are YOU ready for this?




The OUTCOME

By the end of this series of seminars you will have addressed the following LEARNING
OUTCOMES

1. Examine and analyse marketing techniques in a tourism organisation

2. Market a product and or service



FHGW do I get there?

NEXT EXIT N

\




What road do | take?

L

Well where are you going

| don't know

Then it doesn’'t matter. If you
aon't know where you are going,
any road will get you there




Your Tasks

Group Prese

Demonstrate knowledge of the marketing mix

i,

Explain how YOU would prométe a tourism product / service

APPLY these concej

organizations of your choice



Of my class mates
Of Myself

e you will attend all classes and project group meetings

* you will actively and positively participate in class and group
activities

¢ you will meet your obligations to your group in terms of
participation and meeting assessment requirements

e you will abide by your group’s agreed ‘rules of engagement’

¢ you will keep up-to-date with information on Wiki educator, your
student emails, and other communications

e you will seek help from your lecturer(s) or the Learning Centre if
required

¢ you will notify the College Administrator if you are unable to attend

e you will submit every assessment and peer feedback, when they are
due

e you will have fun (as it makes the learning easier!)

Of the Lecturer

By the Lecturer
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Create value for customers

Understand the
marketplace and Design a
customer needs marketing strategy
and wants

Deliver and communicate value

Capture value
from customers

Constructan
integrated
marketing mix that
delivers superior
value

Build profitable

relationships and

create customer
delight

Capture value from
customers to create
profits and
customer equity

FIGURE 1.1 A model of value creation and the marketing process




Figure 1.4

The selling and
marketing concepts
contrasted

marketing as philosophy

The selling concept takes an inside-out view that
focuses on existing products and heavy selling. The
alm & to s¢/l what the company makes rather than
making what the customer wanis.

Kl'_htmal’xe!ilg{umepluhsanﬂ\
outside-in view that focuses on
satisfying customer needs as a
path to profits. As an executive al
IM puts it, 'Our goal is to lead
customers where they want o
9o before they know where they

k_'ﬂ-iﬂﬂﬂm -







THE MARKETING MIX

Promotion Products

Physical Evidence

Process

PARTNERS




UNDERSTANDING CUSTOMERS




CUSTOMERS ARE ALL DIFFERENT
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Last four images courtesy of

http://www.slideshare.net/missrogue
Key word: whuffie




So what!

In this module I am going to talk about how these
concepts relate to Travel and Tourism organisations

Cust




Your Tasks

Group Prese

Demonstrate knowledge of the marketing mix

i,

Explain how YOU would prométe a tourism product / service

APPLY these concej

organizations of your choice



The OUTCOME

By the end of this series of seminars you will have addressed the following LEARNING
OUTCOMES

1. Examine and analyse marketing techniques in a tourism organisation

2. Market a product and or service



the seven Ps framework

what products?
what is the organisation offering / taking to market
what are your customers buying / what needs are being satisfied

what price?
chief determinant of value

what promotion?
how does the customer become aware of your offering

what places?
where and when can the customer access your offering

what people?
who is going to serve / deliver to the customer

what process?
how does the customer experience your offering

what physical evidence?
what can the customer see and touch

these need to fit with overall strategy & purpose of the organisation



integration is the key

“each element of the marketing mix is interrelated”

marketing does not take place in a vacuum

customers are not dumb
competitive response

external factors

managing expectations

what are customers buying
what needs is the organisation satisfying

don’t ‘sell’ what you can’t deliver - easy to sell someone something once



beyond selling things

marketer as agent for the firm
marketer as agent for the customer

good marketing decreases the need for promotion

ultimate aim is to understand the market (particularly customers) and align the
companies efforts

the right product, at the right place, at the
right time, at the right price



Basic marketing
logic

~

Organisation works |
with customer to
co-create VALUE

customer
satisfaction

customer loyalty

organisational
success

Adapted from Heskett et al. (1997)



]
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value

the difference between the value the customer gains
from owning and using a product and the costs of
obtaining the product

surplus required to ensure customer prefers your offering and organisation
receives a fair share

can be non economic in both benefit and cost
calculation

customer benefits can include emotional, status and other non-tangible
(measurable?) components

costs can include time, convenience

however generally represented by money in exchange

careful not to default to economic value assessment
sometimes its not the money!






real marketing attempts to

know and understand the customer so well that that
market offering solves their perceived problem and
therefore ‘sells itself’

(though the marketer will have to let the customer know it is available)

create enough value so both the customer and
organisation are satisfied

result in a customer who is ready to buy

(again and again)



A model of buyer behaviour

It's very difficult to‘see’inside the consumer’s
head and figure out the whys of buying behaviour
(that's why it's called the black box). Marketers
spend a lot of time and dollars trying to figure out

what makes customers tick.
The environment X
Marketing stimuli Other Buyg's haricEisis
Product Economic Buyer's decision process Pu t the buye
Flie Technological when, where and how much
Place Social o
Promotion Cultural Brand and company relationship behaviour
People
Processes

Copyright ©2012 Pearson Australia (a division of Pearson Australia Group Pty Ltd) —
9781442531109/Kotler/POM/5e



Factors influencing consumer
behaviour

Cultural
Social
T Persunal
cultu[e T Y] Ps’.thulngiml
Reference groups Age and ife
Cycle stage Mativation
: Occupation Perception Buyer
Cultural group bl Economicsituation Learning
Lifestyle Beliefs and
Personality and attitudes
Roles and status self-concept
Social class \
fMany brands now target specific subculture_f.—such\ People’s buying decisions reflect and contribute to their Our buying decisions are
as Hispanic, African American, and Asian American lifestyles—their whole pattern of acting and interacting in affected by an incredibly
consurmers—with marketing programs tailored to the world. For example, Pottery Barn sells more than just complex combination of
their specific needs and preferences. For example, home furnishings. It sells an upscale yet casual, family- and external and internal
P&G's CoverGirl Queen cosmetics line was inspired by friend-focused lifestyle. influences.
Queen Latifah to ‘celebrate the beauty of women of
color’
S

Copyright ©2012 Pearson Australia (a division of Pearson Australia Group Pty Ltd) — 9781442531109/Kotler/POM/5e



Cultural

= Culture
* Subculture
* Social class

Social

* Household type
» Reference groups
= Roles and status

Psychological
= Motivation
= Perception
= Learning (memory)
= Beliefs and attitudes
» Personality and self-concept

Personal
# Age and life-cycle stage
* Occupation
* Education
= Economic situation

Consumer

Buyer
decision
process

Lifestyle

Experiences

Marketing programs

* Marketing objectives
* Marketing strategy
* Marketing mix

Buyers’ responses

= Product category
selection

* Brand selection
* Reseller selection

» Purchase timing and
repurchase intervals

* Purchase amount

Environmental influences

= Economic
* Technological
= Political

m Factors influencing consumer behaviour

Copyright ©2012 Pearson Australia (a division of Pearson Australia Group Pty Ltd) — 9781442531109/Kotler/POM/5e




The buyer decision process
A five step process

...................

Need . [Information
recognition search

altematlves decision .M

Copyright ©2012 Pearson Australia (a
division of Pearson Australia Group Pty Ltd)
—9781442531109/Kotler/POM/5e
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UNDERSTANDING CUSTOMERS




THE AIDA - MODEL

Source: http://blog.places.nl/de-voordelen-van-een-goede-marketingmix-het-aida-model/



THE MARKETING MIX

Promotion Products

Physical Evidence

Process

PARTNERS







thank you

Preparation for next week

Look at the websites for
the following tourist
destinations in
preparation for discussion
in our next class



Websites

*Greenland
Stockholm
Britain LoveWall
°Los Angeles
*Brasil

elreland

*Belize




