblemsassociatedwithpublic relations

4.0CONCLUSION

Inthisunit,wehavediscussedgenerallyonpublicrelations,theobjectivesandfunc
tionsofpublicrelations,theprinciples,toolsandtechniquesofpublicrelations,the
mediaofpublicrelationsandsomeof theproblemsassociated
withpublicrelations.

5.0SUMMARY
Thisunittreatedpublicrelations,theobjectivesandfunctionsofpublic

relations,themedia,tools/techniquesandprinciplesofgoodpublic
relationsaswellasproblems ofpublicrelations.

6.0TUTOR-MARKED ASSIGNMENT

1.Definepublicrelation.
2.State thefunctionsofpublicrelations.

7.0REFERENCES/FURTHER READINGS

BakerM.J.(1974).Marketing—AnIntroductionText,2Edition
MacmillanPress:London.

KuwuA.E(2005).‘RevisionNotesonTourismMarketing’Kaduna
Polytechnic:Kaduna.

AustinO.U(1996).MarketinginPractice,lEditioﬁtPublishedbyAdi
Publishers:P.O. box2No. 4 UmueheaRoad Ibusa.

JuliusO.0(1979).Marketing inNigerialEditisotn,35Red.Lion square
LondonWC.IR45G.PitmanPublishersLimited: Britain.

79



HCM305 TOURISM SALESANDMARKETING

UNIT 4 TRAVELAGENCY OPERATIONSIN
TOURISMMARKETING

CONTENTS

1.0Introduction

2.00bjectives

3.0MainContent

3.1DefinitionofTravel Agency

3.1.1TheFunctionsandRoleof Travel Agencies
3.1.2Travel AgencyFunctions
3.1.3TravelOrganization
3.1.4SourcesofRevenueoftheTravel Agency
3.1.5Travel AgencySet-up
3.1.6RegistrationsofTravel Agents
3.1.7TravelAgencyCommission
3.1.8ProblemsofTravel Agency

4.0Conclusion

5.0Summary

6.0Tutor-Marked Assignment

7.0References/FurtherReadings

1.0INTRODUCTION

Travelretailingistheoutcomeoftheurgeofpeopletotravelinanorganizedway. Thi
snecessarilymeansusingtheservicesofretailers
whoareinapositiontoofferthemonacomparativelycheaperpriceas
theyhaveenteredintoanagreementwiththeprovidersoftheseservicestobuythem
inbulkandpassthemontotheconsumersonpaymentorcredit. Theseservicesinclu
detransport,accommodation,sightseeingandseveralotherancillaryserviceswhi
chaprospectivetravelerwishestopayfor.

Travelinthepastusedtobeasimpleaffair.Allthoseformalitiesexistingtodaywere
absent.Besides,intheabsenceofvariousmodesof
transport,communicationsasmotivationtotravelasitexiststodaywerenotthere. It
wasonlyaftertransportationsystemsweredeveloped,especiallyrailroadandthee
mergenceoftheurgetotraveltoseedifferentlandsthattheorganized travel
begantotakeashape.The
risingincomesasaresultofindustrializationandurbanizationwereanother
importantfactorthathelpedthegrowthanddevelopmentoforganizedtravel.
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2.00BJECTIVES

Attheend ofthisunit,youshould beableto:

*explainthedefinitionoftravelagentintourismmarketing
explainthefunctionsofretailstravelagent
*explainthesourcesofrevenueofthe agency
*identifytheproblems oftravelagencyinmarketing tourism
*listtheorganizational set-up ofthe agency
*identifythetravelagencycommission.

3.0MAINCONTENT
3.1Definitionof TravelAgency

Thetravelagentisaprofessionalinthetravelbusinesswhoactsasa
mediator,counselorandretaileronthetravelproduct.Heisa
professionalretailerwhosellshisprincipal’sservices.Heisthereforea
coordinatorbetweentheproducersandthetravelingpublic. Thewordretailerherei
snotrelatedinanysensewithretailersinthemanufacturingindustry. Thisisbecaus
ethetravelagentdoesnotcarrystockoftravelproductsasretailersinthemanufactur
ingindustryand  equallydoesnotpurchasetravelproductsinadvanceforresellto
customers.Thislackofcarryingstockinadvancehastwoimportantimplicationsfo
rthebusinessoftraveldistribution.First,thecostof
settingupthebusinessiscomparativelysmallcomparedtoother
retailingbusiness.Secondlytheagent isundernoobligationtodisposea
producthehasnotpurchasedandthereforehehaslessbrandloyaltytowardsa
particularproduct or company.

Mosttravelprincipalsselltheirproductstocustomersthroughthemediumoftravel
agents.Suchagentshavebeeninexistenceforovera
hundredyears(sellingmainlyshippingandrailservicesbeforeWorldWarll)butth
eirmajorgrowthhascoincidedwiththegrowthinairtravelandpackagetours.Witht
hedevelopmentofairtransport,the
airlinesfoundthatsincetheairportwereawayfrommarketcentersandtherewasalr
eadyestablishedasatisfactorynetworkoftravelagentsto
handlesales,theadditionalcostofsettingupachainofdirectsalesofficewerenotjus
tified.Inturn,agentsexpandedinnumbertomeetdemandfor airtickets.

Iftheagent isabletosellthetourforhisprincipal, hereceivesanagreed
commissionfor toursorganizedbyoperatorsthat aremembersofABTA
(AssociationofBritishTravel Agents). Anagentcanonlygeta
commissionifheisaregisteredmemberofl AT A(International AirTravel Associa
tion).
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Travelagentscanbeclassifiedinanumberofways. Thereisfirstlythedistinctionbe
tweenthosewhoaremembersofvariousorganizationslike

IATA,ABTA,NANTA etc.andthosewhoarenot. Theycanalsobedifferentiated
bythetypeofworkinwhichtheyspecializeandalsobythelocationoftheiroffices.

Travelagenciesare however located inmajorcitycenters,in
thesuburbsoflargetownsandinsmalltownsparticularlyindevelopingcountries.
Tobesuccessful,however,theyneedtobesitedclosetothecentreofshoppingfacili
ties.

3.1.1FunctionsandRoleofTravel Agencies

Themainroleofretailtravelagentsistoprovidetotheircustomersa
convenientlocationforthe“purchase”ofvariouselementsoftravelliketransport,
accommodationandseveralotherancillaryservicesassociatedwithholidayandtr
avel.Thetravelagentsactasbookingagentsforholidaysandtravel
anddisseminateinformationandgiveadviceonsuchservices. Thisrolecanbesum
medupasfollows.

Q) Togiveadvicetothepotentialtouristonthemeritsofalternativedestination
and

(i)  Tomakenecessaryarrangementforachosenholidaywhichmayinvolvebo
okingofaccommodation,transportorotherrelevantservicesassociatedwi
th histravel.

Atravelagent,inordertogiveanadvicetohispotentialcustomerson
themeritsofadestination,mustposses,knowledge,expertiseandanup-to-
dateinformationaboutthatdestination.Besides,atravelagenthasclose
contactswithprovidersofservices,i.e.,theirprincipalfromwhom
theypurchaseservicesfortheircustomers.Inotherwords,aretailtravelagentisani
ntermediaryprovidingadirectlinkbetweentheconsumer ~ andthe  supplier
oftourist Services, suchas airlines, transport
companies,hotels,carrentalcompanies,etc., Theretailagentistheonewhoactson
behalfoftheprincipal,i.e.theoriginalprovideroftouristservicessuchasanairlinec
ompany,hotelcompany,shippingcompany,insurance
company,railwaysoratouroperator.Anagentsellstheprincipalsservicesand
isrewardedbycommission.

3.1.2Travel AgencyFunctions
Thescopeandrangeoftravelagencyoperationswoulddependonthesizeofanagen
cy.Ifthecompanyislargeinsize,therangeofactivitieswilloemorecomprehensive

.Inthiscasetheagencywillhavespecializeddepartments,eachhavingtoperformd
ifferentfunctions.To
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dealwiththesubjectofatravelagency,thebestmethodofapproachis,perhaps,toco
nsiderthefunctionsofatravelagency.Thesemaybebroadlyclassifiedas follows.

(1 ProvisionofTravellnformation

Oneoftheprimaryfunctionsofaretailtravelagentfromthepointofviewofthetouri
storthegeneralpublicistoprovidenecessaryinformationabouttravel. Thisinform
ationisprovidedataconvenientlocationwheretheintendingtouristmayaskcertai
nquestionsandseekclarificationsabouthisproposedtravel. Thisisaveryspecializ
edjobsand thepersonbehindthecountershould beaspecialisthavingexcellent
knowledgeofvarioustravelalternateplans.Heshouldbeinapositiontogiveupdate
andaccurateinformationandaccurateinformationregardingvariousservicesand
generalinformationabouttravel.etc. Thepresentationtothepotentialcustomerm
ustbeforceful,andexciting
variationsmustcontinuallybedevisedtohelpselltours.Agoodtravelagentissome
thingofapersonalcounselorwhoknowsallthedetailsaboutthetravelandalso
theneedsandinterestsoftheintendingtraveler.Communicationplaysakeyrolein
disseminationofanytypeof
information.Thisisequallytrueinthecaseofdisseminationoftravelinformation.
Thepersonbehindthetravelcountershouldbeableto
communicatewiththecustomerinhislanguage.Theknowledgeofforeignlangua
gethereforeisanessentialprerequisiteforpersonnel workingina travel agency.

(i) Preparationof Itineraries

Touristitineraryisacompositionofaseriesofoperationsthatarea result
ofthestudyofthemarket. Atouristjourneyischaracterizedbyan
itineraryusingvariousmeansoftransporttolinkonelocalitywithanother.Preparat
ionofdifferenttypesofitinerariesisanotherimportantfunctionofatravelagency.
Atravelagentgivesadvicetointending
travelersonthetypeofprogrameswhichtheymaychoosefortheirholidayor
businesstravel. Thestudyandtherealizationofthe
itinerariescallforaperfectorganization(technicalandadministrative)andalsokn
owledgeofthedesiresofthepublicforaholidayandthepropensitytoreceivetourist
s bythereceivinglocalities.

(i) LiaisonwithProvidersof Services

Beforeanyformoftravelcanbesoldoverthecountertoacustomer,contractshavet
obeenteredintowiththeprovidersofvariousservices.
Theseincludetransportationlikemotorcarsorcoachesfortransferto
andfromhotelsandalsoforgeneralservicingrequirements. Theworkcarriedoutu
nderthisheadingisusuallythatoftheownersorsenior
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employeesofagenciesconcerned.Inthecaseofalargeagencywith
worldwidebranches,theliaisonworkinvolvesagreatdealofco-
ordinationwiththeprincipals.

(iv)  PlanningandCostingTours

Oncethecontractsandarrangementshavingbeenenteredinto,therecomesthetask
ofplanningandcostingtours,bothforinclusiveprogrammesandtomeetindividua
Irequirements. Thisjobisintenselyinterestingandatthesametimechallenging.Th
ejobcallsforagreatdealofinitiativeanddrives,fortraveltothoseplaceswhicharet
obe includedintheitinerariestheyprepare. Thisisessentiallyajobfora
meticulouslymindedpersonandcallsforconsiderabletrainingandability. Manya
gencieswiththecooperationofairlinesandothertransportationcompaniestaketh
eopportunityofarrangingeducationaltoursforsuchstafftodestinationwithwhich
theydeal.

Manylargeagencieshaveexpertswhoareauthoritiesonparticular
countriesandinadditiontoageneralprogramme, manywillissue
separateprogrammesdealingwithholidayoffersbasedonspecific
formsoftransportation,e.g.,
air,rail,roadorsea.Programmesalsohavetobeprepared
tocoverdifferentseasonsoftheyear.

Publicityisanimportantpartoftheprogramme.Havingspent
considerabletimeandmoneyonpreparingallthatgoesintotheissueof
aprogramme,publicitymustfeatureconsiderablyintheactivitiesofa
travelagencyandmoresoiftheagencyhappenstobealargeone. Themajorityoflar
getravelagencieshavetheirownpublicitydepartmentsunderthemanagementofa
n expertin thepublicityfield.

(v)  Ticketing

Sellingticketstoclientsusingdifferentmodesoftransportlikeair,rail,andseaisyet
anotherimportantfunctionofatravelagency.Thiscallsforathoroughknowledgeo
fschedulesofvariousmodesoftransport.Aircarriers,railwaysandsteamshipcom
panieshavehundredsof
schedulesandthepersonbehindthecountershouldbeconversantwithallthese.Tic
ketingishowever,notaneasyjobastherangeanddiversityofinternationalairfaresi
sverycomplexandvaried. Thereare
severaldifferenttypesoffarecombinationsontheNorthAtlanticroutealone.Chan
gesininternationalandlocalairschedulesandadditionsofnewflightsfromtimetot
imemakethejobofthetravelagentoneof constantchallenge.Anup-to-
dateknowledgeaboutvariousschedulesof aircompanies,steamship
companiesandrailwaysis

veryessential. Computerizedreservationsystemhasintherecentyearsrather
revolutionizedthereservationsystem,bothforairandrailseatsandalso
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aroominahotel.Manylargetravelagenciesareusingthissystem.Thissystemcom
prisesacomputernetworkthatcanbeusedbythetravel
agenttoreserveanairorrailaccommodationandalsoaccommodation

inahotel. Throughawidenetworkconfirmationreservationsareavailableinamatt
erofseconds.

(vi)  Settlement of Account

Linkedwiththefunctionofticketingandreservationofaccommodation
inahotelisthesettlementofaccountsofthe
clients.Accountancyplaysanimportantpartandisoneofthemajordutiestobeperf
ormedbythetravelagency.Dealingwiththesettlementofaccounts
inallpartsoftheworld,callsforathoroughknowledgeofforeigncurrencies,theircr
0SS-
valuesandaboveall,theintricaciesofexchangecontrolregulations,whichvaryfro
mcountryto country.

(vii)  ProvisionofForeignCurrencies

Provisionofforeigncurrenciestointendingtravelersisanother
specializedactivityofatravelagency.Someofthelargetravelagencies
dealexclusivelyintheprovisionofforeigncurrencies,traveler’scheques,etc. This
isanimportantfacilitytointending travelerasitsaves
themalotoftimeandenergyinavoidingvisittoregularbanking channels.

(viii)Insurance

Insurance,bothforpersonalaccidentriskandofbaggageisyetanother
importantactivityofthetravelagency.Someofthelargertravelagentsmaintainsiz
eableshippingandforwardingdepartmentsaimedat
assistingthetravelertotransportpersonaleffectsandbaggagetoany
partoftheworldwithaminimumofinconvenience.

The
multifariousactivitiesmentionedintheaboveparagraphsshowthatthetravelagen
cy’srangeofservicesinmoderntimeshasexpandeda

greatdeal. Thefiledofexpertiseisquitelargeandisconstantlygrowing
withthefastchangingtravelneedsofthepeople. Thejobdescriptionofamoderntra
vel agencycanbe summed up inthe following words:

Q) Preparationofindividualpre-
planneditineraries,personallyescortedtours
andgrouptoursandsaleofpre-paid package tours.

(ii)

Makingarrangementforhotels,motels,resortaccommodation,
mealscarrentals,sightseeing,transferofpassengersandluggagebetweent
erminalsandhotelsandspecialfeaturessuchasmusicfestivalsandtheatret
ickets.
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(iii)  Handlingofandgivingadviseonthemanydetailsinvolvedinmoderndaytr
avel,e.g.,travelandbaggageinsurance,language
studymaterials,travelerscheques,foreigncurrencyexchange,
documentaryrequirement(Visasandpassport)andhealthrequirements(i
mmunizationandinoculations).

(iv)  Possessionofprofessionalknowledgeandexperience,asforinstance,sch
edulesofairandtrainconnections,ratesofhotels,theirqualitywhetherroo
mshavebaths,etc.allofthisisinformationonwhichthetraveler,butforthet
ravelagent,willspenddaysorweeksofendlessphonecalls, lettersandpers
onal visits.

Arrangementofreservationsforspecialinterestactivitiessuchasconventi
(v)  ons,conferences,andbusinessmeetingandsports events,etc.

SELFASSESSMENTEXERCISE1

Explainthetermtravelagent.Whatarethefunctionsofthe

travelagent?3.1.3TravelOrganizations

Therearevariousactivitieswhichatravelagencyhastoperforminorderthataninte
ndingtravelerundertakeshisproposedjourneyandenjoysaholidayofhischoice. T
herearevariousstepsinvolvedfromthetimeatravelervisitsatravelagenttobuyatic
ketuntilhereturnsbackhomeafter visitingaplace ofhischoice.

Organizedtravelbya travel agencycanbeoftwotypesi.e.

a. Singleclient and
b. Groupclient.Inordertoeffectthejourney,thefollowingmainelements(in
bothtypesoftravel)need tobeconsidered:

Q) Studyofthejourney.

(i) Estimateofexpenditure.
(iii)  Executionofthejourney.
(iv)  Presentationofaccounts.
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IndividualorOrdinaryTrips
Thefollowingstepsareinvolvedinorganizingindividualorordinarytrips:

Q) Theclientturnstothetravelagenttoorganizeforhima
particularjourney(Cultural, natural, business,religious,etc.).

(i)  Theagencyfromthisanglewillexamineastowhatwillbe
involved,e.g.,scopeofjourney,whenthejourneyistotakeplace,variousse
rvicesneededandtheaccessories required.

(iii)  Basedontheaboveevaluationandotherelementsinhis
possession,thetravelagentwillsuggestitineraryandwillthencommunica
tetotheclienttheestimatedmaximumcostfortheclient’sapproval.

Thetravelagentwillthencompilethedefiniteestimates,atotalofaseriesof

(iv)  variouscostsaddedup,e.g.,transport,accommodation,andtheservicessu
chasthoseofguides,operativecostsuchas(postage, telextelefax,e-
mail,telephones,etc.)

Thetravelagentthenwillpresentadocumentoftheamountofmoneytobep
aidinduplicatetothecustomer.Theclientreturnsoneofthedebitcopiessig

(v)  nedonacceptanceaccompaniedwith
adeposit(inanticipation);thedepositnormallyisabout
25percentofthetotalcost.

Oncetheclient’sapprovalhasbeenobtained,thetravelagent’soperationd
epartments thenexecutesjourney.

(vi)
Thetravelagentpreparesthetouristitinerarywhichwillaccompanythecli
entthroughtheentirejourney.ltwillindicate

(vii)  theticketstobeused,thehotelsandotherservicesbookedandwillincludev
ouchers,etc.Normallytheitineraryismadein
triplicate.Onefortheclients,anotherfortheagencyandthethirdtothehotel
ierorthosewhowillprovidetherequiredservicespaidbymeansofvoucher
.

(viii)Theoperationdepartment’stasknowistobookfortheestablisheddatesthetra

nsportandvariousotherservices. Afterthebookingconfirmationhasbeenr
eceivedthetravelagentissuesthevouchers.
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(ix)  Thelastformalityisthedeliverytotheclientvouchers,
confirmedticketsandthe technicalitinerary.

(X)  Whenthegroupisparticularlylargee.g.forsportsthetravelagentneedstota
keanextracarebywayofinformingpublicauthoritiesforpurposesofsecuri
ty,etc.

Travelagentsinahighlydevelopedmarketcoveralltheaboveactivitiesandrangeo
fservices. Therangeofactivitiesofatravelagentinanycountrydependsupontheex
tentoftheeconomicdevelopmentofthatcountry,thetravelpatternsofthepopulati
oninadvancedcountriesandpeoplewithhighincomestakingmoreholidaysasco
mparedto
developedcountries.Theservicesoftravelagentsareincreasinglyutilizedindevel
opedcounties.InsomeoftheadvancedcountriesliketheUSA,Canada,Germanya
ndJapan,averylargepercentageof touristsareutilizingthe servicesofa travel
agent.

3.1.4Sourcesof Revenueof the TravelAgency

Thetravelagencyinordertokeephisbusinessrunningmusthavesomefunds.
Themainsourcesofrevenuetotheagentsare.

(1 Commissiononticketsaleshemakestohisprincipal. Thusthehighertheris
kofanagencythehigherishisremuneration.Buthedoesnotkeepstockofth
egoods(tickets)andthereforehegains10%as commission
fromthesaleshemakes.

(i)  Commissionfromancillaryservicessuchastravelinsuranceandthecharg
eshemakesfromsuchservices astravelcheques.

(iit)  Incomefromshort-
terminvestmentofmoneyreceivedfromhiscustomersas depositsand
pre-payment.

Profitsearnsfromthesalesofhisownvarioustours,ifhe
operatesasatouroperatesasatouroperator.

3.1.5Travel AgentSet-Up

Atravelagencymaybelargeorsmallinsize.Alargetravelagencycallsformorehan
dsforitsmanagement,whilesmallonescallforfewhandstomanageitsaffairs.Inlar
getravelagencies,completeservices

areoffered,i.e. airlineticketingtourpackaging,cargo,shippingandrail
booking,whilesmallorganizedtravelagenciesconfinetheiroperationtoonlyspec
ificareas.Normallyalargeandmediumtravelagencyhasheadquartersandbranch
offices.
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MD
OPS MGR
| | | |
AGENGT ACCOUNTANT SUPERVISOR SEC
MANAGER
| | |
TICKETING ACCOUNT TYPIST
STAFF CLERK (OFFICE ASST)
| | |
CLEANER MANAGER GUARDS

ManagingDirector

Heistheoverallheadoftheagency.Hecouldeitherbeaprivateowner
oftheagencyorbeemployedbytheprincipal.ltisinhishandthattheauthorityofthe
companyisvested.Hisfunctionsaresimilartothatof
thechiefexecutiveofairlineorganization.Someofhisfunctionsare:

Q) Herepresentshisprincipal,

(i) Heensuresthat legal requirementsaremade

(iii)  HeseesthatthecompanyoperatesincompliancewithlATA guidelines
Helaysdownstrategy,generalpolicyandsectorialpolicyfortheoperation

(iv)  ofthe agency.
Heservesasthespokesmanoftheagencyonpublicstatementrelatingto

(v)  theorganization.

OperationsManager

ImmediatelyaftertheManagingDirectoristheOperationsManager,
thismeansthatherankssecondintheoperation.Heisthemantoputto
effectthedesignedobjectivesbyputtingtoworkallelementsinvolved.Heattimesf
ormulatespoliciesandallocates all staffworks.

TheAgencyManager

HeisrankednexttotheOperationsManager.Heisresponsibleforpassengercare;h
emakesprovisionforticketsfromtheprincipaltothecustomers.Heisinchargeofth
edistributionchannel,i.e.,theagencymainofficesandsupervisesallworkunderhi
m.Herepresentstheprincipalonanairlinetosellhisproductstotheintendingtravel
ers.He
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providestravelerswithinformationregardingdestinationandchoiceofdestinatio
n.

TicketingStaff

Heisunderthe AgencyManager.Heisthesalesmanwhosellstheprincipal’sprodu
ctdirectlytothetravelersinregardtothequotedprice.Heoperatesondirectivesfro

mhisbossandensuresthatticketsare alwaysavailable fortravelers inorder notto
keepthemstranded.

Accountant

Hekeepsallfinancial/accountrecordsoftheagencyespeciallyonthesaleoftickets
andtours.Heisresponsibleforthestaffpaymentbypreparingtheirsalaryvoucher.
Herelateswiththebanksbyopeningan

accountfortheagency. Thisisimperativebecauseattimeswhenthe
agencyneedsfunds,heapproachesthebankswheretheyeitherborrow
orwithdraw.Besides,hedirectsallfinancialspending. Theaccountanthasunderhi
mtheaccountclerkwhoactsasassistanttotheaccountantbyhelpinghimtokeepfin
ancialrecordsandalsoeffectssomepayments bypreparing voucher
andwagesofstaff.

Supervisor

Hesupervisesallaffairsoftheagencyby
overseeingandmonitoringtheactivitiesofstaffunderhim.Thisensuresthatthesta
ffcarryouttheirfunctionsdiligentlyandrespectivelyto thedelight
ofthecustomers.

Hisappearancesinducethestafftobemorecommittedandresponsive
totheirfunctions.Underthesupervisortherearecleanerswhocarryout

cleaningoperationsintheagency,themessengerisalwaysaroundand
servesasaservanttothemanager.

Guard

Heisthesecurityoperatoroftheagencythatkeepstheagencyon surveillance.
Secretary

Heservesasassistanttothemanager.Hekeepsrecordsofallactivities
oftheagency.Hereceivestherecordsofcustomersthatvisittheorganization. Theo

fficeofthesecretaryprovidescorrespondence.Underthesecretaryisthetypistwh
oassistsintypingalltheagencyofficial documents,bothgoingandcomingmails.
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3.1.6Registrations of TravelAgents

TheNational AssociationofNigerianTravelAgenciescontrolstheregistrationoft
ravelagencies,operatingwithintheFederalRepublicof
Nigeria.HowevertheAssociationhastwocategoriesofmembers,namely.

(@  FullMembers

TravelagencieswithinNigeriaholdinglicensefromthelnternational Air Transpo
rtAssociation (IATA)andNANTA.

(b)  AssociateMembers

Tourcompaniesandl AT Atravelagenciesthathavenotyetbeengivenlicensebyl A
TAandare expectedtopayN15,000while alliedmembers
areexpectedtopayN1000peryearas registrationfees.

Anannualcontributionisexpectedfromevery
registeredmemberwhichamountstoN2,500asanannualregistrationfeeswhilene
wandintendingmembersnormallyapplyformembershipwithanon-
refundablefee 0fN1000

Anannualcontributionshouldbepaidbyindividualtravelagencyfailuretowhichc
alledfordisciplinaryactionwhichinvolvesexpulsionfromthe organization

Thereareover(300)threehundredtravelagenciesscatteredalloverthe
countrywithalargerconcentrationinLagos.Oftheseonly50%areregisteredando
nlyabout35%areactiveandfinancialmembers.
However,withthemassivecampaignwhichtheorganizationis
currentlycarryingoutmembershipconditionisexpectedtoimprovetremendousl|
y.Beingamember,theoperationandservicesofalltravelagenciesarestandardizeb
ylATAandNANTAandalsoseethattravelagenciesconformwiththeirlaiddownr
ulesandregulation.Offending
membersaredealtwithaccordingtotheconstitutions. Theactivitiesoftheregistere
dmemberismonitoredbyNANTAsecretariat.

3.1.7Travel AgencyCommission

MostofthetravelagentsespeciallyinNigeriaselltheirprincipal’sproductsandinr
eturntheyaregivencommission. Thecommissionofferedtotravelagentsvarieso
nthebasisofproducts.Normal
commissiononaninternationalairlinetickettotravelagentsis
somethingabout8%t010%.Thecommissiongiventotravelagentfor

91



HCM305 TOURISM SALESANDMARKETING

thesaleofinclusivetour(Package)is10%fromthewholesale transporter.

Travelagentscharged10%onbookingHotel. Oftenthispercentage
varies.SomeHoteloffershighercommissiontotravelagentstoattractmorebusine
ss,especiallygroupbusiness.Thereisnostandard
regulationforcommissiononseatravelinNigeria.IntheNorth Atlantic,itis
12%onservicesbetweenU.S.AandEurope.

3.1.8ProblemsofTravel Agency

(i)Inadequateofprofessionalism.

(ii)Inadequateoffunds tooperatetravelagencybusiness.

(iii)Hardshipin registrationofmembersoftravel

agencywithlATA.(iv)MostNigeriantravelagenciesengagedinthesalesofticket
ratherthan embarkingonotheractivities.

(v)Badlocationandfacilitiesaffectthesmoothoperationoftheagency.

(vi)Inadequateoftourismconsciousness.

(vii)Inadequateofmarketing andpromotion ofservices in Nigeria.

(viii)Someprincipalsorairlineshavestartedsellingdirectlytothe
public,whichisasignofdissatisfactionoftheservicesofthetravelagency.

(ix) Thetravelagentisalsofacingcompetitionfromhiscolleaguesin thetrade.

SELFASSESSMENTEXERCISE?2

Mentionthe sources ofrevenueofthetravel agency

4.0CONCLUSION
Inthisunit,wehavediscussedgenerally,thenatureandmeaningoftravelagency.T
heroleandfunctionsoftheagency,theorganizationoftheagencyandrevenueofthe
agency,etc.

5.0SUMMARY
Thisunittreatsthenatureanddefinitionofthetravelagency,theroleandfunction,s
ourcesofrevenueoftheagency,thesetupoftheagency,thecommissionoftheagenc
yandthe problemsfacing theagency.

6.0TUTOR-MARKED ASSIGNMENT

1.DefineTravelagent.
2.Explainthefunctionsofthetravelagency
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1.0INTRODUCTION

Amajorcontributingfactoringrowthofairtravelholidaytourismhas
beenthedevelopmentoftheinclusivetour,amethodofpackaginga
holiday.Thishas beentheresultofa dramaticgrowthoftourist
traffictotheMediterraneancountriesfromEuropeinthelastthirtyyears. Theideao
fbuyingapackageoftravel,accommodationandperhapssome
ancillaryservicessuchasentertainment,etc.,becameanestablishment
inWesternEuropeinthe1960’s.Essentiallyan‘inclusivetour’isa
packageoftransportandaccommodationandperhapssomeotherservices,whichi
ssoldasasingleholidayforanall-inclusiveprice.Thisinclusivepriceisusually
significantlylowerthancouldbeobtained
byconventionalmethodsofbookingtransportandaccommodationseparatelyfro
mindividualhotelandtransporttariffs. Theprincipalfeatureoftheinclusivetourist
hatthetouristmaybuyforasinglepriceaholidaywhichischeaperthanwouldbepos
siblefortheholidaymakerifhebuysthecomponentsofhisholidayseparatelyanddi
rectlyfromtransportcompaniesorfroma retailtravelagent.

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explainthemeaningoftouroperator
explainthedutiesand functions oftouroperation
explainthetypesoftour operator
explainthemarketingofapackagetour.
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3.0MAINCONTENT
3.1MeaningofTour Operator

Anattempttoreallyunderstandwhatthetermtourdenoteswillgivea
clearerpictureofwhothetouroperatoris.Adictionarymeaningstatesthatatourisaj
ourneyoutofhomeorplaceofworkandbackduringwhichseveralormanyplacesar
evisited.Suchtripsarenormallywellplannedinadvancetoensuretheirsuccess,as
wellasencouragingvisitoror touriststomakearepeatjourney.

Lookingattheabovedefinitiontherefore,itcanbesaidthatatouroperatorisonewh
oinitiatesandorganizesalltheproposalsconcerningatour.Hemakessalesforairli
nes,hotelsaswell asothertouristservices andsometimes
dealsdirectlywithhisClients.

Itisthetouroperatorwhobuysaircraftseatsandhotelbedsandcertainotherfacilitie
ssuchassurfacetransportorentertainmentandmakesup
thepackage.Historicallythetouroperatorhasmostlyemergedfromretailtravelag
ency.However,todayacleardistinctionmustbemadebetweenatouroperatoranda
travelagent. Thelatter,theretailagents,undertakestosellthetravelservicesofhisp
rincipal,i.e.,airline companiesandother
transportundertakings,hotelgroups,shippinglinesandtheprovisionofsuchancill
aryservicesastravellercheques,insurance,etc.

Thetouroperatorisamanufacturerofatouristproductunlikethetravel
agentwhoistheretailerofthetouristproducts.Heplans,organizesandsellstours. T
hetouroperatormakesallthenecessaryarrangements—
transports,accommodation,sights-
seeing,insurance,entertainmentandothermattersandsellsthis‘Package’foranall
inclusive,rice.Apackagetourisdesignedtofitaparticulargroupoftravelers.There
may bespecialinteresttours,i.e.,trekking,wildlifetours,etc.,andcanbe
escorted. Anescortedtournormallyincludestransportation,meals,sightseeing,a
ccommodation,guideservicesetc.ltisthe“escort”orthe“groupleader’whoisresp
onsibleformaintainingthescheduleofthetourandforlookingafter all
thearrangements.

Specialistoperatorsmaybesubsidiariesofcarriedoraccommodationorganizatio
ns,existingtoprovideasalesoutletfortheorganizationsproducts.ltis,however,co
nvenienttogroupspecialistoperatorsintofivecategoriesnamely:

(1 Thoseofferingtourstospecificgroupsofpeoplewhichmayfollow a
policyofmarketsegmentation.
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(i)  Thoseofferingtourstospecificdestinations,suchasYugotoursorSwisstra
velservicesservingYugoslaviaandSwitzerlandrespectively. Theyareoft
enownedbyorhavestronglinkswithfirmsorstategovernment in
thedestination country.

(i)  Thosetouroperatorcompaniesusingspecificformsofaccommodationfor
theirtours.Suchascampingholidaysor holidayvillages,e.g.,Euro
camporhavenleisure.

(iv)  Thoseusingspecificformsoftransportfortheirtours.Thesemay
wellbeownedbytransportbusinessessuchastheferrycompaniesor
theorientexpressprogramme

(v)  Thoseofferingspecialistinteresttourssuchasbhiggamesafaris,cruising,cy
clingorhikingholidays.Overthepast20or30yearspecialisttouroperators
haveproliferated.Usuallytheyhaveidentifiedaneedandsoughttocaterfor
it,takingadvantageof fashion trendin tourism.

3.2Dutiesand Responsibilitiesof Tour Operator

Whentravellingwasarelativelylimitedactivity,bothinthesensethatcomplexjour
neywerenotcommonandinthesensethatthetotalvolumeoftravelwasstillsmall,t
hetravellercouldmakehisownarrangements. However,whenthereweresufficie
nttransportundertakings,aneedarisesforaspecialisttravelorganizerwhocouldas
semblejourneysonhisbehalf.Heissuesticketstocoverthewholejourneyas
anagentforthetransport,hotelandotherrelated services.

Theypurchaseseparateelements oftransport,accommodationandother
servicescombiningthemintoapackage,sellingitdirectlyorindirectlytotouristsor
travellers. Theyarewronglyreferredtoaswholesalersas
theycanbestbedescribedaslightassemblyoperatorswhoonlyassembleandsellas
does a fitter whoputstogethera wardrobe.

Itisaprofessionthatdealswithdifferentpeopleofdifferentcharacters,tastes,colou
rs,status,andlanguage,allofwhommustbeattendedto

withoutbias. Thoughacommercialundertakingitisyethumanitarian,encouragin
gunityandaffectionbetweenpeopleofdifferentpartsofthe world.

Alltravelsbetweendestinationcountrieshelpinbalancingoftradebetweenthem
throughforeignexchangegeneratedfromsuchtrips.

Heisalsoresponsiblefortheitineraryofthepackagetour.Inthiscontextthereareus
uallytwotouroperatorsinvolved. Thereistheone
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whoinitiatestheideaofthetournormallyattheoriginatingcountryand
onethatisbasedinthereceivingcountryordestination.Here,whiletheformeroper
atorisbusyselectingtouristdestinationtobevisitedandextendinginvitationtoage
ntsatvariousdestinations,thelatter,nowever,willbebusyarrangingforaccommo
dation,ground transportation,placesofinterestto bevisited,etc.

Asaresultofnegotiationanddivisionoflabourinvolvedinthetourstructure, itisevi
dentthatwithoutdemandtherewillbenosupply.In
otherwords,withouttheinitiatorattheorigin,thetourmightnotbe
successful,sincepackagetoursrequirepre-arrangementstoensure repeatvisit.

Thetouroperatorsaresometimesreferredtoaswholesalers,butthisis
onlypartiallyaccurateasunlikethewholesalerwhobuysonhis
account,breaksbulk,allofwhichthetouroperatordoes,alsothetouroperatoralters
theproducthebuysbeforesellingtothecustomer. Thewholesaler,however,does
notalterthe producthebuysbeforeselling.

Carriers

Accommodation —
our operators Customers
Services —

Fig.10.1 Tour operators

Touroperationisahighlycompetitivebusiness,withsuccessdependantupontheo
peratormaintaining thelowest possible pricewhilecontinuing
togivevalueformoney.Thistheydoby
restrainingtheirprofitmarginsandseekingcostsaving.Suchcostsavingoriginally
cameaboutthrough
thecharteringofanentireaircraftinsteadofmerelypurchasingablock
ofseatsonascheduledflightorby“timeseriescharters”throughthis,aircraftswerel
easedoverlongerperiodoftimeratherthanforad-
hocjourneysultimately,largertouroperatorspurchasetheirownaircraftsandfor
mcharterairlinetocarrytheirclientspartlyasacostsaving
exercisebutequallytoensurethatgrowingdemand outstrips supply.

SELFASSESSMENTEXERCISE1

0] Whoisatouroperator?
(i)  StatehisDutiesand responsibilities.
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3.3Typesof TourOperators

0] MassMarketOperators

Theyselllargenumbersoftours by
airandorcoach. Theyarenormallylargeoperatorswhoconcentratetheiractivities
onmassmarket.3sdestinationslikeSpain,Mexico,CanarylslandandGreeceetc.
Theyfrequentlysubdividetheiroperationstoservedifferentmarketsanda
featureoftheirstructureisthatmanyarelinkedwiththeirownairlineorbyairlinesdi
versifyingintotouroperating(asinthecaseofBritishAirways.)

(i)  SpecialistOperators

Theyarelesswellknowthanthemassmarketoperatorsbutaremorenumerous. The
yrangefromlocaltravelagentsorganizingad-hoctours. For20-
30localpassengersuptobusinessofferinglong-
distanceinclusivetourstoexclusivedestinations.ltishoweverhardtodrawa
cleardistinctionbetweenthemandthemassmarketoperatorse.g.some
arelargeenoughtobeconsideredasmassmarketoperatorsexamplesofwhichinclu
desOlympicholidaysspecializingintourstoGreeceetc.

Theyonlyspecialistonparticulargeographicalregions.
(it)  DomesticOperators

Theseareoperatorswhoassembleandselltourstoadestinationswithin
thecountryinwhichthetouristreside.Ingeneral,domestictouroperationhave
developedafter internationaloperations.

Domesticpackagetoursstrengthentheeconomicpositionofreceiving
destinations. Theymaygoalongwayincontributingtothe development
ofroads,hotelsculturaloutputandtheindividualstandard
ofliving.Theyimprovecarriersloadfactorandhoteloccupancyratebypurchasing
unsoldseatsandbedsrespectivelytoselltointerestedtravelers.

3.4MarketingaPackageTour

Inacompetitiveworldmarketsituation,wherethereisachoiceofseveralalternateh
olidaydestinations,atouroperatorhastomakea
carefuldecisionregardingpromotingandmarketingaparticular

package. Afterconsideringvariousalternatives,atouroperatorhasto
narrowdownthechoicetofewpotentialsdestinations.Arealistic appraisalofthe
potentialoftheselecteddestinations istobemade.
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Selectionofapotentialdestinationbyatouroperatoristobebasedon
severalfactors, someof thefactorsincludethe:

(1 Numberoftourist whichtheareapresentlyattracts.

(i) Growthrateintouristarrivals.Inthese areas.

(iii)  Shareofthe competingcompanies.

(iv)  Estimateofthetotalshareofthemarketwhichthecompanycouldexpect to
gaininthenextfewyears ofoperation.

(v)  Availabilityofsuitableandconvenientconnectionstoa destination.
Negotiationwithprincipals likethe airlines and

(vi)  hotelsandNegotiationwithlocalhandlingagentsatthedestinations.Et

(vii) c.

3.5TourBrochure

Oncealltheabovefactorshavebeenconsidered,atouroperatorwould
thenpackageatourandincorporateitinabrochureknownas“Tour
brochure”abrochureisadocumentboundintheformofabooklet.ltis
avoluminouspublicationwithspecialemphasisonthequalityofa
paper,thegraphicdesignofthecoverandthelayoutofpages. Thetouroperatorsbro
chureisthemostvitalmarketingtoolforsellinghis
product.Sincetourismisanintangibleproductwhichcannotbepre-
testedbytheprospectiveconsumerpriortothepurchase,thebrochurebecomesthei
mportantchannelofinformingacustomerabouttheproductandalsomotivatinghi
mtobuytheproduct.

Thebrochure containsa comprehensiveand detailed
informationaboutadestinationincludingcruises,bustours,safaris,chartervacati
onsetc.withcolourphotographsregardingallthedestinationwhichacompanyispr
omoting.Detailedinformationabouthotels,weatherconditions,
frontierformalitiesetc.isalsogiven.Thepriceofvarioustoursis
invariablymentionedalongwiththedateswhentourstakeplace.Manytouroperat
orstakegreatcarewithproductionoftheirbrochures.

Therearehowever,notravelindustrystandardsorguidelinesortheproductionofbr
ochures.Establishedtouroperatingcompaniestakegreatcarewhiledesigningthei
rtourbrochures. Thefollowingaresomeimportantareaswhichneedtobetakencar
eofwhilegettingthetourbrochureprinted.

Q) Quialityofpaper
(i) Layout

(iii)  Qualityofprinting
(iv)  Photography

(v)  Detaileditineraries
(vi)  Specialfeatures
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(vii)  Weatherconditions
(viii) Mapsofareas

(ix)  Tourconditions

(x)  Hotelinformation

(xi)  Termsandconditions of
(xii)  Tour.

Severallargetouroperatingcompaniesgettheirbrochuresdesignedandprintedint
heirownadvertisingdepartments.Somegetthebrochures
printedinconjunctionwiththedesignstudiooftheiradvertisingagencywhointurn
negotiatewiththeprintertoobtainthebestquotationandensurethattheprintdeadli
nesareadheredtoadheringtotheprintdeadlineisextremelyimportantasthecompa
nyhastointroducethe
brochureatapredetermineddatecoincidinginmostcasewithtraveltradeandconsu
merholidayfairs. Theintroduction ofa brochureatthese
eventsbothtotraveltradeandconsumeriscrucialformarketinga package.

3.6SkillsandContributionof Tour Operator

Servicesofferedbytouroperatorvarywidelyandarelimitedonlybytheimaginatio
n.Servicesmayincludemeetingtheclientwithfanfaresandceremonyuponarrival
atadestination.InHawaii, thetouroperator
isonhandtoplacethetraditionalLeiaroundtheneckofthevisitorsas
theyarriveontheairportbuilding. Theleiwiththetraditionalkisstounreservedsom
evisitorsbutthecustomerispleasantlystartingthemosttravelerswhomayhavebee
nontheplanemanyhoursneedthere-
assuranceandsometimesthephysicalsupportoftheescorttothewaitingtourvehicl
eotherclientsaregladthattheoperatormakesallthe arrangementsfor
transporting theluggagefromandback tothehotel.

Touroperatorsmayaccountthecompleteresponsibilityforthetour,fromthebegin
ningtotheend. Thecostmaycovereverythingthatthetravelerwouldordinarilyhav
etopay—luggage,gratification,accommodation,airfare,meals,sight-
seeing,andentertainment.Prices
foratourpackagemaylastforsomedaystomonthsforalmostanytripimaginable.

Touroperatorinvolvesamultitudeofdetailsandaddsavariety ofskills
includingsalesability. Touroperatorsmustbeadministrativelycapable,
alsotospeakandwritewell. Thismusthavethetalentforvisualizingthestepbystep
detailsofacomplicatedtourarrangement. Theyareconstantlyplanningthefuturea
ndanticipatingchangeinmarketsandtourdetails. Attimestheyworkundertremen
douspressure,sometouroperatorsowntheirowntransportothereaseorcontractfo
rtransport services.
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Sometouroperatorsconcentratelargelyorcompletelyoncertaintraveldestinatio
nse.g.HawaiianHolidays,IslandHolidayand TradewindoffertouronlytoHawaii
,thereofthemajorwholesalersownhotelsinHawaii.

Whatconstitutesatouriscarefullydefinedbycivilaeronauticshoardof
USA.Whomaysellit,whomayout,itthenumberofdaysitmaylastandtheminimu
mgrand package,thatmustbepurchasedareprescribed.

Tourwholesalerscanbelocal,nationalorinternational. Thelocalwholesalers’pac
kage’stoursfortheareathensellsthemtoretailtravelagentswhere everpossible.

Thewholesalermayhaveregionalofficesinothercounties,ifamarketareadoesnot
justifyacompleteoffice,thewhole-sellermayarrangeto
berepresentsinanotherarea,thebestknownoftourwholesalersare
ThomasCookCompanyand Americanexpresscompany.

Thetotalchainsarelikelytoselloutwhatiscommissionableandwhatisnot. Commi
ssionsarenotpaidonextendedstayaccommodationthatiswhenclientpre-
bookedbyhistravelagencyattendedtheirstayathotel. Themajorairlinesofthewes
ternworldareownersofhotelsandquitenaturallyandinterestedinsellinghotelspa
cesaswellasairplaceseats.

Atourguide isamediatorwhosefunctionistoshepherd, guideandlook
aftergroupoftourists. Toursareemployedbycarriersandtouroperators.Whileso
meareselfemployed-

workingfreelancefortouroperatorsorthemselves. Theyareveryimportantsource
ofinfrastructureto tourists.

Tourguidessareretainedbytouroperatorsfortheirexpertiseingeneral
orspecialistsubjectsandusuallyemployedorengagedduringfullseason. Theyare
alsoknownastourescorts,tourleadersortourmanagers. Trainingcoursesinguidin
gareofferedbytechnicalcollegesandprivateinstitutions.
SELFASSESSMENTEXERCISE?2

Mentionthefactorstobeconsideredinselectingapotentialdestinationbya
touroperator.
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4.0CONCLUSION

Inthisunit,wehavediscussedgenerally,thenatureandmeaningoftouroperator,th
edutiesandresponsibilities,thetypesandcategoriesoftouroperator.

5.0SUMMARY

Thisunittreatsthemeaningoftouroperator,thecategoriesoftouroperator,theduti
esandresponsibilitiesoftouroperator,themarketingofapackageandtour/tourbro
chure,theskillsandcontributionsoftouroperator.

6.0TUTOR-MARKED ASSIGNMENT

1.Define touroperator.
2.Whatarethefactorstobeconsideredinselectingpotential destinationbythe
touroperator?
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1.0INTRODUCTION

Thetermmarketingmixisusedtodenotetheinstrumentortoolsthatthemarketersu
setoinfluencedemandofagivenproduct.Inotherwords,marketingmixmeansmix
tureofelementswhichinteractand
complementeachothertoachievethetargetedresults. Theterm‘marketingmix’w
asintroducedbyProfessorNeilBordesintheyear1953.ProfessorBordesgotthecu
efromastudyofmanagementof
marketingcostsbyProfessorJamesGullitonwhodescribedthemarketingexecuti
vesasamixerofingredients. Thefirmortheorganizationcanuseavarietyofmarketi
ng‘instruments’inregardtoits
productsorservices,theirpricing,theirdistributionsorsalesandtheirpromotion.T
hecombinationofspecificactivitieschosenbyafirmisusuallycalledthe“marketi
ngmix”.Anexampleofthiswouldbea
policyofpricereductiontotouristfacilitiesandservices.Thiscouldbe
substitutedbyincreasingavailablefacilitiesandservicesforthesamepriceorbystr
engtheningpromotionalactivitiesinviewoffacingcompetitionandincreasingsal
es output.
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2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explainthemeaningofmarketing mixintourism
°explainthefourpofmarketsingmixin tourism
*explainthemarketingorganization
explainthefactorsinfluencingmarketingorganization

explainthestructureand function ofmarketing
organization.3.0MAINCONTENT

3.1TheMeaning of TourismMarketingMix

Inmarketingmanagement,themarketingmixconsistsofcontrollabletoolswithint
hecompany’sproductorservice.Whileintourism,themarketingmixislargelyaco
mplexgroupoffactorsinterveningto
achievethemarketing“endproduct”whichincreaseseffectivenessindemandout
putinrelationstosupplyandmarketinginvestment(input).Abalancemixisnecess
arytoreachthistargetedresult. Thetourismmarketingmixconsistsofthefour
Pnamelythe: °

0] Product(Productpolicy)

(i)~ Price(Pricingpolicy)

(iii)  Place(Distributionpolicy)and

(iv)  Promotion (promotionprogrammes).

Inthecaseofintangibles(i.e.services),additionalvariablearerequiredtoinfluenc
edemand.Thesevariablesincludethephysicalevidence,processandpeople.

Theapplicationofanyorcombinationofthesevariablesdependsalot
onthemarketsituation,strengthofcompetitions,companyobjectives
andtheavailableresourceswithinandoutsidethefirmdesignedto
handletheabovevariables.Consumerclustersexhibitdifferentlikesand
preferencesandassuchcanbeinfluenceddifferentlybyeitherproduct,price,place
orpromotionalappeals. Thesevariablescanbeproducedandorganizedbythemar
ketingmanagerinordertoincludepositive reactions
ofpotentialandexistingcustomerstothecompany’sproducts.
Itisnodoubtworthconsideringthevariouselementsofthemarketing
mixinordertobringoutthespecialfeaturesthatcommandcustomer
favourableattitudesand behaviourtowardsaproductorservice.
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(A)  TheProduct

Theproduct’sextrinsicandintrinsicqualities,physicalfeatures,packagingextens
ions,brandingandback-upservicesaswellascolourandtrial performanceare
themagicwords
thatleadtocompulsiveactiontobuy.Thesefeaturesareseendifferentlybydifferen
tgroupsofcustomers. Anorganizationcanlaystrongemphasisonproduct
paraphernaliaasastrongtooltoenhancesales.Inthiscaseabsolutecarewouldbeta
keninthechoiceofpackagingmaterials,productquality,supervisionandassociate
dservice.However,someproductcanbe
differentiatedandclassifiedaccordingtotheaffordableexpenditureof customers.

Ontheotherhand,thetouristproductisacomplexproduct.ltcomprisesofaccomm
odation,catering,transportationandentertainmentbutona

widesense, itisdescribedasanamalgamofwhatthetouristdoesatthedestinationan
doftheservicesheusestomakehisjourneypossible. It is
theprimeresponsibilityofthenationaltouristorganizationto
designandformulatethetouristproductsinordertooptimizecustomer’s
satisfaction.Thetaskoftouristproductformulationneedstotakeconsiderationoft
hefollowingfactors.

Q) ManagingExistingTourist Product

Nationaltourismorganization’smajoractivityofmanagingexistingproductwillb
etoensurethecontinuousprofitability,marketshareandsalesofsuccessfultourist
product. Thiseffortmustbebackedupbyseekingnewcustomersespeciallythose
marketorcustomersthathavebeenoverlooked.

(i) ProductModification

AnotherimportanttaskfortheNTOistomodifythenatureorstylesof
theirtouristproductsoastomeetthechangingmarketcondition,competitionortec
hnology;forexample,inanagreementwithre-
knownedtouroperators,NTOcanmodifytheirtouristproductbyofferingnewexp
editiontoincludesomeexcursionssitesandotherdestinationthat
mayinterestthetourists.

(ili)  ProductRationalization

Thisentailstheplannedremovalofcertaintouristbecomeobs productthathas

oleteorcannolongerearnsufficient revenue.Product
modificationmaynotbepossiblebecauseofthecosttechnical involvedorother
reasons.Productrationalizationmaybring aboutchangesin
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marketingpromotion,changesincustomersneedsortheintroductionof
newproductsbythe competitors.

(iv)  NewProductDevelopment

AnotherconsiderationintheformulationoftouristproductisfortheNTOtobecom
eawareoftheneedfornewproductdevelopmentor
diversification,bearinginmindthatallproductshavelifecycle.Ifthe
organizationwishestomaintainbusiness,itmusthaveprogrammesforseekingout
newideasaswellastheplanningandlaunchingofthosethatappearstobethemostvi
ablewithgoodlong termprofitprospects.

(B)  Price

Pricingisthesecondoutofthefourmarketingmixcomponents.Itis
definedasthesumofallsacrificesmadebyaconsumerinorderto
experiencethebenefitsofaproduct. Acompany’spricingpolicieswillencompass
morethanjustthepricesaskedforitsproducts.Itwillincludecredittermsfordistrib
utorsandretailers,whatdiscountsare
available,howandinresponsetowhatpricesarecharged.Generally,all
profitandevennon-profitmakingorganizationfacethetaskofsettinga
priceontheir productsor services. Priceisviewed
bymanymarketersasthemostimportantcomponentinthemarketingmixsinceitis
theonlyelementbywhichanorganizationdirectlyearnsrevenueandincome,
wherebyalltheothercomponentsareseenascostcreatingorexpense producing.

Pricing,particularlyofthetouristproduct,isacomplexmattersinceindividualsup
pliersoftouristproductandservicese.g.airlines,hotels
groupandothertransportownerstendtodeterminetheirpricesindependentlyandu
nlesscareistaken,thefinalpricemayseriouslyaffectthepurchaseofthetouristpro
duct.NTOandotherprovidersof
touristservicestendtoapproachtheissueofpricesbysettingpricing
objectiveswhichamongothersinclude thefollowing.

@ Optimizationofprofit/profitabilitybothfortheshortandlongtermperiods.
Obtainingaspecified rateofreturnoninvestment

(b)  Minimizingriskespecially onsubstantial loss.

(©) Maintainingorincreasing themarketshares.

(d)  Trainingprestige throughsomeformofmarket leadership.

()

Onthequestionofapricingpolicy,considerationmustbegivento
decisionaswellasadoptup-
marketormassmarkettourismdevelopmentstrategy.Up-
marketentailshigherpricepackagesfor
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limitedeliteofpotentialconsumersandmassmarketwhichislowpricepackage.

Similarly,thedestinationcapacitymustbetakenintoaccountandascertainifitcans
atisfythedemandthatwillariseifsupplyexceeds
demand;shouldpricebeloweredorifdemandexceedssupply,should
pricebeincreased?Arecustomerssensitivetopriceandfrequentpricechanges?Wi
Ilitbenecessarytointroducenewproductatlowpricesandincaseofmassmarketto
urism,willtherebeanypoliticalimplication etc.Allthesequestions
andmanyothersmustbe adequatelyanswered inorderto arriveat
themostappropriatepricingpolicy.

(C) Place

Placeisthethirdelementinthemarketingmixandisashorthandtermformethodsof
distribution.Theactivityalliedtothisisalsothephysicalplacewheretheproductsa
repurchased.Inthehospitalityindustry,distributionisconcernedwithsendinginf
ormationaboutthe

producttopotentialcustomersthroughwhatisknownasthedistributionchannels.

Adistributionchannelintourismisthechainoftheorganizationand
individualbetweenthehospitalitymarketersandhispotentialcustomerswhichisu
sedtomaketheproductmoreaccessibleandconvenient.Eachorganizationorindiv
idualisknownasmarketingintermediaryorchannels. Tofunctionproperly,there
mustbeaflowofinformationandpersuasionfrommarketertocustomersi.e.infor
mationaboutlocation,
price,reservationsystem,menustyleetc.equally,thereshouldbe
reverseflowofpaymentorinformationfromtheholidaymakertotouroperatorand
thentotheproducer.

Anorganizationmustdecidewhichchannelofdistributiontoemployas
wellasthecomparativecost.Wherechannelmembers(middlemen)areused,thepr
oducersoftourismservicesmustdecideonthecommissiontopaywhichisnormall
ybetween8% - 10%.

Someofthefactorsrequiredfordeterminingdistributionpolicyinclude
locationofpointofsales,distributioncost,effectivenessofthemarketingeffort,or
ganizationimage,andconsumermotivation
regardingtouristproduct.Similarly,thedistributionsystemmustbe efficient,
positiveand dynamic.

(D)  Promotion
Themanipulationofthepromotionalmixisthemostactioninducing.Promotionis

usedforavarietyofpurposes,includingtellingconsumers
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aboutaproduct,persuadingconsumerstotryaproduct,communicating
withacompany’spublicandsellingtoretailoutletsandothermembers
ofthedistributionchain.Promotionisachievedbymeansofcommunicatinginfor
mationbetweensellersandbuyerssoastochange attitudesandbehaviours.

Tourismpromotioncouldbedescribedastheunderstandingofallsuchmeasuresb
ytheNTOsinordertoattracttouriststotraveltoagivencountryorregion.Essentiall
y,amarketerpromotionjobsinvolvestellingtargetcustomersthat,therightproduc
tisavailableattherightprice.lnotherwords,themainobjectivesofpromotionintou
rismareto
makeacountry’sproductswidelyknownandpromotioninduceslargemembersof
thepublictobuy.Thepromotionmixcomprisesoffourelementsnamelyadvertise
ment,personalselling,salespromotionand
publicrelationswhichhavebeendiscussedinunit6.

3.2CoordinatingtheMix

Thevariousmarketingmixelementsareusuallyharmonizedbyafirmtocreateposi
tiveinfluencesonthetargetedcustomergroup. Thereis
interdependenceamongstthemarketingmixelementshencetheyoftenuseuniont
omatchcompany/customeraspirations. Thewebofthemarketingmixbuildsindiv
idualcustomer’sidentity.

3.3Relevanceof theMarketingMix
(1 Themarketingmixhelpstheintegratedapproachtotourismmarketing.

Ithelpsthemarketingmanagerofafirmtounderstandwhere
(i) marketingactioncanbeinitiatedtoimprovetheacceptabilityof
thetouristproduct andstimulatedemand.

Marketingmixhasbothshorttermandlongtermaspects.Theshorttermasp
(i) ectsrelatetomeetingtheimmediatemoveofcompetitorsandincludeaspec
tslikepricereduction,aggressivepromotion,introductionofnewproducts
etc.Thelongtermaspects
arebasedonlongerrangeplansderivedfromthestudyofallkindsoftrendsli
kenaturalcondition,economic,socialandtechnologicalfactors.

3.4LimitationofMarketingMix
Marketingmixapplicationislimitedbylegalrequirements,companyresources,c

ustomerdispositionsculturalpermissibilityandinfrastructuralavailabilityespec
iallyindevelopingcountrieslike
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Nigeria. Themarketingmixdecisionitselfcouldbeahandicapbecause
togetanoptimumblendwouldrequireprofessionalthinkingunlikethe
prescriptionofmostmarketingtextsthatoptimummixneedquantitativedataoruse
ofmathematicalandstatisticalmodels. Athoroughanalysis
ofcustomersegments,company/products,missionandmeasurementofherresour
ceswillprovidearobustanswertowhatcouldbesaidtotheoptimummarketingmix.

Asfortheadditionalvariablesforintangibleproducts,thecustomerstendtoaskthe
guestionaboutwhoprovidessuchservices,whatmanner

ofpeoplearetheyetc. Thecompanyanswerssuchquestionbyreachingthecustome
rthroughcharismaticpersonalities. Thepeopleinvolved—
theprovisionoftheserviceslikebanking,insurance,hotel,etc.areimportantinflue
ncer oftheservicesprovision.

Theprocessofprovidingtheservicesequallymatterstotheclients.
Somebanksusecomputers,selfserviceoutletsandjustofrecentsomebanksinNige
riahaveextendedtheirbankingservicestoSaturdaysinsteadofFridaysashas
beenthecase.

Evidenceofservicesrenderedpreviously,whichmayberequiredincase
ofprintingjobs,tailoring on newemployments.

SELFASSESSMENTEXERCISE1

From thediscussion
ofthemeaningofmarketingmixinunitll,youarerequiredtowriteoutthedefinitio
nofmarketingmixintourismandexplainthemarketingmixelements.

3.4.1Marketing Organization

Theamountofmoneydevotedannuallyfortheexecutionoforganizationalactiviti
esissoenormousthatfirmsneedtobeeffectivelystructuredtocopewithherrespons
ibilities.Agoodorganizationalstructureinvolvesjoballocation,sectionalisation
ordepartmentalization. Themarketingorganizationalstructureisawebofformala
ndinformalrelationshipslinkingtheactivitiesofevery
individualinanorganization.Marketingorganizationalstructureisnecessaryfort
hefollowingreasons.

Q) Minimizesofconflict

(i) amongststaff.Avoidanceofduplication.

(iii)  Creationofcommunication channel.

(iv)  Servesasan

(v)  instrumentofevaluationCreatesroom

(vi)  foraccountability
Providesintegratedworkflow
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(vii)Toensureco-operation
(viii)ltallowsappropriate allocation ofresources.

3.4.2FactorsinfluencingMarketingOrganization
Therearevariousvariablesthatinfluencemarketingorganization. They are:

(1) Functionaldisparity:someorganizationperformsmanyfunctions
inabidtoaccomplishtheirorganizationalobjectives. Thisphenomenonm
akesforsectionalisationofthemarketingdepartmentforfunctionalexcell
ence.

(i)  Thesizeofthemarket:wherethemarketisextensive,thefirmhastostructur
ehermarketingdepartmentasinfluencedbythetypeofcustomerservedora
firm’smarketingmanagementcandesignthemarketingdepartmenttoach
ievecustomer’s satisfaction.
Managementobjectivesandpolicyalsoinfluencethemarketingstructure.

(ili)  Fundingcertainorganizationentailsalotofexpenses. Thestructureofthem
arketingdepartmentinthiscaserestson availableresourcesofthefirm.

(iv)  Themarketingstructureisaffectedbythequalityofpersonnelandthe
number ofstaffavailableinthatdepartment.
Themarketingorganizationisinfluencedbycompetitivestructureandper

(v)  formance.Increasedcompetitiveexcellence sometimesleadstore-
organizationofthemarketingdepartmentforimprovedperformance

(vi)  Anotherinfluencingfactoronmarketingorganizationalstructure
isthedemandpatternwheredemandisoverfull;themarketingdepartment
canbestructuredforeasyaccessibility.

(vii)
3.4.3Interdepartmental Conflicts

Therelationshipbetweendifferentdepartmentsinanorganizationis
oftencharacterizedbyconflict.Conflictsariseasaresultofdisparityin
theattentionreceivedbyeachdepartmentespeciallyinvoteallocation.Whereade
partmentseemstogetpreferentialshare,otherswouldnotlikeit.Moreover,depart
mentalobjectivescanengenderconflictespeciallyifonedepartmentobjectiverun
scountertoanother
departmentforinstance,throughresearch,themarketingdepartmentmaydiscove
raproductthatwillgivecustomerssatisfactionand

improvetheorganizations’profitdrive. Theaccountdepartmentmaynotgivesuffi
cientfundstotheproduction departmentforitsproductiondue
totheneedforsavings.Theproductiondepartmentmaynotproduce
tospecificationasaresultoflowfunding.Ontheotherhand,the
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accountsandproductiondepartmentsmaythinkthatthemoneyspentonadvertisin
gwouldhavebeenmorevaluableforotherpurposes.Conflictssternfromrivalryan
ddifferencesinopinionastowhatisbestforthefirm.Itcanariseduetoaclaimofsupe
rioritybyeachdepartmentalhead.Insomeorganization’smostdepartmentstendt
oassumethatthey
arethemostimportantsectionofthefirm.Theyfeelotherdepartmentshouldaccord
themrespectandgivethemasortofpreferentialtreatment.

Apartfromdepartmentalconflict,conflictsdooccurwithindepartmentsarisingfr
omwrongfulallocationofresponsibility or duplication ofjobs.

Rivalryanddistrust.Conflictofvariousmagnitudescanbesolvedthroughtacitjob
specificationanddescription.ltcanalsobesolvedthroughtheestablishmentofthe
hierarchyofauthorityandsenioritystructure.

3.4.4Marketing Organizational Structure
Marketingorganizationalstructureprovidesthebasisforputtingplans
intoaction.Structurecanroutinizeactivities,establishefficientworkflowsandcre
atelinesofresponsibilityandauthority;italsoallowsforspecializationanddirectio

n.ltenablesobjectivestobeachieved.Marketingorganizationcanbestructuredac
cordingtofunctional,geographical orproductformats.

3.4.4.1FunctionalOrganization

MANAGINGDIRECTOR

ADVERTISING/ SALLES MARKETING
&PRQAMOTION I\/I/T\NAGER RESEARCH
MANAGER MANAGER

Thefunctionalstructuretakescareoffunctionalspecialistorexpertswithinthefirm
Italsoallowsforeffectiveutilizationofthemarketing
concept.Asafirm,theaccountsandproductiondepartmentsmaythink
thatthemoneyspentonadvertisingwouldhavebeenmorevaluableforotherpurpo
ses.Conflictsstemfromrivalryanddifferencesinopinionas
towhatisbestforthefirm.ltcanalsoariseduetoaclaimofsuperioritybyeachdepart
mentalhead.Insomeorganizationsmostdepartmentstendtoassumethattheyaret
hemostimportantsectionofthefirm, Thefunctionalspecialistreportstothemanag
ingdirector.Thesefunctional
specialistsaremadeupofnewproductmanager,advertisingmanager,
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andsalesmanagerandaftersaleservicemanager.Thespecialistmaybeclassifiedu
nderthemainsub-

groups(operationandplanning). Thesesubdivisionswillbeheadedbyplanningm
anagerresponsibleforsales,customerservicesandadvertising.Functionalmanag
ersaremainlyresourcesmanagers. Thenextorganizationalformatisproduct
managementstructure.

3.4.4.2ProductOrganization

GROUPPRODUﬁT MANAGER

PRODUCTMANAGEF (A) PRODUCTMANAGER (B)

BRANDMANAGER BRANDMANAGER

Itaugurswellwithcompanieswithavarietyofproduct.Product
managersareprogrammemanagers. Thedecisiontoestablishproduct
marketstructureisinfluencedbyproductheterogeneityandsheer
quantityofproductmarketsystemcreatesafocalpointforplanningandresponsibil
ityforindividualproduct. Theproductmanager’srolehereis
toformulatestrategiesandplans,seetotheimplementationandcontrol.Productm
anagementintroducessome advantages.

Themanagercanharmonizeandbalancethevariousfunctional
marketinginputsneededbyaproduct. Theproductmanagercanreactspeedilytom
arketchanges,smallerbrandscanbegivendueattention.
Productmanagementisanexcellenttraininggroupforyoungprospectivemanager
s;itallowsforaccountabilityandmaximuminput ofentrepreneurialefforts.

Theproductmanagerisoftenfoundinlargerorganizationthatproducesdifferentpr
oducts. Thefunctionofaproductmanageristomanage
specificproducts.Hisresponsibilitiesincludethepreparationofannualmarketing
planandsalesforecast.Heengagesinproductplanning,objectivesandstrategyfor
mulation.Heisinvolvedinprogress monitoring,co-
ordination,budgetdevelopmentandcontrol.Heisalsoresponsibleforcoordinatin
gwithotherdepartmentsonproductcostandquality.

Hehowever,lacksauthorityovercertaincriticalfunctionssuchas

pricingandadvertising.Hehassomeadvertisingfunctionstoperformbutinconsul
tationwithcompetentexecutivesinthisarea.Justrecently
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theproductmangersresponsibilitieshavebeenprojectedinareassuch
aslongrangeplanning,achievementofprofitobjectivesandproductdecision. The
productmanageralsoharbourscontinuousintelligenceontheproductperformanc
e.

3.4.4.3GeographicalOrganization

Thethirdstructureisthegeographicalstructurewhichtakescareof
customer’sdispersity. Thisisquitecommontolargerorganizations.
Multipurposecompaniesdevelopacorporatemarketingstaffwithfossilizedmark
etingresponsibilities. Thisstructuremakesthemarketing
managertoreactquicklytouniqueneedsofcustomersinaparticular
region.Itcanbeusedinconjunctionwithothertypesofstructures;it
allowsforresponsiblespanofmanagerialcontroloverthesalesforcealsoandforex
tensivemarketcoverage.Withthegeographicalstructure,itiseasyforthemarketer
toacquirecurrentinformation,counter competitivestrategiesand
studymarkettrends.

Thegeographicalstructuremakescapitalinvestmenteasy,sincecomparativeasse
ssmentofvariousterritoriescanbereadilymadewithlimitedeffort. Thisstructurei
sconstrainedbylimitedfundsandcontrolrequirements;occasionally
thegeographicalstructureischaracterizedbylackofco-
ordinationorcompartmentalindividuals.

SELFASSESSSMENTEXERCISE2

1.Thatdoyouunderstandbymarketingorganizationstructure
2.State thereasons formarketingorganizationstructure.

4.0CONCLUSION

Inthisunit,wehavediscussedgenerally,thenatureandmeaningofmarketingmixi
ntourism,themarketingmixelement, limitationandapplicationofmarketingmix,
andmarketing organization structure.

5.0SUMMARY

Thisunitalsotreatsthenatureandmeaningofmarketingmix, theelementsofmarke
tingmix,therelevanceofmarketingmixandlimitationintheapplicationofmarketi
ngmix.Inaddition,theunitalsotreatsmarketingorganizationstructureandthereas
onsformarketingorganizationstructureandthethreetypesofmarketingorganizat
ion structure.
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6.0TUTOR-MARKED ASSIGNMENT

1.Whatismarketingmix?
2.Whatarethereasonsformarketingorganizationstructure?
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1.0INTRODUCTION

Distributionconsistsofthephysicalaspectofproductdistribution.Distributionisc
rucialtomarketing,forwithoutgooddistribution,no
singleproductwouldreachthefinalconsumer.Howeverdistributionisnotonlyam
atterofensuringthatproductsreachthehandsofconsumers.ltinvolvesaproduct’s
movementfromthestageof
procuringrawmaterials,throughmanufacturingstage,tothefinalstage ofselling
theproduct.Indeed,rawmaterialofferslittleornosatisfactionuntiltheyreachtheh
andsofamanufacturerwhotransformsthemintoa
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finalproductofsomekind.Therefore,therawmaterialmustbemoved
physicallywithaviewtoattainingthegoalofprovidingpotential
satisfactiontoultimateconsumers.

Distributionisanimportantmarketingfunctionaimedatgettingtherightproductto
therightmarketsegmentattherightquantityandatthe
righttime.Itsactivitiesincludeforexample,transport,inventorymanagement,wa
rehousingmaterialhandlingandorderprocessing.Alltheactivitiesinvolvedindist
ributioncanonlybecarriedoutbyfewmanufacturers,althoughsomemanufacture
rsdoselldirectlytothe
ultimateconsumers.Mostemploytheservicesofmiddlemen(retailers,
wholesellers,agentsand brokers).

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

explainthenatureandmeaningofdistribution inmarketing
*explainthemeaningofchannelofdistribution
explainthefunctionsofchannelofdistribution
*explaintheroleandactivitiesofintermediaries
*explaincooperationandconflict.

*explainthetypesand causes ofconflict
indistributionchannel*explainconflictresolution
*explaintheimportanceofdistributioncost analysis.

3.0MAINCONTENT
3.1MeaningofDistributionandChannelofDistribution

Distributionconsistsofthephysicalaspectandthechannel.Distribution
takesplaceifaconcretearrangementhasbeenreachedwithasupplierthroughtende
rordirectpurchasingtodeliverauthenticated,documented,quantifiedandqualitat
iverawmaterialsataspecified
periodtoacompany’swarehouseusingaspecifiedmodeof
transportation.Whenthisisaccomplished,physicaldistributionissaidtohavetake
nplace.ltmustalsoberecalledthatwithinchannel
distribution,physicalmovementofgoodsequallytakesplace. Theessenceofkeepi
ngthegoodsinthewarehouseissheerpreservationofthematerial. Qualityofsuch
materialsareoftensubjectedtointer-
departmentalmovementforpurposefultransformationintofinished
goodswhicharelatertransferredtoanotherwarehouseforonward
sellingtopotentialcustomers.Physicaldistributionencompasses
transportation,materialhandling,packagingwarehousing,inventory,locationan
d orderprocessing.
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3.2ChannelsofDistribution

Goodsaredesignedforconsumableexchangeandthiscantakeplace when
thegoodsarephysicallymovedfromthefactorypremisesintotheoutletsforonwar
dtransmissiontovarioushomes.Theoutletsconsistofthefunctionalmiddlemena
ndagents. Theyconstitutechannel
facilitatorsandplayimportantroleinensuringcontinuousproductionandproduct
availabilityto theconsumers.

Achannelofdistributionisanetwork
ofinterdependentandinterrelatedinstitutionsthatperformalltheactivitiesnecess
arytomoveproductsfrommanufacturerstoultimateconsumers.Channelsofdistri
butionaremadeupofthemanufacturers,intermediariesandcustomers.A
marketingdistributionchannelisaninter-organizationsystem,
comprisingofasetofinterdependentinstitutionsandagenciesinvolvedwiththetas
kofmovinganythingofvaluefromitspointofconception,
extractionorproductiontopointofconsumptionoruses. Italwaysincludesboththe
producerandthefinalconsumerfortheproduct,as
wellasallintermediariesinvolvedinthetitletransfer.Though,agentmiddlemendo
nottakeactualtitletogoods,theyareincludedaspartof
distributionchannelbecauseoftheiractiveroleinthetransferofownership.

Intourism,distributionchannelisconcernedthereforewithsending
informationaboutthetouristproducttoenquiresthroughthetravelagent,touroper
ator,principalormanufacturerbymeansofbrochures,publicationinnewspaper,t
elevision,radio,magazinesetc.andwhenbookingsaremadeconfirmationoftheb
ookingaresendbacktothetourist.

3.3FactorsDeterminingDistributionPolicyinTourismMarketing
Location of Point ofSell

Thelocationofpointofsellofthetouristproductsdeterminescustomer’sabilitytoh
aveaccesstotheproduct.Theleadingfive(5)
countriesoftheworldnamelyGermany,U.S.A,France,U.KandCanadaaccountf
or57%oftotaltouristarrivals/generatingcountriesin
theworld.Thesecountriesoccupiedthesepositionsbecauseofthelocationofthe
point ofsell inthem.
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Distanceof theDestination

Distanceofthedestinationtothemarketisanotherfactor.Channelsof
distributionarenormallylocatedinthecities;aroundshoppingcenters, bus-
stopswherepeoplecan haveeasyaccesstothem.

Costof Distribution

Thedetailoutletsare those areasoutsidethemainofficesfor
distributionofproducts. Therefore,moneymustbespentonstaffsalaries,rent
payment,insuranceandadministrativecost.

Effectiveness in Generating Sales
Thisdependsonthemarketingcoveragethatisthenumbersofsalesoutletsavailabl
eintheregionorcountry.Motivationdependsonsatisfyingthedifferentwantsandt
heneedsofdifferentpeopleinthedistributionchain.

Image
Theimageisalsodeterminedbytheareawheretheproductissolde.g.sellinga
tourandit’s  product  inachemistshop  or  supermarketwill  have
adifferentimageontheproduct

3.4FunctionsofDistributionChannels
Adistributionchannelintourismindustryallowscustomerstohaveaccesstogood
sandservicesreadyattheirdisposal. Marketingchannels
performmanykeyfunction,somehelptocompletetransactionsandassuch,thefun
ctionsinclude the following.

Information
Marketingchannelsgatheranddistributemarketingresearchandintelligenceinfo
rmationaboutactorsandforcesinthemarketingenvironmentneededforplanning
andfacilitating exchange.

Promotion
Theyalsodevelopandspreadpersuasivecommunicationsabouttheproductoffere

dandbysodoing,promotestheproductand getthepublic
awareofitsexistenceandalsomeansofgetting accesstothe product.
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Contact

Theyalsofindandcommunicatewithprospectivebuyerswhowouldbeinterestedi

ntheirproduct.Whenmorecontactsaremade,thedemand fortheproductwill
increase.

Matching

The
distributionchannelalsoindulgesinshapingandfittingtheoffertothebuyersneed
sincludingsuchactivitiesasmanufacturing,gradingand assembling

ofpackagingproducts.
Negotiation

Theirfunctionsalsoincludereachinganagreementonpriceandothertermsoftheof
ferso thatownershiporpossessioncanbetransferred.

RiskTaking

Theyalsoassumetheriskofcarryingoutthechannelworkor responsibilities.
Financing

Thisinvolvesacquiring of funds tocoverthecostofthechannel.
3.5TypesofIntermediaries

Mostproducerswouldsellthroughintermediariesratherthandirectly.
Intermediariesperformavarietyoffunctions,bearingavarietyof names.

MerchantMiddlemen
Theyarewholesalerandretailers,whobuy,taketitletoandresellthemerchandise.
AgentMiddlemen
Theyincludebrokers,manufacturer’srepresentatives,andsalesagents.

Theysearchforcustomersandmaynegotiateonbehalfoftheproducerbutdonottak
etitle tothe goods.
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Facilitators

Thiscoversthosethatassistintheperformanceofdistributionbut
neithertakestitletogoodsnornegotiatespurchasesorsales. Theyincludetransport
ationcompaniesandindependentware-
houses,banksandadvertisingagencies.Asalreadystatedabove,thisgroupdoesno
tmake
atradechannelsinceitdoesnotactivelyparticipateinnegotiatingpurchaseandsale
S.

3.6WhyMarketingIntermediariesareUsed

Producersarewillingtodelegatesomeofthesellingresponsibilitiesto
intermediaries,doingsomeans,relinquishingsomecontroloverhowand
towhomtheproductsaresold. Theproducersrisktheirdestinyintothehandsofinte
rmediaries.Yetproducersgainseveraladvantagesfromdelegating. The
needforusingintermediariesincludesthefollowing:

Lackof FinancialResources

Someorganizationshavesomanyoutletsthatnomattertheirresourcestrength,the
ymaysometimesbehardpressedtoraisecashtobuyoutitsdealers.

ThelmpossibilityofDirectMarketing

Therearecaseswherebydirectmarketingisjustnotfeasible. Agumproducingcom
panyforinstancemaynotfinditpracticallyfeasibletoestablishsmallretailgumsho
psthroughoutthecountryortosellgumbymailorder.ltwillsellgumalongwithman
y othersmallproductsandwouldendup carryingotherproducts.

Needfor IncreasingMarketinglnvestment

Evenwhereproducerscanaffordestablishingtheirownchannels,itisoftenbetterf
orthemtoearnagreaterreturnbyincreasinginvestmentinthemainbusiness.A20
%returnoninvestmentonmanufacturingmaynotbetradedforal0%returnonretai
lingforinstance,firmswouldratherconcentrate theirresourceswherethereis
agreateryield.

SuperiorDistributionEfficiency
Theuseofmiddlemenlargelyboilsdowntotheirsuperiorefficiencyinmakinggoo
dswidelyavailableandaccessibletotargetmarkets.Marketingintermediariesthr

oughtheircontacts,experience,specializationandscaleofoperation,offerthefir
mmorethanitcanusuallyachieveonits own.
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TransformationoftheHeterogeneousSuppliesintoAssortedof Goods

Thebasicroleofmarketingintermediariesistotransformthe
heterogeneoussuppliesfoundintoassortedgoodsthatpeoplewantto
buy.Intermediariessmoothentheflowofgoodsandservices. Thisprocedureisnec
essarytobridgethediscrepancieshetweenthe
assortmentofgoodsandservicesgenerallybytheproducerandtheassortmentdem
andedbytheconsumer.

SELFASSESSMENTEXERCISE1

FromthediscussionofthenatureandmeaningofdistributionandchannelofDistrib
utioninthisunit,youarerequiredtowriteoutthefunctionsofthedistributionchann
els inmarketing.

3.7DesigningDistributionChannels

Thetaskofdesigningdistributionchannelsrequiresonanalysisfivefactors
namely:

(1)Theselectedtargetmarkets
(2)TheRestofthemarketingmix.Price,product,promotion,andplace.
(3)Companyresources

(4)Competitionandotherexternalforces.
(5)Currentandanticipateddistributionstructures intheindustry

Kuwu(2007)says itthatthefollowing shouldbe analyzed intheprocess
ofdesigningchannel systems.

(@  Customerneeds.

(b)  Establishingchannelobjectives
(c) Identifyingandevaluating themajorchannelalternatives

3.8Functionsoflntermediaries
Intermediariesareusedbecausetheyspecializeinimportanttasksuch
as,movingproductstocustomerseffectivelyandefficiently.Indoingthis,theyper
formthefollowingactivitiesamong others:

Buying
Intermediariesidentifyandanticipatetheneedsofthecustomerstheyserve.

Therefore,theintermediariesbuyproductsandmakesavailableto
targetmarkets.Furthermore,intermediariesperformthecrucialfunction
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ofcommunicatingthecustomers’concerntomanufacturers,thushelpingtosatisfy
customer’sneeds.

Selling

Manymanufacturershavelimitedfinancialresourcesandsotheyareunabletoesta
blishalltheneedcontactswiththeirtargetmarkets.Suchmanufacturersdouse
intermediaries.

BulkBreaking

Theintermediariesgatherlargequantitiesofgoodsfromvarioussources,thus,buil
dingupanassortmentofbrandsandthensellthisassortmenttocustomersinsmallgq
uantities. Therefore,theintermediariescreatetime,placeandpossessionutilitybe
causetheymaketheproductsavailablewhencustomerswantthem,wheretheywa
ntthemand atthe right quantities.

Transportation

Attimes,intermediariesdoprovidevehiclesthatcanbeusedtomoveproductbetwe
engeographicalpoints.Someintermediariesprovide deliveryservices
whichenhanceexchangeswithultimateconsumers.

Financing

Somewholesalersoftenhelptheircustomersbyprovidingthemwithcreditfaciliti
es.Indeed,wholesalersdooffer,assistancetoretailerswithaviewto  stimulating
sales.

RiskBearing

Mostoftheintermediariestaketitle to theproducts
thattheysell.Hence,theybeartheriskofnotsellingtheproductsandthemanufactur
erassumesnolegalresponsibilityforthem.Iftheproductbecomesobsoleteforany

reason,theintermediarybearstheloss.Furthermore,intermediariesusuallystand

behindtheirproducts,thuscustomerswhoprocurefaultyorunwantedproductcan

seekredressmorequicklyfromtheintermediarythanfromthemanufacturer.

After-Sales-Services

Someintermediariesprovideafter-sales-
services.Thisisnecessarytoboostuprepeatpurchase. Thefunctionofchanneldistr
ibutionrangesfromtitle
transfer,physicalmovement,goodsstorage,communicationofproducts, finishin
gintransit,inventoryandonpurchase.
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Provisionoflnformation

Theintermediariesprovideinformationandinsightintomarkets. Thisinformatio
nmaybevitaltosmallbusinesses,newbusinessentrantoran exportfirm.

Theintermediariesfacilitatethebuyingprocessbybringingtogethera
rangeofsimilarorrelateditemsintoalargestocke.g.asupermarketprovidecustom
erswithawidevarietyofchoicewhichincreasesstore traffic for
thepurchaseofseveralgoods.

3.9Cooperationand Conflict

Itisquiteobviousthatmanufacturersandintermediariesmustdependoneachother
toensurethatproductreachconsumers.Thecooperationof
manufacturersandintermediarieswillberequiredtoachieveoverall
distributionobjectives.Gettingtherightproduct,attherighttimeandat
therightquantity,inanysocialsystem,peergroups,nations,families,cooperationi
salwaysaccompaniedbyconflict.

3.9.1Conflict

Conflictisinevitablewheretwopeopleorgroupsmustrelate,particularlywhereth
einterestoftherelatingmembersdonotalwayscoincide.Whatisnecessaryistomin
imizetheconflict. Therearefivetypesofconflict
inadistributionchannel.Namely:

3.9.1.1Vertical Conflict

Verticalconflictoccursbetweenchannelmemberswhobelongto
differentlevelsbetweenmanufacturerandwholesalerorretailer.lfa
channelmemberfailstoperformthefunctionassignedtohim,conflictwillarisefor
example,themanufacturermayinstructawholesalerto
displayproducttoretailersinanaggressivemannerifthisisnotdone, conflict
mayoccur.

3.9.1.2Horizontal Conflict

Horizontalconflictarisesbetweenchannelmemberswhobelongtothesamelevel
—betweentwoormoreretailersorbetweentwoormorewholesalers.
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3.9.1.3Attitudinal Conflict

Attitudinal conflictoccursfromdifferentwaysofperceivingthechannel
anditsenvironment.Attitudinalconflictsmayarisefromdifferencesin
expectationaboutsuccessordisagreementsaboutrolesthateachchannelmember
smustplay.

3.9.1.4StructuralConflict

Structuralconflictresultswhenevertheneedsofchannelsmembersclash.Sources
ofstructuralconflictsare;ifchannelmembersdopursuedifferentgoals,ifachannel
memberattemptstohaveabsolutecontrol
oversomemarketingactivityorwhenchannelmembersarecompetingforthe
samescareresource.

3.9.1.5Multi-channelConflict

Thisexistswhenthemanufacturerhasestablishedtwoormorechannelsthatcompe
tewitheachotherin selling tothesamemarket.

3.91.6Cooperation

Anychannelofdistributionrequirescooperationbetweenitsmembers
definingtermsofsale,ensuringadequateinventory,ensuringdeliveryas
wellasinformingothermembersofthedistributionchannelaboutmarkettrends.

3.9.2CorporateFactors

Basically,twocorporatefactorsaffectchanneldecisions,namelyproductandcom
pany’scharacteristics.

(A)  ProductCharacteristics
Theproductcharacteristicsthatencouragedirectmarketingarelistedas follows.

*Bulk:Bulkyproductsrequiredistributionchannelsthatwillminimizetransporta
tionandhandlingcosts.

* Complexity:Complexproductssuchasindustrialgenerators requiretechnical
expertiseofthemanufacturer’ssalespersons.

*Perishability:perishableproductmustbespeededthroughtheirchannels.Such
channelsareusuallyshort

*Highprice:Highpricedproductssometimesrequiredirectmarketingbecausep
otentialbuyersmaywishtodealdirectlywiththemanufacturersbeforema
kingtheirpurchase decisions.
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(B) Companycharacteristics

Companycharacteristicscaninfluencechannelselection.Afinanciallyweakcom
panyneedsintermediariesmorethanonethatisfinanciallystrong. Acompanywith
adequatefinancecanestablishitsownsalesforceorbuilditsownwarehouse.Afina
nciallyweakcompanywould haveto useintermediaries.

3.10Causes of ChannelConflict
Goallncompatibility

Amanufacturermaywanttoachieverapidmarketgrowththroughalowpricepolic
ywhiledealersmayprefertoworkwithhighmarginsandpursueshort
runprofitability.

UncleanRolesandRights

Themanufacturermaybeoptimisticaboutshorttermeconomicoutlookandwantd
ealerstocarryhigherinventory.Butthedealersmaybe pessimisticabouttheshort
termoutlook.

DegreeofDependence

Conflictmayalsoarisebecauseoftheintermediaries’greatdependenceontheman
ufacturer.Forexample,asituationwherethefortunesofdealersareintimatelyaffe
ctedbythemanufacturers’productdesignandpricingdecisionscreatesroomforco
nflict.

3.11Managing andResolving ChannelConflict

Conflictisnotcompletelybadinanyorganizedrelationship.Constructiveconflict
forinstance,mayleadtomoredynamicadaptation
toachangingenvironment.Ontheotherhand,toomuchofitmaybedysfunctional.
Toeliminateconflictisnotpossible,butitispossibletomanageit. Achannelleadero
therwisereferredtoaschannelcaptaincan
taketheinitiativeinresolvingchannelconflicts.Companiescanusethe
followingmethodto resolve channel conflicts.

Integratethe ChannelMembers
Thisinvolvesrestructuringthechannelofdistributionintoaneworganization.The
neworganizationwillhave

itsownobjectivestomeethenceconflictsthatmayarisefromdifferentobjectivesa
mongchannelmemberswillberesolved.
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Manufacturersmustalsostrivetoimprovecommunicationwithintermediaries.

Themanufacturermayofferadditionalincentivetootherchannelmemberstogain
complianceoriftheprice
istoohigh,themanufacturermayseekareplacementforthechannelmember.Othe
rseveralstrategiesformanagingconflictsare.

* Theadoption ofsuperordinategoals.

*Theexchange ofpersons betweentwoormorechannellevel
*Cooperation

+Joint membershipinand betweentrade associations
*Diplomacy

*Mediation

* Arbitration

3.12Factors Affecting Choiceof DistributionChannels

Thefactorsinfluencingthechoiceofdistributionchannelscanbe dividedinto
twobroadcategories:

(i) Environmentaland
(i)~ Corporatefactors.

EnvironmentalFactors

Thiscomprisesofcompetition,customer’scharacteristics,legalregulationand
thestateoftheeconomy.Theseareenvironmentalfactors
thatinfluencechanneldecisionsofcompanies.

Competition

Thechannelsofdistributionusedbycompetitorswillinfluencethecompany’schoi
ceofchannelselection.Mostcompanieswanttheirproductstocompeteinthesame
channels.Somemanufacturersadopt
differentdistributionstrategies,thus,avoidingcompetitiveproducts
therebyestablishinguniquedistributiveriches.

CustomerCharacteristics
Companiescanselltheirproductdirectlytocustomerswhensuchcustomersarefe
w,largeandgeographicallyconcentrated. Ontheotherhand, ifa

companyhasmanysmall,geographicallydispersedcustomers,thenitrequiresint
ermediaries toselltheproductstosuch customers.
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LegalRegulation

Generally,companiesareexpectedtocarryouttheiroperationswithin
theambitsofthelawsenactedbyGovernmentindifferentcountriesof
theworld. ThesaleofgoodsAct1993 isoneofsuchlaws.

EconomicConditions

Thestateoftheeconomywillaffectthechoiceofdistributionchannels.
Inaperiodofeconomicrecession,companiesmaystrivetoreducecostbypassingth
eintermediariesandsellingdirectly.
Howeverthehighcostofpersonalsellingshouldcompelthemanufacturerstouseth
eservices ofintermediariesinaneconomicdownturn.

3.13Importanceof DistributionCostAnalysis

Distributioncostanalysisisthereassessmentofvariablesindistributionmanagem
ent.Differentactivitiesareinvolvedinproductdistribution(Rawandfinishedmat
erials)whencompaniesembarkonphysicalandchanneldistribution(i.e.moveme
nt ofphysicalgoodsfromonepointto
another)theytendtoincuralotofexpenses. Tostemexcessesinthisarea,costreasse
ssmentisimportant.Furthermore,costanalysisis
importantforthefollowingreasons.

(1)To ensurecostmaximizationandeffectiveness

(2)Toboostdecisionmaking,channelselection,storagefacilities anddistribution
paraphernalia.

(3)Distributioncostanalysisisinformativeaboutstandards establishedin
distribution expenses incurred andcostallotment.

(41t aidsaccurate costrecords

(5)It isamodelfor expenditure/revenuecomparison

(6)Itservesasacontrolmechanismbymakingitpossibleforeffortsandcosts
tobecompared.

(7)1tensuresavailabilityofadequatefundsandavoidanceof excesses.

(8)Distributioncostanalysisenablesfirmsarriveatrealistic distributionbudget

(9)Optimizationofdistributionfunctionsandtiming

(10)Aidsevaluationofchanneleffectiveness.

(11)Distributioncostanalysishelpsfirmstoarriveattotalcompanybudgetandallo
wforinterandintrafirmcomparism.

(12)Effective resourceallocationandutilization

(13)Itemizationofcostandvalue

(14)Helpsto evolve alternativedistributionstrategies.

(15)Helpsto reducecosts onhighcostitems.

127



HCM305 TOURISM SALESANDMARKETING

3.13.1DistributionCostAnalysis Covers

(a) Handlingcostsand inventories
(b)  Storagecosts

(c) Loadingandunloading.

(d)  Processingcosts.

(e)  Transportationcosts

()  Administrativecosts

()  Warehousing costs.

(h)  Invoicingcosts

(1) Containerizationcosts

() Otherauxiliaryservices.

SELFASSESSMENTEXERCISE?2
Explainco-operation and conflict inDistributionchannel

4.0CONCLUSION

Inthisunit,wehavediscussedgenerallythenatureandmeaningofdistributionand
channelofdistribution,thefunctionsofdistribution,theintermediariesindistribut
ion,theirrolesandfunctions,conflictandcooperation in distributionchannel.

5.0SUMMARY

Thisunittreatsthenatureandmeaningofdistributionchannel,itsfunctions,theinte
rmediariesanditsfunctions,cooperationandconflict andthe
importanceofdistributioncostsanalysis.

6.0TUTOR-MARKED ASSIGNMENT

1.Listthefunctionofdistributionchannel.
2.StatethereasonswhycostanalysisisimportantinDistributionchannels.
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1.0INTRODUCTION

Marketersareexposedtotwomajorenvironments,miniandmaxienvironments. T
heminienvironmentispopularlycalledthemicro-
environment. Itinvolvesmanagerialactivitieswithinthe
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company.Themaxi-environmentontheotherhand,representsthemacro-
environmentwhichemphasizessocietalvalues. Theminidealswiththeminiaturiz
edinternalmarketingstructurerevolvingroundmanagementdecisions.ltdwellso
ntheinterestoftheboardofDirectors,actionoftop/middle/bottomlevelmanagem
ent.It encompassesthetotalityofactivitiesrightfromneedarousal, material
sourcing/procurementtotheplacementoffinishedproductinthehandsofthecons
umer.Summarily,allactivitiesthatfacilitatethetangibleprofitobjectivesoftheor
ganizationareminienvironmentalfactors.
Theseactivitiesincludemarketingresearch,physicaldistribution,
channeldevelopment,productdevelopment,pricing,promotionetc.

Maxienvironmentontheotherhand,considerstheimpactoftheabove
variableonawiderspectrumofsocialdimension. Theminiandmaxienvironments
cannotbedivorcedfromeachotherbecauseagraspof
societalvaluesandconsequencesofmarketingeffortsallowforsymbioticexisten
ceofcompanyandvariousmaxienvironmental publics. Thestudy
ofmaxiandminienvironmentenablethemarketertoenvisionandevaluatemarketi
ngactivitieswithinabroadersocietalset-
upandascertainitsvalidityinthedevelopmentofnationaleconomies. Themaxien
vironmentconsistsofthelegal,political,economicdemographicandtechnologic
al environments.

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explainthenatureandmeaningofmarketing environment
*explainthereasons forstudyingthemarketingenvironment
*explainthedifferenceshetweenmaxiandminimarketingenvironment

explainthefactorsinfluencingthemarketingenvironment.
2.0MAINCONTENT
3.1MeaningofMarketing Environment

Thetermmarketingenvironmentdepictstheworldexternal/internaltotheorganiz
ationwhichexertsconsiderableinfluenceontheactivities
cumsurvivalofanorganization.Marketersneedtostudythismarketingenvironm
entforthefollowingreasons.

Q) Tofulfilltheconceptofmarketing

(i) Toensureprofitabilityat alltimes.
(iii)  Togaugesocietalresponse tomarketingexploits
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(iv) Tomeasurepersonnelresponsibilitiesagainstmanagementpoliciesandobjec
tives.

(v)Tomonitorsocietalperceptionsoforganizationaltasksandremodelsucheffort
stoappealtothewhimsofthesociety

(vi)Toavoidunbudgeted expenses.

(vii)Toensureenviableportraitureofgoodimageandreputationwithinthesociety

(viii)To guaranteecontinuityandco-ordinatedefforts.

Whatevertheobjective,however,theviewandactionsofmanagementaswellasso
cietalattitudeandperceptionarevitaltothebusinesssuccess.

3.2EnvironmentalInfluencestoMarketing
3.2.1ThePublic

Apublicisadistinctgroupthathasactual
orpotentialinterestorimpactonanorganization. Therearethreetypesofpublics.

3.2.1.1TheSymbioticPublic

Thisconsistsofindividualsthathaveinterestinthecompanyandviceversa.Bothex
istsymbioticallyandreaptherewardoftheirexploits. Typicalexamplesarethefina
ncialcommunity,theshareholdersetc.

3.2.1.2DependablePublic

Thereareothersetofindividualthatexistwithinacommunitywhere
industrialactivitiesthrive.Theseindividualsareimportantto
organizationalsuccessandtheirimportancecanbemeasuredbythedegreeoftheir
desirabilitybyvariouscompanies.Frequenteffortsare
madebyorganizationtocurrytheirfavour. Thesegroupsarecalled
dependablegroupse.g.massmedia.

3.2.1.3AvoidablePublic

Athirdgroup,consistofapublicofunwantedindividuals. Thesegroups
ofindividualsarehungrytoknowmoreabouttheorganizationalactivities.Butcom
paniesendeavourtoavoidthembynotshowinganyinterest;yet,thesepublicshave
greaterpowersinrefashioningcompanyactivitiese.g.environmentalist,consum
eristetc. Thesepublicsapartfromexertingalotofinfluenceonthecompanyalsoinfl
uenceother public.
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3.3TheFinancialMedia

Thisconsistsofmultipleindividualswhosupplyorinfluencethepossibilityofaco
mpanyobtainingfunds.Theseincludebanks,investmenthouses,stockexchanges
andmarketingplantoachieve
favourableresponsefromthesefinancialpublics.Philanthropicand  othernon-
profitorganizationsalsotrytomounteffectivecampaignsforresponsefromtheses
ectorsinsupport oftheirplight.
Theeffortrequiredinthisscenarioismoredemandingthanattractingorservingcus
tomers.Organizationalsurvivalrestsontheirabilitytoeffectivelyfinancetheiract
ivities.Asusual,theneedforcloserelationshipbetweenthecompanyandfinancial
publicmustbesatisfied.

3.3.1TheGovernment Media

Governmentisexertingconsiderableinfluencethroughregulationanddirectinter
ventionincompanymarketingdecision. Through
Governmentinfluences,companieshavebeencompelledtoconsider
productsafety,economyinproductdesign,realismandavoidanceofobscenityina
dvertising.Agencieslikethepricecontrolboard,
consumerprotectioncommission,federaltradecommissionetc.havebeenconstit
utedtorefashionorganizationalactivitiestosuitthepublic.
Theexistenceofthesegovernmentalagencieshasledtothreemajorresponsesfrom
thecompany-establishmentoflegaldepartmentto adviceonlegal
implicationofcompanyactivitiesetc.

3.3.2Interest Group

TheConsumerProtectionAgencyofNigeriaisdreadedbymostmanufacturers.Co
nsumer’sorganizationsareconstantlymakingimpact

oncompanydecision. Thisgroupconsistsofconsumerist,environmentalist,mino
rityorganizationandthevigilanteegroup.Theexistenceofthesegroupshasledpro
gressivecompaniestoincorporate
socialcriteriaintheirdecisionmakingintheinterestofconsumers,employees,citi
zensandstockholders. Ithasfurtherledtotheestablishmentofpublicaffairs/comm
unityrelationsdepartmentinorder tolearn
moreabouttheinterestofthisgroupand be sociallyresponsible.

Tosuittheappetiteofthesegroups,somecompanieshavebeeninthe fore-
frontinencouragingsocialcoursese.g.Coca-
Cola,MTNetc.whilesomeothercompanieshavegoneintoalliancethroughconfer
encesto
mapoutstrategiestodealwiththesegroups.Nigerianbanksandothermanufacturi
ngorganizationsareconstantlyshowinggreaterinterestinsports,localgovernme
ntdevelopmentefforts,charitableservicesetc.Insomecasestheyofferscholarshi
ptostudentsintheirlocationorsportequipmentstolocalsportsgroups.Wehavetest
ifiedtothevarious
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donationsgiventoNationalsportsmenandwomenbyvariousfirmsfor
variousvictoriesordistinctions insportscompetition.

3.4TheMacro-Environment

Withinthemacroenvironmentarethemostgenerallevelofforcesthat
exertremarkableinfluenceonthestructure,conductandtheperformanceoftheco
mpany’smarketingsystem.Thesevariableareuncontrollablefactorsthatarecons
tantlychanging,forcingthecompanytoadoptitsmarketingmixtomeetthechange
s.Theseuncontrollable factors consistof

3.4.1CulturalandSocialEnvironment

Thisimpingesonthebeliefandactiontendenciesofpeopleorcommunalgroups. Iti
svitaltoappreciatethisphenomenonbecauseit
enablesthecompanytodeterminetheimpactonbuyingbehaviour.Marketsconsis
tofpeoplewhosebehaviouralpatternshavedynamicinfluencesonmarketingperf
ormance.Thekeyimplicationofcultural
andsocialenvironmentisthatcompaniesmustincreaseinvestmentto
keepinlinewithandadapttoenvironmentalchanges.Forsurvival,a
progressivecompanymustadopttoitsenvironment. Therateof
environmentalchangetendstoout-
weighcompany’scapabilitytochange;assuch,somearepassiveandenjoysteadyg
rowth.Ontheotherhand,innovativefirmswillprosperandenhanceexternalenvir
onmental change.Eatinghabitsvaryfromstatetostate.Ethnicandreligious
satisfactionshavecreatedseparatemarketsforsomeproducts. Themultiplicityof
variousgroupshasevolvednewmarketingactivities.
Womenarebecomingveryactiveinculturalactivitiesandadaptivetonewcultures
,officework, politicsetc.Marketersmustalsoadjusttoconformtoculturalattitude
stowardslifeandworkwhicharereflective
ofreligious,ethnicalandmoralvalues.InNigeriansociety,briberyhasbecomeaco
mmon-placeasbusinessexpense.Eachmangrowsupina
particularhumanculturethatdefineshisrelationtoothermanandtheworldingener
al.Differentlifestyles,expenditurepattern,tastes,
behavioursandvaluesareexhibitedbydifferentpeopleandculture
changesslowlyaseverydaypassesby,bringinginasetofnewideas,
desiresandbehaviouralnorms.Organizationscanrecognizethesechangesanddes
igntheiractivities to suitthenew needs.

3.4.2Economic Environment
Thepurchasingpowerofpotentialcustomersisvitalforasuccessfulbusiness.Purc
hasingpoweremanatesfromfourmajorfactors,savings,

currentincome,pricesandcreditavailability. Theeconomic
environmentisaffectedbythewayoftheotherpartsofourmacro-
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economicsysteminteract. ThisaffectssuchthingsasNationalincome,economicg
rowthandinflationevenawellplannedmarketingstrategymayfailifthecountryg
oesthroughdepressiononrapidbusinessdecline.Ascustomersstopbuyingsomep
roducts,theirspending
patternsmayshiftfromevenlowerpricedgoodswhicharesupposedtobesellingw
ellduringrecessiontoalternativeproducts.
Thiscanweakenmanyproducersandretailersandleadtolay-
off,retrenchment,reductioninproductlinesandachangeofstrategies.Marketings
trategiesmustbechangedtoadapttosomedynamiceconomy.Thegrowingshortag
esofsomenaturalresourcescanequallycausecontinuousproblems,e.g.ifpetro-
chemicalbecomesscarce,plasticscanbepricedoutofmarkets.

3.4.3Population/Demography

Thisisconcernedwiththeappraisalofhumanpopulationcharacteristics.Markete
rsshouldbeconcernedwithnationalpopulation
orworldpopulation.Itsgeographicaldistributionanddensity,itsage
distribution,itssocialcomposition,trendinbirthrate,deathrateand
marriage.Manygovernmentshaveexpresseddeepconcernabouttheworld’spop
ulationexplosion.Theoriginofthisfearisthepossibilityoftheworld’sresourcesdi
minishingandtheinadequacyoftheseresources
insupportingthepopulationgrowth.

Anothermajordemographicconcernisthefactthatmanycountriesthatareindustri
allyunderdevelopedaredirectlyinvolvedinhigher populationgrowth.Itisworld-
wideobservationthatthepoorlabourersoftenhavemorechildrenandthisreinforc
esthelineageofpovertyindevelopingcountries.

Therateofincreaseinworldpopulation hasgreat impact
onbusiness.Agrowingpopulationmeansanincreaseinhumanneedsandgrowing
marketforcertainproducts. Thegrowthinpopulationwillalsoleadto
movedemandforfoodandotherresourceswhichwillconsequentlyshootupcosta
ndgreaterprofit;manyindustrieswillbeaffected
differentlybypopulationgrowth.Someindustries willthrive;
otherswillbecompelledtoreformulatetheirstrategieswhilemanymorewillgoint
ooblivion.Adecliningbirthratealsowillposeitsownproblem,industriescateringf
orbabiesandexpectantmotherswillsufferabighlowandmaybeforcedtochangeth
eirmarketingprogrammes.Allorganizationssellingtoaparticularagegroupmust
watchwhatis
happeningtoitssizeandbehaviour.Adeclineinmarriagelifewillnegativelyaffect
thesaleoflifeinsurance,engagementandwedding rings.
Progressivefirmsmustalwaysforecastthedemographictrendandforge a
betterproductandmarketthat bestsuittheforecastedtrend.

134



HCM305 TOURISM SALESANDMARKETING

3.4.4CompetitiveEnvironment

Thecompetitiveenvironmentreflectsthenumber,typeandbehaviourofcompetit
orsfacingaparticularfirm.Thisishoweveranuncontrollablevariablewhichthem
arketingmanagermusttrytomanagebyadopting strategieswhichwillavoidhead-
oncompetition.Hischancesmaybeimproved,byaccuratelyunderstandingthema
rketingcompetitiveenvironment. Competitionmaybedirecti.e.betweenfirmspr
oducing itemsthatcansatisfysimilarneeds.Ontheotherhand,itcanbegeneric,
productform,orenterprise.Competitorscanbefewormanyinsomecases.
Forabetterunderstandingofthenatureofcompetition, fourkindsofmarketsituatio
nmustbeidentifiedtheyare:purecompetition,oligopoly,monopolistic,monopso

ny.

Whencompetitionispure,manycompetitorsofferthesamepricee.g.
homogenousproducts. Therearemanybuyersandsellers. Withfewknowledgeoft
hemarket;thereiseaseofsellers.Inoligopolistic
situation,specialmarketfeaturesareprevalent. Thereisessentiallyhomogenousp
roducte.g.cementcompanies,toiletsoapandbeverage manufacturers.

Thereisfairlyinelasticindustrydemandcurve.Thisisduetofirmsnotunderstandi
ngthetruemarketsituationandresorttopricecutstogetbusiness. Ontheotherhand,
abigincreaseindemandorsupplychangesthebasicnatureofthesituationandleads
topricecuttingwhichmaysometimesbedrastic.Oligopolisticcompetitionfacese
quilibriumas longtermtrendwithprofitdriventozero. Thishappenswhenthereis
pricecompetition. Alongtheway,themarketingmanagermaytryto
avoidpricecompetitionandrelymoreonotheraspectsofthemarketing mix.

Marketerswanttoavoidinsufficientcontroloverthemarket. Theyuseaggressive
marketingmixinordertogainadequatecontrol. Where
theyhavetofacesomefairlydirectcompetitors,thesituationiscalledmonopolistic
competition.Thissituationprevailswherethereareheterogeneousproducts  in
theeyes ofthecustomers.

Thevigorousfeaturesofpurecompetitionarereducedwhereeachmonopolisticco

mpetitorhaslittlefreedomwiththeindustry,thedegreeofelasticitydetermineswh
etherpricewould beraisedor lowered.

3.4.4.1Income

Sofarwehavetalkedaboutdifferenttypesofpeople
andtheirlocations.lItisobviousthatpeoplewithoutmoneyarenotpotentialcustom
ers.Theamountofmoneytheycanspendwilldeterminethetypeofgoodsthey
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willbuy. Thetotal GNPfiguresaremoremeaningfultomarketing
managerswhenconvertedtofamilyorhouseholdincomeandits
distribution.Asatnow,incomedistributioninNigeriaisuneven,mostfamiliesare
clusteredatthelowestendoftheincomelevel.Peopleare
stillmanagingjustoverasubsistenceleveltoformthebaseofthepyramid. Thereisv
erylittlemiddleincomerangeandatthetopofthe pyramidare few‘noveauriche”.

Theexistingsalary structurerevolutionized theecono-
marketingsystem.ltsrelevanceisthatfamiliescanpurchaseimportantitems;mass
marketproductcanthriveandimprovethestandardoflivingforpeople.Althougha
slightchangehasoccurred;thetopincomegroupstillreceivedalargeshareofthetot
alincomewhile2/3oftheentire

populationsarebelowpovertylevel. Thesecategoriesareimportantforbasiccom
moditieslikefoodandclothing.Forsomemarketers, thisgroupusuallyformsalow
erpricemarketingring.Marketingactivities
mustrelyonincomedistributionforeffectivetargeting.Badmarketing
strategymistakeshaveoriginatedfromwrongfulestimationoftheamountofinco
meinvarioustargetgroups. Thisoccurrencestemsfromwrongassumption.Marke
tingResearchisthereforeimportantinthe
measurementofdisposableincomeandthediscretionaryincome.ltis
commonsensethatawealthyfamilywillspendmorethanpooroneandsuchmoney
willbespendondifferentthings.Howitisspentandthevarianceamongstdifferentt
argetmarketsisimportanttomarketers.
Expenditurepatternsvarywithothermeasurablefactorse.g.location(urbanorrur
al),geographicboundaries,familyexposition,size,Lifecycleandethnicity.

3.4.4.2ThePositionofAdvertisingin the Environment

Advertisinghasbeenthemostcriticizedofallthemarketingactivities. Thepublicre
gardsomeadvertisementsasannoying,extortive,
misleading,ineffectiveandunnecessary.Yetadvertisingisrelativelyoneconomi
cwayofinforminglargenumbersofpotentialcustomersabout afirm’sproducts.

Onthestrengthofcustomer’ssatisfaction,advertisingcanincreaseproductdeman
dandresultsineconomicsofscale.Inmanufacturing,distributionandsales,theabo
vescalesofeconomicscanbeachieved.Thecostofadvertisingcanreducethetimea
ndeffortconsumersmustspendseekingfor products.
Itmayalsoincreasecompetition.

Advertisinghowever,stimulateeconomicgrowth.Increasedawarenessbringsab
outincreaseddemand. Thisinevitablyleadstoincreasedreturnoninvestmentwhic
hstimulatesfurtherinvestment,encouragesinnovation,create
job,andgeneratesincomeand economic growth.
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3.4.5TechnologicalEnvironment

Underlyinganyeconomicenvironmentisthetechnologicalbase. Thetechnicalski
Ilandequipmentwhichaffecttheresourcesofaneconomyareconvertedtooutput.|
nunderdevelopedeconomy,relativelylittle
technologymaybeusedandoutputmaybesmallwhileindevelopedeconomy,pro
ductivitydependson greater
useoftechnology. Thelast40yearshaveseenspectacularadvance-
technologysupportedbyresearchanddevelopment.Constantevolutionofnewtec
hnologiesrendersthe
previousonesobsolete.SomeforeignproducersespeciallyJapanhavepioneeredr
ecentbreakthroughapplyingbasicresearchfindingsto electronicproducts.

Someofthesedevelopmentswillcertainlyaffectmarketinge.g.modern
automobilehasenabledfarmerstocometotownandpeoplecangowhereeverthey
want.Moderntrucksandairplaneshaveopenedupnewmarketsandallowedprodu
ctionfornationalandinternationalmarkets;resultingincompetitionandaddedbe
nefitstoconsumers.Further
developmentsinelectronicshaveledtohighincreaseinmassmediapromotionsan
duseofmanyothergadgetssuchasTelephone, Television,Radioetc;theirintroduc
tionhasreducedtheimportanceofothertraditionalmedia.Veryrecently,itwillbep
ossibletoshopinthehouseusingTV-fitted—
computerdevices.Theintroductionofthisdeviceeliminatestheuseofwholesalera
ndretailersandreducesto marketableextent a numberofsalesmen.

Computerhasalsopermittedmoresophisticatedplanningandcontrolof
business.Electronicequipmentsmayleadtofactoryautomationwhich
willallowcustomersdecidealmostimmediatelywhattheyrequireandgetitinstant
ly.Thisnodoubtwillcausedrasticchangesininternal
company’saffairsproductionscheduling,salesforecasting,warehousingetc.Ad
ditionalbreakthroughopportunitiesculminatingchangesin
technologicalbasecanalterthestatusofpresentdaymarketingactivities. Marketer
smusthelptheirfirmsunderstandthedemandsof
presentdaylifespanprogrammetomeetupthisdemandbysensitive
applicationofnewdevelopment.

Thegrowthrateoftheeconomyhasatremendouseffecton
technologicaldevelopment. Intheabsence ofinnovationwhichopens
upnewmarketopportunities,theeconomicestimateswillstagnate.Mostlargeco
mpaniesareintoinnovativebusiness. Theyhavesetupresearchanddevelopmentd
epartmentswiththesoleresponsibilitytosearchfornewfeatures,materialsandstyl
estomaketheircompany’sproduct

betterandattractive. Themarketermustunderstandthetechnologicalenvironmen
tandthecustomer.Sometechnologistsarenotinterestedin
theconsumerandtheirproblembutintheproductanditspossibilities
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leftunchecked,theywillcreateproductthathavenomarketordesignthemin
amannerthatdoesnotconveytheirrealutilityto thebuyer.

3.4.6LegalandPoliticalEnvironment

Mostnationsoftheworldarebecomingregulatedeconomies.Theattitudesandrea
ctionsofpeople,socialcriticsandgovernmentsare
becomingincreasinglyimportanttomanagersbecausethey
allaffectthepoliticalenvironment. Thelaw,publicopinionandpublicpolicyconst
ituteasetofenvironmentalfactorsthatareincreasinglyaffectingdecisionsonthem
arketingofgoodsandservices.Governmentregulationoccursforoneofthesethree
reasons. Thefirstistoprotectbusinessmenfromoneanother. Althoughtheyraisec
ompetitionontheabstract,theycandoanythingtoneutralizeitsimpactontheirbusi
nesses.Asaresult,lawsarepassedtodefineandpreventunfaircompetition. Thisla
wis enforceable bylaw.

Thesecondreasonistoprotectconsumersfrombusinessmen. Afewdisreputableb
usinessmenarereadytoadulteratetheirproducts,persuadethroughadvertising,a
nddeceivethroughpackagingandthroughprices.Unfairconsumerpracticesared
efinedandagenciesareestablished
toprotectconsumers.Thebestthathashappenedinthisarea isconsumerism.

Thelastpurposeofregulationistoprotectthelargerinterestorthesocietyagainstun
bridledbusinessbehaviour.NationsarequiteawarethatthegrossNationalproduct
sareaccompaniedbygrossNational
pollution.Astheenvironmentcontinuestodeteriorate,newlawswillbecomeenfo
rceable.Monetarypenaltyfordefaultingareexposedand ironicallypassed on
tothe consumers.

Businessmenhavetowatchthesedevelopmentsinplanningtheirproductsandmar
ketingsystem.Themarketingexecutivescannotplanintelligentlywithoutgoodw
orkingknowledgeofthemajorlawsand
regulationthatprotectcompetition,consumersandthesocietyatlarge.Hemustbea
cquaintedwithNational, InternationalandLocallawsaffectingtheconductofhis
marketingactivitiesandthemanyconsumerorganizationsthat
havepotentialimpact on hisactivities.

Moreover,thesaliencyofNationalismmustnotbeneglected. These
feelingscanblockmarketingactivitiesandreducesalesinsomeinternationalmark
ets.Nationsmaydictatewhotoselltheircountry’sproducts,grantbusinessoperati
ngpermission,emphasizetheemploymentofNationalsbyforeignfirmsorindigen
izefirms.Political environmentmayoffernewmarketingopportunitiestoforeign
investors.Ontheotherhand,Nationalor localgovernmentdictatewhere
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industriescanbesited.Somemanagershavesuccessfullystudiedthepoliticalenvi
ronmentanddevelopedstrategiestoexploitpolitical opportunities.

SELFASSESSMENTEXERCISE

1.Explainthemeaningofmaxiandminimarketingenvironment.2.Explainthe
macro-marketingenvironment.

4.0CONCLUSION

Inthisunit,wehavediscussedgenerallythenatureandmeaningofmarketingenvir
onment,theneedstostudythemarketingenvironmentandthe factors influencing
themarketingenvironment.

5.0SUMMARY

Thisunittreatedthenatureandmeaningofmarketingenvironment,thefactorsinfl
uencingthemarketingenvironmentbothmicroandmacro-
environmentalfactorsandtheneedsandreasonsofmarketing environment.

6.0TUTOR-MARKED ASSIGNMENT

1.Whatismarketingenvironment?
2.Statethereasonswhymarketersmuststudythemarketingenvironment.
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1.0INTRODUCTION

Theproductlifecycleisahypotheticalconstructappreciatedmainlybyprofession
almarketers.Somemarketersdonotusetheproductlifecycleconceptintheirdecisi
onmakingduetolackofappreciationofthe

conceptbysomeofthesemanagers. Themodelservesausefulmechanismforanaly
zingtheprocessbywhichspecificformsof meetingneedsemerge,grow,stabilize
anddeclineovertime.ltmight
bedifficultattimestodeterminethestagesofaproductinthelifecycledueto  some
circumstances.

2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explainproductlife-cycleinmarketing
*explainconsumerbehaviour
*explainthemarketingmedia
sexplainthemeritsanddemeritsofmarketingmedia.
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3.0MAINCONTENT

3.1MeaningofProductL.ife Cycle

Theproductlifecyclecanbedefinedasthedemandpatternfora
productoveraperiodoftime. Themodelconsistsoffourstagesvizintroduction,gro
wth,maturityanddecline.Whateverbetheperception
ofsomeindividualsabouttheproductlifecycle,itprovidesatheoreticalframewor
kforplanningmarketingoperations.ltenablesmanagementtoformulatedynamic
marketingstrategiestobetterpositionandforecast
futuresalesactivitiesbesidesgivingcuesfortheappropriatestrategiesforanexisti
ngproduct. Themodelcanhelpthemarketingmanagerto
adequatelyexploitthemarket positionoftheproductbyprovidingleads
tothetimingofnewlaunches,themovetonewmarketsanddiversificationtoothera
reas.Contrarily,ithasbeenarguedthattheproductlifecycleconceptcanonlybeapp
liedtospecificformsofproductandservices.

Someproductscanincorporatedramaticchangesintheircomposition,
sustaininglongtermgrowthandanyattempttoapplythelifecycleconceptislikelyt
odomoreharmthangood.Failuretodistinguishclearlythelifecycleofcertainprod
uctse.g.Bread,glass,television,Radio,etc.leavetheproductlifecyclewithlimited
descriptivevalidity.Theinabilitytodifferentiatethetrendindemand(orproductlif
ecycleconcept)fromtheimpactofenvironmentalinfluencegenerates
additionalconfusion inthemindsofsomehalf-bakedmarketers.

Whateverbethecriticismsofthelifecycleconcept,themodelremains
importantasaguidetoanalysis,planningandprovidesvitalcuesto
marketingdecisionmaking.

3.2ProductLifeCycleModel
3.2.1Market IntroductionStage

Atthisstage,salesarelowduetodemandfortheproductandlackof
productknowledge.Atthisstagealsomoneyisbeinginvestedon
productpromotionandplacedevelopmentforfutureprofit.Specialincentivesare
offeredtowincooperationinchannelbuilding.Promotionisintensifiedto
inform,educateandbuilddemand.

Attimes,skimmingpricingisusedtocoverinitialcost.Lowpricingat
thisstagecanhindercompetitiveentry.Strategyheredependsonthespeedofthelif
ecyclemovement(Howquicklythenewideaisgrabbed andspeed
ofcompetitivefollow-up.)
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3.2.2MarketGrowthStage

Inthemarketgrowthstage,industrysalesaregrowingfast. Thereisincreasedprodu
ctdemandespeciallyifthenewproductsatisfiesthe
market.Repeatpurchasesaremadeandnewpurchasesenterinlargenumbers.The
productattainssalesmomentumthroughfavourablewordofmouthaswellasdistin
ctivestepstakenbythefirm.Duetoproduct
promise,competitorsseizeopportunityandenterthemarketwithnewdesign. Thei
nnovatormakeshugesalesandhighprofitandeffectcontinuousproductimprove
ment.

Pricestendtobestaticorfallslightly. Theeffectofcompetitionleadsto
scramblingfordistributionoutlets.Salesriseinevitablyleadstofallinpromotional
ratio. Thefirmtriestosustaintherapidmarketgrowthas
longaspossiblebyimprovingproductqualityandfeatures.Locating
productexposurebyincorporatingnewoutlets,embarkingonpersuasiveadvertisi
ngor loweringpriceto sensitive customers.

3.2.3Maturity Stage

Thematuritystagecanbeclassifiedintothree,namely:growthmaturity
inwhichsales continuetogrowslowlyduetopurchasesbythelaggards.
Thestablematurityisthenextone.Itissometimescalledsaturationstage.Salesmai
ntainastablelevelduetoreplacement. Thethirdcategoryisthedecayingmaturity.
Thesaleslevelisnowinultimatedeclineassomecustomersshifttosubstituteprodu
cts.Atthisstagethereismarketsaturationwhichleadstointensifiedcompetition.C
ompetitorsembarkonfrequentmarkdowns,off-
listpricingandheavypromotion.Othersresorttoresearchanddevelopmentinorde
rtodevelopasubstituteproduct—
whilesomemanufacturersgaincompetitiveadvantage.Othersseemtodropoutoft
herace. Thispull-

outwillenabletheentrenchedcompetitortomilkhisproduct. Thestrategiesadapta
bleatthisstageencompassmarket,productandmarketingmixmodification. Total
marketalsomustbereassessedandevaluatedtolocalnewproduct/marketopportu
nities.

3.2.4DeclineStage
Here,pricecompetitionfromdyingproductshecomesquitevigorous.Salesmaypl
ungetozeroandproductmaybewithdrawn,othersmayreducetheirproductrange.

Promotionalbudgetfallsandnewproductdevelopmentpolicyprevails,corporate
advertisingreplacesproduct advertisingunitand anewproductisintroduced.
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3.3ConsumerBehaviour

Potentialcustomersareexposedtoamyriadofstimuliandcompetingmarketingmi
X.Individualcustomertakesinasmuchinformationashe
couldandrespondsfavourablyorunfavorablytothem.Theactionprocessisillustr
ated bytheblackboxmodel.

Thefunctionaloroperationalsystemofblackboxhasbeenanissueandcontroversy
tomostmarketers. Assuch,thereisinaccuracyinthepredictionofcustomersbehav
iourtoagivenstimuliasaconsumeris
saidtobeaneconomicman.Thisconceptdepictsthattheycompare
choicesintermsofcostandvalue. Theexpenditureoftime,energy,
moneyanddemandsincreasessatisfaction.ltisassumedthateachconsumerknow
saboutallavailableproductsandcanshowtheir

preference. Theaboveeconomicviewofblackboxdefiesindividualandtheimpact
ofsuchdifferenceonbehaviour.Theeconomistviewisparochialandneglectsthe
multi-
dimensionalfactorswhichaffectconsumerbehaviour.Eachindividualisaffected
bysomeofthesefactors:family,socialclass,referencegroupsandculture. These
interpersonalandotherinterpersonalfactorsareoftenconsideredbydecisionmak
ersinstimulusreceptionandprocessing. Theinterpersonalvariableusuallyconsid
eredbythemarketerincludes: Motivation,perception,learningattitudesandlifest
yle. Thesevariablesare
contributoryfactorsinshapingthewantsandbehaviourofconsumers.

Motivation

Motivationreferstoneeds,wantsordrives.Needsmotivateindividualstoact.Such
needsmaybebioorganic(food,sex,shelter)orpsychogenic(security,selfpotentia
Irealization)orsociogenic(belongings).Whileneedsarebasic,wantsarelearnedt
hroughtime.Whenaneedis
unsatisfied,itsintensitywouldleadtodrive.Driveinitiatesimmediateactionas
arelief.

Theknowledgeoftheaboveleadsmarketerstomakeeffectiveuseofmarketingincr
eatingdrive,buildingwantsandsatisfyingconsumerneeds. Theimpactofmarketi
ngcaninduceimpulsiveactionandexactmanipulativeinfluenceontheirpurchase
s.Bycreatingabundleof
needs,wantsandbenefits,potentialcustomersaretiedtoandidentifiedwiththepro
ductthroughmarketingstrategy.AbrahamMaslowinhis
theoryidentifiedfivehierarchyofneed(physiological,safety,
belongingness,esteemandactualization)whilethehierarchyofneedshelpstoexpl
ainwhatcustomerswillbuy,theeconomicneedshelptoexplainwhytheyrequiresp
ecificproductfeatures.Economicneedsare
concernedwithmakingthebestuseofconsumer’slimitedresources.Somelookfor
quality,priceorvalue.Economicneedsinclude:
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economyofpurchaseanduse,convenience,operationalefficiencyanddependabi
lity.

Perception

Thewayweseethingsdifferfrompersontoperson. Therearelotsof
products,marketinginformation,andoutletstargetedattheconsumers.Duetothe
multiplicityoftheabovefactors,theconsumersarelefttofollowselectiveprocess.
Throughselectiveexposure,thecustomer’seyesandmindsseekoutandare
attentiveonlyto informationofinterest.

Alsothroughselectiveperception,theyscreenoutormodifyideas,messagesandin
formationthatconflictwithpreviouslyacquiredvalues andattitudes.

Ontheotherhand,theconsumersrememberonlywhattheywanttorememberthrou
ghselectiveretention.Individualdispositionaffecttheseselectiveprocesses.Mar
keterscherishtheseprocessesbecausetheyrevealtheextentofconsumers’inform
ation,acquisitionandretention.Theselectiveprocessesalsoaffectconsumers’pro
ductchoiceand purchase.

Attitudes

Ifaproductisfulfillingtherequiredobligationforthecustomers, positiveattitudes

canbeexhibitedandreinforced.Butifthebrandisnotregardedasgood,anegativeat
titudecanbeshownbythecustomers.Anattitudeisthepredispositionorresponset

oobjects,eventsorservice,thatoneisconfrontedwith. Attitudeimpingesonourval
uessystem,our

standardsofgoodandbad,rightorwrongetc. Attitudeinfluencesconsumer’sprod

uctchoiceandindividualattitudescanbechangedthroughpromotionandproductr
ejuvenation.

Personality
Personalityis

acompositionofpsychologicalmakeupandtheimpactofenvironmentalvariables
.Freudrelatespersonalityinthreedimensionsnamely:

() Ego,
(i)  Superego and
(iii.) Id.

Idisassociatedwithhumanintensedrivetoimmediatesatisfaction. TheEgoenable
sindividualstomoralize,rationalizeandfacereality. It
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weighstheaftermathofaneventratherthanactingswiftlyasprescribedbyld.

ThesuperegomediatesbetweenldandEgo.Individualbehavioursare

triggeredofbyld. Anindividual’spersonalityismanifestedina
consistentpatternofresponsestotheenvironment.Customerstendtoidentifyprod
uctswiththeirpersonalities.Groupinfluenceisanother
factorthataffectsproductpurchases. Thiscouldbeaffiliative,aspiratory
orreferencegroup. Thesegroupsareinfluentialinthedevelopmentofindividualss
elfconcept. Theycanserveasindividual’ssourceof

information. Theyaffectindividual’saspirationlevelsandtheirnormsserveasinh
ibitors orinfluences on consumption.
Consumersalwaysbuyproductsthatdonot jeopardize theirimage.

Family

Aperson’sselfconceptisalsoinfluencedbyhisfundamentalaffiliativereferenceg
roup.Ourparentsinfluenceourconsumptionhabits,
behaviourstandardsandvaluesystems frombirth.

Culture

Cultureisdefinedasamodeledpatternofbehaviourtoexperience.ltishumanintera
ctionthatcreatesvaluesandushersacceptablebehaviour.Cultureischangeable
overtime.ltisenvironmentallyoriented.

SocialClass

Socialclassstratificationhasinfluenceonthetypeofproducts
purchasedandconsumedbycustomers. Thesenseofbelongingandtheneedtoben
oticedhadremarkableinfluenceonourpurchasebehaviour.Productsarenotpurch
asedforpurchasingsakebuttosolveentrenched socialproblems.

3.4MarketingMedia

Themediaisanothermeansormediumthroughwhichmessageandinformationisc
onveyedfromtheproducertothecustomers. Therefore,marketingmediaisthecha
nnelandmediumthroughwhichmessagesandinformationarecarriedfromthesen
der(theproducer)tothe

receiver(customer)effectively. Agoodmarketingcommunicationstartswithacle
artargetaudienceinmindandwitheffectivemessagethatgetsattention,holdsinter
est,andarousesdesireleadingtoaction.Marketingmediacanbegroupedor
classified intotwotypesnamely.
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i. Electronicmedia:-
underwhichwehaveTelevision,Radio,Cinema, Internetetc.
ii. Printmedia:-e.g.Newspapers,magazines,posters,etc.

3.4.1MeritsandDemeritsofMediaTelevision

1.Clearpictures:-ithasaclearpicturesinceitisshownonthe
screenthanradiowhereonecannotseeanypicture.
2.Demonstration:-Themessagebeingpassedtoviewersisbeing
illustrated. Thishelpstocarrythe interest ofthepeoplealong.
3.ltcombinesvisionandsound:-Itismorepowerfulsinceit
combinessounds,colourandmovement.
4.1tallowscompaniestokeepproductandbrandpresenceinfrontofcustomers.
5.1tenablesthepromotionofacompany’scorporateimagenationwide.

Demerits

1. Itisexpensive:-
Itisveryexpensivecomparedtoradioandnoteveryonecanaffordto buyit.

2. Itislimitedtoareaswithelectricity:-
Thosethatdonothaveelectricitywillfinditdifficulttoreceiveinformationt
hrough television.

3.Non-portability:-Itis noteasilycarried aroundlikeradio.
4.Theblindcannotpartakebecauseitisonlyforpeoplewithgoodsight.

Radio: Merits

1.Itisportable:-
Radiocomesindifferentshapesandsizes. Thismakesitpossibleforpeoplet
ocarry ormoveitfromoneplaceto another.
2.1tisaffordable:-Itisaffordablebecauseitisnotasexpensiveas thetelevision.
3.Theblindcanpartake:-
Thosewhohaveearsbutdonothavegoodsightcanlisten toradio.
4.1tcanbeusedwithoutelectricity:-Mostradiousesbatteries.
Asaresultofthis,peoplewithoutelectricity canstillmakeuse ofradio.
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Demerits

1.Thedeafcannotpartakebecauseonewithhearingproblem cannotlisten toradio.
2.Therearenopictureslike televisionandvisualappealis lacking.
3.Itisexpensivethanotherprintmedialikemagazines,newspapers

andposters.

Cinema:Merits

1.Goodfor reachingtheyouthmarkets.

2.Goodfor consumersegmenttargeting.

3.1t hasgoodscopefor usingtheimpact ofmovementand sound.
4.Geographicallyseparatedmarketscanbecateredfor.

Demerits

1.Caneasily influencetheyouth’s interest andbehaviour.
2.ToonoisyforthelistenerstograbsomeinformationNewspapers

: Merits
Newspapersarecheapercomparedto radio,televisionmagazinesetc.

1.Itisportableandcaneasily becarriedaroundfromoneplaceto another.
2.Easyto recall especially ifproperlykept.
3.Goodfordocumentationpurposei.e.itcanbekeptforrecordpurposes.

Demerits

1.Poorandnosharpquality printpicturescompared tomagazines.2.The

illiteratescannotgain fromitbecausetheycannotread.

3.Theblindcannotpartakeinreadingthenewspaperssincetheydon’thavegoodsig
ht.

Magazines:Merits

1.Portablebecauseitcanbeeasilycarriedfromoneplacetoanother.

2.Clearpicturequality:-magazineshaveclearpictureswithattractivecolours
thannewspapers.

3.Storieslastlonger compared tonewspaper.

4.Magazinesare retainedoveralongperiodoftime.
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Demerits

1.Magazinesare expensivecomparedtonewspapers.
2.No demonstrationcompared totelevision.
3.Illiteratesdonotbenefitfromit.

Posters: Merits
1.Goodfor specific targetcustomers.

2.Lowcost:-Itisnot tooexpensivecomparedto others.
3.Canbeplaced in strategicplaces.

Demerits

1.1tcaneasilybedestroyedbyilliterateswhocannotreadanddo notknowthe value.
2.1t canalsobe destroyedbyrain.

SELFASSESSMENTEXERCISE
1.Explainthemeaningofproductlifecycle.Youarerequiredto writeout thefour

stages ofproductlife cycle.
2.Mentionsomemeritsanddemeritsofprintsandelectronicmediainmarketing.

4.0CONCLUSION
Inthisunit,wehavediscussedgenerallytheproductlifecycleandthefourstagesofp

roductlifecycle,theconsumerbehaviour,factorsinfluencingproductlifecyclean
dmarketingmedia.

5.0SUMMARY
Thisunittreatedproductlifecycle,thestagesofproductlifecycleand
theconsumerbehaviour.ltalsoexaminesthefactorsinfluencingconsumerbehavi

ouraswellasmarketingmediawiththeirmeritsanddemerits.

6.0TUTOR-MARKED ASSIGNMENT

1.Whatisproductlife cycle?
2.Mentionthemeritsanddemeritsofa television.
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1.0INTRODUCTION

AlothadbeenwrittenaboutconsumerismintheU.S.Awiththeresult
thatin1962,aconsumer-charter”’bythethenPresidentJohnF.
Kennedywaspassedbycongress.

Accordingto thecharter,theconsumerhas:

* Therightto safety

* Therighttobeinformedaboutthegoods/serviceshewishesto buy.
* Therightto chooseand

* Therightto be heard etc.

Consumerismhasnotheenverymuchdiscussedindevelopingcountries. Thepurp
oseofthisunitistoexamineanddiscusshowfar
consumerismhasgoneinNigeriaanditsfutureimplicationsontourismsalesandm
arketing.
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2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*define consumerism

*explainthecausesofconsumerism
*explaintherightsofbuyersandsellerin consumerism
*explaintheimportanceofconsumerism
*explainthefactorsresponsibleforlackofconsumerisminNigeria.

3.0MAINCONTENT
3.1TheMeaning ofConsumerism

Consumerismisdefined“astheorganizedeffortsofconsumersseeking  redress,
restitutionandremedyfordissatisfaction theyhaveaccumulated
intheacquisitionoftheirstandardofliving”.Othersmaintainthatconsumerismisa
localforcewithintheenvironmentdesignedtoaidandprotectthe
consumerbyexertinglegal,moralandeconomicpressureon

business. Kuwu(2007)definesconsumerismasasocialmovement
seekingtherightandpowerofbuyersinrelationtoseller.Inotherwords,consumeri
smcouldalsobedefinedastheeffortmadeeitherbytheconsumerhimself,thegover
nmentand/orindependentorganizationstoprotecttheconsumerfromtheunscrup
ulouspracticesofbusinessintheirquestforprofit.Inthisway,theconsumerisview
edasthefocalpointandthe coreofmarketing.

3.2Causes of Consumerism

Itisonlywhenbusinessand  industrydenytheconsumerhisright  that  he
reactsvehemently.TheriseofconsumerisminNigeriacanbeattributed
toseveralfactors:

UnscrupulousBusiness Practice

Intheattempttogetrichquick,somebusinessmenandwomenindulge
inunscrupulousbusinesspractices.Forexample,manyexpireddrugs
areonwidespreadsaleinourmarkets.Currently,foodpoisoninghasbeenincessant
inourhouseholdsandeducationalinstitutions.Thisisbecausespoilttinnedfoodsfi
ndtheirwayintoourmarketsinsteadof
beingdestroyed.Theconsumerhasbecomehelplessinthehandsof
someofourbusinessmenandwomen.
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Scarcity

ScarcityofgoodsandservicesinNigeriahasgivenbirthtohighprices.
Thecontinuousincreaseinretailpricesinthefaceofperennialscarcity
hasfrustratedmanyconsumers.

Education

Consumersarebecomingmoreeducatedandsophisticatedthanever
before.Today’sconsumerisbettereducatedthanhisforebearsandthuslesswilling
toaccepttheexaggeratedsalesmanshipandmisleadingadvertisements,shoddyg
oodsandevenbitsofdeceitthatbuyersonceconsideredthenaturalhazardsofcom
merce.WiththeUniversal PrimaryEducationprogramme,the impact
ofeducation willbe feltmorethaneverbefore.

IntentionallyPlannedObsolescence

Massproductionandmassmarketinghaveputmoreproductsonthe
marketthantheconsumeriswillingtotake. Thishasoftenledtowildclaimsbyadver
tisersaboutwhatproductscandoandtheuseof
sophisticatedpsychologicaldevicesinradioandtelevisionprogrammesto
gettheconsumertobuythe product.

RisingPublicExpectationsofHighStandardsofBusinessConduct
andSocialResponsibility

WiththeincreaseinthelevelofeducationandstandardoflivinginNigeria,thepubli
cexpectationofbusinessconducthasrisentoo.People
arenowmuchmoreawareoftheirrightsasconsumersanddemandthe
samefrombusinessesinNigeria,asinotherplaces. Businessesareexpectedtoperf
ormsomesocialresponsibilities.Manysocialiststodayaccusebusinessesoperati
ng in Nigeria ofexploitationand profiteering.

EconomicandSocialDislocation

Consumerismcomesasaresultofseriouseconomicandsocialdislocation. Thisty
peofsituationismarkedbytheriseinconsumerpricesanddecliningrealincomes. T
heNigerianeconomyistodayfacingtheseeconomicandsocialills.Whichseemto
havebeentriggeredoffbytherecentincreasesinwageandsalaryawardstothepubli
csector?

152



HCM305 TOURISM SALESANDMARKETING

WildClaims

ConsumerismisboundtoexistinNigeriabecauseofthebroadwrongsrampant in
some businesses today,namelydeceptive
promotions,hiddencharges,sloppyserviceandunsafeorimpureproducts.

3.3ThelmportanceofConsumerism

Consumerismisenhancedbyseveralsocialandeconomicfactorswhich
werenotevidentinearliertraditionalexpressionsofconsumerism—
thedifficultyofjudgmentthattheconsumerfaces.Theindividualconsumer
findsitdifficulttojudgethequalityofproductintermsofprice,package,content,br
andproliferation,plannedobsolescence,aftersalesserviceandotherproductfeatu
res. Theaverageconsumer,especiallyinNigeria,hasnotbeenexposedtothetypeof
sophisticationheisnowwitnessing. Thenumberofilliteratesoutnumbersthelitera
tes;therefore, theprotectionoftheconsumeris ofparamount importance.

Informationsuppliedthroughadvertisementsisambiguous,sometimes
confusing,mainlyfalseanddeceptivebecausetheconsumerisignorant
ofthestandards. Itisimportantthatthegovernmentshouldstepintoprotectthecons
umer.

Consumerismisimportantbecauseinflationhasmadepurchase
behaviourevenmoredifficult.Risingpriceshaveledconsumersto
increasedqualityexpectationswhicharenotachieved;thusagaincontributingto
thefrustration ofconsumers.

Thecompetitionthatresultsamongstthevariousproducerscauses
consumerstobeconfusedandthisaffectstheirpurchases.Forexample,
theordinaryconsumerfindsitdifficulttodistinguishbetweenordinarypetrolsold
byAgipandthatsoldbyNational,ortodistinguishbetween Bensonand Hedges
andCravenascigarettes,so heneedsprotection.

Advertisementsencouragepurchasesbyemotionratherthanreasonor
rationalityandassuch,thegovernment,organizations/associationsof
firmsshouldcometo theaidofthe consumer.

Aswecanseefromtheroleofconsumerorganizations,consumersare
notwellorganized.lthasbeendifficultforthemtocometogetherandspeakwithone
voice.Theylackknowledgeandsufficienteducationaboutthevariousproductsth
eybuy.

Thereisnoconflict,asisoftenthought,betweenmarketingandconsumerism.Both

activitiespossessthesameobjective-
consumersatisfaction.ltwouldbemoreconstructivetoregardconsumerismasan
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opportunityratherthanathreat.Inthelongrun,thegreatestsuccesswillcontinueto
accruetothefirmsthataremostsensitivetotheirmarkets’needs.

3.4TraditionalRightsofSeller and Buyer

Thepowerunbalancebetweensellersandbuyerscanbeclearlyunderstoodfromth
ebasisofclaimsandrightofeitherparty.

A. TheTraditionalRightof Seller
Thesearerightsthataccruetotheseller(manufacturer)ofgoodssuchas:

1.Therighttointroduceanyproductinanysizeandstyleprovided
itisnothazardoustopersonalhealthorsafety.ltshouldalsoincludeproper
warningandcontrol.

2.Therighttochargeanypriceforproductsprovidedno
discriminationexistsamong similar kindofbuyers.

3.Therighttospendanyamounttopromotetheproductprovideditisnotdefined
asunfaircompetition.

4.Therighttouseanyproductmessageprovideditisnotmisleadingor
dishonestincontrolorexecution.

5.Therighttouseanybuyingincentiveschemeprovidedtheyare notunfair
ormisleading.

B. TheTraditional Rights ofBuyers
Theseare rights thataccrue tothebuyers,suchas:

1.The rightnottobuya product that is offeredfor sale.

2.The righttoexpecttheproducttobesafe.

3.Therightto expecttheproducttoperform asclaimed.

4.Therighttobewellinformedaboutimportantaspectsoftheproduct.

5.Therighttobeprotectedagainstquestionableproductsandmarketingpractices.

6.Therighttoinfluenceproductandmarketingpracticesinwaysthatwillimprove
the “qualityoflife”.

3.5Measures for Consumerism
AttemptstoprotecttheconsumerinNigeriahavecomefromfourmajorsourcesna

mely:government,organizations/associations,journalisticexposureandindivid
ualconsumers.Inordertoappreciatethestage
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consumerismhasreachedinNigeria,weshalldiscusstheroleeachofthesepartiesis
playing.

3.5.1Government PolicyMeasure

InNigeriatoday,someofthemostseriousattemptstoprotectconsumersandensure
theirwelfarecomefromtheFederalandState
governments. Theseattemptsareboth economicandsocial.

OneofthecausesofconsumerisminNigeriatodayisthecontinuousincreaseinpric
e.TheFederalGovernmenthastriedtoprotecttheconsumerbytheenactmentofthe
PriceControlDecree,1970.PriceControlCommitteeshavebeensetupineachofth
e36statestoeliminateprofiteeringandhoarding.Profiteeringandhoardingarenot
onlyinjuriousanddestructivetotheeconomicwell-beingofthenation
butalsotothesocialactivitiesofconsumers. Thegovernmenthasputa
ceilingonthepricesofcontrolledcommoditiestoensurethatconsumers
donotpaymorethan necessary.

TheStandardOrganizationofNigeria(SON)isoneofthepublicagenciesconcerne
dwiththewelfareoftheconsumer.ltwasformedforthepurposeofensuringthatpro
ductsandservicesconformtocertain

specifiedstandards. Itstipulatesquality,weightsandmeasuresthatmustbeconfor
med tobybusinesses.

Inprotectingthelifeofconsumers,thegovernmenthasalsogoneonto
promulgatetheFoodandDrugsDecree,1974.ThisDecreeprohibitssaleofcertain
food,drugs,cosmetics,saleoradvertisementoffoodas treatmentfor
certaindiseases, andvariousmisleadingpractices. The first
rightoftheconsumer—therighttosafety—mentionedabove,is
emphasizedbythisDecree.

TherightoftheNigeriaconsumertohavegoodandsafeaccommodationhasoftenb
eenviolated.BoththeFederalandStategovernmentshavecometotheaidofconsu
mersbythepromulgationof
arentdecreeandedicts.Inordertoexecutethedecreeandedicts,renttribunalshave
beeninstitutedinallthestatesoftheFederation.Thistrendisboundtocontinueunle
sslandlordschangetheirattitudestotenants.

TodayinNigeriawenoticesgovernment’srecentmovestowardstheprotectionoft
heconsumer.Thegovernmenthasnotstoppedat
formulatinglawsandregulationsforconsumerprotection;ithasalsogonefurthert
oputthemintoaction.Justrecently,apharmaceuticalcompanywascloseddownb
ytheFederalgovernment,someimported
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cannedbeer,and7-upsoftdrinkswerebarredfromtheNigerian markets.

Companiesandindividualsaretodaybeingdraggedtocourtonvarious
offencesviolatingtherightsoftheconsumer.Forexample,on18July1977,SCOA
Motors(Nigeria)LtdwerefinedN5,000bythe AbeokutaspecialPriceControlCou
rtforboardingPeugeot404Pick-upvans.In
additiontothefinethefirmalsoforfeited8Peugeot404Pick-
upvansvaluedatN27,520.Thesecourtconvictionsandgovernmentmeasures
demonstrategovernmentdeterminationtoprotecttheconsumerin Nigeria.

3.5.20rganization/Association

Governmentsarenotaloneinthefightforconsumerprotection.Apart
fromthecasescitedaseffortsbythegovernmentstoprotecttheconsumer,wehaves
uchorganizationsandassociationsastheTenants
Association,theConsumerAssociationinLagos,theEnuguConsumerMovemen
t,theConsumerClubofAgwu, etc.

Theseorganizationsand/orassociationsareformedwithsimilar
objectivessuchas:

a. Toreviewthepositionofconsumersinrelationtosupplierswhoaretradersa
ndsellers.

b. Toexplorewaysandmeansofcheckingtheperennialscarcitycreatedbyun
scrupuloustraders.

C. Tocurbtheever-

risingpriceswhichcreateinflationandrendertheearningsofworkerswort
d. hless.
e. Topromoteconsumereducation
Toprovideconsumerswithinformationonvariousconsumer issues.

Eventhoughtheeffectoftheiroperationsisyettobefeltinsociety,theorganizations
andassociationswillsurelycometotheforeintimeas
scarcityofgoodsdiminishesandascitizensbhecomemoreawareoftheirrights.

3.5.3JournalisticExposures

Ourvariousnewspapersandmagazineshavepagesdevotedtoconsumer
issues,forexampletheConsumers’AffairspageoftheDailyTimes.Here,variousi
ssuesconcerningconsumersarediscussedbyscholars.
Writersandresearchersareencouragedtopublishtheirfindingsinthesepapers.Re
cently,theassociationofmarketwomeninLagosStatelaunchedamonthlymagazi
ne,ShoppingNews,toprovideinformation
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andvitalstatisticsfortheconsumersinthestate.ltsotherpurposesalsoincludethep
rovisionofanopportunityforvisitorstofamiliarizethemselveswiththe location
ofshoppingfacilities in thestate.

3.5.4Consumers’Measures towards Consumerism

Alothasheensaidandwrittenaboutsafeguardingtherightsandinterestsofconsum
ers.Proposalsforimprovingthepositionoftheconsumerhavecomefromradicals
whobelievethattheconsumer’spresentsituationistheinevitableresultofanexploi
tativesystem.Oftentheseso-
calledconsumeradvocatesinoursocietyhavecalledfora
fundamentalreorganizationoftheentireeconomicsystem.Oftentoo,boththeFed
eralandStategovernmentshavebeencriticizedbyindividualconsumersandcons
umerorganizationsandassociations,butlittleattentionhasbeengiventoconsume
rresponsibilitieswhichaccompanythese rights.

3.5.5CorporateActivities

Firms,intheirownway,contributetowardsconsumerprotection;butmostbusines
sactivitiesinfavourofconsumerismhavebeengearedtowardsplayingsafe.Attem
ptsaremadetoavoid confrontationwith
lawenforcementofficersandtoavoidgoingtocourt. Apopularmeasure
adoptedbymostNigerianbusinessesistheinstallationintheirpremises
ofsuggestionboxesfor consumers.

ConsumerismisnowinNigeriaandbusinessesshouldrespond
thoughtfullyandrationallytotheissuesratherthanbeingdefensiveor
reactingnegativelyornotatall.

3.6FactorsResponsibleforLackofConsumerActivityin Nigeria

Unlikethedevelopedeconomicsoftheworld,consumerismandtheconsumerrigh
tsmovementhasnotbeenveryeffectiveinNigeria. Thismaybeattributedtothegen
eralpoorstateofconsumersandlackof
adequateenlightenmentoftheconsumerstothosewhopurporttochampionthecou
rseofconsumerrightsinthesociety.Prominentamongthereasonswhyactivityhas
beenvirtuallynonexistentin Nigeriainclude:

*Ignorance ofconsumersregardingtheirrights,suchrights include
therighttobeinformed;suchinformationasthecontentsandcompositiono
faproduct’ssideeffectsifthereexistsany.Thisis
almostnonavailableinNigeriaandtheconsumershavenotbeenabletorise
upandaskforthisright. Therightofchoicewhich

157



HCM305 TOURISM SALESANDMARKETING

warnsthattheconsumershouldhavetherighttomakehisownchoiceoutofa
nyoftheproductand brands.

* Safety: Theconsumershouldhavetherighttosafetyoftheuseofanyproductands

houldalsoseekforthedamagesincaseof
injuriesoradverseeffectssufferedasaresultoftheuseofsuchproducts.But
inNigeriathereisnoavenueforconsumertoclaimfordamageswheneverh
esuffersloss,evenifaconsumerdecidetofightforhisright,hemightneverg
ofarbecausehiseffortsmaybethwartedbythesameofficialsthataresuppo
sedtoprotecthim againstdefective products.

*ScarcityofGoodsandServices: TheunderdevelopednatureoftheNigeriaecon

omyhasledtominimalcapacityutilizationbythevariousmanufacturesof

goods,therebyleadingtoscarcityof products. Thisthenleads
toasituationwherethesellersdictateto  theconsumerwhatshouldobtain
inthemarket. Thisisreferred to

asasellermarketwherethesellerhascompletecontrolofthemarketanddec
idedwhatproductsentersintothemarketgiving
littleormoreregardatalltoquality. Andthesellercansetthepriceswithoutd
ueconsiderationforconsumerreactionsincetheconsumerhas
littleornochoiceatall.

* IneffectivenessofOrganizationsSetUptoControl Standards:-

Thegovernmentinanattempttosetstandardsandenforcetheselawsamon
gmanufacturerssetupsuchagenciesasthestandardOrganizationofNigeri
a(SON),Foodanddrugsadministration(NAFDAC)etc.buttheseorganiz
ationshavebeenlargelyineffectiveassub-
standardproductsaboundinNigerian
marketstoday,rangingfromcosmeticproductstowashing
detergentsandevenbeverages,drugsandtheconsumersareto
consumetheseproductswiththeirattendanthealthhazardsandwithoutana
venueto seek redress.

*Nonchalantattitudeofgovernmenttowardsengaginglegislationthatseekstopro
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tecttheconsumers.Governmenthasatvarioustimessetupprizecontrolboa
rdsthathavebeenlargelyineffective. Thishastoagreatextentfrustratedco

nsumersleadingtolackofinterestinseekingredress.Suchlegislationrequi
ringmanufacturerstoputpricetagsontheproducts,thecontents,andingred
ientshavelargelygoneunheeded.Cigarettemanufacturesinthecountryha
vebeenreluctanttoinscribe

warningsonthepackoftheirproducts. Theycomplyonlyonbillboardsand

otheradvertisementmedia.ltshouldbenotedthatmostoftheindigenousbr

andsdonotenjoyproperadvertising
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andinwhichcasethemanufacturershavesucceededifnotdisplayingthe
warningsontheirpacks.

* Insincerityandcorruptionamongofficialsresponsibleforenforcinggovernmen
trulesandregulations. Thishasledtoexpiredandsub-
standardproductsimportedfromforeign
countrieshavingtheirwayintothemarketevenaftertheyhavebeendetecte
dattheirvariouspointsofentry.Currentportsandborderofficialscollabora
tewithsuchimporterstosendtheproductsintothemarketforthelargely ill-
informedconsumerstoconsumeattheirown risk.

*Byeandlarge,theNigerianconsumerhasashareoftheblameastheyhavenotbeen
abletoorganizethemselvesintoastrong
pressuregrouptofightfortheirrightsaswasthecaseintheUnitedStatesofA
mericainthe1960s.Withadequateenlightenmentbythosethatknowtheri
ghtoftheconsumersandbeobligationsofthemanufacturers,theNigerianc
onsumercanriseand fight
forhis/herrightnomatterthedegreeoffrustration.

3.7TheFuture ofConsumerism

Thepresenttrendoftheconsumermovementsuggeststhatconsumerism
willcontinueduetothelegal,socialandeconomicpressures. Theconsumermove
mentwillenhanceconsumerissueswhichwillbeusedbypoliticianstowinvotes. T
hiswillleadtoanincreaseinconsumers’voicesingovernment.

TheUniversalBasicPrimaryEducationprogramme whichwaslaunched
in1976willhaveitsimpactonthenumberofconsumerorganizations.UltimatelyU
BEwillhelptoincreasethelevelofeducation. Thereis
everylikelihoodthatconsumerunrestwillpersistwithincreasesinthelevelofeduc
ationinthecountry.Therewillbemoredemandfor consumerprotection.

AsNigeriagetsmoreindustrialized,healthandsafetyproblemswillcontinuetoinc
reaserather thandecrease.

Infuture,thedemandsonfirmswillbecomegreater.Severalguidelineshavebeens
uggestedwhichbusinessesshouldfollowintheirresponseto consumer:

1.Establishaseparatecorporatedivisionforconsumeraffairs. Thisdivisionshoul
dparticipateinallcorporatedecisionsthathaveconsumerimplications.lts
houldparticipateinresearchanddesign,advertising,credit,pricing,
quality assurance,etc.
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2.Changecorporatepracticesthatareperceivedasdeceptive. Theconsumeraffair
sdivisionshouldidentifycorporatepracticesthatareperceivedasdeceptiv
eand/orantagonisticbyconsumers.

3.Educatechannelmembersontheneedforaconsumerismeffortthroughoutthe
channelsystem.

4.Incorporatetheincreasedcostsofconsumerismeffortsintothecorporateoperati
ngbudget.

Themainpurposeoftheconsumerismprogrammewillbetoenhance
thequalityofcommunicationsbetweentheconsumerandthefirmandtoincorporat
evalidcomplaintsinto corporatedecisions.

Corporateleadershavetwobasicoptions:theymaytakepositiveaction
inthismatterortheymayignoreit.Iftheyignoreit,theymustbepreparedfor a
governmentprogramme.

Individualconsumersarenotlivinguptotheirresponsibilities;rather,theyencour
agehighpricesandtrademalpractices. Theyencourage
hoardingandprofiteeringbybuyinggoodsabovestipulatedpricesandsometimes
withoutreceipts.Consumersblameourgovernmentbuttheyfailtosupportgovern
mentactionsandmeasuresagainstbusiness
malpractices.Nigerianconsumersshouldbecourageousandstandontheirownfee
ttofightabusesinthecountry.lfconsumerismisto
surviveinNigeria,consumersinNigeriamustbepreparedtomake
sacrifices.ItishightimeNigerianconsumersresorttoconsumerboycottsinrespon
setorisingfoodandcommodityprices. Thegreatestweaponofconsumersallovert
heworldisconsumerboycott.Sellers cannotsurvive withoutconsumers.

ManyproblemsinNigeriaarecaused,atleastinpart,bytheconsumer’sownineptn

ess,carelessnessorignoranceand/orareluctancetoputforwardtheeffortrequiredi
nmakinginformedbuyingdecisions.Consumers,asshoppers,failtoactinarespon
siblemanner.Deception,fraudordishonesty may berecordedon
thepartofeithersellerorbuyer.Consumershavetochangetheirattitudetowardgov
ernmentmeasuresforconsumerprotection.

SELFASSESSMENTEXERCISE
1. ExplainthefactorsresponsibleforlackofconsumerismactivitiesinNigeria.

2.Fromthediscussionofthemeaningofconsumerisminunit15,
youarerequiredtowriteoutthecauseofconsumerismin Nigeria.
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4.0CONCLUSION

Inthisunit,wehavediscussedthemeaningofconsumerism,thecauses
ofconsumerisminNigeria,therightsofbuyersandsellers,importanceofconsume
rismand thefutureofconsumerismin Nigeria.

5.0SUMMARY

Thisunittreatedindetailsthenatureandmeaningofconsumerism,thecausesofcon
sumerisminNigeria,theimportanceofconsumerism,therightsofbuyersandselle
rsandthefactorsresponsibleforlackof consumerism activitiesin Nigeria.

6.0TUTOR-MARKED ASSIGNMENT

1.Stateandexplain thecausesofconsumerismin Nigeria.

2.1dentifyandexplainthefactorsresponsibleforlackof consumerism
activitiesin Nigeria.
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1.0INTRODUCTION

Thesalesrepresentativesellsacompany’sproductandservicesina
givenmarketarea.Itisoftenmoreeffectiveforacompanytohirea
salesrepresentativesthanusetheirownsalespersons.Thisistruewhenthemarketis
adistantoneandwhenculturaldifferencesmaymakeit
hardforanoutsidertopenetratethemarket. Forexample,acorporatehotelinHoust
onmayfindthatitismoreeffectivetohiresalesrepresentativesinMexicoCitythant
osendasalesmanagerthere.Salesrepresentativeshouldrepresentnon-
competingfirms;theyreceivea
straightcommission,acommissionplusasalary,oracombinationofboth. Ittakesti
meforsalesrepresentativestolearnacompany’sproductsandinformthemarketab
outthem,thechoiceofasalesrepresentativeshouldnotbetakenlightly.Frequentch
angesinsalesrepresentativearenotcostefficientandeffective,certainlyaprincipa
I salesrepresentativesplaysacrucialroleintherelationshipbetweenthe
companyanditsagentssincethe ‘localrep’willbethemain,andsometimestheonly
pointofcontactbetweenthetwo.Inspiteofthis,thereisatendencyamongprincipal
storeducethisfunctionintheorganizationorseekothermeansofcommunicatingw
iththeiragents.
Thisisduetothecomparativelyhighcostofkeepingsalesrepsonthe

road. Tomaintainasalesrep,includingtravelexpenses.However,thereisarguable
nomore’electivewayofbuildinglikeswithretailersandit
isperhapssignificantthatwhileprincipalshavebeensearchingforalternativemet
hodsofservicingtheirdistributionoutlets,travelagents
themselveshavebeguntoemploytheirown externalsales reps
tocallonbusinessesandotherorganizationstoincreasesales,oftenusingpart-
timestaffpaidoncommission togeneratesuchbusiness.
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2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

*explainthemeaningofsalesrepresentativeinmarketing
«explainthedifferenttypesofsalesrepresentative
inmarketing*explainthefunctionsofsalesrepresentative

*explaintheGoodQualities ofsalesrepresentative
inmarketing.3.0MAINCONTENT

3.1TheMeaning ofSalesRepresentative

Asalesrepresentativeconcentratesonthevitalareaofprofessionalsalesandthesuc
cessorfailurewithinthehospitalityindustryultimatelyrestsontheabilitytosell. Th
etermsalesrepresentativescoverabroadrange
ofpositioninoureconomy,wherethedifferencesareoftengreaterthanthesimilarit
ies.

Asalerepresentativeisapersonthatgoesouttothefieldtosellproductsthathasbeen
producedbyanorganization. Thatis,he/sherepresentstheorganizationorcompan
yintakingthoseproductsforsale.

Thesalesrepresentativesarethosethatbackupthecompanyororganization,thatis,
theyselltheproductstothefinalconsumer. Theymustbyallmeansknowhowtodef
endthoseproductsinorderforthecustomerstobuy.Theirmajorworkisto“sell”.Th
eymustconvincethecustomertobuy.

Asalesrepresentativein thehospitalityindustrycouldfunctionas:
1. Deliverer:-Thesalesrepresentativejobisprimarilytodeliverproduct.

OrderTaker:-Inwhichthesalespersonispredominantlysideordertaker,
2. oroutsideordertaker.

Missionary:-

3. Thesalesrepresentativeisnotexpectedorpermittedtotakeanorder,butisc
alledonlytobuildgoodwillto
educatetheactualorpotentialuser.Airlineagenciesworkat
tradeshowsandconductotherpublicrelationstypesofworkandareassuch
missionarysalespeople.

4.Technician: Technicalknowledgeismosttimesrequired.

5.Demand Creditor:-Positionsthatdemandsthecreativesalesof
tangibleproductsor intangibles.
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Successfulownersandmanagersknowthattheymustcontinuouslysell.Countryc
ommissioners,taxevaluationofficials,planningboards,thepress,bankersandthe
localvisitorcentermustallbewell-informedon one’s hospitalitybusiness.

Thoseinthebackroomwhocheckcreditreports,cardreports,careforaudiovisuale
quipment,serveassecretaries,andmaintainthephysical
plantarealsopartofthesalesteam.Everyonemustsell,butafewindividualshaveth
especificresponsibilityforensuringthepayrollscanbemet,invoicescanbepaid,a
ndafairreturnoninvestmentcanbeachieved. Thesearetheprofessionalsalespeopl
e“Thesalerepresentatives”.

Salespersonnelserveasthecompany’spersonallinktocustomers. Thesalesrepres
entativeisthecompanytomanyofitscustomersandinturnbringsbackmuchneede
dcustomersintelligence.

Personalsellingisthemostexpensivecontactandcommunicationtoolusedbythec
ompany.Costestimatesformakingpersonalsalesvarydepending on theindustry
and thecompany.

Asalesrepresentative’sfirstjobincludestakingneworder,seeking prospectsand
influencingthemtobuy.

3.2Attitudesofa SalesRepresentative
Asalesrepresentativemustpossessthe followingattitudes:
1.Prospecting

The
salesmanorpersonrequiresaviddexterity,vividcomportmentandtacticstoconta
ctleadstoprospects.Oncetheaddressandthenameof
thesalesheadaregiven,itistheonusofthesalespersontoswiftlyidentifytheheadas
prospect.

2.TheApproach

Salesrepresentativesdonotjustgotoanypersonandstarttalkingabouttheircompa
nyproduct.lftheydo,theywouldnotbeableidentifyanactualprospectortheirsales
talkwouldnotbearticulate.Henceitis
idealforthesalesrepresentativestoprepareforthesalestalkanddefinetheinformat
ionabouttheprospect. Thesepreliminaryeffectsare classifiedaspre-
approach.ltisthetechniciansalesplanborderingonwhattosay,howtosay,whento
say,wheretosayandwhotosayto.Thispre-
approachequipsthesalesrepresentative,buildshisconfidence  andobliterates
harmfulpresentationfacilities.
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3.Presentation

Intheactualpresentation,thesalerepresentativeembarksoncoldcensuringwhich
doesnotwarrantpreviousarrangementorcontactwiththeprospect. Thisgivesthec
ustomerconsiderabletime,hecanembark
ontelephonesalesbybookingappointmentpriortotimeorhecanembarkonwritte
ncommunicationwithdurablesalesmessage presentationprocedures.

4.0pening

Thesalesrepresentativemusthaveformalizedandinformalsalesopening. Thisist
hemostcrucialaspectofsalesrepresentativepresentation. Hemuststartwithpleas
antgreetingsandintroduction.Thepresentationcouldbeproceduralusingeitherth
eAlDAmodel,stimulationresponsemodel or needsatisfactionapproach

i AID

A - Attention
I - Interest
D - Desire

Theattentionofsuchcustomerisdrawntotheproductsonofferthroughfactualbutp
ersuasiverhetoric. Thisgraduallybuildstheconsumersinterest,heightensthedesi
retowanttheproduct,andinducespurchase

actiontherebyclosingthesales. Thecustomerthenruminatesoverhis
purchasewith satisfactory gleeorapatheticfeelings.

ii. ResponseModel

Thesalesrepresentativeuseswordsthatwillpsychethecustomerandelicitimmedi
ateorspontaneousreactionfromhim. Thesalestalkofthesalespersontouchesemo
tionallyonaspectofthecustomer’slifethatcouldbeenhancedbytheproduct. Aggr
essivesellingoftentriggeroffsuchneedsandresponse.Exampleofasalesrepresen
tativeselling
perfumespraystheperfumeonthepalmofprospects;theactioncanleadtoimmedia
tedemonstrationoflikesandpreferencefortheproduct
anddesiretobuy.Anysalesrepresentativethatusesthisapproachmustunderstand
psychologicallythedisposition ofdifferent customergroup.

I. NeedSatisfactionModel
Itisidealthatorganizationsshouldtaketheirmarketingactiontowards

thesatisfactionofcustomer’sneeds.Hencethesalesrepresentativemustshowclea
runderstandingofcustomersneedsandconsciouslyand
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empatheticallyprovidethemsuchneedthatcouldbeidentifiedor
anticipatedbythecustomertosolvetheimplicitproblemforwhichtheproductisde
signed.Abalancedapproachcallsforthecombinationof
anysalesforcesorientedapproach.Whatsoevertheapproach,however,
salesrepresentativesmustinvolvewithphysicalandmentalpersuasiveness,sucha
schoiceofwords,productimage,signsandlanguages. Thepersuasivetoolmustbe
harpedrhythmicallywithcompetitivedistinctiveness

3.3TasksofSalesRepresentative

Asalesrepresentativeiswhoeverfunctionallyperformsoneormoreofthefollowin
gtasks forhiscompany:

1.Prospecting:-Salesrepresentativesfindandcultivatenewcustomers.
2.Targeting:-
Salesrepresentativesdecidehowtoallocatetheirscarcetimeamongprosp
ects andcustomers.
3.Communicating:-Salesrepresentativescommunicateinformationaboutthe
company’sproductsand services.
4.Selling:-
Salerepresentativesknowtheartofsalesmanshipapproaching,presenting,
answeringobjections, andclosingsales.
5.Servicing:-Salesrepresentativesprovidevariousservicestothecustomers—
consultingontheirproblems,renderingtechnical
assistance,arrangingfinancing, andexpeditingdelivery.
6.Informationgathering:-Salesrepresentativesconductmarketresearchand
intelligenceworkandfill in callreports.
7.Allocating:-Salesrepresentativesdecidewhichcustomersto
allocatescarceproducts toduring product shortages.

Thesalesrepresentative’smixoftasksvarieswiththestateoftheeconomy.Durings
hortage,suchasatemporaryshortageofhotelrooms
duringamajorconvention,salesrepresentativesfindthemselveswithnothingtose
Il.Companiesjumptotheconclusionthatfewersalesrepresentativesarethenneed
ed.Butthisthinkingoverlooksthesalesperson’sotherroleswhichincludesallocati
ngtheproduct,counsellingunhappycustomersandsellingthecompany’sotherpr
oductsthatare notinshortsupply.Italsoignoresthelong-
runnatureofhospitalitysales.

Ascompaniesmovetowardastrongermarketorientation,theirsalesforcesneedto
becomemoremarketfocusedandcustomeroriented. Thetraditionalviewisthatsal
espeopleshouldworryaboutvolumeandsell,andthatthemarketingdepartmentsh
ouldworryaboutmarketingstrategyandprofitability. Thenewerviewisthatsales
peopleshouldknowhowtoproducecustomersatisfactionandcompanyprofit. Th

ey
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shouldknowhowto analyzesales data,measuremarketpotential,gather
marketintelligence,developmarkerstrategiesandplans,andbecome
profitableattheuseofsalestactics.Salesrepresentativeneedanalytical

skills. Thisbecomesespeciallycriticalatthehigherlevelsofsalesmanagement.M
arketersbelievethatsales forcewillbemoreeffectivein
thelongrunifmembersunderstandmarketingaswellasselling. Thenewerconcept
isbasictothesuccessfuluseofyieldmanagementinthehospitalityindustry.

Aprincipalsalesrepresentativeplaysacrucialroleintherelationshipbetweenthec
ompanyanditsagent. Thereisarguablynomoreeffective
wayofbuildinglinkswithretailers,anditisperhapssignificantthatwhileprincipal
shavebeensearchingforalternativemethodsofserving
theirdistributiveoutlet,travelagentsthemselveshavebeguntoemploytheirowno
rganizationstoincreasesales,oftenusingpart-
timestaffpaidoncommissiontogenerate suchbusiness.

Salesrepresentativesaresalesforcewhosetaskistodevelopexisting
businessandgeneratenewbusiness,bymakingregularcallsonretailagenciesand
bycallingdirectonbusinessesinthecaseoftransportandaccommodationprincipa
Is.

EffectivesalespresentationaccordingtoKuwu(2007) mustbetactical
toembrace:

1.ldentificationandconfirmationofneedsbeforesupplyingproductinformationt
0 thecustomer.

2.Listeningattentivelytowhatthecustomersaysandhowitis

said.3.Highlightingproductsbenefitandclassification.

4.Exposingtheproduct,thecompanyandsalesperson’simageandavailabilityofa
ddedservices.

5.Givingproductinformationoncontents,brand,useandmakeofproductcustome
r.

6.Presenting argumentfavourableto theproductacceptance.

7.Applicationofsupportivesalesaids,productdemonstrationanduseoftestimoni
als.

8.Counteringofobjectionsandsalesresistance.

ClosingSales

Theclosingsalesrepresentationisthemostessentialpartofpresentation.Asalesre
presentationwithoutclosingislike ‘atale,toldbyanidiot,fullofsoundandfurysign
ifyingnothing’.Inabilitytoclose
salescanfaultsalespresentation.Effectivesalesclosingmustassume
anyofthefollowingdesign:
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1.AssumptionClose

Pretendingthatthecustomerisreadytoplaceorder,directapproachbyaskingnorm
allyforanorder,propositionsofalternativedecision.

ThebalancesheetapproachorT-
accountapproach;comparingtheproductadvantageagainstitsdisadvantage.

2.EmotionalClose

Canbeusedtopredicateonfairpriceaffiliation,socialacceptanceetc.SRO(standi
ngroomonly).Thismethodcouldbeappliedbywinningbackoneimportantselling
point.Silencecanbeaclosingtechniquethatleavesthecustomertohisconscience.

3.4QualitiesofSales Representatives

However,undoubtedlytherepresentative’smostvaluableservice,inthe
eyesofanyagents,istoactasa‘troubleshooter’tosolveproblems.Knowingthemp
ersonally,agencymanagerswillcallthemfirstiftheyhaveaproblem,oriftheyneed
,forexample,toclearafullybookedflightforvaluedcustomers. Therepresentative
’sownpersonality,andhisorherabilitytohelpinthesecircumstances,willplayani
mportantpartinthe developmentoftheagent’simagesofthecompany.

Although,withtheadventofcomputerizedreservationssystems,mostcompanies
willhaveup-to-
dateinformationaboutsalesachievedbyagentsineachproductcategory,thesalesr
epresentativeisstillthebestpersontoadvisethecompanyonagencypotential,tode
terminewhatlevelofsupporteachagentshouldreceive,andtorecommendspecific
counterstaffforagents’education.

Representativeshavearesponsibilitytogettoknowpersonallyeachagencymanag
erandmemberofthecountersalesstaffonwhomtheycall. Theymustbethoroughly
familiarnotonly
withtheirowncompanyanditsproducts,butalsowiththoseoftheirleadingcompet
itorsandtheirrelativequalities.

I. Salesrepresentativesneedtoknowandidentifywiththecompany. Salesre
presentativesneedtoknowcompany’sproducts.
Salesrepresentativesneed to know customer’s

ii. characteristics.Salesrepresentativesneedtoknowcompetitorscharacteri
stics(weaknessand strength-SWOT Analysis).
Salesrepresentativesneedtoknowhowtomakeeffectivesalespresentatio

iii. n.

Salesrepresentativesneedtounderstandfieldproceduresand havedeep

Vi. productsknowledge.
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ASalesRepresentative

1.He/shemustbehonest

2.He/shemustbetolerant

3.He/shemustbeintelligent

4.He/shemusthavesincerity

5.He/shemustbeabletoknowtheperformanceofhis/herselling(meethis target)

6.He/shemusttalkpositive abouttheproduct

7.He/shemustbeloyal soasto wintheconfidenceofhis

customers8.He/shemustbeasociableperson,thatis,hemustbesocialtothe
peoplehesells hisproductsto.

SELFASSESSMENTEXERCISE

1.Writeoutthesalesrepresentativepositionandattitudesinthe tourismindustry.
2.State thequalities ofagoodsales representative

inmarketing.4.0CONCLUSION

Inthisunit,wehavediscussedgenerallythemeaningofsalesrepresentativeintouri
smmarketing,theattitudesofagoodsalesrepresentative, thefunctionofasalesrepr
esentativeandthequalitiesof asalesrepresentative.

5.0SUMMARY

Thisunittreatedthenatureandmeaningofasalesrepresentativein
tourismmarketing,thepositionalapplicationofsalesrepresentative,thetasksofsa
lesrepresentativeandthefunctions/qualitiesofagoodsalesrepresentative.

6.0TUTOR-MARKED ASSIGNMENT

1.State theattitudes ofasalesrepresentative.
2.Mentionthefunctionsofa salesrepresentative.
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1.0INTRODUCTION

Atouristmarketmaybeidentifiedbythetouristproductdisplayedforsale. Theter
mmarketmaybeusedtodescribethecollectionofactualorpotentialcustomersofto
urismservice
ordestination.Itmayapplytothegeographicalarea,acountry,regionorcityfromw
hichaserviceor
destinationdrawscustomers.Theidentificationoftouristmarket,asegmentofthet
otalmarket,isofcrucialimportance.Withaviewto

avoidwaste, itisessentialtoreachonlythatfractionofthetotalmarket,whichismos
tlikelytobeattracted.Duetofinancialconstraints,itisnotpossibleforanorganizati
ontoreachtheentiremarket.Segmentationofthemarketisthereforemadeinordert
oachievethemostefficientuseofmarketingresources.
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2.00BJECTIVES

Bytheendofthisunit,youshouldbe ableto:

sexplainthemeaningofmarketsegmentationintourism
*explainthebenefits/importanceofmarketsegmentation*explainthe

basesofsegmentingthemarket
*explainthesourcesofinformationfortouristsegmentation market

explainthecharacteristics ofthetouristproduct
*explainsales support intourism marketing.

3.0MAINCONTENT
3.1TheMeaning ofMarketSegmentation

Marketsegmentationistheprocessofidentifyinggroupsofbuyersof
thetotalmarketwithdifferentbuyingdesiresorrequirements.Mostmarketsaretoo
largeforanorganizationtoprovidealltheproductsandservicesneededbyallthebu
yersinthatmarket.Somedelimitationof
themarketisthereforenecessarytoensureefficiencyandalsotoconservefinancial
resourcesoftheorganizations. Thisleadsorganizationstoselecttargetmarkets,ne
cessitatingmarketsegmentation. Marketsegmentationhascertainobviousadvan
tagesinthatthe organizationis:

i. Betterplaced tospotand comparemarketing opportunities

ii. Makesfinaladjustmentsoftheproductandmarketingappealpossibletocat
erfor theneedsofthebuyersand

iii.  Candevelopmarketingprogrammesandbudgetsonthebasisofa
clearerideaoftheresponsecharacteristicsofspecificmarketsegments.

3.20bjectivesof MarketSegmentation

1.Developingnew market forproductvariationornewproduct.
2.Developingdefenseagainst
competitorsbydifferentiatingone’sownproductfromtheirsandmatchi
ngitmorecloselyto therequirementsofa particular
segmentofthemarket
3.Achievingmaximumeffectsforgivenexpenditureonmarketingactivitiespart
icularlycommunication activities.
4.Developingmarketingprogrammesandbudgetsonthebasis
ofa
clearerideaoftheresponsecharacteristicsofspecificsegments.

171



HCM305 TOURISM SALESANDMARKETING

3.3BasisforMarketSegmentation

Themarketsare dividedonthe basisofseveral factors.
Themostcommonlyusedbasisformarketsegmentationincludes:

I. GeographicSegmentation

Underthisthemarketisdividedintodifferentgeographiclocationssuch
ascities,provinces, regions orcountries,

ii. DemographicSegmentation

Thisisonthebasisofdemographicvariablessuchasage,sex,occupation,income,e
ducation,socialclass,religion etc.

iii.  PsychographicSegmentation

Thisisonthebasisofpsychographicvariableswhichrefertosuchaspectsofanindiv
idualashislifestyle,personality,buyingmotivesandproductknowledgeanduse.

Intourism,marketsegmentationisveryimportant. Thestrategyof
marketsegmentationintourismrecognizesthatfewvacationareasare
universallyacceptableanddesired. Therefore,ratherthantowastepromotionreso
urcestryingtopleasealltravelers,thebestmarketstrategyistoisolatethosesegmen
tationsoftheentiremarketwhichare
likelyprospectsandaimatthepromotionaleffortsspecificallytothe
wantsandneedsoftheseselectedgroups. Thus,oneoftheearlystepsin
marketingtourismistodividethepresentandpotentialmarketonthebasisofmeani
ngfulcharacteristicsandthenconcentratepromotion,supplyandpricingeffortson
servingthesemostprominentsectionsof themarket—
thetargetmarkets.Usuallythemarketsegmentationfortourismisintermsofthefol
lowingcriteria:demographic,geographic,psychographic,social and economic.

Forexample,marketforparticularareamightbelargelyarchaeologists
intheirmiddleyearswhohaveanincomeofover$40,000peryearandwholiveinmi
d-
easternUnitedStates,oritmightbelargelybusinessmenintheagegroupofsay40-
60yearswhohaveanincomeof
overN50,000peryearandwholiveinsouthernpartsofNigeriain
tourismmarking,themarketing. Afurthersegmentationhoweveris
possiblewithineachoftheabovemajorsegmentsforpractical
marketingpurposesandthisincludes:

I. Thevacationtourist. Thevacationortheholidaytourististhe
mostcommonandpopulartourist. Heisimmenselyaffectedby
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changesinprice,andiseasilyinfluencedbyskilledandaggressivemarketi
ngeffort. Thistypeoftouristisresortoriented

(Rome,Bombay,NewY ork,London,ParisareresortsasmuchasVenice,G
oa,Pattaya,Mami). Thevacationtouristmarkethasbeenregardedashighly
seasonal.

Thebusinesstourist. Themarketforthiscategoryoftouristhas
increasedmanifoldinrecentyearsasa resultofa largenumberof
conventionsandconferencesbeingheldinvariouspartsoftheworld. Abusi
nesstouristmakesachoiceofaparticulardestinationdependinguponthena
tureofhisbusiness.Inotherwordsitisthenatureofbusinesswhichinfluenc
esordeterminesthechoice. Themarketingeffortstherefore,arenotofparti
cular
significanceininfluencingthechoiceofthebusinesstourist. Thedemandf
orbusinesstourismiscomparativelyprice-

inelastic. Thedemandalsotendstobelargelycity-orientedandthevisits,
shorterandrelativelyfrequent. Theexhibitions,conferences,conventions
,tradefairsandsimilarothereventsattractthiskindoftourism.

Thecommoninteresttourist. Thesegroupsconsistofthecommoninterestt
ourist.Itcomprisesofvisitstoone’srelatives
andfriends,visitsforthepurposeofgainingknowledge,education,forpilg
rimagesetc. Thedemandforthistypeoftourismwill ~ berelativelyprice-
elastic. Theaveragelengthofstayofthistypeoftouristwillberelativelylon
ger.Becauseofthepresenceofhisrelativesandfriends,thecommoninteres
ttourist willnotbeasignificantuserofhotelsandothersuchtypeof
commercialaccommodation. Thevisitsofthetouristwillnotbefrequent
andhis expenditurelittle.

3.3Sources ofInformationforTouristMarketSegmentation

Theinformationonthetouristmarketwhichwillassistinsegmentationare:

1.Incomedistributionoftravelersandparticularlyincorrelationbetweenincomea

nd distancetraveledandtravelexpenditure.

2.TravelExpenditureDatai.e.Distributionofper-headexpenditureontravel.
3.Discretionaryincomeofhouseholdincorrelationwithother

4. Histo

characteristicswhichenabletarget tobeidentifiedclosely.
ricaltrendsintravelindifferentsocio-

economiccategories.5.Surveydataonattitudes to and motivationsfor travel.
6.Geographicaldispensationofpotentialcustomerswithinthemarket.
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7. MembershipofClubsandAssociationsassociatedwithinthe market.
Influenceofintermediaries(travel Agents,touroperators,wholesalers,ca
8. rriersetc)ondestinationchoiceinparticularmarket.

3.4Benefit/ImportanceofMarketSegmentation

Bytailoringmarketingprogrammetospecificmarketsegment,
managementcandobettermarketingresources.Asmallfirmwithlimitedresource
smightcompetemoreeffectivelyinoneortwomarket“niches”whereas
thesamefirmwouldbeburiedifittriedtotakeonthetotalmarket.

Marketsegmentationcanaidmanagementmorespecificallyintheseways.

1. Channelingmoneyandefforttothepotentiallymostprofitablemarkets.
Designingproductthatreallymatchesmarketdemand. Determiningwhat

2. promotionalappealswillbemosteffectiveforthecompany.

3. Choosingadvertisingmediamoreintelligentlyanddetermine
howtoallocatebetter, thebudgetamongthe

4, variousmedia.Settingthetimingofthepromotionaleffortssothattheyareh

eaviestduringthosetimeswhenresponseislikelytobeatitspeak.
5.

3.5CharacteristicsoftheTourist Product
Among thepeculiaritiesofthetouristproductsare:

1. Tourismisanintangible,non-materialproduct.Notransferof
ownershipofgoodsisinvolvedascomparedtoatangibleproductsayforexa
mple,amotorcar.Intourisminstead,certainfacilities,
installations,itemsofequipmentaremadeavailableforaspecifiedtimeand
foraspecifieduse.Forinstance,aseatinan
airplaneoratrainforajourneyfromonepointtoanotherora
bookinginahotelthroughatravelagentarecarriedoutfora
customerorservicessuchasinformationandadviceareprovided.

2.Productionandconsumptionoftouristservicesarecloselyinter-
related. Thetravelagentortouroperatorwhosellshisproduct
cannotstoreit.Productioncanonlytakeplaceorcanonlybe
completedifthecustomerisactuallypresent. Thereisaclose
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linkbetweenproductionandconsumptionoftouristservices.Mosttourists
ervicescannotbeconsumedincrementally,inotherwords,consumptiono
ncebegun,cannotbestopped,interruptedormodifiedatall. Asaresult,risk
anduncertaintyforthecustomerarehigher,andhisneedforreliablepre-
purchaseinformationisstronger. Thepotentialcustomers’decision-
riskanddependenceonaccurateinformationisfurtherincreasedbecause
hecannotsee,inspect, compareortryouttouristservices before
decidingto use them.

Atouristproductisassembledbymanyproducers. Thetourist

3. productcannotbeprovidedbyasingleenterprise.Eachofthecomponentso
fatouristproductishighlyspecializedandtogether
makesthefinalproduct. Thisisnotsointhecaseofothertangibleproductsw
hereonemanufacturerproducesatotalproduct. Intourismontheotherhand
,anairlineconsiders‘seatsflown’orpassengermilestobeitsproduct;ahote
Iproduces‘guestnights’atravelagent‘bookings’,atheatreandmuseumor
anarchaeologicalsitemeasuresits ‘production’innumberof
visitors. Inthetourist’sview,however,theproducthebuyscoversthecomp
leteexperienceofhisvisittoaparticularplace.Inotherwords
thetouristproductisnotanairline orarailseat,or
ahotelbedoratheatreticket,butratheranamalgamofmanycomponentswh
ichtogethermakeacompleteproduct. Becauseof
thesepeculiarcharacteristics,coordinationinmarketingeffortsis
verycrucial.

Tourismdemandishighlyunstable. Thedemandisinfluencedbyfactorssu
chasseasonal,economic,political,etc.theseasonalchangesgreatlyaffectt

4. hedemand.Seasonalitymeansthat
tourismplantisfrequentlyforonlyalimitedpartoftheyearand
thereforeuneconomic. Manytouristareashaveshortseason-
oftenaslittleasthreemonths.Acorollaryofthisseasonalusageistheseason
alunemployment,whichisaseriousproblem.Someofthedevelopingcoun
trieswhichhaverecentlyestablishedtourist
industriessufferparticularlyfromseasonality.Seasonalityalsoplacesstra
insonthetransportsystemandotherservices. Thusseasonalitypresents a
problemnot onlyin relation to employment
butalsoinrelationtoinvestment.Ontheotherhand,political
unrestandeconomicinstabilitycausedbycurrencyfluctuationsandinflati
on, etc.,greatlyaffecttourismdemand.

5.Dominantroleintermediaries.Inmostindustries,manufacturershavepredomin
antcontroloverproductdesign,distributionand
promotionandthepricing.Ontheotherhandintourism,salesintermediarie
sliketouroperators,travelagents,reservation
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servicesandhotelbrokersplayaverydominantroleandenjoysuperiormar
ketingstrength.Fromthestandpointoftourism
marketing,thisstrongpositionofthetraveltradehassignificantimplicatio
ns.Thetraveltradedeterminestoalargeextentwhich
serviceswillbesoldandtowhom. Thetypeofservicestobe
offeredaswellasthepricingpoliciesandpromotionstrategiestobeadopted
bytouristenterprises,aretherefore,determinednot
onlybytheneedsandpreferencesofthecustomersbutalsobythoseexpress
edbytravelsalesintermediaries.

6. Diversemotivations.ltiscomparativelysimpletodeterminewhypeopleb
uyacertainmakeofrefrigerator,smokecertainbrands
ofcigarettes,usecertainbrandoftoothpasteorpreferacertaintypeofpacka
gedfood.Thesubjectiveandobjectivereasons,expectationsanddesiresw
hichinfluencetourists’choiceforcertainholidaydestination,typeofacco
mmodationandvacation activitiesarefarlessevident.VVeryoftentwo
peoplemake
exactlythesamechoicesforentirelydifferentandsometimesevenmutuall
yexclusivereasons. Travelmotivationsunlikemotivationsforbuyingatan
giblearticlelikearefrigerator,etc.,areheterogeneous— composed
ofdiverseelements.

Marketingintourism,duetothevariousfactorsmentionedabove,as
comparedtomarketinginotherindustriesneedsasomewhatdifferent

approach. Touristmarketingtoaconsiderableextent dependsonvarious
marketfactorsmentionedabove.Unlikethe
normalconsumerproductorservice,the touristproduct ismarketedattwo levels.

3.5.1Nationalor Regional Level

Thenationalorregionaltouristorganizationwillbeengagedina marketing
campaigntopersuade
thepotentialtouristtovisitthecountryorregionforwhichitisresponsible.Inviewo
fthefragmentationofsupplywhichcomplementtouristservices,thepredominanc
eofmanysmallandmediumsizedenterprisesandimportanceoftourismtoan
economy, theofficialtouristorganizationshaveimportantfunctionsintourismma
rketing. Theofficialtouristorganizationwillhowevernotsellatouristproductdire
ctlytocustomers.Itwillhavetwomajorobjectives.Inthefirstplace,itwillseektocr
eateknowledgeofitscountryintouristgeneratingmarketsandpersuadevisitorsint
hese marketstovisitthatcountry.Secondly,itwillseektocreateanimageof
itscountry’stouristattractionsinthebestpossiblemannerintouristgeneratingcou
ntriessothatthe potential visitorsareattracted.
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3.5.2IndividualorFirm’s Level

Thevariousindividualfirmsprovidingtouristservicescanmarkettheirowncomp
onentsofthetotaltouristproductafterthenationaltourist
organizationshavelaunchedmarketingcampaignstopersuadethe
potentialtourist tovisitthecountryor region forwhichitis responsible.

3.6SalesSupportinTourismMarketing

Salessupportactivitiesareallthosemeasureswhichestablishpersonal
orindirectcontactwithcustomersortradeintermediaries.Intourism,
salessupportisallthosepromotionalactivitiesdesignedtotransmittothepublican
dtothetraveltradespecificanddetailedinformationon
aspectslikeaccommodation,transport,attractions,prices,etc,concerningthetour
istservicestobepromoted.ltisalsoaprocessof
trainingemployeestobesalesminded.Salessupporthascertaindistinct
closelyrelatedfunctionswhichneitheradvertisingnorpublicrelations
canbeexpectedtofulfilleffectively.ltisachannelofcommunications
betweenthe‘manufacturer’orthe ‘producer’ofatouristservice—
accommodationunit, TransportCompanyetc.,andthe distributor’ or
the‘seller’ofthatservice.Secondly,itaidsandassiststhesellertodohisjobmoreeff
ectivelywiththesupportofdifferenttechniques. Theaimofthesalessupportactivit
iesis:

a. Toinformthecustomers(tourists—
bothactualandpotential)ortradeintermediaries,travelagents,touroperat
ors,airlines,etc.)aboutthevariousservicesavailable,

b. theirpriceandquality,etc. Toassisttheminselling

C. theseservicestotheultimateusers;
Tomotivatethemtodevoteasufficientlevelofsalesactivitytotheservicepr
omoted.

Nationalandregionaltouristorganizationsaswellastouristserviceenterprisesan
dtouroperatorsrecognizefullywellthattheirsalesandprofitdependtoaverylargee
xtentonthesupportandassistancetheyprovidetoretailtravelagentsandalsothewa
yinwhichtheymotivate

travelagents. Thisisdonebywayofsalessupportactivities.Inordertobeabletosell
aservice(aroominahotel,seatinanairline)ora
destinationtotheprospectivetourists,travelagentorothersalesintermediariesnee
dtobeawareofcertainfactualinformationwhichincludes:

I. Acountry’sexistingtouristfacilitiesaswellasnewestablishments,accom
modationcapacities,priceschedulesforvariousservices.
Varioustravelregulationsandformalitiessuchasvisarequirements,forei

ii. gnexchangerules,andhealthand
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vaccinationregulationsincludingdifferentcertificatesneeded,customrul
es,andratesofexchangeforcurrency.

iii.  Thevarioustransportandcommunicationservicesavailable.Theschedul
esofairlines,railways,androadtransportservices,shippingservices
(whereavailable),and theirrates.

iv. Weatherconditionsatdifferenttimesoftheyear,andtypesof
clothingrequired duringdifferentseasons.

V. Theutilization(occupancyrates)ofexistingtouristfacilitiesatdifferent
timesoftheyear.
Vi, Plansforopeningofnewdestinations,hotels,transportroutes(railways, ai

rlines,etc.)andalsoplansforexpansionofexistingtouristfacilities.

Asaresultofadvertising,demandintheformofenquiriesmadebypotentialtourists
,travelagentsandotherintermediarieswillbecreated. Thepotentialtourists,travel
agentsandotherintermediarieswouldnowrequireinadditiontothetypeofinforma
tionmentionedabovematerialssuchasbrochures,folders,booklets,guidebooks,
directories,mapsandillustrationsinordertobeabletotransformdemandintodefin
ite
bookings.Mostoftheabovematerialismeantfordistributiontopotentialtouristsb
ythetravelagentsandothersalesintermediariesliketouroperators,airlines,etc. ei
therdirectlyorthroughmail. Almostall
thetouristorganizationsandtouristserviceenterprisesproducethe
materialextensivelyandmakeuseofitbywayofdistributingittotravelagents,tour
operators,etc.touristsalesintermediariesontheirownalsoproducesalessupport
materialfor distributiontopotentialtourists.

3.6.1SalesSupportTechniques

Salessupporttechniquescanbegroupedintotwomainareas—‘printed
material’and‘specialoffers’.Printedmaterialincludesbrochures, folders, direct
mailmaterial,displaymaterial,etc.

Abrochureisapamphletboundintheformofabooklet. Itisa
voluminouspublicationwithspecialemphasisonthequalityofpaper,thereproduc
tionofillustrations,andgraphicdesignofthecoverandthe
layoutofthepages.Specialemphasisislaidonthequalityofthepaperandofprintin
g.Itismainlyusedbytheofficialtravelorganizationsandbytouristserviceenterpri
sestoinformprospectivetouristsabouttheattractionsandfacilitiesavailableinthe
country.Abrochuredescribesandillustratesadestinationorserviceinmoredetail.
Detailed

informationonaccommaodation, prices,travelschedules,etc.,isgiveninabrochur
e.Travelagentsandtouroperatorsusebrochuresasoneoftheirprincipalsellingaid
S.
Folderisasinglepieceofillustratedpaper,whichcanbefolded.Folder
islessvoluminousthanthebrochureanditsproductionislesstime
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consuming.Theseareusuallyprintedonasinglesheetandthenfolded.
Itisperhapsthemostwidelyuse.

3.6.2TourismPromotion

Theuseofadvertisingmediabytheofficialtouristorganizationsandbytouristserv
iceenterprises.ltcanbeusedaloneorinconjunctionwitha
salesletter.Itisrelativelyinexpensivetoproduceandcanbeusedina variety
ofways.Whileproducing,specialcareshouldbetakenaboutthequalityofthepaper
andprinting.Folderascomparedtobrochureisshort,tastefullyillustrated
andattractivelydesignedandproduced.

Saleslettersareadirectmailmaterial. Theyaretoolsthroughwhichan
attemptismadetogainagreementorfavourableactiontowardsa
product.Salesletteroffermanyopportunitiesforsellingtravelservices.
Thesecouldbeusedaloneorincombinationwithtravelbrochuresorfolders. These
aresentouttothosepeoplewhoseaddresseshavebeenselectedaccordingtothelike
lihoodoftheirbeingpotentialusersofthe services offered.Apropermailinglist
isapre-requisiteforeffectiveuse
ofthistool.Saleslettersrequireverylittletimetoprepareandto

distribute. Theeffectivenessofasaleslettercanbemeasuredvery
rapidlyfromtheresponseitdraws. Thisisdonebywayofareplycardwhichisinclud
edandwithwhichtherecipientcanrequestfurther informationandalsotravel
literature.

Displaymaterialincludesposters,dispensersforsalesliterature,cardboardstands
,articlesofhandicrafts,exhibits,etc. Thismaterialisusedintheagency’sofficeorin
travelagent’ssalesrooms.Thematerialisdisplayedin suchawaythat
itattractstheattentionofavisitorassoonasheenterstheoffice.
Inmanycases,cinemaslidesarealsoused,eitherfixed or onanautomatic
projectorfordisplaypurposes.

Specialoffersliketemporarypricereductions,freegifts,premiumsand
varioustypesofcontestsarebeingusedextensivelyincompetitive
industrieslikecosmetics,packagedfoodstuffs,etc. Thetouristindustryhasalsosta
rtedtoadoptthesetechniquesasanadditionalsalessupport
tool.Reducedairfaresforstudents, ‘affinitygroup’,specialoff-
seasonratesathotelandtouristresortsaretheexamplesofsomeofthespecialoffers
in thetouristindustry.

3.7TourismMarketPlanning
Marketingoftourismforacountryorregionisessential. Marketinginformsprospe
ctivetouristsaboutwhattheareahastoofferandtriestoinducethemtovisitit. Marke

tplanningneedstobeunderstoodaspartoftheoveralltourismplanningprocess,an
dasitrelatestodevelopment
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ofthetourismproduct.Marketinginvolvesseveralactivities—
establishingthemarketingobjectives;formulatingthemarketingstrategy;prepar
ingandimplementingthepromotionprogramme;andprovidingtouristinformati
onservices.Marketplanningcanbedoneforeitherinternational
anddomestictourists or acombinationofthese

3.7.1EstablishingtheMarketingObjectives

Inthecomprehensiveandintegratedplanningapproach,themarketingobjectives
arerepresentedbythemarkettargetsofthetypesandnumbersoftouriststobeattract
ed.Markettargetsaresetbasedonthe
marketsthatcanlikelybeattractedonlyifthedevelopmentandmarketingplansare
being properlyimplemented.

Markettargetsareusuallyestablishedbyfive-
yearperiods. Thetargetsareexpressedintermsoftheapproximatenumbersoftouri
starrivalsbytype,averagelengthofstay,countriesorcountryregionsoforigin,and

othercharacteristics. Thetourist group’saimshouldbecloselyrelatedto
thetourismproductandthekindsoftouristsandtourismdesired. Theymayinclude,
forexample,-

generalinterest,sightseeingorbeachresortorientedtourists,varioustypesofspeci
alinterest,nature,culturalandadventuretourists,ethnictouristsandcruiseshipsto

poverpassengers. Sometouristmarketsmaybemulti-
destinationoriented. Thesetouristsvisitthecountryaspartofatourofseveralcount
ries.Othermarketswillbesingledestination oriented.

Inalreadydevelopedtouristdestinations,themarketingobjectivesmayalsorelate
tochangingthetypesofmarkets,suchasaimingforhigherqualityorspecialinterest
markets.Suchobjectivesmustofcourse,be
coordinatedwithcorrespondingchangesmadeinthetourismproductof
attractions,facilitiesandservices.

3.7.2FormulatingtheMarketing Strategy

Themarketingstrategysetsforththemosteffectiveapproachtobe
appliedtoachievethemarketingobjectives. Thestrategymayinclude
forexample:

*Whetherthemarketingwillbegeneral,aimedatgeneralinteresttourists,orbesele
ctiveanddirectedtospecifictypesoftouristmarkets.Primary,secondarya
ndopportunitymarketsareidentified.

* Thegeneraltypesofpromotionaltechniquestobeusedandwheretheyshouldbed
irected—totouroperators,thetourist consumeror a combinationofthese.
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*Thetiming or priorityschedulingofpromotionaleffortsto
certaintypesofmarketsorcountries. Timingmaydependonthe
schedulingoftourismdevelopmentprojects.

* Theimageandrealityoftheareatobeconveyed. Anewlydevelopingtouristdestin
ationmayneedtocreateadesirable imageofitselffirstbeforeengagingin
specificpromotion.

* Anyparticularobstaclestoovercomesuchasrecentpolitical instabilityor a
naturaldisaster.

*Whetherpromotionofficesshouldbeestablishedinthemajormarketsourcecoun
tries,orlocalmarketingrepresentationcontractedinthosecountries,orpro
motionhandleddirectlyfromthehomeoffice.

*Considerationofanycontingencieswhichmayarisesuchastheopeningofprevio
uslyclosedmarketsources.

Themarketingstrategy shouldberelated to both the longer— and shorter —
termobjectives.Bydoingthis,thefoundationislaidtoachievethelonger-
termobjectiveswhiletheshorter-

termonesareplannedmorespecifically. Themarketingstrategyshouldbereviewe
dfairlyoften.lt
canbemodified,ifnecessary,dependingonmarkettrendsandanychangesindevel
opment ofthetourismproduct.

3.7.3PreparingthePromotionProgramme

Thepromotionprogrammeispreparedbasedonseveralconsiderations:
themarketingstrategy;knowledgeofmarketingdistributionchannels;thepromot
iontechniquesavailable;andtheamountofthebudget. Theyearandtypesofpromo
tiontobeundertakenandtheirestimatedcostsisalsoimportant. Continuingcosts,
suchasformaintenanceofoffices in themarketsourceisequallyincluded.

3.7.4SettingTouristInformationService

Animportantfunctionofmarketingisprovidinginformationtotouristsbeforeand
aftertheyarriveattheirdestinations.Varioustypesof
informationshouldbeavailable—thegeneralgeographical
historicalandculturalbackgroundofthearea;theattractions,facilitiesandservice
s(andtheircosts)thatareavailable;transportationschedules;locationof
shopping,medicalandpostalfacilities,consulates,embassiesandreligiousinstitu
tions;andotherspecificinformation. Itisalsoveryimportanttoinformtouristsabo
utlocalcustoms,dressandbehavioural
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codes,tippingpolicy,andanysecurityproblemstheyshouldbeawareof.Touristin
formationofficesshouldbeestablishedinconvenientlocations,andbestaffedbyk
nowledgeablepersonnel.Informationofficersshouldhaveforeignlanguagecapa
bilitieswhereneeded.Often,asuccessfulapproachistodevelopvisitorinformatio
ncenters.In
additiontoinformationmaterial,visitorcenterscontainexhibits,offeraudio-
visualshowsandhaveliterature,slidesandothermaterialfor sale.

SELFASSESSMENTEXERCISE

1.Fromthediscussionofthemeaningofmarketsegmentation,youarerequiredtow
riteouttheobjectives,importanceandsourcesofinformationformarketse
gmentationintourism.

2.1dentifytheaimofsalesupportintourismmarketing.

4.0CONCLUSION

Intheunit,wehavediscussedthemeaningoftourismmarketsegmentation, theobje
ctofmarketsegmentation,thebenefitsandimportanceofmarketsegmentation,the
sourcesofinformationfortourismmarketingsegmentation,peculiarcharacteristi
csofatouristproductandtourismmarketplanning.

5.0SUMMARY

Thisunittreatedthenatureandmeaningofmarketsegmentation, theobjectives,be
nefitsandimportance,thesourcesofinformationformarketsegmentation,thepec
uliarcharacteroftouristproduct,thesalessupportintourismmarketingandthetour
Ismmarketplanning.

6.0TUTOR-MARKED ASSIGNMENT

1.State theobjectivesofmarketsegmentation.
2.Explainthepeculiarcharacteristicsofa tourist product.
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