Accommodation:

budgets, 200

categories, 197-8

competition, 200-1

consortia, 201

distribution channels, 200

ethical issues, 289

growth strategy, 201
franchising, 201
leasing, 202
management contracts, 201

hotels, 47-8

market, 200

marketed by other

organisations, 201

ownership, 198

place, 198-9

price, 199

service element, 199

Arts/entertainment:

benefits, 239
budget, 240
business-related, 239-40
catchment areas, 239
competition, 240
internal, 240
unfair, 240
consortia, 240
ethical issues, 291
market segments, 239
ownership/objectives, 236-7
place, 238
price, 238
product, 237-8
promotion, 238-9
scope/nature:
facilities/activities, 236

organised /spontaneous, 236

spectator/participant, 235
tensions, 241
transnational, 240
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Audit:
stages:
carrying out, 152
competition, 154-5
Corporate Mission, 152
external environment, 1534
internal business environment, 155
market, 154
review of current customers, 157-8
review of organisation’s product
ranges, 158-9
SWOT analysis, 157

Begawan Giri Estate (Bali), 349
Black culture, 359-60
Boston Consulting Group (BCG)
Matrix, 161-2
Boutique hotel, 369-70
Budgets, 175
Business environment, 52-3
macro/micro link, 75
macroenvironment, 53
economic factors, 56-7
key issues by sector, 65-6
leisure industry, 64
political factors, 54-6
social factors, 57-60
technological factors, 60—4
microenvironment, 67
competitors, 73—4
existing customers, 73
marketing intermediaries, 71-3
national differences, 74-5
nature/structure of organisation,
67-9
suppliers, 69-71
Business mix, 169
Business organisations, 68-9
adoption of market-led approach, 13
corporate objectives, 167
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market-oriented, 13
nature/structure:
corporate culture, 68
decision-making, 68
management style, 68
monolithic/smaller units, 68
product range, 67
public, private, voluntary, 67-8
product-oriented, 12-13, 15
sales-oriented, 13

Catering see Restaurants/catering
Centre Pompidou (Paris), 345
Chiva-Som International Health Resort
(Thailand), 349
Clubbing holiday, 370-1
Communication technology, 61-3
Competition, 269-70
diversity, 270-1
external, 270
internal, 270
Competitive advantage, 165, 270
cost leadership, 166
differentiation, 166
distribution, 272
diversification, 274
ethical values, 274
factors influencing, 275-6
focus, 166
franchising, 2734
innovative product development,
271-2
market focus, 273
marketing conosortia, 274
mergers/acquisitions, 273
price, 272
promotion, 272
rationalisation/ cost reduction, 271
re-branding, 273
re-launches, 273
strategic alliances, 273
Competitive position, 171
Competitors, 73-4, 154-5
new product ideas, 96

Compulsory Competitive Tendering, 12
Computer reservations systems (CRS), 48, 53,

122-3,272
Consortia, 120, 201, 215, 223, 240,
249, 253
Consumer benefit concept,
85-6
Consumers:
benefits sought by, 263
determinants, 37-8
global, 42-3
Howard-Sheth model, 34
market segmentation, 3942

motivators:

image, 37

lifestyle, 37

past life, 37

perception, 37

personality, 37
and purchase decision-making, 34-6
and tourism, 35

Control process see Evaluation/control

process
Corporate position, 170-1
Customer/s, 171
convergence, 42
existing, 73
manipulation/persuasion, 7
new product ideas, 95-6
review of current, 156-7

Destination marketing;:
control over product, 205
different geographical levels, 2034
subregional agencies, 204, 398
transnational agencies, 204
ethical issues, 288-9
marketing research, 208
qualitative, 208
quantitative, 208
objectives, 204-5
packaging, 207
price, 205
promotion, 206
advertising, 206
brochures, 206
direct selling, 206
Internet, 206
press/public relations, 206
tourist information centres,
206-7
trade fairs/exhibitions, 206
public-private sector partnerships,
207-8
Direct marketing, 123
Disneyland (Paris), 340
place, 341
price, 341
product, 340
promotion, 341-2
Distribution channels, 117-23, 325, 326
development, 124
availability of standardised
distribution, 125
market characteristics, 124
size of supplier, 124
location/‘passing trade’, 123—4
prebooking, 123
and promotion, 125-6
see also Marketing intermediaries
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Economics:
changes, 215
European level, 56-7
global scale, 57, 317
international, 111
national level, 56
Entertainment see Arts/entertainment
Ethics/social responsibility, 19, 286
accommodation:
poor employment practices, 289
purchasing policies, 289
timeshare, 289
arts/entertainment:
attracting new customers, 291
detrimental effects, 291
subsidies, 291
aspects, 287
leisure shopping:
mixed use developments, 292
spending non-existent money, 292

national differences/similarities, 293—4

recreation/sport:
football as business, 291-2
social engineering/paternalism, 292
resort complexes, 290
responses to, 293
restaurant/catering:
health issues, 292-3
local traditions, 293
purchasing policies, 292
retail travel:
incentives to staff, 291
restrictive conditions, 291
tour operators:
adequate advice, 289-90
honesty, 289
overcrowding, 290
tourist destinations:
financial gain, 288
public money, 288

short-term /long-term developments, 289

transport:
fair competition, 290
private car, 290
safety on ferries, 290
visitor attractions:

controversial/ politically sensitive issues, 287-8
safety of theme park/amusement park

rides, 288
Z700s, 288
Evaluation/control process, 181-2
methods, 182
sales analysis, 183
problems:
determining costs, 184
environmental changes, 183
time lags, 184
setting performance standards, 184-5

Fast moving consumer goods (FMCQG), 11, 18

Film industry, 373
development of destinations, 374-5
New Zealand, 375
Scotland, 375
Thailand, 375-6
United Kingdom, 3767

Hollywood, Beverly Hills, Sunset Boulevard,

373-4
Franchises, 119-20, 201, 223

Global consumer, 42-3, 318

Global distribution systems (GDS), 122-3, 220, 272

Globalisation, 316-17
business environment, 317
consumer behaviour, 317
industry structure, 317
lessons to learn, 319
macro/microenvironment:
competition, 317
economic development, 317
management theorists, 317
media, 317
political change, 317
technological development, 317
trade treaties, 317
opportunity/threat, 318-19
process, 318
Guggenheim Museums, 343-5

Harry Potter novels (J.K. Rowling), 376-7
Health/beauty market (UK), 347-8
Hilton Head Island (USA):

background, 361

destination shopping, 363

golf, 362

leisure shopping, 363

present situation, 361-2

Ideas generation see Product, sources of
new ideas
International marketing, 11
price, 110-14
product, 98
promotion, 141-3
regulations, 324
Islamic market:
brochures/advice on safety brochures,
Gulf Traveller, 389-90

brochures/advice on safety, Islamic Tourism,

3889

Kumarakom Lake Resort (Kerala, India),
349-50
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Las Vegas: global scale, 53
current development, 367 economic factors, 57
historical background, 365 political factors, 55-6
marketing, 367 social factors, 58, 59-60

present situation, 365-7
Le Meridien Beach Resort and Spa

technological factors, 61-4
key issues by sectors, 65-6

(Dubai), 351 and leisure, 64
Le Montreux Palace (Lake Geneva), 350 national level, 53
Leisure industry: economic factors, 56
background, 21-2 political factors, 54-5
benefits, 325 social factors, 57-9

blurring of distinctions in, 26-7
and consumer behaviour, 35, 37-8

technological factors, 614
Manchester United, 353-5

destination market, 46 Market:
and global consumer, 42-3 development, 168
hospitality, 26 fragmentation, 171
industrial sectors, 46 penetration, 167-8
management of, 27-8 Market positioning:
market structure, 47 definition, 89
marketing differences, 323 product differentiation, 89
objectives, 323 strategy, 89-91
size of organisations, 324 Market segmentation, 39, 262
nature of, 22-3 behaviouristic, 41-2
public, private, voluntary sectors, 24 demographic, 39
recreation, 24-5 age, 39
sectors: family life cycle, 40
accomodation, 47-8 religion, 39
catering, 47 sex, 39
intermediaries, 50 geographical, 39
recreational facilities, 49-50 multivariate, 42
transportation, 48 psychographic, 40-1
visitor attractions, 48-9 socio-economic, 39
time, 234 Marketing:
tourism, 26 application to different types of organisations,
trends: 11-12
business tourism, 324 branding;:
experienced tourists, 324 advantages, 86-7
globalisation, 324 customised approach, 87
international regulations, 324 definition, 86
new activities, 324 in Europe, 87-8
niche markets, 324 new approaches, 88
types of, 25 standardised approach, 87
Leisure/consumer society links: and business/management disciplines, 9

concentration of ownership, 313 concept, 6-7
individual countries, 314 consequences of adopting, 13
new product development, 314 contemporary issues, 18-19

political change, 312 definitions, 7-9

product marketing, 314 historical development, 10-11
social change, 312 and methodological disciplines, 10
technological change, 313 new product ideas, 94

objectives, 167
diversification, 168-9

Macroenvironment, 53 other business functions, 14-15
European level, 53 packaging, 88
economic factors, 56-7 service/product difference, 15, 18

political factors, 55
social factors, 58, 59-60
technological factors, 61-4

and social/behavioural disciplines, 9
strategic/tactical difference, 14
strategies, 170
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Marketing intermediaries, 71-3, 96, 117-23
new product ideas, 96
see also Tour operators
Marketing mix, 103, 244-7, 280-1, 325
Marketing plan, 164-5
audit, 152-8
current situation, 152
goals/objectives, 165-72, 262
organisational characteristics, 162-3
overview, 151-2
product portfolio, 160-2
strategic business unit (SBU), 159-60
tactical one-year, 176
Marketing research, 296-7
challenges:
behaviour of individuals, 304
cost of finding out, 303
identification of trends, 303
inadequate budgets, 304
why consumers do what they do, 303
collection/interpretation of data,
298-9
activities of tourists, 301-2
competitors, 302
number of tourists, 299-300
profile of tourists, 301
purpose of visit, 300
repeat visits, 302-3
tourist expenditure, 301
tourist opinions, 302
when tourists come, 300
where tourist come from, 301
main potential applications, 298
market research distinction, 297
qualitative, 297
quantitative, 297
sources of data, 298
successful, 304-5
Mission statement, 152, 1667
Modern art museums, 343-5
Monitoring see Evaluation/control process
Museum of Modern Art (MOMA)
(New York), 345
Music festivals, 371-2

New product development:
in leisure industries, 97-8
phases:

business analysis, 97
commercialisation, 97
idea generation, 96
prototype, 97
screening, 97
test marketing, 97
see also Product
Niche markets, 324, 369-72
Nonprofit organisations, 18-19

Online retail travel, 379
demand-led factors, 380
future, 381
growth, 380-1
main companies, 381
main supplier alliances, 382
supply-led factors, 379-80

Paraiso de la Bonita Resort and Thalasso
(Mexico), 351
Place see Distribution channels
Planning see Marketing plan
Point of Information (POI), 123
Point of Sale (POS), 123, 135-6
Politics:
change, 215, 312, 317
ethics/social responsibility, 287-8
European level, 55
global scale, 55-6
government legislation, 54
government polices, 54
national level, 54-5
stability, 54-5
Portfolio analysis, 172
Price, 101-2, 262, 325
approaches:
competition-oriented, 106
cost-oriented, 105-6
demand-oriented, 106
general theory, 102
buyer perceptions, 103—4
channel member expectations, 103
competition, 104
costs, 103
legal/regulatory issues, 104-5
marketing mix variables, 103
objectives, 102
international dimension, 110-13
air fares, 111
currency exchange rates, 111, 114
economic development, 111
state controls, 111
taxation, 111
skimming/penetration, discriminatory
price, 106-7
special nature of organisations, 108
service characteristics, 108-9
state ownership/regulation, 109-10
strategic/tactical, 107-8
Private-sector, 24, 67-8, 192-3, 207-8,
218,244
Product, 262, 325
branding, 18, 86-7, 166
in Europe, 87-8
new approaches, 88
consumer benefit, 85-6
definitions, 82
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development, 94, 168
packaging, 88
portfolio, 160-2
positioning, 89-92, 170-1
range, 67
recent trends:
global consumer, 99
international trade, 98
market research, 100
market segments, 99
ownership, 99
patenting/branding, 100
review of current range, 158-9
service/product difference, 82-3
sources of new ideas, 94
advertising agencies, 96
competitors, 96
customers, 95-6
head office, 94-5
inside organisation, 94-5
management consultants, 96
marketing department, 94
marketing intermediaries, 96
outside organisation, 95-6
private research organisations, 96
staff members, 95
suppliers, 96
technology, 634
three-level concept, 834
actual, 83
augmented, 83
core, 83
see also New product development
Product life-cycle (PLC):
problems concerning, 93—4
in use, 94
Product-oriented business, 12-13, 15
Professional groups, 11
Promotion, 127-8, 325, 326
campaign, 138-9
budget setting, 140
evaluation, 141
media selection, 140-1
message decision, 140
objective setting, 13940
and distribution, 125-6
international:
advertising, 141-2
cable/satellite television, 142
expectations, 142
legislation, 142-3
print media, 142
sponsorship, 143
standardisation, 141, 142
methods of communication, 129
advertising, 130-1
brochures, 131
direct mail, 135

personal selling, 1334
point of sale materials, 135-6
press/public relations, 131-3
sales, 133
sponsorship, 136-7

nature of communication:
inseparability of services, 138
intangibility of services, 138
perishability of services, 138
word-of-mouth, 138

push/pull strategies, 137

role, 128-9

Public-sector, 12, 24, 28, 67-8, 192,

207-8, 244

Quality, 277-8
constraints, 283-4
different audiences, 282
global understanding of, 284
management systems, 279
quality assurance, 279
quality control, 279
total quality control, 279
total quality management, 279
marketing mix, 280
place, 281
price, 280-1
product, 280
promotion, 281
official standards, 282-3
operations management, 281-2
‘service gap’, 278-9
and service industries, 278

Recreation/sport, 242
benefits, 247
competition, 247
consortia, 249
differences, 2434
diversity, 244
ethical issues, 291-2
links with tourism/hospitality, 248
market, 245, 246
marketing by other organisations, 247
national differences, 248
place, 245-6, 247
price, 245, 246
product, 244-5, 246
promotion, 245, 246
public, private, voluntary
sectors, 244
transnational marketing, 248
types, 243
Recreational facilities, 49-50
Relationship marketing, 19
Reservation networks, 121
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Resort complexes, 225-6

benefits, 228

boundaries with other sectors, 229

competition, 228

ethical issues, 290

market segmentation, 227

marketed by other organisations, 228

marketing objectives, 226

ownership, 228-9

price, 227

product, 226

promotion, 227

timeshare, 227

Restaurants/ catering, 255

accommodation operators, 257

benefits, 259-60

competition, 260

ethical issues, 292-3

fast food, 47

growth strategy, 260

links with leisure, 257

management information
systems, 260

market segments, 258-9

ownership/marketing objectives,
256-7

place, 258

price, 258

product, 257-8

promotion, 258

technological innovation, 260-1

types, 256

Retail travel see Travel agencies

Reviews see Evaluation/control process

Sales analysis, 183
Sales forecasting, 175
correlation methods, 176
executive judgement, 175
market tests, 176
surveys, 175
time series analysis, 175
Service industry, 11, 15, 278
characteristics:
heterogeneity, 17
inseparability, 16
intangibility, 16
lack of ownership, 17
perishability, 17
marketing, 17
product/service difference,
82-3
Shopping, 250
benefits, 252
competition, 252-3
consortia, 253
ethical issues, 292

facilities:
craft centres, 251
industrial, 251
major, 250-1
outlets linked to home-based leisure
activities, 251
part of visitor attractions, 251
within established destinations, 251
links with other leisure
sectors, 253
market, 252
marketing objectives, 251
place, 252
price, 252
product, 251-2
promoted by other organisations, 253
utilitarian, 251
Situation analysis, 149-50
see also Marketing plan
Social factors:
demographics, 57-8
social concerns, 58
crime, 58, 59
environment, 59, 60
ethnic minorities, 58
health issues, 58-9, 60
subcultures, 60
Social responsibility see Ethics/social
responsibility
Sofitel hotels/resorts, 356—8
Souljourn USA, 359-60
Spa hotels, 348-52
Sport see Recreation/sport
Strategic business unit (SBU), 68, 159-60,
179-80
Strategy, 174-5
alternative plans/mixes, 176-8
options:
competitive advantage,
165-6
market challengers, 165
market followers, 165
market leader, 165
market nichers, 165
sales forecasting, 175-6
setting the budget, 175
Suppliers, 69-71
new product ideas, 96
SWOT analysis, 156

Tate Galleries (UK), 345

Technology, 60-1
communication, 61-3
operational, 61
product, 634
transport, 63

Terrorism, 54-5
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Total quality management (TQM),
19,279
Tour operators, 50, 122, 210
brochures/advice on safety, 383—4
Bales Inspirational Journeys, 385—6
Jewel in the Crown Holidays, 385
Latin America Travel, 3867
Libra Holidays, 385
Premier Asia, 385
Thomas Cook Signature, 386
Thomson Faraway Shores, 384-5
Tradewinds Dubai, 384
Travel and Latin America, 386
Travel 2 Southern Africa, 384
Virgin Worldwide, 385
competition, 213-14
consortia, 215
distribution, 212
ethical issues, 289-90
growth strategies:
buying existing brands, 215
selling to overseas customers,
215
vertical /horizontal integration,
214
independent, 215
market:
consumer behaviour, 213
consumer consistency, 213
consumer expectations, 213
domestic/foreign, 212
quality guarantees, 213
segmentation, 213
political/economic changes, 215
price, 211-12
product offered, 211
promotion:
advertising, 212
brochures, 212
criticisms, 212
direct selling, 212
press/public relations, 212
size, 211
Transport, 63, 217
add-on services, 218
airlines, 48
as part of package, 218
change factors, 218
competition, 222-3
direct sales, 220
distribution networks, 220
ethical issues, 290
growth strategies:
acquisition, 223
additional facilities, 223
ancillary activities, 223
franchising, 223
joint ventures, 223

marketing consortia, 223
strategic alliances, 223
market segmentation, 221
marketing objectives, 218
price policies, 219
complex structures, 220
concessions, 219
last-minute discounting, 219
private, public, voluntary, 218
promotion:
sales schemes, 221
television advertising, 221
timetable, 221
state interventions, 219
technological innovations, 218, 220
transnational nature, 218
Travel agencies, 121-2, 230
competition:
external, 233
internal, 233
online, 233
ethical issues, 291
leisure/business split, 231
markets, 232-3
ownership/size, 230-1
place, 231-2
price, 231
product, 231
promotion, 232

Victoria and Albert Museum, 333
admission/opening hours, 337
branch museums, 333
build awareness, understanding,

influence, 3367
current marketing issues, 336
facilities, 333
picture library, 333
research services, 333
restaurant, 333
shops, 333
study rooms, 333
finance, 334, 336
improve visitor experience through
information, 338
increase revenue, 338
increase visitor numbers, 337
market position, 334
other activities:
Friends of the V&A, 338
special events, 338

Virtual reality, 63—4
Visitor attractions, 48-9, 191-2

characteristics, 193—4
competition, 195
distribution, 194
ethical issues, 287-8
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Visitor attractions (Continued)
marketed by other organisations, 195
ownership/marketing objectives:

private-sector, 192-3
public-sector, 192
voluntary-sector, 193
price, 194
promotion, 194-5

types:
man-made, 191

natural features, 191

special events/festivals, 191
Voluntary-sector, 24, 67-8, 193,

218,244

Western Cape Hotel and Spa
(South Africa), 350
World Tourism Organisation, 56



