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20.0 OBJECTIVES 

After studying this Unit, you should be able to understand: 

what wc mean by marketing, 

the concept of market segmenlation, 

the concept of a product, 

how to dcsign and dcvclop products in tourism, 

the purpose of market research, and 

the use of markct research in tourism. . 

q .  20.1 INTRODUCTION 

The concepts of markcling arc considcred to be of prime importance in improving Lhc 
efrectiveness of any organisation, whcthcr it may bc producing goods or rendering 
services. 

d Mnrkcdng dcals with the relationship ktwcen the organisation and its customers. 
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When an organisation knows who buys (or uses) the goods arld services it offers; why, 
where, when and how they buy; What if the goods (or services) satisfy them and what 
may be done to increase the satisfaction, it is possible for the organisation to increasc its 
effectiveness as well as reduce wastage of resources. Marketing helps to match lhc 
organisation's human, financial and physical resources with the wants of customers along 
with maximum economy and efficiency. 

Customers do not always run to a producer and demand supplies, however useful and 
valuable the product may be. They will not make the effort to buy, if the effort is not 
commensurate with the perceived value. It must be available when needed, at places that 
are convenient and at prices that seem reasonable. They have to know what is available, 
where and at what price. Often they have to be persuaded that the purchase is bencficinl 
to them. This is even so for products that apparently meet an important need. Hcnlth 
check-up programmes, financial arrangements to meet contingencies of death and old age, 
are some examples. 

: 1 . .  . . ,  Knowing the customers' bying habits can help the company to decide the: 

quantity of supplies to be sent to various outlets, 

frequency of such supplies, 

places where the stocks may be .held in the meantime, and 

economical ways and routes of transportation. 

Accordingly, the schedule for production shifts and purchasing of raw materials can bc 
worked qut Financial rquirements can also be planned out. 

! .* Marketirjg, deals w&: 

defining the marbt for the organisation's products (goods or services), 

determining the needs and behaviour of the customers, 

producing a product that satisfies their needs, 

deciding on the ways to reach the product to the customers (distribution), and 

the ways of communicating to the customers about the product's features, 
availability, etc. 

Services are bought by customers and they produce satisfaction. The producing 
organisation creates a capacity through human, financial and physical resources for 
rendering the services. Most effective utilisation of these resources is possible Lhrougli the 
application of marketing concepts. You must remember that tourism is a service oriented 
industry. 

This Unit takes into account the various concepts related to marketing. It attempls to 
define their relevance, characteristics and utility. 

- 
20.2 WHAT IS MARKETING? 

An organisation procurcs resources from the environment at a cost. It arranges for the 
utilisation of these resources to produce goods and/or services. These are offercd to 
consumers in the environment, who avail of these outputs and experience satisfaction 
therefrom. The procuration and utilisation of resources is donc through processcs and 
practices relating to finance, personnel, production, materials, ancillaries, vendors and so 
on. All these processes, practices and activities relating to the production of the output 
have no justification, if the consumer, who avails of thc output, is not satisfied with it. 
The consumer will then not buy what is offered as output. To win and keep a custonler is 
the purpose of all organisations. The customer is therefore, central to an organisation's 
purposes. Marketing links the customer, who is the core, to processcs, practices and 
activities. 
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20.2.1 Marketing and Decision Making Processes 

Marketing looks at the decision making processes of both the producer and the customers. 
It tries to bring these two processes together in an exchange transaction. If there is no 
exchange, there is no marketing activity. If the exchange is by compulsion, then again. 
there is no marketing. Marketing is relevant only when there is freedom of decision on the 
part of both producers and customers. An organisation has to create, produce and deliver 
goods and services that customers value and want at prices which are relatively 
attractive-particularly when compared with competition. 

For example, an owner of a big hall can make money by renting it out for marriage 
purposes. The person hiring it also needs at the same time, a decorator, a caterer, a pandit 
(for the rituals) and so on. If the hall owner can make arrangements for these also as part 
of a single package, he is enhancing the value of his offer and providing greater 
satisfaction. 

Marketing helps to: 

a add value, by finding a better match between the product and needs, 

8 reduce wastages, which would otherwise occur if the product is not needed or 
production does not match demand, 

a improve effectiveness of communication through better targeting of messages, 

a cut costs, through more effective distribution arrangements, and 

a improve better understanding between marketeer and customer because of increased 
contracts. 

The concepts of marketing were developed in relation to consumer goods. These concepts 
are however relevant to services as well. Whether goods or services, a consumer does not 
buy a product for its technical features or for what it can do. He buys for the benefits that 
can be derived therefrom. He buys a cluster of values which are intangible. For example, 
a shirt is not bought only because of consideration of comfort. exclusiveness or to appear 
'macho'. All these are vague thoughts, difficult to evaluate and of different importance to 
different people. 

Marketing may not have much of a role in a controlled economy in cases where the 
consumer has no options or in conditions of scarcity. 

20.2.2 Relevance of Marketing Concepts 

Marketing concepts are relevant even in the absence of competition. A monopoly producer 
also has to generate revenue through sales. Sales will not increase through increased 
production if the: 

a existence of the product is not known, 

a need for the product is not felt, 

8 price is not considered appropriate to value, or 

8 product is not available at convenient place or times. 

A felt need attracts the customer to the product, enhances its value and provides 
satisfaction. This leads to an increase in sales. 
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Tourism Marketing and Marketing conccpts are also relevant in areas othcr ~han in lhc business of gootls. For 
Communications example a candidate standing for election is in effcct offering himsclf as n producl for ~ h c  

votcr (consumer) to buy. In Lhe US, presidential candidates have markcling cxpcrls LO 

advise them on the campaign. If the Government wants people to accept idcas on 
population control, or better hygiene,  hey have to be pcrsuadcd to buy thc idcn. Thcy 
have the option not to buy. Marketing concepts can improve thc buying ratc and lhcrcCorc 
Lhe success of the campaign. Thus, a marketing oricntation is useful even for ~ h c  crCorts of 
social reform and non-commercial persuasions. 

Tourism is a service industry. Invcstments are made in and around a tourisl dcslination in 
the hope that increasing numbers of tourists will visit it. A product (Lhe auracllons ant1 
facilities at the dcstination) is dcsigncd and offered to Lhe consumers (tourisls) in ~ h c  hopc 
that they will buy (visit the destination) and dcrive satisfaction therefrom. Only lhcn \\,ill 
thc investment be worthwhile. Tourists have to bc persuaded to buy lhe producl. But ~hcrc 
is competition as other destinations are also trying to persuadc thein. Thc "wooing" of ~lic 
tourist is becoming more intense. And herc thc marketing concepts provide tcchniqucs lo 
do Lhe "wooing" effectively. 

MARKETING MIX 

Marketing concepts had been originally developed in the context of tangiblc consumer 
goods. The main elements of a marketing programme are conceptualised in tcrlns of 
4 Ps-Product, Price, Promotion and Place. 11 is by marketing adjustmenu and changcs 
in one or more of thesc 4 Ps that the attractiveness to the customer could be slrcngthcncd. 
Thesc four elements are known as thc marketing mix. The marketeer could mix thcsc in 
different ways for maximum effectiveness, like a chcf mixes the same ingredients in  
different ways to achieve high levels of satisfaction. 

Product includes design, features, quality, range, size, models, 
appearancc, packaging, warrantics and name. It also includes pre-salc 
and post-sale services like training lor use, repairs, maintcnancc or 
replacements. 

Price includes concessions on basic price, discounts, rebates, credits, 
instalment facilities and dclivery tcrms. 

Promotion includes, advertising, publicity inedia choices, mcssagcs, 
lequency of exposure, public relitions, campaigns, sales pron~otion, 
point-of-purchase (POP), displays and merchandising. 

Place includes retail outlcts, wholesellcrs, transportation, 
warehousing, inventory Icvels, ordcr processing proccdures, elc. 

In Lhe case of services, three additional Ps are included in Lhc marketing mix. Thcsc are 
People, Process and Physical Factors. Scrviccs are performed by people and lhcy 
constitute and integral part of the servicc product. 

The process of perlorming Lhe service corresponds to the proccss of production o l  goods. 
But in the service business, the process is in operation at the time of consumption by 
the customer. He is part of the process of production. The way Lhe process is managcd 
affects Lhc satisfaction experienced by each consumer. Process, like pcople, is an integral 
part of a service product. 

Services are bought and rcndercd mostly in the prcmises of Lhc service produccr and rarcly 
in the customer's premises. In case of tourism a customcr has to go to a destination. Thc 
physical surroundings add to the tourists' satisfaction. Hcnce, decor, sounds, colour, 
artefacts, layout etc. at the premises where the serviccs arc rendered need a carcful 
attention. 
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concentrating on one or more of the elements to create the necessary impact on the 
market. 

We will deal with promotion in Unit 21. This Unit deals with the product. The other Ps 
apply differently to the variety of products that together constimte the tourism product. . 

I 

20.4 SEGMENTATION AND TARGET MARKET 

\ 

The tcrm 'market' refers to the collective of existing and prospective customers for the 
product. 

A hotel may be used by people who need to stay outside their usual residence. A person, 
may have no such need now but if such a need arises later, he is a prospective customer. 
Part of thc marketing effort is aimed at such prospective customers in the hope that 
whenever the need arises in future, they will choose to buy the marketeer's hotel 
services. There are however limitations. For exarnplc, all persons who need to stay outside 
arc not prospective customers for thc 5-star hotels. Even all foreign visitors are also not 
prospective customcrs as many of them travel on tight budgets. Hence, the market for the 
five star hotel is only part of the total market of hotel uscrs. Such parts are called 
segments of the market. 

The customcrs of a hotel are those who come to stay as well as users of other facilities. 
They are different groups and each group constitutes different segmenls in the sense that 
the needs and expectations of each one of these groups arc different. Further, 
scgmentations are possiblc on the basis of lunch timc users and late night users of the 
reslaumnts because they nced different kinds of service. In the swimming pool, some 
hotcls permit training classes. The segments using the pools for training are diffcrent from 
regular gucsts in terms of age, bchaviour, attention required, hours spent in thc pool or 
nearby, clci-i-nliness demanded and so on. 

A segment is discrete, identifiable, viable and appropriate. It is distinguished by 
characteristics of purpose, needs, motivation, benefits and bchaviour. 

Scgmcntation is usually done on Uie basis of one or more of the following characteristics: 

Geographic-like region, district, density of population, climate, urban-rural. 

Demographic like family s ix ,  religion, skx, income, occupation, language, education. 

Psycl~ographic like value systems, life styles, personality types. 

Buying behaviour like volumcs, frequency, delivery requiremcnts, negotiatcd 
contracts (Tor long term arrangemcnls). 

The tourist markct may be segmented on the basis of: 

Place or origin of tourists. 

Destinations. 

Purposes of tour like holiday, pilgrimage, sightseeing, shopping, etc. 

Economic status and spending tendencies. 

Demographic characteristics like age, sex, occupation and attitudes. 

Preferences for staying like camping, luxury hotels, caravans, etc. 

Preferences of travel like air, sea, road or rail. 

Each segment of the market differs in terms of needs and expectations. No one 
organisation can cater to Uie needs of all the segments. Each organisation has to decide on 
the particular segment or segments it would cater to. The segment so identified is called 
the target segment. The identification has to be made on the basis of what the 
organisation identifies as its objectives and its capabilities. 

Having identified the target market all activities will have to be planned and executed 
kceping this target market in mind. The service being offered, the messages in 
communication, the media used for ~ 6 1 n n l u n m n ; w  pricing polkits, the arrangements 
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to access the service, all have to be consistent with the preferences and behaviour patterns 
of the target market. For example, if the hotel is targeting on the domestic tourists in the 
circuit of religious places, there would be little point in advertising in business magazines 
or providing foreign cuisine in the restaurant. Simple vegetarian thali food would perhaps 
be more satisfying to its patrons. 

I 

1 Check Your Progress 1 I 
1) Mark which of the following statements are right [dl or wrong [XI. 

a) If the product is good, customers will automatically go out to buy it at 
any price. [ I 

b) If there is no exchange, there is no marketing activity. [ 1 

c) Marketing is relevant only if there is freedom of decision on the part 
of the producer and customer. [ I 

d) A doctor is a customer of a hospital. [ 1 

e) When a person buys a refrigerator, his decision is made on the basis of 
intagibles. [ I 

2) Mention at least six different kinds of customers of a hotel. 

3) Bring out the differences in the needs of the following two groups of tourists who are 
in Goa, in terms of accommodation. 

a) People from Madras travelling by bus visiting important temples in the North. 

b) a group of Europeans coming by a chartered flight. 

4) What are the 4 Ps in marketing? 

20.5 THE SERVICE PRODUCT 

A product is something that a producer makes and offers to consumers to provide 
satisfaction of the needs. Service products are different from goods in five major 
characteristics i.e.: 

Intangibility, 

Inseparability, 

Heterogeneity, 

Perishability, and 

Ownership. 



20.5.1 Intangibility 

While goods are tangible in the sense that they have physical dimensions and attributes 
and can be seen, felt, or tasted, services are intangibles. Take for example, an educational 
institution. One can see or vcrify the building in which it is located, the facilities within 
etc. But none of these determine the nature and quality of the education imparted by that 
institution. The product (of education) provided is to be cvaluatcd in terms of the 
development of the knowlcdge, intcllect and character of Lhe alumini. This development 
may be perceived, but cannot be measured. Hence, this critical factor that constitutes 
education and the output from the institution is intangible. 

One cannot see, feel smell, touch or measure a servicc performed. It can only be 
experienced from the effects produced. When a doctor cxamines a patient and makes a 
decision about diagnosis and treatment, what he does is to tap the chest, hear the sounds, 
and read the instruments (or reports). That is not what he is paid for. He is paid for his 
knowledge, his experience, his training, the meaning Lhat he makes of what he feels, hears 
and reads and the remedy he prescribes. This application of knowledge and making of 
meaning is inlangible. If the paticnt is cured, Lhe effccl of the service is cxperienced as 
good. Otherwise, it is experienced as bad. It does not matter than what the doctor's 
qualifications may be. 

The characteristic of intangibility lies on a continuum with pure goods at one end and pure 
serviccs at the other, with most products lying away from the two extremes. Similarly, 
services can be distinguished between "pure intangibles" (education. information, 
consultancy) services which add value to a tangible product (laundry, decor) and services 
that make available tangible product (retailing, financing). 

20.5.2 Inscparabili ty 

A physical item is produccd in a factory, bought in a shop and consurncd in the 
customer's premises at his convcniencc. But when one buys a service like a courier or a 
doctor, the production and consumption of the service takes place at the same time. 
The service product being an intangible, as cxpcrienced by thc customer, exists only 
during the expc~ience and that is when it is produced as well as consumed or used. The 
service in a restaurant is the courtesy of the waitcr. Courtesy is in the behaviour of the 
waiter with the customer, not behaviour elsewhere. Courtesy is, as the customer perceives 
it, at the time of behaviour, not bcfore or after. It is produced by thc waiter and consumed 
by the customer simultaneously. Hcncc, the production and consumption cannot be 
separated. 

Education lakes place in the interaction of the teacher and thc studcnt. Both Leaching 
(production) and learning (consumption) happen together. If thcre is no learning, there is 
no teaching. Hence, the product exists only when the'consumption takes place. 

In a class of many studcnt., a teaching session of one hour may cause diffcrent levels of 
learning among the students. What the teacher did in that one hour is the samc but each 
student reccivcd it differently. The product of tcaching was different to each studcnt, 
depending on Lhc nature of his consumption (learning). Hence, the product was received 
with varying consumption levels. 

20.5.3 Heterogeneity 

Because of thc factor of inseparability it is not possible to produce a service in advance 
according to specified standards. Both production and consumption being by humans, the 
product of scrvice as expcricnccd, may not bc of consistent quality. What is "exccllcnt" to 
one, may not be so to anothcr. 

In a conducted tour or in a restaurant, the service quality is also influcnccd by the 
bchaviour of the companions. Yet, the dissaiisfaction experienced is not always attributed 
to thc companions, but lo the service providers. 

An optician sells glasses to correct vision. But what is bought by thc customer is not 
mercly bctter vision, but also fashion and appearance. An optician who is technically good 
at determining the proper refractive index of corrective glasses has to enhance his 
'servicc' with a big range of frames and tints of glasses which the consumer can try out 
on his face. The service must also include speed of delivery, depending on the urgency of 
thc consumer. The customer may need help in making choices of frame and glass. A 
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choicc cannot be made from a catalogue. Tic choicc dcpcnds on thc "fil" of thc framc lo 
7 

the face of the customer as seen by the customer himsclf. 

A garage may have a clear routine of repair and mainlcnancc. Yet it is thc mcchanic who 
has to listcn to the sounds of the machine and dccidc how m'any turns thc scrcw nccds for 
finc tuning. Whether the decision is pcrfect or not cannot bc guaranlecd howsocvcr 
experienced or competent the mechanic may be. If he is dis~urbcd, his conccntralio~l and 
performance will be affected. The service of the garage bccomes poor. This cxplains ~ h c  
heterogeneity of services. 

20.5.4 Perishability 

The demand for crackers is vcry high during the Diwali season. A manufacturcr of 
crackers makes them well in advance of the season, stocks  hem at various places, and 
sells thc whole stock during the scason. If thc goods are not consumed while being 
produced, thcy can remain in stock till the consumers are avaiiable. The crackcrs do not 
perish during storage. They retain thcir full value. Vegetables, though pcrishablc ovcr 
timc, can also be stocked for subsequent consumption through processes likc refrigeration 
and canning. But the supply of services cannot be stored. If an advertisement is not secn 
or read, it dies. It has gone waste. If the available seals in a cinema arc not used during a 
show, they cannot be added on to the next show. If the supply is not uscd, il pcrishcs. So 
also the seats in an aircraft or rail car, the rooms in a hotel, lhc spacc in a ship, the 
services of a tourist guide, the time of a consultant etc. all perish if not utilised when 
available. The loss of revenuc cannot be made up. What is not sold cannot be carried 
forward as stocks to be sold the next day or at any other time. 

The ability to carry stocks gives the manufacturer of goods somc level of slability in his 
opcrations despite fluctuations in demand. If the supply is short at any time, hc can 
arrange deferred deliveries. The consumcr also can buy and store till hc is rcady Lo 
consume. The stability in operation helps to imprhe recovcry of costs. Such stability is 
not possible for the producer of services because ol  the charactcrislic of perishability. 
For cxample, if an airline has only 20% occupancy, the costs of operalion do not come 
down to 20%. I: 

20.5.5 Ownership 

No ownership passes from seller to buyer in a service. The buyer only acquires the 
right to certain benefits of what the seller offers. One may have the righl to use a hotcl 
room or a railway berlh for a period of lime, but  he ownershb of the room or bcrth 
rcmains with the holcl or the railways. Similarly, a doctor offers service. There is no 
tangible good that he produces or offers. Hc uses knowledge, which is inlangible and 
prescribes treatment which may be satisfying. The lreatment may or may no1 involve 
medicines. Thc owncrship of the knowledge of the doctor does not pass on to thc paticnt, 
but the patient (customer) is enlitled to the benefits of that knowledge. Howcvcr, in the 
case of goods  he ownership passes on to the buycr. 

Check Your Progress 2 

1) Mention in what aspects are servicc products different from goods. 

........................................................................................................... 
2) Can scrvices bc canied over or stocked? 



3) Who has the ownership of services whilc they are consumed? tour is^^^ Marketi~lg-I: 
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PRODUCT IN TOURISM 

The needs of a tourist rclate to comfort and pleasure in travel, stay, food arrangements and 
to visit spots of interest and attraction. Hence, a tourist hopes that she or he will: 

be looked after and carcd for, 

be able to visit places of interest, spend adequate time at such places and engage in 
the activities that interest them, 

not face wastage of time in waiting for transport or at places of no interest because of 
bad weather or other reasons, 

not be hurried or hustled against the preferred place, 

be offered palatable and suitable food to one's tastes and health, 

get good company of others, if in a group, 

be able to experience in the new places the local life styles, culture, food etc. as per 
one's own choice, and 

be lacing no risk to one's person or belongings, etc. 

These expectations of the tourist are met by three main ingredients: 

Attractions, 

Facilities, and 

Accessibility. 

These three constitute the features of a tourist product: 

Attractions are the things to see and enjoy, and will range from beaches to mountains, 
flora and fauna, places representing history and culture, entertainment ctc. 

Facilities take care of the comfort and range from accommodation, food, 
communications, guides and so on. 

Accessibility relates to the formalities in reaching the places, like visas, customs, 
bookings etc. acquiring resources like accommodation, exchange, transportation 
without hastes and damage. 

The tourist product is a complex one. It consists of several elements provided by various 
persons. You have read about h e  consliluents of the Tourism Industry in Unit 5. Some of 
them are located at the tourist destinations (hotel, shops, attractions, guides), some are at 
the place of origin of the tourist (embassy to provide, visa, travel agency or tour operator) 
and some are enroute (customs, transport. exchange). 

Some of these services are tied to tangibles. Bolh hotels and Ltansportalion use a variety of 
tangibles. The comfort of a stay in a hotel is an experience which does not come only 
from the quality of furniture and fittings within, but from the efficiency of the equipment 
including the noise it makes and the disturbance from the outside during periods of rest. 
Noise and disturbances can be very annoying to somc people, but not to all. These in turn 
depend on the maintenance as well as the behaviour of other people in the hotcl. The 
annoying experience of noise and disturbance is part of the product the holcl provides, 
probably more than the quality of the furniture. The experience is real but intangible. The 
product has both mgible as well as intangible elements. The service part is intangible. 
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bad scrvicc. Rashness, politeness, consideration etc. are one's evaluations of other's 
behaviour. Evaluations are very personal and cannot bc measured or secn or vcrificd for 
correctness. They arc intangibles. For cxample in this case evaluations are mndc of Lhc 
chaufleur's actions but are also related partly to the customer's perceptions and standards. 
The customer, in using the service (of the chaufreur) cxpericnces 'bad' scrvicc. The 
environment at the time influenccd thc pcrception and thcrefore thc experiencc. Thc bad 
service was provided by the chaulfeur. He 'made' the product at the time of consumplion. 
Both, production and consumption occurred simultaneously. Without the consumption, 
thcre would not have been a product. If the client did not noticc bad behaviour, thcre 
would have been no bad bchaviour. 

20.7 CORE AND PERIPHERALS 

A product is basically something that a producer offers to a customer to providc 
satisfacuon. To the manufacturer or producer, thc product has an aggregate of tecl~nicsl 
and physical features and characteristics. To the consumcr, it is an aggregate of 
utilities, expectations and perceptions, a complex clustcr of valuc satisfactions. 

20.7.1 Attributes of a Product 

A product is not mcrely a physical commodity. Pcople cndow products with attributes 
bcyond the functional characterislics of the product. A soap is valued not mcrely for its 
ability to clean but also for its shape, colour, size and the 'slatus' that its use symbolises. 
The packing, the labelling, the price, the imagc (created through promotion elforts), all 
add up to make the product occupy a position in the mind of the consumer. Utility is only 
one element of the complex product personality. 

The product has a corc constituent i.e. the technical characteristics to perform thc basic 
functions for which it is made. The peripherals have no great functional utility, but they 
add value. For example, a core constituent of a television set, will be its engineering, 
circuiuy etc., that provide clear imagcs and sound. The peripherals would be thc dcsign of 
the cabinet, position of the conuol knobs, remote conuol facilitics, the brand namc, the 
guarantees etc. The peripherals are also refcrred to as thc associated features that 
augment the product. 

Products may be differentiated through claims made by the manufacturer. For example, 
cooking oils refer to effects on cholestcrol lcvels to differentiate themselves; toolhpastes 
are differentiated on the basis of clovc oil, fluoride and so on. These differentiations crcate 
distinctive valuc and avoid competition on price. Competition is among equals and not 
among unequals. 

Products also may be customiscd to mect ~ h c  specific rcquircments of Lhe consumer. This 
is donc partly for high value industrial products which may be fabricatcd or modificd to 
meet specific needs. This is not done for mass produced items. In the service sector, the 
opportunity, as well as the need, for customisation, is very high. 

Packaging and labelling are very important in goods. Packaging provides proteclion, 
atvactiveness and identity. Labelling helps in, identity and also providcs information about 
distinctive features, tcchnical data, usage insuuctions, precautions etc. 

20.7.2 Tourism Product 

In tourism, the products arc varied. A travel agent may arrangc for itinerarics and airline 
booking as fhc core product, but add on as pcriphcrals help in gctting passport and visas, 
forcign exchange clearanccs, embarkation formalities at airport and so on. Similarly 
atuactions arc added to a dcstination. For example, 18 rooms of Buckingham Palace have 
bcen recently opened Lo visitors. This is expected to become a major tourist attraction in 
London. Apart from thc Throne Room, Drawing Room and thc Picture Gallery, the 
Souvenir shop (sclling white china mugs with Buckingham Palace wriltcn on it or Crystal 
Balls with details from the State Dining Room), is a part of the atuaction. 



,20.8 PRODUCT DESIGN 
Tourism Markc1irrl;-1: 

Rcleva~iee, Product Dcsign, 
Market Rcsc:,rcll 

Designing a product mcans determining the features of the product and the benefits that it 
will provide to the user. Effective designing will maximise the benefits and the appeal to 
the consumer. This implies that adequate attention has t . ~ ,  be paid not mcrely to the core 
but also to the peripherals and the packaging, labelling, etc. which augment the value of 
the product. 

20.8.1 The Service Product 

The scrvice product is not a physical entity. The elements that could go into making the 
aggregate service product are many. A choice has to be made as to what elements have to 
be incorporatcd in the core service offer which will become the product For example, in a 
courier service, the offer would be: 

, Delivery of articles at designated dcstinations within specified time limits. 

Arrangemcnts for collection of articlcs, and 

Nature and size of articles that would be accepted for delivery. 

In a theatre, the elements will include, apart from the shows, climate control, cleanliness. 
qualily of seating, elevator scrvice, rescrvation facilities, conveniences in lobby, decor, 
attached restaurants, naturc of patronage, information on forthcoming programmes. car 
park facilities and a lot more deLails on reception, etc. Satisfactions increase when onc is 
recogniscd as a patron by the officials in the theatre; when one can have the seats of one's 
choice whencver required; when the others in the theatre are of an acceptable kind and so 
on. 

A product in tourism is the place of destination and what one may experience while 
proceeding to and staying in that destination. For cxample, Sentose island off Singapore, is 
packaged as a place where there are no shops, no skyscrappers, no offices- a place of 
quiet and tranquility, to relax and be with nature, so different from Singapore. Travelling 
by cable car to the island is part of this package. Places in Rajasthan like Jaisalmer are 
bcing offered as tourism products to experience the life styles of Maharajas, living in real 
palaces with kingly appurtenances, travelling in 'Palace on Wheels', the luxuriously fitled 
up railway train, going hunting (with cameras, of course) on elephant back and so on. The 
product is not merely the city of Jaisalmer and what it may offer as hislorical and cultural 
importance. The product is the total experience of travel and other attractions, all 

, consistent with the royalty that ~aisafmer rcpresented. 

The lourism product may be dcveloped with emphasis on art, architecture, culture, 
religion. history, sports, leisure, templcs, life styles, etc. Himalayas is a product not only 
for adventure tourism and sports, but for naturc lovers and for quiet. Varanasi is a product 
bascd on religion, thc Ganges, Buddha and capturing the essencc of Indian Heritage. The 
accominodation provided, is as much a part of the safari in the African bushes as thc 
prospect of seeing wild life. Many pay more to live in the tents in open country 'with 
nature' instcad of in a fivc-star comfort. 

20.8.2 The Steps in Developing a Service Product 

The steps in developing a service product are: --- 

Detcrmine what the consumer values as benefits (Benefit Concept). 

Detcrmine which of these benefits sheid-be offered (Service Concept). 

Dccidc on the precise service offer which includes forms of the benefits to 
be offered and the arrangements for dclivery of the service 

The benefit concept will include expectations of the customer which are bundles of 
functional and psychological attributes. One nccds to be clear on who the customer is. The 
customer of an educational institution is the student, thc parent and also a part of the 
society that will benefit from the student's education. Business houses are customers of 
management schools. Thcrcfore, the managerncnt school has to keep in mind the 
expectations of the potential cmploycrs. Some management schools have multinationals as 
their customers, whilc others are smaller organisations of the district and state lcvels who 
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and would like to benefit from the products of the management schools. An airlines customcr 
is the passenger who travels as much as the travcl agent who effectively influences the 
final buying decision. 

The expectations from a restatrant may vary in kinds of food, (Indian, Continental, 
Chinese, Thai, Mexican etc.), extent of spread (Salads, sea foods CLC.), pricc, courtesy of 
service, comfort of seating, ambience and so on. One restauranteer may in his service 
conccpt include authentic Goanese food or Chinese food only and specd of services, 
paying lillle attention LO seating, or ambiencc or courteous service. Another may conceive 
service in terms of quick, clean, simple, wholesome lunches for business cxecudves 
without much of a choice in menu but offering convenient seatings and atmosphere lo 
enable scrious business discussions as well. These choices are made kecping in mind lhc: 

market segment proposed to be served, and 

. resources one has and can muster. 

The choice of elements to make the service offer should bear in mind the: 

ability to render 100% .consistent performance, and 

extent of personal satisfaction. 

20.8.3 Service and Delivery 

Once the service conccpt is clear, arrangements have LO be made for the delivcry of 
service. Service is dclivcred by: 

pcople, and 

using equipment and other physical facilities that have to be put in place. 

Upgradation in level of service is achicved by laking thc service to the customcr, i.c. 
outside the premiscs of the service provider. For example, a hotel that arranges to mcel the 
guests at the airport and bring them in is upgrading the scnrice by extending it bcyond thc 
prcmises. 

In the case of a service, the product is manufactured a1 the point of delivcry. An airline or 
the railways may dcsign a service of information on arrivals and departures ovcr the 
tclcphonc. Evcry time an enquiry is made, the response one gcts is a service and Lhat is 
made specifically at that point of time. If the response is not available, because the 
telephone line is not attended, is busy for a long timc or bccause the information is not 
updated, there is effectively no service. So if a service is to be offered, arrangements 
need to be made to ensure that it is possible to render that service. The arrangements 
to be so made are in respect of equipment, systems and peoplc. These arrangements do not 
constilute servicc but constitute prcparedness and readiness to rcnder Lhat servicc when the 
offer is accepted by a customer. Technology and equipment can be of great help in 
maintaining consistent quality of service. For example, thc information service rcfcrred to 
above, c@n be organised through a recording machine that will be connected to all 
incoming calls. 

Similarly there is necd of Systems in scrvices. Systems refcr to thc arrangements for flow 
of information and material to the point where thc service is being dclivercd. For example, 
Airlines have to kecp their booking agents informed of changcs in flight schcdulcs. If llic 
carrier fails to do so, the agent will fail in his service to the passengers. 

Check Your Progress 3 

1) Fill in the blanks from among the words in the brackets. 

a) A souvcnir shop in a tourist destination is a .:.. ....................... product. (Core, 
Peripheral) 

b) A service product is as good as it is ........................... (Dcsigncd, 
Experienced) 

c) Service is usually rendered at the ........................... premises. 
(Provider's, Customer's) 

d) Satisfaction of a tourist ........................... be affected by the behaviour of the 
other tourists in the arca. (May, Can not) 



2) Which of the following services do you consider essential in a beach rcsort visited by 
plcnly of foreign and domestic tourists. 

a) Savings bank account g) Coaching classes for swimming 

b) Foreign currency exchange h) Cable TV showing Indian video cassettes 

c) International trunk dialling i) Conference hall 
on telephones 

d) Auto rickshaws for hire j) Fair price shop 

e) Local cuisine k) Beauty saloons. 

f )  Tcnnis court 

3) Describe the features of a tourism product? 

Customers distinguish one product from anothcr on Lhe basis of distinct charactcristics. A 
Gvc star hotel is considered as a place of luxury and exclusiveness. To stay there is, 
therefore, a matter of high stritus. Similarly, soap 'Y' kills germs and rcrnoves body odour. 
Soap 'X' is a beauty soap. 'G' locks arc safc 'M' are not. Goa is thc place to visit not 
Karachi, etc. Thcsc are all images in one's mind which determine one's bchaviour relative 
to that product. For cxamplc a tourist may not like to go to Musooric for it is too crowded 
in season but will go to Dhanaulti nearby. Anothcr may not like Dhanaulti for it is too 
calm and quict there. 

Such distinct characteristics arc impressions in peoplc's minds where thc product has an 
image or position. The rcsponsc towards the product, to buy or not to buy, is influcnccd 
by such positioning. If a tourist destination has the image of being susceptible to suddcn 
disturbances and riots or endemic to diseases, tourists may tend to avoid that destination 
and visit anotl~er. 

India offers, perhaps, the widest choice of tourist attractions in a singlc country. Snow, 
mountains, forests, wild life sanctuaries, rivers, beaches, heritage, palaccs, temples, 
relaxation, adventure, and all  his is a contrasting juxtaposition of the ancicnt and the 
modcrn. The Thomas Cook Worldwide Cost of Living Index shows that India offcrs the 
bcsl value for money. But therc are impressions tha in India thcre could be harassment 
from officials, beggars or touts, inadequate hygiene and so on. All thesc pcripherals are 
part of the total product as positioned in the tourist's mind. More tourists will comc U, 
India when India as a tourist destination has a better positioning individually and these 
ncgativc imprcssions are donc away with. 

20.10 MARKET RESEARCH 

Knowledge about relevant paramelers and characteristics has Lo be gathered through a 
study of the market. Studying the markct to know its characteristics is thc field of market 
rescarc h . 
Market research is the process of systematically gathering, analysing and evaluating 
data relating to the market. It deals with the manifold facets of the market and provides 
h e  basis for making decisions about the elemcnts in the marketing mix. It hclps ~o analyse 
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Tourlsm Marketing and the problems that may be experienced and in finding solutions thereto. Markct research 
Communications may attempt to answer specific questions or generate general information to be used in 

due time. 

20.10.1 What is it? 

Market research may be: 

Market Analysis, to show size, spread and growth of market in terms of volume, 
revenue, shares of competi~ion,economic conditions, etc. 

Consumer Research, to know profiles, awareness, habits, needs, prcfcrences, 
expectations, perceptions, both quantitatively and qualitatively. 

Products and Price Study, to know products in the market, price sensitivity, 
technology, acceptability of features, packaging. 

Promotion and Sales Research. to know consumer reaction to allernalivc concepts 
and media, effectiveness of sales force and promotion. 

Distribution, availability of facilities for stocking. merchandising. possibilities, outlets 
and shelf space availability, and 

Evaluation and performance monitoring, looking at the extent of customer 
satisfaction. 

The market is so big and scattered that it is impossible to do a complete study in totality. 
Hence, market research depends on techniques of sampling the market. It is not possiblc to 
be sure that the sample it truly representative of the whole. However, a propcrly chosen 
design can reduce divergence considerably. For example, tourists come to India from a 
number of countries. You can not study all. So you pick the countries scnding highest and 
lowest number of tourists for your study. 

Decisions on thc research design include: 

Dcciding the purpose of the study like knowihg the duration of slay or cxpcnditure 
habits, etc. 

Choice of samples like tourists coming from Europe or US or high budget tourists or 
low budget tourists, 

Determination of the nature of the data to be collected, 

Method of data collection (surveys, secondary sources, observation etc.) and 

Design of questionnaires (instrumcnls) to collect and record data, including scalcs to 
be used. 

A lot of data can also be collected through desk research, looking at records, publications, 
commercial analysis, wade information, press cuttings, prcvious studies ctc. 

Other ways to obtain data are: 

Tourism Department, 

Discussions with tourists (customers), 

Observations of customers at premises, 

Observations and discussions with visitors to exhibitions and wade shows, 

Market experiments and surveys with recording of responses and results, 

Attitude, image perceptions and awareness studies, 

r Advertisement and other media response studies, and 

Studies of usage pattern, etc. 

20.10.2 Quantitative and Qualitative Studies 

Some of thc market researches are quantitative studies while other are qualitative. 
Among them some can be done on a continuous basis and some sporadically. However, 
when sporadic studies are made at regular intervals, trends and changes can be known. 

The manner in which research is designed and c9nl;ucted ensurcs its reliability. Research 
findings often form the basis of corp0r?fn ,c~;:ions of long tcrm implications. The 



techniques of sampling, questionnaires, surveys and evaluation have been developed and 
these constitute a specialised field of study. The same set of principles arc used in opinion 
polls about destinations and predictions for tourist arrivals. 

In the case of quantitative data, the numbers tend to give the study an illusion of 
objectivity and reliability. In order to have a proper interpretation and evaluation, it is 
necessary to know how the numbcrs have been generated. For example, the prefcrence for 
a particular destinalion among four may be because a fifth destination had not been 
included in the study. 

The numbers coming out of a quantitative study depend on the way the questions arc 
asked and therefore cannot be assumed as to saying everything there is to know. Hence, 
one needs insights to make valid evaluations. 

In the case of services, the data to be collected and evaluated is more abstract and 
qualitative than in the case of tangible consumer goods. It is relatively easier to elicit 
responses by showing samples of goods and the way they perform than to elicit responses 
to services which cannot be guaranteed to perform as per the sample experienced. 
Morcover, it is not easy to articulate satisfaction and expectations. They are often not in 
the realm of conscious rationality. How does one explain the impressions created by a 
movie except to say whether it was liked or not? This answer is not adequate to decide 
what kind of movie would be generally acceptable to an audience. The experience is total 
and it is difficult to identify the particular aspect that is creating the experience, pleasant 
or otherwise. 

If a spccific element is stated as the critical one leading to the pleasantness or otherwise of 
the cxperience, this identification may have been made for a numbcr of unrclatcd reasons. 
Did one get irritated at the breakfast table because of the: 

temperature of the coffee served, 

consistency of the pudding, 

warmth of the bearer's attention, 

behaviour of the couple at the corncr, 

prcssures of the next appoinlrnent or the late hours of the previous night? 

Similarly there can be other questions like what is the kind of music that should be played 
at lunch or dinner time? How loudly should the music be played? These are difficult 
questions to answer. The data is not rclated to measurable objective phcnomena. Capturc 
of qualitative data needs vcry sophisticated and sensitive instruments. Some of these are: 

Use of focus groups, specially invited to discuss and express themselves, 

Individual interviews wherc the person met is encouraged to talk frcely, 

Word association, sentence completion-or picture interpretation, 

Trade off questions to determine relative values. 

There is need for expertise and insights to interpret and evaluate. Responses to a study 
may not bc the same as the actions in real life. People often do what they say they do not, 
or do not adrnit what hey do. People do not own up feelings. They are quick to rationalise 
irrational behaviour. These are some reasons why interpretation of research data needs to 
be carefully handled. Inadcquate expertise could end up with misleading information and 
incorrect decisions. 

20.10.3 Insight and Experience 

Expertise in the techniques of market research can be hired. Insights into the situation 
being rcsearched comes from experience. These insights should be used both ways i.e. to 
design thc study as well as to interpret the data. 

In the service business, unlike in the business of goods, 90% of the personnel are in touch 
w~th cuslomers. When one is in touch with the customers, a lot of data about the 
Luslo~ner's cxperiences, expectations and satisfactions can be had directly from him or her. 
Conlact personnel can be waincd to fecdback such data to a specific point in the marketing 
~leparlm~nt. The oyportunlty for direct access to the customers is much more in the service 
!lus~ness than In the busmess of goods. To that extent, the reliance of external research 
'lgencles can bc redu~ed. 

Tout 
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Disneyland in France is losing money. The reasons have to be found. Do the Europeans 
have different ways of enjoying leisure compared to the Americans? What are the 
differences that need to be made in the entertainment schedules and patterns? The answer 
to these questions will come partly through research and partly through insights and 
experience. 

Check Your Progress 4 

1) Mark which of the following statements are right [J] or wrong [XI. 
a). Useful data can be had from the documents and the people within the 

organisation. [ I 
b) Data collected through surveys 1 questionnaires have to be interpreted 

by people who have insights. [ 1 
c) Market research helps to predict the future. [ 1 
d) Market research helps to anticipate the future. [ 1 
e) The numbers emerging out of a qualitative study can be assumed to 

tell everything there is to know. [ 1 
2) To find data on origin of tourists and flow of tourist traffic, which of the following 

places would you choose to conduct the survey? 

a) Bombay and Delhi Airports. 
b) Goa beaches. 
c) Varanasi ghats. 

d) The Taj Mahal at Agra. 

3) What do you understand by positioning? 

4) What do you understand by market research? 

20.11 LET US SUM UP 

Marketing helps to increase organisation effectiveness and customer satisfaction. In 
tourism the market is veq big and complex hence, segmentation and choice of target 
segment is essential. Product and the other elements of the marketing mix have to be 
designed to meet the needs and expectations of target market. Peripherals of the product 
augment the Core. Market research is necessary to know the market and the position of 
the product. Research is both quantitative and qualitative, needing insight for interpretation 
of measured data. 



20.12 KEYWORDS 

Appurtenance : Belonging, accessory 

Characteristics of Service : The five factors viz. Intangibility, Inseparability, 
Heterogenity, Perishability and Ownership that 
distinguish Service from products. 

Core : The main product. 

Marketing Mix : Elements that could be varied for bettcr market 
effectiveness. 

Market Research : The process of gathering information about the market. 

P's of Marketing : Product, Price, Place, Promotion, People, Process and 
Physical factors that constitute the marketing mix. 

Peripheral : Additional features that augment the product. 

Positioning : Creating an image about the product in the custorncr's 
mind. 

Segmentation : Ways of dividing the market. 

Target : Chosen segment. 

20.13 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

All he  following are customers of the hotel. 

Those who comc to stay in the rooms. 

Users of thc hall to conduct official business seminars, workshops, training 
programmes, conferences. 

Users of the hall for personal celebrations like marriages, receptions, birthday parties 
etc. 

Users of the space in the shopping arcades to conduct their own business. 

Users of the restaurants. 

Users of the rooms as offices on a long term or short term (to conduct seiection 
interviews for example) basis. . . 
Users of the business centres for secretarial or commercial assistance. 

Users of other facilities like health club, swimming pool. ,, 

The difference would be in respect of accommodation needed, food, budget, shopping, 
sightseeing, leisure time, utilisations, facilities of currency exchange, alephone etc. ' 

4) See Sec.20.3. 

Check Your Progress 2 

1) Base your answer on Sec. 20.5 mentioning the five major characteristics. 

I 2) The answer is no. Rcad Sub-sec. 20.5.4. - 
3) The ownership remains wih f#e producer. See Sub-see. 20.5.5. 
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1) (a) Peripheral 

(c) Provider's 

(b) Experienced 

(dl May 

2) (b), (c) are essential. 

(a), (i) and (i) are unlikely to be of any use to visitors. 

(e) would be necessary in most cases. 

(d), (f), (g), (h) and (k) may be used by some bccause of availabilily but will no1 bc 
missed. 

3) Base your answer on Sec. 20.6. 

Check Your Progress 4 

1) (a) 4 (b) 4 (c) x (d) 4 (e) x [Thcy may tell a lot but not cverylhing] 

2) The contact has to be made at points of entry into the country viz. the airports, before 
they disperse according to preferences. 

3) See Sub-sec. 20.9 again. 




