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Task 1

Problem Task

1. What are the characteristics of hospitality and tourism services that are related to marketing?

Four characteristics of services:

1. Intangibility

Unlike physical products services cannot be seen, tasted, felt, heard or smelled before they are purchased.

In the hospitality and travel industry, many of the products sold are intangible experiences.

To reduce uncertainty caused by service intangibility, buyers look for tangible evidence that will provide information and confidence about the service.

Tangibles provide signals as to the equality of the intangible service.

2. Inseparability

In most hospitality services, both the service provider and the customer must be present for the transaction to occur. Customer contact employees are a part of the product.

Service inseparability also means customers are part of the product.

An implication of inseparability is that customers and employees must understand the service delivery system, since they both coproduce the service.

3. Variability

Services are highly variable. Their quality depends on who provides them and when and where they are provided. 

Services are produced and consumed simultaneously, which limits quality control.

Variability or lack of consistency in the product is a major cause of customer disappointment in the hospitality industry.

4. Pershability

Services cannot be stored. 

The characteristic of perishability means that capacity and demand management are important to the success of a hospitality or travel company.

The servuction model:

[image: image39.png]Product Life Cycle Curve

SALES

Introduction

Growth

Maturity
Dedline

TIME





· Model used to illustrate factors that influence service experience, including those that are visible and invisible to consumer.

· Invisible component consists of invisible organizations and systems.

· Visible part consists of 3 parts: inanimate environment, contact personnel/service providers, and other consumers.

· Inanimate environment - All nonliving features present during service encounter.

· Contact personnel - Employees other than primary providers that interact with consumer.

· Service Provider - Primary provider of core service, such as dentist, physician or instructor.

Other Customers:

· Customer A - Recipient of bundle of benefits created through service experience.

· Customer B - Other customers who are part of Customers A’s experience.

· Servuction model demonstrates consumers are an integral part of service process.

· Participation may be active or passive, but always there.

· Managers must understand interactive nature of services and customer involvement in production process.

2. What is the difference in marketing hospitality and tourism services to other forms of marketing?

Internal marketing

The service firm must effectively train and motivate its customer contact employees and all supporting service people to work as a team to provide customer satisfaction. For the firm to deliver consistently high service quality, everyone must practice a customer orientation. It is not enough to have a marketing department doing traditional marketing while the rest of the company goes on its own way. Marketers must also get everyone else in the organization to practice marketing.

Interactive marketing

The perceived service quality depends heavily on the quality of the buyer seller interaction during the service encounter.

Product marketing

Product quality often depends little on how the product is obtained.

Services of marketing

Service quality depends on both the service deliverer and the quality of the delivery.

3. What can a manager do to market hospitality and tourism services?

Management strategies for service businesses:

1. Tangibilizing the service product – Promotional material, employees, appearance and the service firm’s physical environment all help tangibilize service.

a) Trade dress –The distinctive nature of a hospitality industry’s total visual image and overall appearance. To compete effectively, an entrepreneur, operator or owner must design an effective trade dress while taking care not to imitate too closely that of a competitor.

b) Employee uniform and costumes – Uniforms and costumes are common to the hospitality industry. These have a legitimate and useful role in differentiating one hospitality firm from another and for instilling pride in the employees.

c) Physical surroundings – Physical surroundings should be designed to reinforce the products position in the customers mind. A firm’s communications should also reinforce their positioning.

d) Greeting of the hospitality industry – The use of outside natural landscaping and inside use of light and plants has become a popular method of creating differentiation and Tangibilizing the product.

2. Managing employees – In the hospitality industry, employees are a critical part of the product and the marketing mix. The human resource and marketing department must work closely together.

a) Internal marketing – The task of internal marketing to employees involves the effective training and motivation of customer contact employees and supporting service personnel.

3. Managing perceived risk – The high risk that people perceive when purchasing hospitality products increases loyalty to companies that have provided then with a consistent product in the past.

4. Managing capacity and demand – Because services are perishable, managing capacity and demand is a key function of hospitality marketing. First services must adjust their operating systems to enable the business to operate at maximum capacity. Second, they must remember that their goal is to create satisfied customers. Research has shown that customer complaints increase when service firms operate above 80 % of their capacity.

5. Managing capacity – Consistency means that customers will receive the expected product without unwanted surprises.

Task 2

Study Task

1. What is a frequency table?

Frequency table:

· A frequency table tells you how many people (cases) selected each of the responses to a question. It contains the number and percentage of people who gave each response, as well as the number of people for whom responses are not available. 

· If you find codes in the frequency table that weren’t used in your coding scheme, you know that an error in data coding or data entry has occurred.

· In the frequency table, value labels which are descriptions of the codes assigned when you define a variable are used to identify rows. If you don’t assign these descriptions, the actual codes are shown. If you codes are not inherently meaningful, you should assign value labels to them so that the output is easier to understand. Assigning a value label once is much easier that repeatedly having to look up the meaning of codes.

· Only responses actually selected by the participants are included in the frequency table. If no one selected the response not at all important, it would not be included in the table.

· If you accidently enter a code that does not correspond to a valid response, say a code of 0, 6 or 7 for the job importance variable you will find it as a row in the frequency table. That why frequency tables are useful for detecting mistakes in the data file.

· If you find wrong codes in your data values, you must correct the data file before proceeding.

2. What kind of diagrams can be distinguished?

Pie charts and bar charts are graphical displays of counts.

Pie Chart:

A pie chart (or a circle graph) is a circular chart divided into sectors, illustrating relative magnitudes or frequencies. In a pie chart, the arc length of each sector (and consequently its central angle and area), is proportional to the quantity it represents. Together, the sectors create a full disk. It is named for its resemblance to a pie which has been sliced.

Bar chart:

A bar chart or bar graph is a chart with rectangular bars with lengths proportional to the values that they represent. Bar charts are used for comparing two or more values that were taken over time or on different conditions, usually on small data sets. The bars can be horizontally oriented (also called bar chart) or vertically oriented (also called column chart). Sometimes a stretched graphic is used instead of a solid bar. It is a visual display used to compare the amount or frequency of occurrence of different characteristics of data and it is used to compare groups of data.
A histogram is a graphical display of counts for ranges of data values.

Histogram:

A histogram is a graphical display of tabulated frequencies, shown as bars. It shows what proportion of cases fall into each of several categories: it is a form of data binning. The categories are usually specified as non-overlapping intervals of some variable. The categories (bars) must be adjacent. The intervals (or bands, or bins) are generally of the same size.

3. What does the concept of levels of measurement involve?

Levels of measurement:

· Tell you about the properties of the values of a variable.

· Often classified as nominal, ordinal, interval and ratio.

· The concept of measurement has been developed in conjunction with the concepts of numbers and units of measurement. 

· Statisticians categorize measurements according to levels. Each level corresponds to how this measurement can be treated mathematically.

4. What type of levels of measurement can be distinguished and what are the characteristics of each of them?

Levels of measurement characteristics:

1. Nominal: Nominal data have no order and thus only gives names or labels to various categories.

2. Ordinal: Ordinal data have order, but the interval between measurements is not meaningful.

3. Interval: Interval data have meaningful intervals between measurements, but there is no true starting point (zero).

4. Ratio: Ratio data have the highest level of measurement. Ratios between measurements as well as intervals are meaningful because there is a starting point (zero).

5. What are measures of central tendency and measures of variability?

Measures of central tendency:

Mean - The sum of the values divided by the number of values--often called the "average." Add all of the values together. Divide by the number of values to obtain the mean.

Median - The value which divides the values into two equal halves, with half of the values being lower than the median and half higher than the median. Sort the values into ascending order. If you have an odd number of values, the median is the middle value. If you have an even number of values, the median is the arithmetic mean of the two middle values.

Mode – The most frequent occurring value or values. The mode is the value or values with the highest frequency.

Measures of variability:

Variability refers to how "spread out" a group of scores is.

Range - The range is the simplest measure of variability to calculate, and one you have probably encountered many times in your life. The range is simply the highest score minus the lowest score.

Variance – A measure of the spread of data values around the mean. Subtract the mean from the value and then square the difference. To get the variance, sum up the squared distances from the mean for all cases and divide the sum by the number of cases minus 1.

Variance = Sum of squared distances from the mean for all cases

                                            (Number of cases – 1)

Coefficient of variation – Tells you the percentage the standard deviation is of the mean. Divide the standard deviation by the mean and multiply by 100. (Take the absolute value of the mean if its is negative.)
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Coefficient of variation = Standard deviation  

                                                       Mean

Standard score – Tell you how many standard deviation units above or below the mean an observation is. First find the difference between the cases value and the mean and then divide this difference by the standard deviation.

Standard score = Value – mean

                          Standard deviation

6. Which measures of central tendency and measures of variability can be distinguished?

7. Which measures of central tendency and measures of variability fit the different levels of measures?

8. Of which level of measurement are the variables age, gender, level of spending and opinion customer friendliness?

	Level of measurement
	Characteristics
	Examples
	Arithmetical Treatment
	Central Tendency
	Variability

	Age
	
	
	
	
	

	Level of spending
	
	
	
	
	

	Opinion
	
	
	
	
	

	Customer friendliness
	
	
	
	
	


Task 3

Action Task
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Exercise 1: Pricing Strategies

Pricing Strategies Matrix:

· Wall-Mart launch a new range of own-label soups. This is an economy brand.

· Cunard launch two new cruise ships. The service is high price and high quality with a premium price.

· A cable TV provider moves into a new area and needs to achieve a market share. The company uses a penetration approach to gain market share. Prices could be increased at a later date.

· Holiday Inns try to fill hotels during winter weekends. This is an example of 'off peak' pricing.

· Burger King introduces a new range of value meals. There is a lot of price competition in the fast food market, hence the value approach.

· Nokia launch a new videophone. This is a new, innovative product that can claim a higher price. Skimming is only an option in the short-term since competition will be inevitable.

Exercise 2: Place, distribution, channel or intermediary

Site2 is recommended to Floor Mart because it has completion and is near Poshbury that has wealthy inhabitants.  This is good since Floor Mart will be selling groceries and provisions at a premium price, so the customers will buy from this place as there is no other competition, no other options. 

Exercise 3: The Product Life Cycle

The product life cycle

· Introduction - Palmtop Computers

· Growth - Internet Telephones (WAP or 3G)

· Maturity - Fax machines

· Decline - Play Station 2

· Withdrawal - MS –DOS, Sega Megadrive

Exercise 4: Integrating the promotional mix

The product life cycle:

· Shows the path that many products go through from development to the end of their lives.

· Many businesses use extension strategies to give products a longer life.

· The stages through which all products that survive their initial launch will pass before being withdrawn from the market at the end of their commercial life. 
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The stages of the product life cycle:

1. Introduction: 

· This is when the product has just been launched after development and testing. Sales are often quite low to begin with and may increase only quite slowly, but there are exceptions.

2.         Growth: 

· If the product is effectively promoted and well received by the market then sales should grow significantly. 

· This stage cannot last for ever, although all firms wish that it would. Eventually, this may take days, weeks or even years. Sales growth will begin to slow and might stop altogether which leads the product into the next stage. 

· The reasons for growth dying down increasing competition, technological changes making the product less appealing, changes in consumer tastes and saturation of the market. 

3.         Maturity or saturation:

· At this stage sales fail to grow but they do not decline significantly either.

· This stage can last for years such as competitive competition of a market is caused by most consumers who want a certain product having already bought one. Eg: mobile phones.

4. Extension strategies:

· These are marketing plans to extend the maturity stage of the product before a brand new one is needed.

· Strategies include developing new markets for existing products such as export markets, new uses for existing products and relaunches involving new packaging and advertising.

5.         Decline:

· During this phase sales will decline steadily.

· Either no extension strategy has been tried, or it has not worked or the product is so past it that the only option is replacement.

· Newer competitor’s products are more likely cause of declining sales and profits, and when the product becomes unprofitable or when its replacement is ready for the market it will be withdrawn. 

Task 5

Problem Task

1. Define distribution channel and how it is related to the hospitality industry?

A distribution channel is a set of independent organizations involved in the process of making a product or service available to the consumer or business user.

2. What are distribution channels levels?

Number of channel levels:

1. Direct marketing channel:

· No intermediary level.

· It consists of a manufacture selling directly to consumers.

2. Retailers:

· Contains one level.

3. Wholesaler:

· Contains two levels.

· In consumer markets, these are typically a wholesaler and a retailer.

· This type of channel is used by smaller manufacturers.

4. Suppliers:

· This type of channel is used by smaller manufacturers.

· Contains three levels.

· The jobber buys from wholesalers and sells to smaller firms that are not served by larger wholesalers.

3. What kind of marketing intermediaries are there for hospitality companies?

Marketing intermediaries:

Available to the hospitality industry and travel industry include travel agents, tour operators, tour wholesalers, specialists, hotel sales representatives, incentive travel agents, government tourist associations, consortia and reservation systems and electronic distribution systems.

Kinds of marketing intermediaries: 

· Travel agents:

One way of reaching a geographically diverse marketplace is through travel agents.  

Hotels interested in travel agency business are listed in airline reservation systems and hotel guides. Hotels also send information packages to travel agents that include collateral material and hotel news, including updates about hotel packages, promotions and special events. Travel agents are also invited to visit hotel property on familiarization tours. Airlines assist with these trips by providing free airfare.

Hospitality providers who serve travel agents must remember that agents entrust the hotel with their customers. In a travel agency market survey, travel agents rated reputation for honoring reservations as the most important factor in choosing a hotel.

Travel agents are changing the way they make hotel reservations. They are turning away from toll free telephone numbers to booking hotel rooms directly through computer systems. Travel agents computer systems, which were referred to as computer reservation systems for years are now called global distribution systems because of their global reach. These systems allow hotels to display information concerning their properties for use by travel agents when making reservations.

Many organizations sign an exclusive agreement with one travel agency and employees are required to book through this firm. The travel agency assumes responsibility for locating the least expensive travel alternatives for the company.

· Tour wholesalers:

Assemble travel packages usually targeted at the leisure market. These generally include transportation and accommodations but may include meals, ground transportation and entertainment. In developing a package, a tour wholesaler contracts with airlines and hotels for a specified number of seats and rooms, receiving a quantity discount. The wholesaler also arranges transportation between the hotel and the airport.

Retail travel agents sell these packages. The tour wholesaler has to provide a commission for the travel agent and give consumer a package that is perceived to be a better value than what they could arrange on their own. Additionally tour operators have to make a profit for themselves.

Generally wholesalers must sell 85% of the packages available to break even. This breakeven point leaves little room for error. As a result it is not uncommon for a tour wholesaler to go broke. It is important that hospitality providers check the history of the tour operator, receive a deposit and get paid promptly.

· Specialists: Tour Brokers, Motivational Houses and Junket Reps:

Brokers sell motor coach tours which are attractive to a variety of markets. Some motor coach tours are seasonal, some are based on one event and others are year round. For hotels on their routes, motor coach tours can provide an important source of income.

Motor coach tours are very important to museums and historic restorations. Hospitality providers such as historic restorations, hotels and destination cities usually participate in travel conference.

Motivational houses provide incentive travel offered to employees or distributors as a reward for their efforts. Companies often use incentive travel as a prize for employees who achieve sales goals or for the sales team achieving the highest sales. The incentive trip is usually to a resort area and includes first class or luxury properties. For resorts or up market properties in destination cities, motivational houses represent an effective distribution channel. Ways of reaching tour brokers and incentive houses include trade magazines and trade associations.

Junket reps serve the casino industry as intermediaries for premium players. Junket reps maintain lists of gamblers who like to visit certain gaming areas and they work with one or a few casinos rather than the entire industry. They are paid a commission on the amount the casino earns from the players or in some cases on a per player basis. Members of a junket receive complimentary or low cost hospitality services, including air transportation, ground transportation, hotel lodging, food and beverage and entertainment. The amount of complimentary services received depends on the amount player’s gamble in the casino.

· National, state and local tourist agencies:

This is an excellent way to get information to the market and gain room bookings. National associations promote tourism within their own countries. Their impact can be important to hotel chains that have locations throughout the country. State agencies promote the state resources and attractions overseas, nationality and in the state it self.

· Consortia and reservation systems:

Reservation systems provide a central reservation system for hotels. They usually provide the system for small chains or provide an overseas reservation service, allowing international guests to call a local number to contact the hotel.

A consortium is a group of hospitality organizations that is allied for the mutual benefit of the members. Marketing is often the reason why consortia are formed. The consortium allows a property to be independent in ownership and management while gaining the advantages of group marketing.

· Global distribution systems:

These are computerized reservation systems that serve as a product catalog for travel agents and other distributors of hospitality products. These reservation systems were originally developed by the airlines to promote the sales.

Global distribution systems such as worldspan make travel products available to travel agents and corporate travel planners around the world.

· Concierges:

Concierges, bell staff and front desk employees can be good sources of business for local hospitality products and travel such as restaurants tours and fishing guides. Concierges can be a major source of business for a restaurant that has a unique menu, atmosphere or simply excellent food and service. These attributes will be an attraction to travelers.

4. What are the different ways in which distribution channels are organized and implemented?

Channel behavior: 

A distribution system consists of dissimilar firms that have banded together for their common good. Each channel member is dependent on the others, playing a role in the channel and specializing in performing one or more functions.

Channel conflict: Disagreement among marketing channel members on goals and roles who should do what and for what rewards.

Horizontal conflict: Conflict between firms at the same level.

Vertical conflict: refers to conflicts between different levels of the same channel.

5. How can you manage a distribution channel?

Channel management decisions:

1. Selecting channel members:

When selecting channel members, the company’s management will want to evaluate each potential channel member’s growth and profit record, profitability, cooperativeness and reputation.

2. Motivating channel members:

A company must motivate its channel member’s continuously.

3. Evaluating channel members:

A company must regularly evaluate the performance of its intermediaries and counsel underperforming intermediaries.

4. Responsibilities of channel members and suppliers:

The company and intermediaries must agree on the terms and responsibilities of each channel member. According to the services and clientele at hand the responsibilities are formulated after careful consideration.

Task 6

Problem Task

1. What are the reasons for market segmentation?

Market segmentation is a recognized and universally accepted way of analyzing tourism markets and selecting from among them. Market segmentation is the process through which people with similar needs, wants and characteristics are grouped together so that a tourism organization can use greater precision in serving and communicating with these people.

Market segmentation is a two step process:

1. Deciding how to group all potential visitors (the market segments).

2. Selecting specific groups from among these (the target markets) to pursue.

Four assumptions of market segmentation:

1. Not all visitors are alike.

2. Potential visitors can be grouped into segments whose members have similar and identifiable characteristics.

3. Appeals to some segments of the market more than others.

4. Destination and organizations can make their marketing more effective by developing specific travel trip offerings for specific segments of the market.

2. What is the role of segmentation in the market?

Market segmentation:

The purpose for segmenting a market is to allow your marketing/sales program to focus on the subset of prospects that are "most likely" to purchase your offering. If done properly this will help to insure the highest return for your marketing/sales expenditures. Depending on whether you are selling your offering to individual consumers or a business, there are definite differences in what you will consider when defining market segments.

3. What are the advantages and disadvantages of segmentation?

http://www.projectalevel.co.uk/as_a2_business_studies/segmentation_analysis  

	Segmentation

	Advantages
	Disadvantages

	· More efficient use is made of marketing resources - less waste.

· A competitive advantage can be gained in a particular part of a market.

· It's beneficial for small firms as uses less resources.

· Products can be modified to be exactly what the consumer wants.

· Marketing mix can be more targeted.
	· Increased costs to develop variations of the product.

· Higher stock holding costs.

· Higher advertising and other costs.




4. What are the criteria for effective segmentation?

	Segmentation
	Characteristics

	1. Demographic and socioeconomic
	Age, education, gender, income, family size and composition family life cycle stage, social class, type of residence/home ownership status, second home ownership, race or ethnic group, occupation.

	2. Geographic
	Country, religion, market area, urban/suburban/rural, city size, population density, zip or postal code, neighborhood.

	3. Purpose of trip
	Regular business travel, business travel related to meetings, conventions and congresses, incentive travel, visiting friends and relatives, close to home leisure trips, touring vacation, city trip, outdoors vacation, resort vacation, cruise trip, visit to theme park, exhibition or event.

	4. Behavioral
	Volume of use, frequency of use, usage status, use occasions, brand loyalty, benefits sought, lengths of stay, transportation modes used, expenditure levels, experience preferences, activity participation patterns.

	5. Psychographic
	Life style, attitudes/interests/opinions, values.

	6. Product related
	Recreation activity, equipment type, price level, type of hotel/resort property.

	7. Channel of distribution
	Principle function, area of specialization, size and structure, geographic location.


5. What are the different segmentation bases?

Market segmentation bases:

1. Measurable – Can the number of potential visitors within the segment be estimated with a reasonable degree of accuracy?

2. Accessible – Can these visitors be reached with specific promotional techniques or media? Can they be reached and influenced by existing or potential travel trade distribution channels?

3. Substantial – Are there sufficient numbers of visitors in the visitor market segment to justify a tailor made marketing effort?

4. Defensible – Are the visitor market segments characteristics different enough to justify separate marketing activities and expenditures just for them, or can they be grouped with one or more other target markets? If competitors decide to use more of a mass marketing approach, will this have an adverse effect on us?

5. Durable – As the market develops, will this visitor market segment maintain its uniqueness or will these differences disappear with time?

6. Competitive – Do we have a relative advantage over the competition in serving this visitor market segment?

7. Homogeneous – Are the people within the visitor market segment similar enough?

8. Compatible – Is the visitor market segment compatible with the other visitor market segments that the organization or destination attracts?

6. Define V.A.L.S.

V.A.L.S - Values, Attitudes, and Lifestyles System:

People are arranged in a rectangle and are based on two dimensions. The vertical dimension segments people based on the degree to which they are innovative and have resources such as income, education, self-confidence, intelligence, leadership skills, and energy. The horizontal dimension represents primary motivations and includes three distinct types:

Consumers driven by knowledge and principles are motivated primary by ideals. These consumers include groups called Thinkers and Believers. Consumers driven by demonstrating success to their peers are motivated primarily by achievement. These consumers include groups referred to as Achievers and Strivers. Consumers driven by a desire for social or physical activity, variety, and risk taking are motivated primarily by self-expression. These consumers include the groups known as Experiencers and Makers. At the top of the rectangle are the Innovators, who have such high resources that they could have any of the three primary motivations. At the bottom of the rectangle are the Survivors, who live complacently and within their means without a strong primary motivation of the types listed above.

The eight groups of V.A.L.S:

1. Innovator. These consumers are on the leading edge of change, have the highest incomes, and such high self-esteem and abundant resources that they can induldge in any or all self-orientations. They are located above the rectangle. Image is important to them as an expression of taste, independence, and character. Their consumer choices are directed toward the "finer things in life."

2. Thinkers. These consumers are the high-resource group of those who are motivated by ideals. They are mature, responsible, well-educated professionals. Their leisure activities center on their homes, but they are well informed about what goes on in the world and are open to new ideas and social change. They have high incomes but are practical consumers and rational decision makers.

3. Believers. These consumers are the low-resource group of those who are motivated by ideals. They are conservative and predictable consumers who favor American products and established brands. Their lives are centered on family, church, community, and the nation. They have modest incomes.

4. Achievers. These consumers are the high-resource group of those who are motivated by achievement. They are successful work-oriented people who get their satisfaction from their jobs and families. They are politically conservative and respect authority and the status quo. They favor established products and services that show off their success to their peers.

5. Strivers. These consumers are the low-resource group of those who are motivated by achievements. They have values very similar to achievers but have fewer economic, social, and psychological resources. Style is extremely important to them as they strive to emulate people they admire.

6. Experiencers. These consumers are the high-resource group of those who are motivated by self-expression. They are the youngest of all the segments, with a median age of 25. They have a lot of energy, which they pour to physical exercise and social activities. They are avid consumers, spending heavily on clothing, fast-foods, music, and other youthful favorites, with particular emphasis on new products and services.

7. Makers. These consumers are the low-resource group of those who are motivated by self-expression. They are practical people who value self-sufficiency. They are focused on the familiar-family, work, and physical recreation-and have little interest in the broader world. As consumers, they appreciate practical and functional products.

8. Survivors. These consumers have the lowest incomes. They have too few resources to be included in any consumer self-orientation and are thus located below the rectangle. They are the oldest of all the segments, with a median age of 61. Within their limited means, they tend to be brand-loyal consumers.

Task 7

Problem Task

1. What do the different stages of the buying process involve and what is the role of management on each of them?

Buyer decision process:

Buyer decision processes are the decision making processes undertaken by consumers in regard to a potential market transaction before, during, and after the purchase of a product or service.

1. Problem recognition – The buying process starts when the buyer recognizes a problem or a need.

2. Information search – An aroused consumer may or may not search for more information. How much searching a consumer does will depend on the strength of the drive, the amount of initial information, the ease of obtaining more information, the value placed on additional information and the satisfaction one gets from searching.

3. Evaluation of alternatives – Unfortunately, there is no simple and single evaluation process used by all consumers or even by one consumer in all buying situations. There are several evaluation processes.

4. Purchasing decision – In the evaluation stage, the consumer ranks brands in the choice set and forms purchase intentions. Generally, the consumer will buy the most preferred brand.

5. Post purchase behavior – The marketer’s job does not end when the customer buys a product. Following a purchase, the consumer will be satisfied or dissatisfied and will engage in Postpurchase actions of significant interest to the marketer.

2. Which phases are more important for the marketer to take into account?

http://tutor2u.net/business/marketing/buying_decision_process.asp 

The decision making process is important for anyone making marketing decisions. It forces the marketer to consider the whole buying process rather than just the purchase decision (when it may be too late for a business to influence the choice!)

The decision making process implies that customers pass through all stages in every purchase. However, in more routine purchases, customers often skip or reverse some of the stages.

For example, a student buying a favourite hamburger would recognise the need (hunger) and go right to the purchase decision, skipping information search and evaluation. However, the model is very useful when it comes to understanding any purchase that requires some thought and deliberation.

The buying process starts with need recognition. At this stage, the buyer recognises a problem or need (e.g. I am hungry, we need a new sofa, I have a headache) or responds to a marketing stimulus (e.g. you pass Starbucks and are attracted by the aroma of coffee and chocolate muffins).

An “aroused” customer then needs to decide how much information (if any) is required. If the need is strong and there is a product or service that meets the need close to hand, then a purchase decision is likely to be made there and then. If not, then the process of information search begins.

Task 8

Strategy Task

1. What is printed/electronic media?

Printed media - Newspapers and other periodicals that are produced on paper.

Electronic media - Presented to the public on electronic machines, like TV and other screens of the type.

2. What are the types of printed & electronic media that marketers can use for hospitality and tourism services?

Types of printed material used in marketing travel and tourism:

Promotional print:

· Tour operators, broachers.

· Hotel, holiday center, caravan park, campsite and other accommodation broachers.

· Conference center brochures.

· Specific product brochures (e.g. activity holidays, theatre weekends).

· Attraction leaflets (theme parks, museums, amusement parks).

· Car rental broachers.

· Sales promotion leaflets (specific incentive offers).

· Posters/show cards for window and other displays in distribution networks.

· Tourist office broachers (general and product specific).

· Printed letters/inserts for direct mail.

Facilitation and information print:

· Orientation leaflets/guides (attractions).

· Maps (mostly provided free out of marketing budgets).

· In house guides and magazines (accommodation and transport).

· Menus/tent cards/show cards/folders, used in house.

· Hotel group directories.

· What’s on leaflets, such as those provided out of destination marketing budgets).

· Timetables produced by transport operators.

3. How can marketers use effective printed & electronic media to satisfy the customer?

Stages in producing effective information material

1. Determining the size, profile and the needs of the target audience. 

Information about target customers is derived through market segmentation and print volume is related to the quantified objectives in the marketing plan. The target profile for advertising (media selection), sales promotion and for print production will normally be identical. Electronic media that is linked to booking systems and emails generates its own profile data as prospective customers respond.

2. Marketing strategy, branding and positioning

Advertising, print and websites are likely to be planned together with coordinated messages, images and positioning. If print is the larger part of the budget, it may take the leading role in communicating specific brand and product messages to the target audience.

3. Paper, quality, choice of colours, density of copy, graphics and the style and density of photography are varied in practice to match chosen images to select target audiences. 

Up market target groups respond better to heavier quality paper, lower density per page, pastel colours and thematic photographs. Down market target groups are more influenced by bold colours, direct and straightforward copy and are not put off by greater density per page. Website and multimedia design decisions are similar in principle having regard to the possibilities of the new medium rather than print.

4. Specifying brochure/website objectives.

The essential task is to clarify and state concisely what the brochure or website is expected to achieve in the campaign, especially in terms of the specific products it covers. A list of specific messages, rank ordered according to perceived customer priorities, should be drawn up within the context of the agreed marketing objectives. These statements will be crucial in briefing designers.

5. Deciding the method of distribution.

The distribution of print to its intended recipients is perhaps the most vital of the six stages, because communication can only work if sufficient numbers of prospective customers receive it. The cost of distribution per unit of print may easily exceed the unit cost of its production and most producers in travel and tourism will have to choose between several distribution options. For websites, the medium is distribution, information, promotion and booking access all in one.

6. Creative execution.

As for advertising, the way in which product concepts and images are presented in print and websites will strongly influence the way in which consumers receive and respond to messages. For printed items, the appearance and appeal of the front cover, especially of items to be displayed in self service racks, will be crucial in establishing eye contact and initial visual interest in comparison with many other brochures aiming to appeal to much the same customers. Without the initial appeal, a leaflet or brochure is unlikely to be picked up and looked through.

While creative execution will usually be the business of designers, marketing managers must accept full responsibility for the designers brief and any marketing research associated with it.

7. Timing

Most travel and tourism print is required to fulfill its role at particular times. Tour operators and other producers, must have their material available for distribution when customer are making travel decisions. Print production and advertising normally require carefully coordinated phasing. Since it usually takes several weeks from an initial brief to final production of print, it is vital that print requirements are carefully programmed and that agreed timing adhere to. If photographs are required, they have to be taken at the right time of year.

Marketing managers have only limited influence over creative execution but they should exercise total control over timing. The scope for managerial improvements in better timing alone may have a considerable impact on revenue. This is one of the ways in marketing to achieve marginal revenue gains and marginal budget savings at the same time. Another advantage of websites is that they can be changed, modified and updated online at any time and with minimum cost.

For tour operators in a fluid pricing market context, the problems of publishing real prices in print are becoming increasingly difficult and forcing reprints of brochures at extra expense.

4. How do you distribute printed & electronic media to the right target group?

Distributing information to target audiences

The main options for getting print into the hands of prospective buyers:

1. Advertisements carrying coupons to be completed by those requiring information.

2. Cards or other inserts into press and magazine media, which are an alternative form of media space.

3. Direct mail to loyalty club members and other previous customers, using own databases and names and addresses brought for the purpose from a list broker.

4. Direct distribution on a door to door basis in targeting residential areas.

5. Direct distribution at exhibitions and shows open to the public, e.g. camping and caravan exhibitions and travel trade fairs.

6. Distribution via retail travel agencies.

7. Distribution via tourist information centers and public libraries.

8. Distribution via relevant third parties such as American Express and many clubs and societies will for a fee include printed leaflets with their regular mailings to members, alternatively via hotel reception desks and similar relevant outlets (suitable for attractions, entertainment, car rental).

9. Collaborative distribution via marketing consortia and trade associations (this is a variation of distribution via multisite operation under one owner).

10. Distribution via websites that offer email addresses or call center numbers as the means to access printed materials.

5. How measure results?

Through marketing research, however, it is possible to reach some conclusions and studies may be carried out:

· To choose between the customer appeal of alternative cover designs and content, using evidence of qualitative discussions with target groups of potential customers.

· To measure the results of split runs in which two different brochure formats are distributed to matched samples of targeted recipients and the volume of bookings compared. Using direct mail to distribute print make this a relatively easy option for many producers.

· To measure customer recall, use and evaluation of brochures through ad hoc telephone or postal surveys of brochure recipients identified such as completed coupons included in advertisements.

· To measure customer recall, use and evaluation of brochures in brief surveys conducted such as at  reception desks when customers arrive on a producers premises or site.

6. What is the purpose of printed and electronic media?

The marketing role of information material and their multiple purposes:

· Products are produced and consumed on producers own premises and cannot be inspected and assessed directly at points of sale away from the place of production. There are no physical stocks of tourist products as there are for manufactured goods. Information materials are used as product substitutes.

· While service production and consumption are simultaneous, the production processes is often separated by weeks or months from the act of purchase. Inevitably many products are ideas and expectations only at the point of sale. Information materials provide reassurance and a tangible focus for expectations.

· Especially where infrequently purchased expensive precuts, such as holidays are concerned, most customers seek full information and consider several options before making choices. Retailers of holidays are well aware that every minute spent answering questions costs money. There is a powerful incentive to distribute information materials that reduce customers contact time.

· There are many marketing reasons for communicating with customers during the production/consumption process, partly to facilitate the experience and inform and partly to generate a greater level of in-house expenditure. Information materials serve both facilitation and sales promotion and merchandising roles.

The multiple purposes:

1. Creating awareness 

Some prospective first time customers will become aware of products through advertising, PR and through the internet. Many others in travel and tourism will gain initial awareness through marketing print first seen in a hotel, at an airport, in a travel agency or passed on by friends. The role of front cover designs for print can be compared with the role of the packaging of products in a supermarket designed to attract the attention of people passing along the aisles. Website design follows the same principle of attention getting and retaining.

2. Promotion

Broachers such as those provided by tour operators are designed to stimulate customers and motivate them to buy. They identify needs, demonstrate in pictures and words the image and positi9oning of products and organizations and carry the key messages. In this role they act in the same way as advertising. They also perform a visual display function in the racks of distribution outlets, such as retail travel agents where they serve in lieu of physical products. In the typical self service shops run by most travel and tourism retailers the display role and the customer appeal of broachers and purpose designed leaflets are also typically used to communicate and promote special offers and the other sales promotion incentives.

3. Access/purchasing mechanism/marketing research

Many product broachers contain booking forms to facilitate purchase and these contain the basis of the contract to provide services. Some of these forms may be over stamped and filled in by travel agents but are designed to specify the purchase details. 

What is primarily designed as a purchasing mechanism, however is increasingly also used for marketing research purposes. Booking form information can be transferred electronically into databases and used by businesses as a source of valuable customer profile data such as area of origion, party size and type. The addresses can be analyzed by ACORN methods to provide a detailed profile of typical buyers. Websites perform the same role. Whether booking facilities and direct online or via email or call centers, the internet is an access/purchasing mechanism providing simultaneous data capture and analysis.

4. Product substitute role.

For travel and tourism operators whose business depends on bookings or decisions made away from the place of production, brochures perform a tangible product substitute role, the marketing importance of which it is impossible to overemphasize. The brochure is the product at the point of purchase, especially for first time customers. It establishes expectations of quality, value for money, product image and status that must be match of this role, certainly for lower cost items and for heavily branded products such as an overnight in a hotel or a flight. 

5. Proof of purchase/reassurance

Traditional brochures also act as a substitute for the product in the period between purchase and consumption, which in the case of vacations may extend to several months. It becomes a document to read several times as a reminder, to stimulate expectations and to show to friends and relatives. It helps to reduce any post purchase anxiety through reassurance.

6. Facilitation of product use and information.

Once customers arrive on a tourism organizations premises, it is normal for them to be provided with a wide range of printed materials. Some may be found in the rooms (hotels) or seat backs (airlines), at information desks (attractions) or on tables (restaurants and bars). The literature is designed to explain and promote what is available:

· To promote awareness and use of ancillary services/products.

· To assist customers to get the most value out of their purchase and enhance satisfaction.

· To feature special offers (sales promotion).

· To provide basic information which may be useful.

· To influence customer behaviour.

Producers can and do train their staff to communicate some of these options, but staff are usually busy and may not have time to cover the full range. Television screens, videos and interactive options in hotel rooms can also provide some of this information but printed items remain the main way to provide user friendly messages to all travelers in exactly the same way. 

Carefully designed print can do so much to create a sense of welcome from an establishment to its customers. It can communicate the message that an organization understands and cares about customer needs and interests. An illustration is the choice that visitor attractions have, either to provide a simple admission ticket or leaflet of welcome and user advice.

7. Providing education.

The role of education is certainly not yet widely associated with marketing, except perhaps at more enlightened museums and galleries, but there is every reason to consider it an important and growing role for the new millennium. Education is not confined solely to leisure tourism. Many hotel chains around the world have developed sophisticated programs to contribute to the environment and they need to tell all their customers, many of whom are on business. Of course the word education will not be found in marketing print or on tourism websites. But education it is and education is a communication business.

Task 9

Problem Task

1. What is PR?

PR – Public Relations:

It is the process by which we create a positive image and customer preference through third party endorsement.

2. What does the PR process include?

The public relations process

1. Researching to understand the firm’s mission, culture and target of the communication.

2. Establishing marketing objectives,

a) Build awareness

b) Build credibility

c) Stimulate the sales force and channel intermediaries

d) Hold down promotion costs

3. Defining the target audience

4. Choosing the target audience

5. Implementing the marketing PR plan

6. Evaluating PR results

a) Exposures

b) Awareness/comprehension/attitude change

c) Sales and profit contribution

3. How can PR be used in the hospitality industry?

Public relations opportunities for individual properties

1. Build PR around the owner/operator.

2. Build PR around the location – For instance, the isolation and obscurity of an enterprise can be used as a PR tactic.

3. Build PR around a product or service.

Crisis Management

1. Take all precautions to prevent negative events from occurring.

2.  When a crisis does occur:

a) Appoint a spokesperson. This ensures that the company is giving a consistent story based on facts.

b) Contact the firm’s public relations agency if it has one.

c) The company should notify the press when a crisis does.

Sales promotion

1. Setting sales promotion objectives – Sales promotion objectives vary widely and can include increasing short term sales, increasing long term sales, getting consumers to try a new product, luring customers away from competitors, or creating loyal customers.

2. Selecting sales promotion tools – Many tools can be used to accomplish sales promotion objectives. The promotion planner should consider the type of market, the sales promotion objectives, the competition and the costs and effectiveness of each tool. Common sales promotion tools include samples, coupons, premiums, patronage rewards, point of purchase, contests, sweepstakes and games.

3. Developing the sales promotion program – The steps involved in developing a sales promotion program|:

a) Decide on the size of the incentive.

b) Set the conditions for participation.

c) Decide how to promote and distribute the promotion program.

d) Set promotion dates.

e) Decide on the sales promotion budget.

4. Evaluating the results – The company should evaluate the results against the objectives of the program.

4. What are the activities of the PR department of a hotel?

Public relations activities:

1. Press relations – The aim is to place newsworthy information into the news media to attract attention to a person to a person, product or service.

2.  Product publicity – Involves efforts to publicitize specific products.

3. Corporate communication – This activity covers internal and external communications and promotes understanding of the organization.

4. Lobbying – Involves dealing with legislators and government officials to promote or defeat legislation and regulation.

5. Counseling – Involves advising management about public issues and company positions and image.

5. What kinds of PR tools are used in the hospitality industry?

The major tools in public relations

1. Publications – Companies can reach and influence their target market via annual reports, brochures, cards, articles, audiovisual materials and company newsletters and magazines.

2. Events – Companies can draw attention to new products or other company activities by arranging special events.

3. News – PR professionals cultivate the press to increase better coverage to the company.

4. Speeches – Create product and company publicity. The possibility is accomplished by printing copies of speech or excerpts for distribution to the press, stockholders, employees and other publics.

5. Public service activities – Companies can improve public goodwill by contributing money and time to good causes, such as supporting community affairs.

6. Identify media – Companies can create a visual identity that the public immediately recognizes, such as with company’s logos, stationery, signs business forms, business cards, buildings, uniforms, dress code and rolling stock. 

Task 10

Action Task

1. Explain the role of advertising + its advantages and disadvantages.

Advertising:

· One of the five promotional mix elements and can be defined as paid, non personal communication through various media by business firms, nonprofit organizations and individuals who are in some way identified in the advertising message and who hope to inform/persuade members of a particular audience. This highly varied promotional tool is probably the first line that comes to mind when most people think of promotion.

· Any paid form of nonpersonal presentation or promotion of ideas, goods or services by an identified sponsor.

Advantages:

1. Low cost per contact – Although the total costs of advertising campaigns often run into millions of dollars, the cost per contact is relatively low when advertising is compared to alternative promotional approaches. However with viewing audiences in the millions, the cost for each person who is exposed to this ad becomes a matter of cents.

2. Ability to reach customer where and when salespersons cannot – Advertisements can confront customers in almost every facet of their lives. They reach people in places and times when salespeople cannot.

3. Great scope for creative versatility and dramatization of messages – Advertising provides limitless opportunities for creative approaches and for the dramatization of the promoter’s message. 

4. Ability to create images that salespersons cannot – Advertising is creating images in customer minds.  

5. Nonthreatening nature of nonpersonal presentation – Advertising is a nonpersonal form of communications. Customers are not forced to respond, evaluate or decide immediately.

6. Potential to repeat message several times – Some promotional messages work best if customers are exposed to them several times. An intriguing headline and beautiful photography, this is what makes an ad stand out from the crowd.

7. Prestige and impressive of mass media advertising – Advertising and the specific advertising medium selected, can enhance the prestige and credibility of a hospitality and travel organization. 

Disadvantages:

1. Inability to close sales

2. Advertising clutter

3. Customers ability to ignore advertising messages

4. Difficulty getting immediate response or action

5. Inability to get feedback and adjust message

6. Difficulty measuring advertising effectiveness

7. Relatively high waste factor.

2. Explain the steps to be taken in the advertising process. 

Advertising process steps:

1. Set adverting objectives

The best way to start advertising is by setting advertising objectives. These must meet the same types of criteria as overall marketing objectives. Advertising objectives serve a dual purpose: They are guidelines for planning; they are also a way to measure and evaluate success in implementation. The three principles goals of promotion are to inform, persuade and remind customers.

Most hospitality and travel organizations with the exception of retail only travel agencies, engage in the following two distinct branches of advertising:

· Consumer advertising – Advertising to the customers who will actually use the services being promoted.

· Trade advertising – Advertising to travel trade intermediaries who will influence customers buying decisions. 

2. Decide on in house advertising or agency

Most medium sized and large organizations within the hospitality and travel industry use outside agencies to develop and place their advertising. This tends to be a one time, rather than an annual, decision. However an organizations choice of advertising agency is based more frequently on the success or failure of an agency’s advertising campaign.

3. Establish a tentative advertising budget

The realistic time to start budgeting for advertising is after setting a tentative total marketing and promotional budget. This portion of this total budget that is earmarked for the promotional mix should first be tentatively allocated to each of its elements. When all the detailed plans for each promotional mix element have been developed, they should be coasted out and compared to the tentative budget allocations. Individual plans may then have to be adjusted and recalculated to better align the tentative allocation with the plans costs. In essence, this recommends a multi rather than a single stage budgeting process for the promotional mix and each of its elements.

4. Consider cooperative advertising (partnerships)

The partnership (cooperative marketing) opportunity is considered so vital that it has been singled out as one of the special Ps of the hospitality and travel marketing mix. Cooperation is possible for all elements of the promotional mix, including advertising. In cooperative advertising, two or more organizations share the costs of an advertisement or an advertising campaign.

Advantages of cooperative advertising:

1. Increase the total budget available for advertising.

2. May enhance the image or positioning of the sponsor.

3. Can communicate a better match between the customer’s needs and the partner’s services.

Limitations with cooperative advertising:

1. More time is needed to plan advertisements so that all partners are satisfied with the arrangements.

2. Each partner sponsor has to give up absolute control over the advertising message strategy (how the ads will be developed and used).

3. Each partner loses the opportunity to showcase only its services or destinations.

4. Other compromises may also be required that need to be weighed carefully against the promotional goals and advertising objectives.

5. Decide on advertising message strategy

In developing the advertising plan is to decide on the message strategy. Although writers use varying names for the components of the message strategy:

1. Message idea – The main theme, appeal or benefit to be communicated in the advertisement.

2. Copy platform – A statement that fully describes the message idea. It serves as the foundation for the cop (text) within an advertising campaign. It may fill as much as one page and is usually prepared by the advertising agency.

The copy platform should cover the following seven items:

a) Target market or marketers.

b) The key appeal or benefit.

c) Supporting information.

d) Positioning approach and statement.

e) Tone.

f) Rationale.

g) Tie in with other promotional mix elements

3.  Message format – This a broad creative approach that is used to communicate the message idea to the targeted audiences.

6. Select advertising media

Choosing the media for advertisements is an important element in the advertising plan. The selection is based on the following seven considerations:

1. Target markets and their reading, viewing and listening habits – Through marketing research, an organization should have an established the media habits of chosen target markets. If potential customers live in defined metropolitan areas, then geographically specific media such as local newspapers, radio, television, direct mail and outdoor advertising may be preferable. Customers with special interests such as golf, tennis or scuba diving might be reached most effectively through special interest magazines. 

2. Positioning approach, promotional goals and advertising objectives – The media and media vehicles selected must support the image that the organization wants to convey, its promotional goals and its advertising objectives.

3. Media evaluation criteria – Criteria used may include one or more of the following eight factors:

a. Costs – This represents the total campaign costs and the average cost per reader, viewer or listener.

b. Reach – The reach of a medium is the number of potential customers who are exposed to a given advertisement at least once.

c. Frequency – Refers to the average number of times that potential customers are exposed to a given advertisement or advertising campaign.

d. Waste – This factor represents the number of customers exposed to an advertisement who are not part of an organizations target markets.

e. Lead time and flexibility – Lead time refers to the space of time between the design of an ad and its actual appearance in the selection medium. Some media have long lead times (particularly magazines), whereas other have short ones (especially newspapers). The shorter the lead time, the greater the media flexibility (i.e. the ability to adjust the campaign if necessary to better appeal to customers’ needs).

f. Clutter and dominance -  Clutter represents the number of ads in one newspaper or magazine issue, or one radio or television program. Dominance means a sponsors ability to dominate a particular medium at a specific time period.

g. Message permanence – The permanence of a message refers to its lifespan and its potential for repeated exposures to the same customers.

h. Persuasive impact and mood – Some media and media vehicles have a greater persuasive impact than others (ability of advertisement to convince customers in accordance with the advertisers objectives). Mood is the added enhancement or feeling of excitement that a particular medium or vehicle gives to an ad.

4. Relative strengths and weaknesses of each media alternative – Once an organization has selected the criteria from this list of eight, it should be evaluate the relative merits of each media alternative.

5. Creative requirement – The creative format selected and the specific way it will be used to influence the choice of media and vehicles. Magazines, televisions and direct mail brochures work best, whereas radio and newspaper ads do not generate the same excitement or mood.

6. Competitive media placements – Every organization must constantly keep one eye on its own marketing plan and the other on those of competitors. Often the market leader has the largest advertising budget available and may try to dominate certain media.

7. Approximate total advertising budget available – The promotional budget allocated to advertising places a practical limit on the number of ads that can be run and the media that are selected. Many small hospitality and travel businesses have limited budgets and must use the least expensive media and vehicles (e.g. newspapers and radio). Television advertising is often one of the most difficult decisions for small to medium sized businesses. 

7. Decide on timing of advertisements

A difficult decision must be made about when and how often to place the ads. Three major scheduling approaches are available:

1. Intermittent – Ads are placed intermittently over a certain time period. The number of ads placed in each flight or wave may be level or uneven. Cruise lines might use this approach because they emphasize different cruising areas at certain times during the year (e.g. Caribbean and Alaska).

2. Concentrated – Ads are concentrated in a specific part of the planning period and are not run at other times. Resorts only open for one season and downhill ski areas tend to use this approach by concentrating their ads in the months leading up to their peak operating periods.

3. Continuous – Ads are spread continuously thought the planning period. Hospitality and travel businesses that need a steady, year round and week to week flow of customers, including hotels and restaurants tend to use this approach.

8. Pretest advertisements

Pretesting use marketing research techniques to find out whether advertisements communicate information to customers in the manner the sponsor intended. Pretests serve three specific purposes:

1. Testing rough ads before developing the finished versions.

2. Testing finished ads before placing them in the media.

3. Deciding how often to use the individual ads initially in a campaign that has several different ones.

The choice of test should be base on advertising objectives, which themselves are related to customers buying decision process stages and the buying decision classification.

9. Prepare final advertising plan and budget

The pretests clear the way for preparing finished advertisements and finalizing the advertising plan and budget. The written advertising plan must clearly state the objectives, research results and assumptions that lead to the choices, budget and the implementation timetable. It must also outline the message strategy comprehensively. Detailed advertising costs will now be available and must be compared to the advertising budget. This comparison may result in further modifications to the plan and to those for the other promotional mix elements.

10. Measure and evaluate advertising success

The following criteria and measurements can be used:

1. Exposure measures – How many potential customers were exposed to the advertising?

2. Processing measures – How did customers respond to the advertising?

3. Communication effects measures – Did customers react in the way intended by the advertising objectives?

4. Target audience action measures – Did target customers take the actions that we wanted?

5. Sales or market share measures – Did we achieve the sales or market share that we desired?

6. Profit measures – Did we make the profit we wanted.

Task 11

Problem Task

1. What is the service profit chain?

The service-profit chain establishes relationships among profitability, customer loyalty, and employee satisfaction, loyalty, and productivity. The links in the chain (which should be regarded as propositions) as follows: Profit and growth are stimulated primarily by customer loyalty. Loyalty is a direct result of customer satisfaction. Satisfaction is largely influenced by the value of services provided to customers. Value is created by satisfied, loyal, and productive employees.
2. What is new in this new view on marketing?

3. Explain the 3r’s in details?

The 3r’s:

1. Retention – The continuing, active relationship with a customer that yields a stream of revenue from the sale of the initial product or service. This stream of revenue becomes more and more profitable as existing customers become easier to serve with less need to spend get acquainted marketing effort on them. Retention cannot be taken for granted. Customer buying patterns may change little by little, even though customers don’t bother to serve a relationship with a service supplier.

2. Related sales of new products and services – It costs much less to sell new products and services to existing customers than to new customers. Sales to those you know and who know you require little marketing introduction, no new credit checks and much less time.

3. Referrals – The greatest profit impact of efforts to retain customers and develop their satisfaction comes through the positive referrals they provide to potential customers. This is important for many industrial products and services as well consumer products for which potential customers have high levels of perceived risk that is best alleviated by asking a friend for advice. The profit levels generated by customers from the three Rs over time can be conceptualized. 

4. How can we manage loyal customers with 3r’s?

Managing by the 3rs:

Losing a loyal customer is truly a tragedy in the new era of marketing. It has encouraged increasing efforts to both measures and communicate in the lifetime value of customers to employees identify, create and enhance listening posts, create recognition and incentives for building customer loyalty and utilize defections as learning opportunities. In general, it has placed a premium on listening to customers as well as marketing to them.

5. How is the 3r’s related to the service profit chain?
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The service-profit chain establishes relationships between profitability, customer loyalty, and employee satisfaction, loyalty, and productivity. The links in the chain (which should be regarded as propositions) are as follows: Profit and growth are stimulated primarily by customer loyalty. Loyalty is a direct result of customer satisfaction. Satisfaction is largely influenced by the value of services provided to customers. Value is created by satisfied, loyal, and productive employees. Employee satisfaction, in turn, results primarily from high-quality support services and policies that enable employees to deliver results to customers.
Task 12

1. What is sales promotion?
Sales Promotion:

Approaches other than advertising, personal selling and public relations and publicity where the customer is given a short term inducement to make an immediate purchase, such as fee samples and games.

2. What is merchandizing?
Merchandizing:

Includes materials used in house to stimulate sales such as menus, wine lists, tent cards, signs, posters, displays and other point of sale promotional items.

3. What is personal selling?
Personal selling:
Involves oral conversations, either by telephone or face to face between salespersons and prospective customers.

4. What are the points of sale?
The points of sale are covered by three different kinds of location, each with different marketing requirements.

1. External POS – E.g. retail travel agency for most products, ticket/booking office or desk for transportation and car rental or tourist information center especially if bookings are taken.

2. Internal in house or site – Reception desk hotels and attractions a reception desk may also operate a referral system linked with other outlets in the same organization. Locations within an operators premise such as bars, restaurants, retail sales points souvenirs and other items, duty free POS shops etc.

3. Customer’s home as POS – Individual customers making enquiries or bookings, responding to direct mail and promotional offers by television, radio, promotional mail, internet or telephone calls.

5. What are the main targets for sales promotion?
The main targets for sales promotion:

Tactical techniques designed to stimulate sales to customers have three main targets:

1. Individual buyers

All sales promotion is designed to achieve additional short run purchases by customers that a business believes would not occur without the specific marketing action. Aimed directly at buyers, the objective is to provide specific incentives or inducements to buy particular products at particular times. Much of sales promotion is restricted to chosen segments to avoid the dilution of total sales revenue that occurs if unnecessary incentives are offered to all customers, may of whom intended to purchase without the added incentive.

2. Distribution networks

These networks are bombarded daily by operators wishing them to provide extra display space for their products and other forms of support. Any special effort therefore usually requires special incentives and if they are not provided, sales targets are unlikely to be achieved.

3. Sales force

For larger organizations, sales forces are generally required to service and motivate corporate customers and distribution networks.

6. What kind of marketing objectives are there and what are their requirements?
Marketing objectives attainable by sales promotion:

In practice the objectives stem from response to a combination of factors that may vary on a weekly basis including:

· Sales volume targets and variance analysis.

· Problems of over or under capacity of production.

· Other business environment factors representing unforeseen threats or opportunities.

· Problems with the coverage, stocking and or display of brochures in distribution networks.
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Marketing objectives attainable by sales promotion:

[image: image45.wmf]Typical sales promotion techniques used in travel and tourism:

7. What are the different sales promotion techniques?
Sales promotion techniques:

1. Special communication methods

a. Spatiality advertising –Are free items given to potential customers or travel trade intermediaries. Often displaying the sponsor’s name, logo or advertising message these items normally are either office products or unique or unusual gifts. They include pens, pencils, cups, glasses, paperweights, matchbooks, stationery, ashtrays, key rings etc. The most effective speciality advertising items satisfy four criteria:      1. They are chosen for a specific target market or travel intermediary and the items are either useful or attractive to these persons. 2. They are based on a specific promotional objective. 3. They tie in closely with other promotional mix elements.   4. They are creatively designed and have a long term use or value to recipients.

b. Sampling – Giving away free samples of items encourage sales or arranging in some way for people to try all or part of a service. this is much easier for manufacturers for products to do because what they have to sell is tangible and can be mailed or handed out.

c. Trade and travel show exhibits – These occasions bring all parts of the industry (suppliers, carriers, intermediaries and destination marketing organizations) together. Trade shows are relatively expensive because they involve travel costs, registration fees, display production and other costs. 

d. Point of purchase (POP) displays and other merchandising materials – Brouchers, posters and window and standup displays are common in retail travel agencies. Hotels use a wide range of merchandising techniques including in room guest directories, room service menus, elevator and lobby displays and brochure racks.

e. Point of purchase demonstrations – Because of intangibility of services, its more difficult to demonstrate their use at the point of purchase. It’s much easier to do this with products. One method being used by an increasing number of travel agencies is to show travel promotion videotapes on in store television monitors. Other possibilities include demonstrating cooking methods or mixing cocktails in restaurants and bars.

f. Educational seminars and training programs – The hospitality and travel industry invest heavily in this type of sales promotion to inform and educate travel trade intermediaries. The primary object is to pass on more detailed information and to help travel agents sell services to clients. Like trade shows these events often staged out thought the country are relatively expensive, but they offer the sponsor a highly targeted and influential audience.

g. Visual aids for sales representatives – The intangibility of hospitality and travel services also poses a problem for field sales representatives. They cannot, like most salespeople represent products, demonstrate the service in the prospects place of business.

2. Special offers – Short term inducements to get people to act in certain ways, frequently to make purchases. These offers are usually run in conjunction with a media advertising campaign and are often supported by point of purchase merchandising. 

a. Coupons – One of the most popular sales promotion techniques. They are usually extensively in the hospitality and travel industry, especially among restaurants. Coupons are vouchers or certificates that entitle customers or intermediaries to a reduced price on the couponed service or services. Coupons are considered the best tools along with sampling, for getting people to try service or products. Five methods of distributing coupons: 1. Direct to customer distribution (mail or door to door delivery) 2. Media distribution (newspapers, magazines) 3. Merchandise distribution (in, on or with packages) 4. Specialized distribution (coupons on the backs of cash register tapes or automatic back teller slips and other novel approaches) 5. On line distribution via the internet. Coupons are most helpful in satisfying the following three promotional objectives: 1. Stimulating customer to try newly introduced services. 2. Generating temporary sales increases. 3. Adding excitement and appeal to media advertising.

b. Price offs – Are an advertised price reduction that does not involve a coupon. These discounts are often limited to certain services (menu items, airline routes, cruise excursions), target markets (business travelers, senior citizens, children), geographic areas or time periods. They are really a form of price discounting supported by promotion. Price offs are popular because they can be introduced almost immediately.

c. Premiums – Are merchandise items that are offered at a reduced price or free with the purchase of services or products. They differ from speciality advertising because there is a definite obligation to purchase. 

d. Contests, sweepstakes and games – Contests are sales promotions where entrants win prizes based on some required skill that they are asked to demonstrate. Sweepstakes are sales promotions that require entrants to submit their names and addresses. Winners are chosen on the basis of chance not skill. Games are sales promotion events similar to sweepstakes, but they involve using game pieces such as scratch and win cards. 

e. Travel trade inducements – Travel agents, convention/meeting planners and corporate travel managers are among the most hotly pursued travel trade intermediaries. Preferred supplier relationships and the offering go of above average commissions are becoming popular ways for carriers and suppliers to get more business from particular travel agencies. Convention/meeting planners and corporate travel planners often have enough bargaining power to convince suppliers, carriers and destination marketing organizations to provide price discounts or other extras in order to secure their business.

f. Recognition programs – A recognition program offers awards to travel trade intermediaries, sales representatives or customers for achieving or providing certain levels of sales or business. Frequent flyer and frequent guest award programs are examples of recognition programs for customers.

g. Continuity programs – These are sales promotions that require people to make several purchases, sometimes over a long period of time. Frequent flyer and frequent guest programs are continuity recognition programs. The objective of a continuity program is to either stimulate more frequent purchases or to build long term loyalty for a company or brand. They are considered one of the best sales promotions for building a long term business.

h. Gift certificates – These are vouchers or checks that are either selectively given away by the sponsor or sold to customers who in turn give them to others as gifts.

8. What pricing methods are there?
9. How do you plan and evaluate effective sales promotions?
Task 13

Problem Task

1. Define direct mail.

Direct mail:

· An advertising medium involving the mailing of promotional materials to customers and intermediaries.

2. What are the advantages and disadvantages of direct mail?

Advantages:

a. Audience selectivity – Direct mail advertising is the most selective medium of all because it allows segmenters to pinpoint their target markets with the smallest amount of waste.

b. Highly flexible – All the other media alternatives involve physical and time constraints that are not as severe in direct mail advertising. All ad placements must be made before media companies deadlines. For example print and outdoor advertisements have to conform size restrictions and broadcast ads have very definite time limitations. Although physically controlled by postal regulations, direct mail ads give the advertiser greater freedom and flexibility in designing and placing them.

c. Relatively uncluttered – Each direct mail is physically separate and thus isolated from others, whereas there are many ads within most newspapers and magazines. Clutter does occur, however when customers receive excessively large quantities of direct mail ads.

d. High level of personalization – All other media, with the exception of interactive media are impersonal and do not communicate with customers effectively on a one on one basis. Direct mail gives advertisers a great opportunity for more personalized communication.

e. Ability to measure response – It is easy to measure the impact of direct mail advertising. The sender knows exactly how many pieces were mailed thus, the number of exposures and can monitor the responses in a variety of ways such as number of response/request cards mailed back, number of coupons redeemed. With other media, especially television and radio, it is more difficult to evaluate advertising response.

f. Tangibility – Direct mail gives customers something tangible to touch, feel, save or pass on to others. It is similar to newspaper and magazine ads.

g. Low minimum cost – Direct mail is generally considered to be a relatively high cost medium on a cost per thousand, it has a relatively low minimum cost. A limited direct mailing can be done for less than $500, making it affordable for organizations of all sizes.

h. Short lead times – Direct mail ads reach potential customers a few days after they are mailed. The lead time is short once the sender has assembled the mailing list and prepared the mailing.

Disadvantages:

a. Junk mail syndrome and high discard rate – Junk mail is a term we tend to use for mass produced direct mail advertisements, the type that arrived addressed to dear occupant or resident. People are often irritated by the amount of this type of mail they receive and junk (discard) it without opening or reading it.

b. Relatively high total cost – Although the minimum cost can be low, direct mail is a relatively expensive medium on a cost per thousand basis. To avoid the look of junk mail, it is often necessary to use first class postage.

c. Limitations on creative format – Although direct mail has fewer physical limitations than newspaper and magazine advertising, it is still only a visual medium.

3. What is direct selling?

Direct selling:

· A retail channel for the distribution of goods and services. At a basic level it may be defined as marketing and selling products, direct to consumers away from a fixed retail location. Sales are typically made through party plan, one to one demonstrations, and other personal contact arrangements.

· The direct personal presentation, demonstration, and sale of products and services to consumers, usually in their homes or at their jobs.
4. What is direct marketing?

Direct marketing:

· A form of marketing in which products or services moved form the producer to the consumer without an intermediate channel of distribution. Companies that use salespeople are using direct marketing.

· An interactive system of marketing that uses one or more advertising media to affect a measurable response and or transaction at any location.

· Direct communication with carefully targeted individual consumers to obtain an immediate response and cultivate lasting customer relationships.

1. Reasons for growth of direct marketing:

a) Precision marketing

b) Personalization – offers to fit the target market and timing offers to fit the needs of the consumer, such as offers associated with a birthday.

c) Privacy – This offer is not visible to competitors.

d) Immediate results.

e) Measurability.

2. Telemarketing – A form of direct marketing that combines aspects of advertising, marketing research and personal sales.

3. Email – Can be both low cost and effective.

4. CDs – Both full size and miniature CDs about the size of a business card are replacing color brochures as a marketing communication.

5. Relationship marketing – Direct marketing can be used to develop a relationship with customers. It costs four to seven times as much to create a customer as it does to maintain a customer.

6. Integrated direct marketing – A more powerful approach to direct marketing through a multiple vehicle, multiple stage campaign.

5. What are the advantages and disadvantages of direct marketing?

Advantages:

· Direct marketing involves direct business. So it is cost beneficial for consumers, as there is no price hike due to wholesalers or retailers.

· Marketing executives can state certainly of the exact response to their products. 

· The profit or loss can be more accurately judged.

Disadvantages:

Sometimes, direct mailing offends the customers and many do not endorse it as they say it inhibits their private lives.

But most marketing managers are in support of this kind of business. The various forms  in which direct business is made are:

· Direct mailing: Here, paper mails are sent to the selected groups of people, who likely to give positive response e.g. the paper mails of latest food processor is sent to all homes where house wives are resident so that immediate response is seen. Also CDs can be used as demonstrating media.

· Email Marketing: Here, emails are sent to all the selected customer categories with repeated intervals of time. But most of these are put into trash and spams. So the effectiveness of this form cannot be predicted.

· Telemarketing: In telemarketing, calls are made directly to the consumers and the concerned product is advertised. People sit at call centers to sell products on behalf of their clients. But this form of direct business is quite unpopular and most people oppose the uninvited calls. It was initially made illegal but later on new laws were re-enforced and calls are now made only to those who don't mind them.

· Voicemail: Telemarketing created a lot of consumer opposition and consumers would abuse the ones advertising on the phones. In order to avoid this, voicemail marketing was introduced, wherein; the entire advertisement is digitally recorded and presented.

· Use of coupons: Coupons are attached to direct mails and sent to the consumers. These generally advertise and give cost benefit to the consumers. So they avail these coupons and respond fast.

· Television marketing: Advertisements are given on the television and demos are with toll-free call back numbers or certain websites for the consumer to get in touch with the manufacturers.

· Broadcast faxing: This is the least popular form of direct marketing. The ads are directly faxed to the consumers.

6. What are the needs and requirements of a good direct mail package?

Important things to keep in mind when compiling a direct mail package:

1. The relationship with the target group.

· Do we know how the market is segmented?

· Do we know which target group we want to reach?

· What do we know about the target group in terms of behaviour, interests and opinions?

· Did we make correct presuppositions about the target group?

· Is the letter successful in creating a personal relationship with the reader?

· Can we use the response for future actions?

· Do we get the chain action, company – action customer – action company?

2. The message.

· What is the general concept of the letter?

· Is this an attractive concept for the reader?

· Does the letter give answers to what is important for the reader?

· Is the letter written from the reader’s point of view?

· Are the norms and values of the writer in correspondence with those of the reader or do we have strong constraints?

3. The language.

· Is the language used the language of the target group?

· In general texts get better when you:

· Use simple and clear language by only using jargon when you really have to.

· Leave out relative clauses.

· Leave out passive sentences but use the active voice instead.

· Use sub headings.

· Use words or terms that make the reader curious.

· Don’t glue nouns.

4. Company image and direct mailing.

· Is the mailing in correspondence with the image the company would like to have among public. When it isn’t this will harm the image and give negative results in the long term.

· Can we meet the expectations that we create on the side of the customer?

5. The reply card

· Does this card go with style and content of the letter?

· The card should enable the customer to give a correct and useful response.

Does the card give choice opinions?

6. On writing a response.

A direct mail package usually contain a brochure. By using a brochure the company can give more information on a specific service.

7. The ethics in influencing.

What is and what is no longer acceptable in influencing others in order to sell? A discussion can be useful especially when we try to focus on the reasons we agree or disagree with specific ways of influencing others.

7. What is the function of personal selling?

Personal selling:

1. Field sales – Are selling efforts that take place in person outside the hospitality and travel organizations place of business. Often referred to as sales calls these involve face to face presentations to prospective customers or sales prospects. This is the most expensive type of personal selling because it involves employing a sales force and adding travel costs when they are away from home or office. Additional funds also have to be invested in sales support materials, such as PowerPoint and slide presentations, videotapes and presentation manuals with photographs.

2. Telephone sales – Any communications via the phone that lead directly or indirectly to sales. Communications by telephone are playing an increasingly important role in many aspects of personal selling. This is now referred to as telemarketing. 

3. Inside sales – internal selling are efforts made within an organizations place of business to either increase the likelihood of a sale or to add to customers average spending levels. One readily discernible form of inside sales is suggestive selling or up selling, where employees suggest or recommend additional or higher price items. Every retail situation at the point of purchase provides an opportunity for this form of selling.

8. What is the difference between direct selling and direct marketing?

Direct selling:

· A retail channel for the distribution of goods and services. At a basic level it may be defined as marketing and selling products, direct to consumers away from a fixed retail location. 

· Sales are typically made through party plan, one to one demonstrations, and other personal contact arrangements. 

· The direct personal presentation, demonstration, and sale of products and services to consumers, usually in their homes or at their jobs.

Direct marketing:

· The practice of delivering promotional messages directly to potential customers on an individual basis as opposed to through a mass medium.

· Sending a promotional message directly to consumers, rather than via a mass medium.

· A method of distribution in which transactions are completed between the buyer and seller without the intervention of a salesperson or retail outlet.

The four features of direct marketing:

1. Targeting – Enables precision targeting.

2. Interaction – Generates direct enquiries and orders from prospects and customers.

3. Control – Accountable since direct enquiries and orders are easily measurable.

4. Continuity – Develops the seller buyer relationship and ultimately results in customer loyalty.

9. Which comments can be given on the letter?

Task 14

Problem Task

1. Explain relationship marketing?

Relationship Marketing:

Promotional and selling activities aimed at developing and managing trusting and long-term relationships with larger customers. Customer profile, buying patterns, and history of contacts is maintained in a sales database, and a service representative (also called account executive) is assigned to one or more major customers to fulfill their needs and maintain the relationship.
2. What do promises entail?

The promise concept

Keeping promises is important in achieving customer satisfaction, retention of the customer base and long term profitability. It is also important that promises are given and should be fulfilled. The firm has to take action to make sure that it either by itself or together with network partners has the resources, knowledge, skills and motivation to keep promises.

3. Explain customer relationship related to the service life cycle.

[image: image46.wmf]
The customer relationship life cycle:

From the customer’s point of view, every single customer forms a relationship with the seller which the firm should develop and maintain. All business is based on relationships. Customer relationships have to be earned. The same goes for relationships with distributors, suppliers and other partners. A potential customer who is unaware of a firm and its offerings in the initial stage of the life cycle. During the purchase process the potential customer evaluates the service in relation to what he is looking for and is prepared to pay for. If the outcome of this process is positive the customer decides to try the service, so a first purchase is made. This take the customer into the third stage of the life cycle, the consumption process or usage stage which may be a more appropriate term in a business to business context. During this process the customer may observe the firms ability to take care of their problems and provided services, which the customer perceives have an acceptable outcome related technical and process related functional quality.

The objectives of the firms marketing program and the marketing activities depend on which phase the customer relationship life cycle is in. the firm should therefore recognize:

1. Where in the customer relationship life cycle a given customer is or its various groups of target customers are.

2. Which resources and activities are effective from a marketing point of view at the different stages of the life cycle, so that the relationship with a given customer is managed as effectively as possible.

4. How can marketing be related to the different stages of the customer relationship life cycle?

Task 15

Problem Task

1. Explain why forecasting is important to service organization?

Eight steps to forecasting:

1. Determine the use of the forecast, what objective are we trying to obtain?

2. Select the items or quantities that are to be forecasted.

3. Determine the time horizon of the forecast, is it 1 to 30 days (short term), one month to one year (medium term) or more than one year (long term)?

4. Select the forecasting model or models?

5. Gather the data needed to make the forecast.

6. Validate the forecasting model.

7. Make the forecast.

8. Implement the results.

2. Describe well known judgment & counting forecasting method?

3. Describe graphically the characteristics of time series. (Use excel)

Time series models:

These models attempt tom predict the future by using historical data. These models make the assumption that what happens in the future is a function of what has happened in the past. Time series models look at what has happened over a period of time and used a series of past data to make a forecast.

A time series is based on a sequence of evenly spaced (weekly, monthly, quarterly, etc) data points.

Decomposition of a time series:

Analyzing time series means breaking down past Data into components and then projecting them forward. A time series typically has four components:

1. Trend (T) – The gradual upward or downward movement of data over time.

2. Seasonality (S) – A pattern of the demand fluctuation above or below the trend line that occurs every year.

3. Cycles (C) – Patterns in the data that occur every several years.

4. Random variations (R) – Blips in the data caused by chance and unusual situations, they follow no discernible pattern.

There are two general forms of time series in statistics. The most widely used is a multiplicative model, which assumes that demand is the product of the four components. It is stated as follows: Demand = T x S x C x R

An addictive model adds the components together to provide an estimate. It is stated as follows: Demand = T + S + C + R

4. Use MAD procedure to decide which forecasting method is accurate.

Mean Absolute deviation (MAD) – A technique for determining the accuracy of a forecasting model by taking the average of the absolute deviations.

Measures of forecast accuracy:

To see how well one model works or to compare that model with other models, the forecasted values are compared with the actual or observed values. The forecast error or deviation is defined as follows:

Forecast error = Actual value – Forecast value.

One of the measures of accuracy is the mean absolute deviation (MAD). This is computed by taking the sum of the absolute values of the individual forecast errors and diving by the numbers of errors (n): 

MAD = ∑│forecast errors │

N

Task 16

Problem Task 

1. Understand the importance of effective communications?

Effective communication is a process - sending the right message, that is also being correctly received and understood by the other person/s.
Steps to effective communication:

1. Sender - The sender originates the message using language, gestures, format or choice of medium that will most likely make sense to his audience. 

2. Receiver - The person who receives the message must "attend" and be able to understand the sender's message. 

3. Message - A message may be a concept, instruction, request, order or any other idea that the sender wishes to transfer to another. 

4. Medium - The sender chooses the medium---anything from speech or paper to telephony, film or the Internet to carry her message. 

5. Coding - Every sender must use language, posture, facial gestures or other coding to make sure his message will be accurately understood by the receiver who, in turn, must decode, or understand, what the sender is trying to convey. 

6. Filters - Filters are language or cultural differences, biases, preoccupations or anxieties---anything that interferes with accurate coding or receipt of messages. 

7. Feedback - The response of the receiver, whether it is body language or a written or verbal format, is a "return message," notifying the sender that her message has been coded and transmitted accurately. The feedback phase begins a new communication cycle as the receiver becomes the sender. 

2. Understand the concept of marketing plan.

3. Understand the purpose of a marketing communications plan.

The purpose of a marketing communications plan:

· Aims to bring the various elements of marketing communications into a logical sequence of activates.

· The marketing communications plan represents a way of understanding the different promotional components of appreciating the ay in which they relate to one another and is a means of writing coherent marketing communications plan. 

4. Understand the elements of marketing communications plan.

Elements of the marketing communications plan:

1. Context analysis - The purpose of compiling a context analysis is to determine and understand the key market and communication drivers 

2. Promotional objectives - These consist of three elements:

1. Corporate objectives – These are derived from the business or marketing plan. They refer to the mission and the business area that the organization believes it should be in.

2. Marketing objectives – These are derived from the marketing plan and are output oriented. Normally these can be considered as sales related objectives such as market share, sales revenues, volumes, ROI and profitability indicators.

3. Marketing communication objectives – These are derived from an understanding of the current context in which a brand exists and the future context in the form of where the brand is expected to be at some point in the future. These will be presented as awareness levels, perception, comprehension/knowledge, attitudes towards and overall degree of preference for the brand. The choice of communication goal depends upon the tasks that need to be accomplished. In addition most brands need either to maintain their current brand position or reposition themselves in the light of chaining contextual conditions.

3. Marketing communication strategy - The strategy depends upon whether the targeted audience is a consumer segment a distributor or dealer network or whether all stakeholders need to be reached. The communication strategy should be customer not method/media oriented. Having established who the audience is, push, pull or profile dominated strategies can be identified.

4. Promotional mix (methods, tools and media) - Present the basic form and style of the key message that is to be conveyed. Trying to tie in the message to the strategic orientation is the important part. The choice of the promotional methods should clearly state the methods and the media to be used.

5. Resources (human and financial) - What is of importance is the relative weighing of the costs and that there is a recognition and understanding of the general costs associated with the proposed individual activities.

6. Schedule and implementation - The deployment of the methods and media need to be scheduled. This is achieved by the production of a Gantt chart. Events should be scheduled according to goals and the strategic trust.

7. Evaluation and control - Unless there is some evaluation, there will no dialogue and no true marketing communications. The most important measures are the promotional objectives set. The success of a promotional strategy and the associated plan is the degree to which the objectives are set are achieved.
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Interactive Lecture 1

Service Concepts, Marketing, and Operations
Aspects of services:

· Concept - Which is the set of expected benefits that the customer is buying.
· Package - Its a 'component' products and services that provide those benefits defined in the concept.
· Process - Which defines the relationship between the 'component' products and services.
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Service Marketing Triangle: 
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Operations management:
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Transformation process model:

Core Functions:

· Marketing function - Which is responsible for communicating the organisation’s products and services to its markets in order to generate customer requests for service.
· Product/service development function - Responsible for creating new and modified products and services in order to generate future customer requests for service.
· Operations function - Responsible for fulfilling customer requests for service throughout the production and delivery of products and services.
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Relationships:

Interactive Lecture 2

The role of marketing in strategic planning

Strategic planning:

· Helps a company select and organize its business in a manner that keeps the company healthy and despite unexpected upset in any of its specific business or product lines. 

· Managing a company’s business as an investment portfolio to determine which business entities deserve to be built, maintained, phased down, or terminated.

· Assessing accurately the future profit potential of each business by considering the market’s growth rate and the company’s position and fit.

· Underlying strategic planning is that of strategy and developing a game plan for achieving long-run objectives. 

Major organizational levels:

1. Corporate level: Corporate headquarters is responsible for designing a corporate strategic plan to guide the whole enterprise into a profitable future; it makes decisions on how much resource support to allocate to each division, as well as which business to start or eliminate. 

2. Division level: Each division establishes a division plan covering the allocation of funds to each business unit within that division.

3. Business level: Each business unit in turn develops a business unit strategic plan to carry that business unit into a profitable future. 
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Product level: (product line, brand) within the business unit develops a marketing plan for achieving its objectives in its product market.

Factors of high performance businesses:

1. Stakeholders: The starting point of any business is to define the stakeholders and their needs. This leads to the principle that a business must at least strive to satisfy the minimum expectations of each stakeholder group.
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2. Processes: Companies are increasingly refocusing their attention on the need to manage processes even more than departments. They are studying how tasks pass from department to department and impediments to effective output. They are now building cross-functional teams that manage core business processes in order to be superior competitors. 

3. Resources: To carry out processes, a company needs such resources as personnel, materials, machines, and information. More companies today have decided to outsource less critical resources. Smart companies are identifying their core competencies and using them as the basis for their strategic planning. 

4. Organization: Companies must work hard to align their organisations structure, policies, and culture to the changing requirements of business strategy.
The planning activities for corporate headquarters:

1. Defining the corporate mission:

· History - Every company has a history of aims, policies, and achievements, and the organisation must not depart too radically from its past history.

· Preferences - Consideration of the current preferences of the owner and management also affects the company’s mission. 

· Resources - The organization’s resources determine which missions are possible.

· Competencies - The organisation should base its mission on its distinctive competencies.

2. Establishing strategic business units (SBUs):

Companies have to identify those of its businesses that they must manage strategically. These business are called Strategic business units (SBUs).An SBU has different characteristics:

· It is a single business or a collection of related businesses that can be planned for separately from the rest of the company.

· It has its own set of competitors.

· It has a manager who is responsible for strategic planning and profit performance and who controls most of the factors affecting profits.

Interactive Lecture 3

Marketing a service or an experience?

An experience:

· Many products have an experience component incorporated into their consumer offering. 
· Most segments of the service industry include an element of an experience within its components.
Any difference between a service and experience:

· An experience is quite different from purchasing a product or arranging for a service. 

· The level of involvement as well as the emphasis on personal needs differentiates an experience from other segments of the economy.
Prerequisites of an experience:
· Participation & involvement of the individual.
· Physical, mental, emotional, social or spiritual engagement.
· A change in knowledge, skills, memory or emotion through participation.
· Customer is conscious of his intentional participation.
· An effort at addressing a psychological or internal need of the participant.
Experience: Why now?

1. Science & technology - Recent achievements in technology & the role of scientific achievements in life changes impact on practically everything & everybody, thus contributing to the growth of experiences.
2. Demographic changes - People will live longer, thus creating a society with multiple generations alive at one time. Demographics certainly influence the direction and momentum of the economy.
· Stages of adult development:

1. The possessive stage - People, usually young adults, purchase & acquire all kinds of things including clothes, equipment of all kinds, cars and houses.
2. The catered experience stage - As people age, they shift away from the need to own things and become more interested in doing things. People are going out to eat or taking trips.
3. The being experience stage - As people become even older & outgrow that acquisitive stage and the catered experience stage, they begin to seek out experiences that will facilitate their personal growth and development.
3.  Economics - As people earned enough money to better or more fully meet their basic human needs they would then turn address less basic, inner needs.

4. Lifestyle patterns - Lifestyle differences bloom, grow and flourish in the rapid changes of today’s world.

5. Value shifts - From the industrial era onwards there has been a change from working to live (survive) to living to work.

Segments of the experienced industry:

1. Infusers - Manufacturers who infuse their products with experiences for marketability.
2. Enhancers - Service providers who use experiences to heighten satisfaction level of participants or to differentiate their service from competitors.
3. Makers - Service providers who create experiences as the central core of their service.
Customer care components:

1. Tangibles - Facilities, equipment and staff appearance.
2. Empathy - Degree of caring and individual attention displayed by staff.
3. Reliability - Dependable, accurate service.
4. Responsiveness - Willingness to assist customers.
5. Assurance - Knowledgeable, courteous, trust-inspiring employees.
Components of customer centered system:
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3. Assigning resources to each SBU:

Growth share matrix:

1. Question marks - Company businesses that operate in high-growth markets but have low relative market shares. 

2. Stars - If the question-mark business is successful, it becomes a star. A star is the market leader in the high-growth market. This does not necessarily mean that the star produces a positive cash flow for the company. 

3. Cash cows - When a star’s annual growth rate falls to less than 10 percent, it becomes a cash cow. A cash cow produces a lot of cash for the company and enjoys economies of scale and higher profit margin.

4. Dogs - Dogs describe company businesses that have weak market shares inlow-growth markets.They typically generate low profits or losses.

4. Planning new businesses.

For planning new businesses a strategic planning gap will be a good tool to use. Is to find the gap between future desired and projected sales. There are three ways to fill in the gap:

1) Intensive growth opportunities. To identify further opportunities to achieve growth within the company’s current business

a) Market penetration. 

b) Market Development Strategy.

c) Product Development Strategy.

2) Diversification Growthmakes sense when good opportunities can be found outside

the present business. A good opportunity is one where the industry is highly attractive and the company has the mix of business strengths to be successful. Three types of diversification can be considered. 

a) Concentric diversification strategy.

b) Horizontal diversification strategy.

c) Conglomerate diversification strategy.

3) Integrative growth opportunities. To identify opportunities to build or acquire

businesses that are related to the company’s current business.

a) Backward integration. 

b) Forward integration. 

c) Horizontal integration. 

Business strategy planning:

Having examined the strategic planning tasks facing business unit managers. The business unit strategic planning process consists of eight steps:

1. Business mission:  Each business unit needs to define its specific mission withinthe broader company mission. 

SWOT Analysis: The overall evaluation of a company´s strengths, weaknesses, opportunities, and threats. 

2. External environment analysis (opportunity and threats analysis)

a)Macro-environmental forces - Demographic-economic, technological, political-legal, and social cultural. 

b) Micro-environmental forces - Customers, competitors, distribution channels, suppliers.

c) Opportunities

d) Threat

3. Internal environment analysis (strength and weaknesses analysis)

4. Goal formulating (What do we want?)

a) Hierarchical

b) Quantitative

c) Realistic

d) Consistent

5) Strategy formulation (How do we get there?)

a) Overall cost leadership

b) Differentiation

c) Focus

6) Program Formulation - Supporting programs, such as running recruiting programs to attract the right employee. 

7) Implementation - To implement a strategy, the firm must have the required resources, including employees with the skills needed to carry out the company’s strategy. 

8) Feedback and control - The firm needs to track results and monitor new developments in the environment. The company will need to review and revise its implementation, programs, strategies, or even objectives.

Interactive Lecture 4

The Experience Marketing Mix

The 4ps of experience marketing:

1. Product – parameters/ people:

Parameters include the stages of the experience, the actual experience, need (s) being addressed through the experience, the other people involved in the experience and the role and relationship with the provider of the experience.

2. & 3. Price/place – peripherals:

The traditional P’s of price & place have been further extended with other P’s such as packaging (physical evidence, perks, personalisation); participants; policies and procedures etc.)

4. Promotion – peripherals/information/communication (PerInfoCom):

Communication is the most important variable of PerInfoCom.

Stages of experience:

1. Pre-experience
· Need recognition - At some point one will become aware of an inner need or desire.



· Search alternative - The search to resolve the need goes from generic to specific.
2. Participation - Some experiences necessitate extensive preparation activities.
3. Participation - The second stage of an experience is the actual participation in the experience.
4. Post-experience
· Repeat
· (Re)search
· Remembering - experiences from memories that people retain.
Categories of need:

· sense of self.
· Emotional.
· social and/ or affiliative.
· Spiritual.
· mental and/ or intellectual.
Place of people:

1. Role of the participant - As participation is motivated by inner needs, it is often difficult to detect the actual role or importance of such participation.
2. Impact of the participant's competency or performance upon the experience - The role of the skills, talents and abilities of the participant also play a role in the experience.
3. Presence or involvement of other participants - Both active and more passive co-participants form a powerful force within an experience, as do the employees of the experience provider.
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Role of the provider - The degree of control that the provider has over the experience varies extensively.
4 components of 2nd P: People

· Predisposition - Usually based on the combined effects of genetic and environmental factors.

· EIO - Education income and occupation.

Peripherals:

1. Place - Including both time and location.
2. Price - Monetary – direct and indirect; non-monetary – opportunity, intangibles, pricing strategies – interest, demand, competition.
3. Packaging - physical evidence, perks, personalisation.
4. Participants - Include a wide range of people including behind-the-scenes, initial contact staff, and front-line staff as well as other people participating in the experience.
5. Policies & procedures - Policies can change an experience and influence or shape behaviour.
6. Public image.
7. Patterns of demand - Involves changes to the actual experience through alterations to the facility, equipment or personnel.
8. Popularity cycle - Experiences come and go in terms of their popularity.
PerInfoCom:

· Necessity - personalise and or permission
· Integration of information
· The basis communication
ARIMA - Communication stages:

· Attention - Getting the attention of people remains the initial stage of communication in experience marketing
· Recognition & Inclination - One of biggest challenges for marketers is to help people recognise what their needs are. So often feelings of unrest exist without a clear resolution at hand.
· Meaning - This stage needs to help the would-be participant discover or recall why this experience would be important to him or her or how it might add value to his or her life.
· Actuate - To actuate means to put into motion or to cause someone to move to act or ongoing stage.
PerInfoCom techniques & strategies:

1. Getting attention:
· Positioning - Positioning incorporates the actual design of the experience specifically to meet the needs of a particular group of people.
· Lifestyle marketing - Some components that influence lifestyle marketing are related to the traditional demographics.
· Event and sponsorship - seeks to get the attention of potential experience participants by reaching out going to where they are.
· Guerilla marketing  - This strategy recognises the difficulty of capturing the people’s attention due to the bombardment of information, especially advertising messages.
2. Influencing behaviour:
· Incentives and loyalty marketing - Use of incentives, whether they were to give-aways, coupons or price discounts have long been a way to influence consumers’ purchasing patterns prompting them to take action. 
· Cause marketing - This trend links products, services & experiences with causes that count with consumers as a way to differentiate the organisation from its competitors.
· Social marketing - social marketing is to benefit people and not primarily the bottom line of corporations, as is the case with cause-related marketing.
3. Creating relationships:
· Information marketing - Value is created when information creates special meaning for the customers and enhances the purchase experience.
· Affiliation or associative marketing - Affiliation marketing plays on an individual’s need to feel as if he or she belongs somewhere or someplace and that this membership or relationship comes with some kind of privileges.
· Interactive marketing - Examples of interactive marketing include home shopping, infomercials, commercial on-line service, interactive 0800-numbers etc.
4. Making the most of resources
Ambush marketing - The prime objective of ambush marketing is breaking through the a great numbers of messages without spending a lot of money.
Real marketing - Real marketing is about the time, place and the individual participant. Eg KFC delivery in 20 minutes, 24 hour opening hours etc.

5. 3C’s marketing; 
Co-marketing - It is a partnership relationship that is a definite win-win for all the parties involved whether there are two or twenty.
Cross promotion - can involve sharing the costs associated with marketing and promotion.
Combination marketing - involves business sharing the customers with one another.
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WS Research 1

Research:

· Can be defined to be search for knowledge or any systematic investigation to establish facts.

Type of research:

· Descriptive – Finding out, describing what is.

· Explanatory research – Explaining how or why things are as they are.

· Evaluative research – Evaluation of policies and procedures and programmes.

Disciplines:

· The particular aspect or dimension of the universe with which they are concerned, as well as by the techniques they use for research and the theories which they develop for explanation.

· Consists of five main elements:

1. People

2. Organizations

3. Services/facilities/attractions

4. The linkages between these three

5. The physical environment within which everything takes place 

Relation with disciplines:

· (Social)psychology - people 
· Political sciences - organisations
· History - whole system
· Economics - whole system
· Sociology - people
· Applied disciplines - organisations
· Geography - environment 
· Marxism/liberalism - whole system
Dimensions and issues:

· Theoretical/applied
· Induction/deduction
· Empirical/non-empirical
· Positivist/interpretive 
· Experimental/non-experimental
· Primary/secondary data analysis
· Self-reported/observed
· Qualitative/quantitative
· Validity and reliability 
Research Process:

1. Select topic

2. Review literature

3. Devise conceptual framework

4. Decide research questions

5. List information needs

6. Decide research strategy

7. Review literature

8. Conduct empirical research

9. Report findings

 WS Research 2

Range of research methods:

1. Scholarship 
· Being well informed about a subject.
· Thinking critically and creatively about a subject and the accumulated knowledge on it.
· Knowing the literature.
· Being able to synthesise, analyse and critically appraise the literature. 
· Traditionally practised in the role of teacher.
· Results can be published and contribute to research. 
2. 'Just thinking' 
· The difference between an acceptable piece of research and an exceptional or significant piece of research is usually the quality of the creative thought that has gone into it.

3. Existing sources – using the literature
· Can be the entire basis of the research - see the following for example:

· www.business.uts.edu.au/lst/downloads/08_Lifestyle_Leisure_bib.pdf 
· Source of ideas on topics for research
· Source of information on research already done by others
· Source of methodological or theoretical ideas
· Basis of comparison
· If suitable information is already available it should be used. 
· Large quantities of information are collected and stored by government and other organisations as routine functions of management.
4. Existing sources – secondary data
· If suitable information is already available it should be used. 
· Large quantities of information are collected and stored by government and other organisations as routine functions of management.
5. Observation
· Gathering information about people's behaviour without their knowledge:
· Ethical questions raised?
· Advantageous since subjects’ awareness of researcher's presence would result in modification of behaviour
· Alternative to relying on subjects' own recall or description, which can be inaccurate or distorted.
6. Qualitative methods
· Qualitative techniques not based on numbers.

· Involve gathering large amounts of relatively detailed information about relatively few cases (people, organisations, facilities, programmes, locations). 
Types of qualitative methods

· Informal and in-depth interviews - relatively small numbers of individuals being interviewed at length.
· Group interviews or focus groups - the informal/in-depth interview approach applied to groups of people rather than separate individuals.
· Participant observation - the researcher becomes a participant in the phenomenon being studied.
· Analysis of texts- e.g. politicians' speeches or media coverage of an event 
· sometimes referred to as content analysis or hermeneutics 
· may be qualitative or quantitative.
7. Questionnaire-based surveys. 

· Can be interview format or respondent-completed.

· A questionnaire is a formal written/printed list of questions.

Types of questionnaire survey

· Household survey
· People are selected on the basis of where they live.
· Interviewed in their home.
· Sometimes referred to as 'community survey' or 'social survey'.
· Street survey

· People are selected for a questionnaire-based interview by stopping them in street, in shopping malls, etc. 
· Sometimes referred to as 'quota‘ survey.
· Telephone survey – interviews conducted by telephone.
· Mail or postal survey – questionnaires sent and returned by mail.
· Site, user or visitor survey
· Users of a leisure or tourism facility or site surveyed on-site
· Sometimes referred to as 'visitor survey' or 'intercept survey'.
· Captive group survey – survey of members of groups (classes of school children, club members, employees).
WS Research 3

Bibliographies and literature reviews:

· Compiling a bibliography can be a research project in its own right.

· A bibliography with abstracts = an annotated bibliography.

· A bibliography and a commentary and evaluation = a literature review.

Sources of information:

1. Library catalogues
· a starting point
· But titles/keywords often lack detail
2. Published bibliographies
· On-line bibliographies 
· www.business.uts.edu.au/lst/research/bibliographies.html 
· http://playlab.uconn.edu/frl.htm 
· www.ciret-tourism.com 
3. Published indexes and electronic databases
· LRTA – Leisure Recreation and Tourism Abstracts 

· quarterly hard copy 

· On-line at www.leisuretourism.com 

· Social Science Citation Index

· 1700 journals

· On-line via Web of Science and at:

·  www.isinet.com/products/citation/ssci/ 

· Provides cross-links to citations of a given author.

4. The Internet
· ‘Google’ can be a blunt tool for literature searching.

· Use correct referencing for Internet sources – see slide 5.20

· Specialist sites:

· CABI: www.leisuretourism.com 
· Sport Management Information Centre: www.unb.ca/web/sportmanagement 
· World Tourism Organisation: www.world-tourism.org/publications/ 
· + bibliographic sites listed earlier. 

5. General leisure/tourism books
search bibliographies of introductory texts
6. Reference lists
E.g. Course outlines
7. Beyond leisure and tourism. 

· think ‘outside the square’ 
· attitudes – see psychological literature
· markets – see general marketing 
· The elderly – see gerontology publications.
Types of literature review:

1. Inclusive bibliography – everything written on the topic
2. Inclusive/evaluative – as in 1 and your commentary
3. Exploratory – finding out what is known/ not known – focus on a question/issue.
4. Instrumental – finding convenient, up-to-date source for a theory/framework/summary
5. Content analysis/hermeneutics – technical, analytical analysis of texts. 

Literature review, summary/conclusions:

· Your literature review should have conclusions on:

· the state of knowledge

· gaps/limitations in knowledge

· So what? – Implications for proposed research.

Why reference?

· Evidence of scholarship

· Indication of how new knowledge is related to existing knowledge

· Enable the reader to check/follow up sources.

Author – date/Harvard system:

· In the text: 
· Research on women and leisure in the 1970s and 1980s included work in Britain by Deem (1986), in Canada by Bella (1989), in the United States by Bialeschki and Henderson (1986) and in Australia by Anderson (1975).
· Reference list:
· Anderson, R. (1975) Leisure: An Inappropriate Concept for Women? Canberra: AGPS.
· Bella, L. (1989) Women and leisure: beyond androcentrism. In E. L. Jackson and T. L. Burton (eds) Understanding Leisure and Recreation, State College,  PA: Venture, 151–180.
· Bialeschki, M. D. and Henderson, K. (1986) Leisure in the common world of women. Leisure Studies, 5(3), 299–308.
· Deem, R. (1986) All Work and No Play? The Sociology of Women's Leisure. Milton Keynes: Open University Press. 

Footnotes/endnotes:

· Footnotes at the bottom of the page

· Endnotes at the end of the document or chapter.

WS 4

Primary data:

· New data specifically collected in a research project 
· The researcher is the primary user. 
Secondary data:

· Already exists – collected for some other (primary) purpose, eg. administration 
· Used a second time in the current project
· Researcher is the secondary user
· Analysis of such data is secondary analysis. 

Observation:

· Observational research involves looking 

· is sometimes referred to as an unobtrusive method.

· Looking can be via the naked eye or using aids such as photography or video.

Types of observational research:

· Structured or systematic observation 

· Project has pre-set rules/pattern for observation and recording

· Often quantitative, involving counts of numbers of users.

· Unstructured or naturalistic observation 

· Project has no set rules/pattern for observation or recording

· Generally qualitative.

· Contrived 

· Researcher sets up the conditions for the project

· Form of experimental research.

· Participant observation

· Researcher is a part of the milieu being observed.

Steps in an observation project:

1. Choice of site(s)
· May be fixed by terms of reference

· If a choice of site is made, it should be justified.

2. Choice of observation point(s)
· Structured – fixed locations for observation

· Unstructured – depends on circumstances.

3. Choice of observation time period(s)
· Observation of a whole day/week/year is rarely possible

4. Continuous observation or sampling
· Structured observation – counts

· Count all arrivals or departures, or
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10. Analysis — Use of a park —
data (Table 7.1)

Walking sitting Playing sport | Kids playing Total
Time No. of people observed (spotcounts)
8am 5 1 0 2 8
9am 52 6 5 5 68
10am 44 19 10 7 80
11am 28 25 12 1" 76
12noon 31 40 25 13 109
1pm 32 56 32 17 137
2pm 37 46 23 22 128
3pm 38 45 12 22 "7
4pm 39 40 33 32 144
5pm 40 33 27 15 15 E
6pm 42 20 12 12 86
7pm 45 15 4 9 73
Total 433 346 195 167 1141
Average 36.1 288 16.25 139 951

Vel Research Nethodsfor Leisure and Toursm, 3%&iion @ Fearson Educaton Limiea 2006 4




Spot counts of people present.

5. Number and length of sampling periods
6. What to observe
7. Division into zones
8. Recording information
· Structured

· Unstructured

9. Conducting the observation
· Depends on good planning

· If counting involved, vary observers’ pattern of observation/counting to relieve boredom

· Unstructured/qualitative observation requires active engagement of the researcher.

10. Analysing data. 

· Aerial photography  

· Useful for large sites where access is difficult/complex  eg.


large parks, coastal/lake areas

· Still photography  

· Useful adjunct in all sorts of research

· idea of the ‘photo essay’

· Video

· Can be simply illustrative

· Can record patterns of use of a site 

· Time-lapse photography

· Between still photography and video

· Can record patterns of use of a site.

Just looking:

· Observation is important in all forms of empirical research.

· Observing people’s behaviour at a site, in a destination, can reveal information not obtainable by any other means.

· Time invested in simply observing the research site is often well rewarded.

WS 5

Qualitative:

· Qualitative research is a field of inquiry applicable to many disciplines and subject matters.
· Qualitative researchers aim to gather an in-depth understanding of human behavior and the reasons that govern such behavior. 

· The qualitative method investigates the why and how of decision making, not just what, where, when. Hence, smaller but focused samples are more often needed, rather than large random samples.

Quantitative:

· Quantitative research is the systematic scientific investigation of quantitative properties and phenomena and their relationships. 

· The objective of quantitative research is to develop and employ mathematical models, theories and/or hypotheses pertaining to natural phenomena. 

· The process of measurement is central to quantitative research because it provides the fundamental connection between empirical observation and mathematical expression of quantitative relationships.

	Features of Qualitative & Quantitative Research


	Qualitative
	Quantitative

	"All research ultimately has 
a qualitative grounding"
- Donald Campbell
	"There's no such thing as qualitative data. 
Everything is either 1 or 0"
- Fred Kerlinger

	The aim is a complete, detailed description.
	The aim is to classify features, count them, and construct statistical models in an attempt to explain what is observed.

	Researcher may only know roughly in advance what he/she is looking for. 
	Researcher knows clearly in advance what he/she is looking for. 

	Recommended during earlier phases of research projects.
	Recommended during latter phases of research projects.

	The design emerges as the study unfolds. 
	All aspects of the study are carefully designed before data is collected. 

	Researcher is the data gathering instrument.
	Researcher uses tools, such as questionnaires or equipment to collect numerical data.

	Data is in the form of words, pictures or objects.
	Data is in the form of numbers and statistics. 

	Subjective - individuals’ interpretation of events is important ,e.g., uses participant observation, in-depth interviews etc.
	Objective – seeks precise measurement & analysis of target concepts, e.g., uses surveys, questionnaires etc.

	Qualitative data is more 'rich', time consuming, and less able to be generalized.  
	Quantitative data is more efficient, able to test hypotheses, but may miss contextual detail.

	Researcher tends to become subjectively immersed in the subject matter.
	Researcher tends to remain objectively separated from the subject matter. 


Qualitative research involves analysis of data such as words (e.g., from interviews), pictures (e.g., video), or objects (e.g., an artifact). 

Quantitative research involves analysis of numerical data. 


WS Communication 1

Complaints

Complaint:

· An expression of displeasure, such as poor service at a store, or from a local government, etc.

· A casual comment made by the customer indicating dissatisfaction with one of the aspects of the service/ product, or an adverse comment about the layout of the shop, or the way the telephone was answered?

· The dissatisfied customers who actually make a point of complaining are actually very few. Only 5 per cent of dissatisfied customers complain, the other 95 per cent will not complain directly to the provider of the service, but they will tell other people about it.

What should you do when handling complaints?

· Discuss the problem with the customer:

In this stage, you should maintain eye contact and positive body language. When you lean slightly towards the customer and nod now and then you show that you are listening and that you are concerned about the problem. 

· Explain what will happen next:

This may be that you need to investigate the matter further with other parties, or refer the complaint to a higher authority who will then contact the customer direct. 

Characteristics of compliant handling:

1. Quick Access - Customers want immediate access to a representative who will handle the complaint, either via counter staff or by telephone. 

2. Take Responsibility- Respondents expect that the representative will acknowledge the problem and accept the responsibility for finding a solution.

3. Full Attention - Customers want to receive the immediate and full attention of the representative who handles the complaint.

4. Courteous and Helpful - Customers expect to receive courteous and sympathetic attention from staff.

5. Environmetrics - Customers expect to find a willing and helpful attitude on the part of service provider. The representative should show initiative in solving the problems.

6. Good People Skills

7. Spell out Procedures - Customers may be unsure of what the routines and possibilities are. They need to be told clearly what steps can and will be taken in order to deal with the problem.

8. Action - Customers want to see visible signs of action being taken.

9. Give Feedback - Feedback loops are vital in the ideal customer complain system. The ideal feedback is quick rectification of the problem along with an explanation of why it occurred. 

10. Beyond this Problem - Customers not only want the problem fixed on the individual level, but also want to see some sign of dealing with the system which allowed the problem to happen.

11. Compensations - Ideally, customers want compensation for mistakes, however small. That could be financial compensation, as well as ‘emotional’ compensation. 

12. Honest Reasons - If problems cannot be fixed, customers expect a clear and honest explanation.

13. Genuine Apology - Customers expect a formal and genuine apology from the service provider.

Dos: 

1. Listen;

2. Show empathy;

3. Remain calm and respectful;

4. Acknowledge the anger;

5. Apologise without accepting blame; and

6. Agree with the angry customer.

Don’ts:

1. Debate the facts;

2. Ask “why” questions; and

3. Jump to hasty conclusions.
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Personal Selling

Personal selling:

· Sales resulting from personal interaction between buyers and sellers, either face to face or by telephone.

· Order taking: the sales person processes routine requests from customers for travel products and services. It occurs when customers are already familiar with travel products and services and know exactly what they want to purchase. 

· Creative selling: prospective customers are often unfamiliar with the travel products available and may have only a vague idea of where they want to travel. In creative selling, the salesperson must determine the needs of potential customers, recommend appropriate travel products, and motivate customers to buy them. 

Steps to Encourage Progress:

1. Gathering Information from the Customer:

· The salesperson should find out as much as possible about the customer’s preferences and needs before providing information about or recommending specific travel products and services. 

· Salespeople determine the customer’s needs by skillfully asking a series of questions and paying close attention to the answers. 

· The six basic questions are: 

1. Where would you like to go? (destination) 

2. When? (timing) 

3. Why? (needs, benefits, experiences) 

4. How long? (duration) 

5. Who will be going? How many? (number in party) 

6. What level of service do you prefer? (price, value, expectations)

2. Making recommendations 

The heart of the personal selling process is making recommendations. Sales representatives must apply principles of psychology, as well as knowledge about products, in making recommendations. They think about the client’s underlying motivation for travel and consider what type of traveller the client is likely to be. Using information from computer systems, print sources, colleagues, and their own experience, salespeople must then identify the products and services that match their analysis of the client’s needs. It is important that the salesperson: 

• Acknowledges the needs of the customer; 

• Introduces features and benefits of the product and/or service; 

• Emphasizes the benefits of the product and/or service; 

• Recaps (gives customer opportunity to comment on or ask questions about any of the details of the conversation and helps to ensure mutual understanding);

· Overcomes resistance; 
· Upgrades (also called: upselling

· Sells additional products. 

Closing the sale:

1. When to close the sale? 

Knowing when to offer to close a sale can be a dilemma. Salespeople do not want to close too soon for fear of appearing pushy or high-pressure. 

On the other hand, if they delay too long, they might lose the sale. 

Therefore, salespeople need to learn to recognise signals from customers that indicate their readiness to make a commitment. In a face-to-face situation, salespeople can observe a customer’s physical actions and facial expressions. Salespeople should be constantly on the lookout for buying signals.

2. How to close the sale? 

Knowing how to close a sale can be perplexing. In general, closing begins by summarising the product’s benefits to the customer. The summary provides reasons to commit. Then the salesperson puts forth an action plan, which is a concrete way customers can demonstrate their commitment. 

3. Types of closings 

Sales closings can be classified according to the various techniques used to execute them. The techniques are: 

• Direct approach (useful when the presentation has been logical and direct and little resistance has been encountered); 

• Assumptive approach (useful with an indecisive client); 

• Summative approach (reinforces areas of harmony between the sales agent and the customer); 

• Offering an incentive. 

Types of closings:

· Sales closings can be classified according to the various techniques used to execute them. The techniques are: 

· Direct approach (useful when the presentation has been logical and direct and little resistance has been encountered); 

· Assumptive approach (useful with an indecisive client); 

· Summative approach (reinforces areas of harmony between the sales agent and the customer); 

· Offering an incentive. 

· Sales executive of a car rental company negotiating a deal with a major airline to offer a fly/drive package to the travelling public; 

· Salesperson for a midsize travel agency trying to convince a local business to let her agency handle all of its business travel arrangements; 

· Sales representative from an incentive travel company trying to persuade corporations to establish an incentive travel program for its employees; 

· Representatives from airlines, hotels and destination marketing organisations attempting to sell their products and services to tour operators so they will be included as tour components. 

Additional steps in the personal selling process:

1. Prospecting:

Prospecting is the process of looking for new customers. It is an ongoing process; even successful salespeople must continue to prospect as old customers move away, go out of business, switch to competitors, or develop different needs. Ways of prospecting are: 

• Cold calls: these are made when salespeople arrive unannounced at the office of a prospect with whom they had no previous interaction. They take a risk that the person will not have time or be willing to talk with them. 

• Telephoning for an appointment: this way has several advantages over cold calls. First, the salesperson can make many more contacts in the same amount of time. Second, the prospect may view a telephone call as less of an intrusion and is therefore more inclined to speak to the salesperson, and third, with a telephone call, the receptionist causes no trouble! 

• Sending out a letter: most of the time, such a letter is followed up by a telephone call. 

2. Writing Sales Proposals:

· A sales proposal is a formal written proposal outlining how their products and services can meet customer’s needs while providing the benefits and value. A proposal should include any special services or discounts that can be provided.

3. Making Sales Presentations

· In a sales presentation, the salesperson presents the sales proposal in person. An effective presentation can greatly enhance the selling company’s image and convince a prospective customer to make a commitment. Salespeople making presentations must appear professional and possess a pleasing voice.

· Regardless of where the sales presentation is made, a summary of the key points should be developed. This summary is then distributed to those listening to the presentation. 

· Since sales presentations are generally geared toward a group of people, they should include audio visual aids, such as colour slides, films, photos, videotapes, computer projections, and so on. 
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Negotiation Techniques

Negotiation is such a common activity that most people probably do it at some point every day, to sort out differences with other people, or to get what they want. For managers, negotiation is not only common but also essential for dealing with many organisational problems: people tend to disagree and managers have to find a solution that is acceptable to those whose co-operation is vital, including guests, suppliers, peers, unions, government officials, and a wide range of other people. 

Unfortunately, many managers do not think that negotiating will solve problems so they do not handle situations as effectively as they might. In fact, even after recognising the need to negotiate, many people still find the idea of negotiating with others uncomfortable. As a result, they prefer to resort to some obvious, but often ineffective, techniques for dealing with difficult situations, such as coercion, giving in, avoiding, blaming, fighting, manipulating and so on. 

Therefore, it is necessary to get acquainted with some powerful negotiation techniques, with which negotiating will be much easier. This workshop will describe the negotiation process and cover some negotiation techniques and tactics. 

Managing the Negotiation Process 

There are a number of ways to describe the various procedures followed by negotiators; however, most negotiations can be seen as a loosely ordered sequence of six distinct stages or phases which will be explained during this part of the workshop. 

The six stages of the negotiation process are as follows: 

1. Preparation; 

2. Developing a strategy; 

3. Getting started; 

4. Building understanding; 

5. Bargaining; and 

6. Closing. 

Step 1: Preparing for Negotiation 

In this stage, the negotiators identify the issues and range of objectives for each issue. 

Good preparation is essential in negotiation. A poorly prepared negotiator demonstrates sooner or later that he/she does not know what he/she is talking about. There are three basic elements in any preparation: 

1. Setting bargaining objectives; 

2. Assessing the other side’s case; and 

3. Assessing relative strengths and weaknesses. HM WS Communication handout 03 2 

1. Setting bargaining objectives 

In negotiating like many other activities, it is vital to understand that ‘if you don’t know where you are going, you are liable to end up some place else’. What you need to do, therefore, is to think carefully, and prior to the actual negotiation about what you are trying to achieve. 

Range of Objectives 

When preparing you should identify a range of objectives, rather than a single target point. You should identify: 

• A top line objective (best achievable outcome); 

• A bottom line objective (lowest, still acceptable outcome); and 

• A target objective (what you realistically expect to settle for). 

2. Assessing the other side’s case 

To plan your negotiation, you may have to make assumptions about the other side’s likely reactions to your demands. Assumptions are best guesses, and must be tested. If you act without testing your 

assumptions, you may inadvertently spend a lot of energy in resisting something the other party is not demanding. 

3. Assessing relative strengths and weaknesses 

Strength is the power or influence you can exercise over the actions of the other party. You may have ‘decision-making authority’, ‘superior knowledge of the issues in dispute’, ‘more experience in negotiating’ or ‘a better preparation’. You should bear in mind that power is of no use unless both parties know about it. When the other party does not know about it, you have no effective power. 

Step 2: Developing a strategy 

In this stage, each party decides what strategy and style to adopt. 

There are two questions to be answered before entering the negotiation: 

1. What style will I adopt? 

Everyone has his or her own characteristic approach or style when it comes to managing conflict. 

Negotiation Styles 

a. Collaborating: A conflict is managed by maintaining interpersonal relationships and ensuring 

that both parties to the conflict achieve their personal goals. 

b. Compromising: A win-win solution is not possible. Compromiser adopts a negotiating stance 

which involves a little bit of winning and a little bit of losing. 

c. Accommodating: Approach to conflict involves maintaining the interpersonal relationship at all 

cost, with little or no concern for the personal goals of the parties involved. 

d. Controlling: Approach to conflict is to take the necessary steps to ensure that his or her HM WS Communication handout 03 3 

personal goals are met, whatever the cost to the relationship. 

e. Avoiding: Conflict is viewed as something to be shunned at all costs. Central theme in 

this style is ‘evasiveness, which results in a high degree of frustration. 

2. What tactics will I use? 

There are a number of additional aspects of the negotiating which need to be considered and require decisions to be made during the preparation. These include: 

Preparing the First Meeting 

a. Where to negotiate? 

b. When to negotiate? 

c. How to start the first meeting? 

Step 3: Getting started 

In this stage, each side presents their initial demand or case. 

The very beginning is probably the most important part of any negotiation, because it will set the tone for all that follows. There are two key elements for getting started: 

1. Opening the negotiation 

The opening statement of the two parties is very important. It conveys information about a party’s attitudes, aspirations and intentions. It also has the ability to shape the climate for the negotiation. 

2. Setting the agenda 

To be effective, the negotiators need a common understanding of what is to be discussed and why. The subject, scope and purpose, therefore, need to be agreed before the actual negotiations commence. 

Step 4: Building understanding 

In this stage, the negotiators justify their position and try to weigh up the other’s position. 

This phase of the negotiation has three components: 

1. Getting information 

In negotiation, information is power. The more information you can get from the other party, the better. The quality of the information provided by the other party depends largely on the type of questions asked. There are several types of questions: open questions, probing questions, closed questions and hypothetical questions. 

2. Testing arguments and positions 

Having obtained more information from the other party, their case should be tested. In particular, when testing the other side’s case, you should look for some flaws or distortions in the arguments of the other negotiator, e.g. factual errors, faulty logic, hidden agenda, misrepresentation of priorities, etc. 

3. Using timing and adjournments 

In planning and conducting negotiations, positive attention should be paid to the duration of the bargaining sessions, formal presentations and individual contributions to the discussion. 

Step 5: Bargaining 

In this stage, each party tries to get concessions. 

This phase can also be separated into three components: 

1. Getting and making concessions 

A concession is a revision of a previous position you have held and justified publicly. Concessions are always expected in negotiation, but the parties nevertheless try to move as little as possible. Any concession presents you with three problems. You should ask yourself ‘Should I make it now?’ , ‘How much ground should I give?’, and ‘What am I going to get in return?’ 

2. Breaking deadlocks 

As part of planning for negotiation, it is essential to think about the situation, which would occur if the negotiations failed to achieve agreement. ‘Deadlock’ or ‘stalemate’ can arise for a number of reasons, including the following: 

- Both parties have widely divergent objectives; 

- One party mistakes firmness for rigidity and will not make concessions even to keep the negotiation alive; 

- As a deliberate tactic during a negotiation to force the other party to reconsider its position. 

Deadlocks can be handled by taking unilateral action to enforce an outcome, or to seek third party intervention. 

3. Moving towards an agreement 

The purpose of negotiation is to reach agreement, not to score points in argument. However, in most circumstances, quick settlements should be avoided. They tend to result in extreme outcomes and favour the more experienced negotiator. How to move towards agreement? Different methods: 

Moving Towards Agreement 

• Promises, threats 

• Explanations 

• Adjournments 

• Criticism 

• Praise 

• Apologies 

• Reflecting 

• Questions 

• Advice 

• Proposals 

• Humour 

Step 6: Closing 

In this stage, the final agreement is reached or the negotiations are terminated short of an agreement. 

1. Formulating an agreement 

To get an agreement, the other party needs to be convinced that he/she cannot push you any further. Before formulating an agreement, check that all aspects have been agreed, particularly dates for implementation, review or completion, and definitions of terms. Ensure full understanding of what has been agreed by final summaries and by producing written confirmation. 

Negotiators often play games. The following eight games appear to be typical in a multitude of negotiating settings: 

	Games Negotiators Play Expertise 
	To give the impression one’s homework has been done by establishing that one has a knowledge of the facts. 

	Snow job 
	Facts and figures are used to overwhelm the other. 

	So what 
	Played immediately after a concession has been made. The receiver’s posture is that the item really was not important in the first place. 

	Wheat and chaff 
	Played by putting in chaff (not really priority items) in order to obtain the wheat (priority items). 

	Wooden leg 
	One is suffering from a limitation that makes further movement impossible. 

	Sandbagger 
	One party tries to negotiate from a position of strength by establishing his/her own weakness. 

	Boredom 
	Body language is used to notify the other party that their points fail to impress. 

	Yes… but… 
	Every time a solution is suggested, the other party derides it with a ‘Yes..but..’ 


2. Ensuring implementation 

An agreement is not successful until it has been effectively implemented. It is therefore often helpful to include an implementation program as an integral part of a negotiated agreement. How to ensure implementation? 

Ensuring Implementation 

• Clarify the terms of the agreement 

• Ask yourself: WHO gets HOW MUCH of WHAT and WHEN? 

• Try to get the agreement in writing 

• If the agreement is oral, send a letter 

3. Reviewing your negotiating experience 

After closing the negotiation, you should review your experience. Ask yourself the following questions: 

• How satisfied are you with the outcomes? 

• Who was the most effective negotiator? 

• What strategies and actions helped the discussions most? 

• How well was time used? 

• How well did people listen to each other? 

• How adequate was your preparation? How did this affect the negotiation? 

	Alternative Negotiation Outcomes ‘A’ loses 
	‘A’ wins 

	‘B’ loses 
	lose/lose 
	win/lose 

	‘B’ wins 
	lose/win 
	win/win 



Quick Reference - SPSS Procedures
After you have put your data in a data file using the Data Editor, you can use SPSS to compute all sorts of statistics. This handout provides a brief guide to some common statistics. If you need more information about these SPSS statements or other statistics, you can use the HELP command in SPSS.

 

COMPUTING DESCRIPTIVE STATISTICS (means, standard deviations, variance, etc.)
To obtain descriptive statistics, from the menus choose:
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	Analyze
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	Descriptive Statistics
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	Descriptives


Your variables will appear on the list on the left. Select one or more variables for which you want statistics by clicking on the variable and then clicking on the arrow. When you have chosen all variables, click on OK.

If you want statistics other than the standard (mean, standard deviation, min, max), click on Options, select them, go back to the Descriptives menu (click on Continue) and then click on OK.

 

COMPUTING FREQUENCIES (a tally of values for selected variables)
To obtain frequencies, from the menus choose:
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	Analyze
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	Descriptive Statistics
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	Frequencies


Your variables will appear on the list on the left. Select one or more variables for which you want frequencies by clicking on the variable and then clicking on the arrow. When you have chosen all variables, click on OK. 

To obtain additional statistics for these variables, in addition to frequencies, click on Statistics and select the statistics you want computed, then click on Continue to go back to the Frequencies menu. Click on OK.

To obtain a histogram or bar chart, click on Charts, select the type of chart you want, then click on Continue to get back to the Frequencies menu. Click on OK to run procedure.


COMPUTING A CROSS TABULATION (frequency of values for one variable with another variable)
To obtain a cross tabulation, from the menus choose:
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	Analyze
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	Descriptive Statistics
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	Crosstabs


Your variables will appear on the list on the left. Select one variable and click on the arrow next to the Row(s) list box. This moves that variable to the Row(s) list. Then select a variable and click on the arrow next to the Column(s) list. This moves this variable to the Column list. Now click on OK to run the crosstab.

To obtain other statistics for these variables (such as Chi-Square or correlations), click on Statistics, select the statistics you want computed, then click on Continue to go back to the Crosstabs menu. Then click on OK to obtain the statistics. 

To obtain percentages for the cells, rows, and/or columns, click on Cells (on the Crosstabs menu), select the options you want, and then click on Continue to go back to the Crosstabs menu. Click on OK to run the procedure.

 

COMPUTING CORRELATIONS (Pearson product moment correlations)
To obtain "r" choose:
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	Analyze

	[image: image11.png]



	Correlate
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	Bivariate


Your variables will appear on the list at the left. Select variables for analysis by highlighting the variable and then click on the arrow. You have to select at least two variables to compute a correlation. The default (standard) setting displays a two-tailed Pearson product -moment correlation. This is usually what you want. To obtain the correlations, click on OK.


COMPUTING A LINEAR REGRESSION ANALYSIS
To obtain a regression analysis, from the menus choose:
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	Analyze
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	Regression
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	Linear


Your variables will appear on the list at the left. Select the "dependent" variable (criterion/outcome variable) by highlighting the variable and clicking on the arrow. Now select one or more "independent" variables (predictor variables) by highlighting the variable and then clicking on the other arrow. If you want the default forced entry procedure, just click on OK to get the analysis. If you want another type of analysis (e.g., stepwise, backward, forward), change the Method using the arrow key next to the method box to select the procedure, then click on OK.

To obtain additional statistics for your variables, click on the Statistics box, then on Descriptives, and select means, standard deviations, and/or correlations. Click on Continue until you are back at the Linear Regression menu. Click on OK to run the procedure. 

You can also obtain a plot of your data by clicking on Plots and choosing the desired options.


OBTAINING A SIMPLE SCATTERPLOT (graph of two variables)
To obtain a scatterplot, from the menus choose:
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	Graphs
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	Scatter


This opens the scatterplot menu, highlight the Simple picture and click on Define. Your variables will be listed on the left. Highlight the variable you want on the Y-axis and click on the Y axis arrow. Then, highlight the variable for the X-axis and click on the X axis arrow. To get a simple scatterplot in default form, click on OK.

 

OBTAINING MEANS FOR SUBGROUPS OF THE DATA (e.g., means for GPA for males versus females)
To obtain means for subgroups in the data set, choose from the menus:
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	Analyze
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	Compare Means

	[image: image20.png]



	Means


This opens the Means menu. Select your criterion/outcome variable (GPA in my example) by highlighting it in your variable list and clicking on the arrow. Now select your predictor variable (sex in my example) and click on the bottom arrow. Click on OK. This will give you the means, standard deviations, and number of cases for males and females for GPA. 

 

SELECTING ONLY CERTAIN CASES TO ANALYZE (such as only the data for the females)
To select a subset of cases for analysis, from the menus choose:
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	Data
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	Select Cases


This opens the Select Cases menu. Choose the Filtered alternative for the treatment of the unselected cases (e.g., males in my example). If you choose Deleted the other cases will be deleted from the data file. You usually don’t want this to happen! 
Now you have to select your cases based on some conditional statement. So, select the If condition is satisfied statement by clicking on IF. In the box, type the statement that defines the cases you want to select for analysis (e.g., sex=2) or use the variable list, calculator, etc. to paste the information in the box. Then, click on Continue and OK. After choosing your subset of the data, all future analyses will only use that sample. To include all data, go back into the Select Cases menu and select All Cases, then click on OK.

 
COMPUTING AN INDEPENDENT GROUPS T-TEST
To obtain this t-test, from the menus choose:
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	Analyze
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	Compare Means
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	Independent-Samples T Test


This opens the Independent-Samples T-Test menu. Choose one or more dependent variables (called test variables in the menu) by highlighting them on the variables list and then clicking on the arrow. Then choose the independent variable (called group variable) and click on the other arrow. You must define two groups for the independent (grouping variable). Highlight the grouping variable and click on Define Groups. Most of the time you will want the default, Use Specified Variables. Simply enter the value that corresponds to group 1 (e.g., For the sex variable, 1 corresponds to males) and then the value that corresponds to group 2 (e.g., 2 corresponds to females). Click on Continue and then on OK to run the procedure.

 

COMPUTING A PAIRED (OR CORRELATED) SAMPLES T TEST
To obtain this type of t-test, choose from the menu:
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	Analyze
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	Compare Means
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	Paired-Samples T Test


This opens the Paired-Samples T Test menu. Click on the first variable (e.g., Pretest). Click on the second variable that you are comparing to the first variable (e.g., Posttest). They will appear in the Current Selections box. Click on the arrow to move the variables to the Paired Variables list. Click on OK to run the procedure. 

COMPUTING A ONE-WAY ANALYSIS OF VARIANCE (1 independent variable with 3 or more conditions)
To obtain a one-way ANOVA, from the menu choose:
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	Analyze
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	Compare Means
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	One-Way ANOVA


This opens the One-Way ANOVA menu. Select your dependent variable and click on the first arrow. Then select your independent variable and click on the other arrow. Then click on OK to run the procedure.

To obtain means and standard deviations for your groups, click on Options, select Descriptive, and click on Continue. To get Post-hoc Comparisons or Contrasts, click on the option you want from the One-Way ANOVA menu. Then click on OK to obtain the ANOVA and other statistics.

 

COMPUTING A SIMPLE FACTORIAL ANALYSIS OF VARIANCE (one-way or two way anova)
To obtain an analysis of variance when you have one or more than one independent variables, choose from the menus:
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	Analyze
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	General Linear Model
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	Univariate


This opens the Univariate menu. Note that "univariate" refers to the number of dependent or outcome variables (i.e., one), not the number of independent or predictor variables. Select your dependent variable and click on the first arrow. Then select your independent variable(s) (Fixed Factors) and click on the second arrow. Click on OK to run the test. 

To obtain means and standard deviations for your dependent variables by the levels of your independent variables (Hint: you will always want to do this!!), before running the procedure, click on Options. Click on the box for Descriptive statistics. Click on Continue and then OK to run the procedure.

COMPUTING A NEW VARIABLE (e.g., computing a new variable that is the sum of four other variables)
To compute a new variable from existing variables, you need to be in the SPSS data editor. Choose from the menus:
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	Transform
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	Compute


Type in the name of your new variable in the Target Variable box (e.g., Score) and go to the Numerical Expression box and type in or select the numerical expression that tells SPSS how the new variable will be created. For example, if the new variable (Score) is the sum of VarA, VarB, and VarC, the numerical expression would be: SUM(VarA, VarB, VarC). Then click on OK. SPSS will have created your new variable which will be located in the last column in your data file.
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