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16.0 OBJECTIVES

After studyingthis Unit, you should be able to:

e define marketing management,

e understand the concept of market segmentation,

e appreciate the importance of marketing mix, and

e designyour marketing organisation and marketing research

16.1 INTRODUCTION

Marketing is one of theimportant management functions. We have already introduced you
to the concept of marketing and its application in tourism in Block-6, TS-1. Marketing
teaches you the techniques and strategies to promote your product services. Whereas
marketing management is concerned with the skills to analyse, plan, coordinate and
implement the various marketing strategies towards the accomplishment d customer's
regquirements and the company's objectives. In a highly competitive market like tourism asa
manager or asan entrepreneur you would definitely be interested to improve your market
share and expand your business. This you can do better through an understanding of
marketing management. Thisis precisely what would be discussed in this Unit.

16.2 DEFINING MARKETING MANAGEMENT

The success of any segment of travel and tourism industry depends on the marketing of the
product or service. Tourists have different requirements and choices. A travel agency or a
hotel offersa product or a service concept to the potential customer who has a need for it.
Marketing management teaches you how to match the organisation's offer and the
customer'sneed so that both can achievetheir desired objectives. Marketing should not be
identified as merely selling of products. Marketing is primarily concerned with
understanding the needs and desires of the customersand their choice of products. From
the company's point of view marketing focuses on which products to produce and why, at
what price, when, etc. Marketing management isthe setting of marketing goals considering
company rcsources and market opportunities and the planning and execution of activities
required to meet thegoals. Keeping in view thisaspect the producer of the tourism product
or service hasto plan, organise, monitor and control marketing operations. T o besuccessful
itisessential for amarketing professional to identify, respond and adapt to market changes
ahead of competitors. Now let us see, how one can understand the customer's need and the
market.
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163 IDENTIFYING MARKETS

In marketingmanagement our mgjor concern isto managethat processwhich:

e [dentifiesthe needsand interestsof the customers,
e helpsindesigningaproduct or service that matchesthe customer needs,
e promotes, sellsand deliversthat product or service.

Infact, customer's need is the focal point for formulating any marketing strategy. The
demandsand preferencesd the customersared varyingnature asis particularlythé casein
tourism. To meet thevaryinginterestsd the touristsyour job isto categoriseyour clienteles
on the bass of certain common bases. The process through which we distinguish our
prospectiveclientel einto homogenousand distinctivegroups iscalled market segmentation.

Different criteriaare usedfor segmenting consumer marketslikegeographic, demographic,

economic, social and psychologica. Geographicdimensions used for market segmentation

are region, topography, climate, urban, rural, etc. Demographic variables like ethnic'
background, age, socid class, religion, etc. can become useful segmentationbase. Incomeis
themainsourced buying capacity and it can be considered asasolefactorwhen segmenting,
markets. Persondlity, life style, preferences, valueswhich are considered as psychologica
bases may be used for segmentation. In the backdrop of this genera principle o
segmentation you have to decide your market segment. Before reflecting a base you must
have substantive knowledgeabout customers. Sofar astravel and tourismisconcerned there
arenumber df segmentsfurther dividedinto sub-segments. For exampleyou have- domestic
and foreign tourists, high budget and low budget tourists or adventure tourists or ethnic
tourists, etc. However, in segmentation four critepia must be applied inwrder to make it
usableand effective. They are:

descreteor clearly identifiable,
measurable,
viable, and

appropriate.

e & o o

Thereforesegmentationd market is a scientific processbased on collection of information
about the customers requirements. Segmentation helps in offering services and products
according to the specific needs o the customers. As managers you have to decide the
segment, you want to cater to and accordingly plan your organisation'sactivities.

16.4 MARKETING MIX AND STRATEGY

When you haveto offer aproduct or service for saleyou haveto takecare o certain factors
likespecidity d your product, expected price, modedf promatingyour product, channelsd

distribution, etc. Actudly marketing managersare concerned with four basic decision areas
or dementswhich are known collectively as the marketing mix. Thesefour basic e ements
known as4Ps arel

Product

Price

Promotion, and
Place (distribution).

Wecansay that thesearefour leversor control swhich havetobe used skillfully by amarketing
manager to achieve thedesiredgoa. A company'ssuccess depends on good formul ationof
itsmarketingmix. Eachd thefour Psincludesmany important sub- elements. For example,
any activity related to aproduct or service includes,

e (uality
e features



e brand name

e packaging

® Sarvices etc.

Similarly, promotion includes advertising, sales promotion, brochure preparation, public

relationsactivity, etc. Planning ismost important to devel op appropriate marketing mix. In
planningd the market you haveto take care o thefollowingfacts:

e analyssd theexisting market situation,
e identificationd problemsand opportunitiesin the situation,
e definingthe objectivesd the marketing plan,
designing the marketingstrategy,
e deveopingthe marketing programme, and
e budgeting, forecastingsales and estimating cost and profit contribution.

Thisis not an one time activity. Market changes very often and naturally the requirements
asochange. Soyou haveto keep pace with the ever-changing market situationand for this
constant monitoring and re-evaluationof objectivesand strategy needed.

It is the marketing strategy which primarily determines your rate of success. Marketing
strategy refers effective utilization of company's resourcesto achieve market success. To
develop market strategy you have to decide your target market, formulate accordingly the
marketing mix and take note of the competitive market environment. Let us think o a
situation. You are workingfor a tour operator or owningthe samebusiness. Inthe market
there are other competitorsalso. Now you want to increaseyour market share. Howwould
you move? There can be number of optionsto do that:

e- by adding new destinations

by offering lowest prices

e by offering attractive packages

e by increasing promotional campaign

Asamarketingmanager studyingthe existing market situationand the resourcesand capacity
d your company you have to decide the most appropriate strategy for your company.

Check Your Progress-1

1) What doyou understand by marketing management?

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

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

2) What are the different bases for market segmentation? How does it help tourism
industry?

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

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

Marketing M anagement
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3 Youare planningto openatravel agency. How will you decide your marketing strategy?

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

165 MARKETING ORGANISATION

In this Sectionwewill introduceyou to the variouswaysin which the marketing functioncan
be organised. Organisationrefers to a sysem or framework in which variousactivitiesare
performed. Marketinginvolvesdivision o tasksand effectivecoordinationwithothers. Thus
to be successful in marketing the marketing functions need to be organised. Thisinvolves
threemain tasks

e planning and control,
e executive, and
e coordination.

Groupingsthefunctionsd the organisationinto departments/divisions based on the nature
o jobs/tasks, to be done and then proper coordination and control of the departmentsare
the essentia functionsd an organisation. Size of the company, size of the market, nature o
the customer, rangeand variety of product lines, etc. areimportant factorsto be considered
todecideabout thetyped organisation. Thereare however twomainwaysinwhichfunctions
or taskscan be divided:

e geographicallyor
o by specidization.
For example, suppose the company in which you are working has expanded its businessto
different regions. In thissituation in place of one person looking after all regionsif you

appoint one person in charge of each region then definitely the market would be better
controlled. Thisiscalled geographical division.

There can be another situation, when it may be difficult for only one person looking after
sales, product promotion, distribution, market research, etc. Inthat caseyou can dividethe
jobresponsibilitiesas per specidisation. So what typedf organisation you need is bascaly
dependent on market environment, objective and resources d your company and financia
viahility. In casedf tourismthe most common functionsin marketingare:

advertising and promotion,
sdes,
customer service,

marketing research and planning. and
new product devel opment.

Inasmdl company al these functions may not be separately identified and differentiated.
But these are the most common functionsin marketingand the success of business depends
on effective planning and coordinationd thesefunctions.



16.6 MARKETING RESEARCH

You may have already understood that for effective marketing it is most important to have
proper feedback about the market. Y our marketing plan’ and successive action dependson
getting theinformationabout market environment and customer requirements. Here comes
theroled marketing research. It issuggested that mar ket resear ch involves'the gathering,
processing, analysis, storage and dissemination of information to facilitate, and improve
decision making. Research may not provide solutionsto management problems. But it
definitely reduces the amount of uncertainty and risk associated with marketing decisions.
Market research a so hel psin identifyinguntapped customer's market. Twoimportant areas
which need to belooked for informationare;

e market assessment, and
e product evauation.

M ar ket assessment isconcerned with informati onabout:

how many customers,

where they are located,

what istheir age, sex and sdlary,

how to reach them,

trendsand changesin the aboveinformation.

Product evaluation is concerned with:

trendsin sales and market share,
competitive productsand shares,
pricesand pricestructures,

featuresand specidity of the products, etc.

Thenext questionis how to get information. Actually market research involvesfive broad
sages:

Defining the problem and deciding the objective
planningd research,

field work,

anaysisof data,

submission and evaluation o report:

We are not elaborating each step. Thereisaseparate Unit on Market Researchin Block-2,
TS-6. However, through an examplewecan havesomeideaabout how to do market research.
Supposeyou wart toopenahotel in atouristsite. Inthiscaseyour objectivei sclearlydefined,
i.e. to set up a hotel. Second step isto define your research objectivewhich is clear here,
openingd hotel. Soyou haveto plan what type ofinformationyou need and how to design
your research. Thismay includethetyped customers, their financid status, tastes, etc. Next
isthecollection of data. The exigting availableinformationin theform of reports prepared
by various government and non- government organisationsis called secondary data. And
information which is collected directly from customers, local people or other information
sourcesis known as primary data. For collection of data onecan take the help o research
agenciesor can employ investigators.

Datacollectedfromvarioussourcesneed to beanaysed carefullyand themgjor findingshave
to besummarised. Final stagein marketing researchisthe presentationand implementation
o thefindingsand other recommendations. The most important point to take care of iscost
effectivenessd the research project. Necessty for marketing research and the techniques
avalable are generaly the samein travel and tourism as in any other form of consumer
marketing.

MarketingM anagement
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Management Functions Check Your Progress-2

1) Whatistheroled organisationin marketing management?

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

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

16,7 LET USSUM UP

Marketing is an essentia activity in tourismindustry likein any other business. Marketingis
primarily concerned with the idea o satisfying the need d customer. The success of a
company, big or small, depends on the customer's acceptanced itsproduct. The concept o
marketing management is essentia toimproveefficiency and get better resultsin marketing.
M arketing management basically helpsin coordinating the various effortsdf an organisation
to ensure the fulfillment of customer requirements. The pointsto remember in this regard
are:

What are wetryingto achieve?
What needs to be doneto achieveit?
How isthisneed to be undertaken?

The activity itself.
Evaluatingwhat has been done?

v e e o e

16.8 ANSWERSTO CHECK YOUR PROGRESSEXERCISES

Check Your Progress-1

1) We have explainedthe definitiondf marketing managementin Sec. 16.2.

2) Geographic, demographic, ecnomic, sociale tc. segmentation of market, helps in
offeringtservicesand productsaccording to specific requirements.See Sec. 16.3.

Check Your Progress-2

1) SeeSec.16.5.

2) Market research providesinformationsabout the demands of products, trends of the
market, etc. Informationsgathered through market research helpin effective planning
and executived thejob. SeeSec. 16.6.



