
                     Markets  and Buying
Behaviours

E- Content

Module Name : Markets and Buying Behaviours

(Module: II, MTTM C- 202: Tourism Marketing)

      

Developed by : Dr. Ramjit 
Department of Tourism Studies
Central University of Kashmir 

Designation: Assistant Professor
Email: ramjitmonu@yahoo.co.in

(Year:  2016)

1 | P a g e    

mailto:ramjitmonu@yahoo.co.in


                     Markets  and Buying
Behaviours

E-Content Index
  

S/N List of Topics Page No.
1 Learning Objectives 3
2 Introduction 3
3 Tourism Markets 3
4 Types/Classification of Tourism Market 3
5 Characteristics/Factors  of Consumer Behaviour 4
6 Buyer Decision Process 6
7   Consumer Buying Behaviour 7
8 Market Segmentation 8
9 Reasons for Market Segmentation 9
10 Bases for Segmenting the Tourist Market 10
11 Effective/Importance of Market Segmentation 13
12 Market Targeting 15
13 Positioning 18
14 Summary 19
15 Glossary 20
16 Term End Questions 20
17 References 20

CENTRAL  UNIVERSITY  OF
KASHMIR

Markets and Buying Behaviours
Module:  II,  MTTM  C-  202:  Tourism
Marketing 

_____________________________________________________________________________________________________

1. Learning Objectives

The objectives of the present unit is to
 Make familiar with the concepts of tourism markets and its classification
 Have an idea about the tourists buying behaviour and decision process.
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 Familiar with the segmentation targeting and positioning of tourism products.
_____________________________________________________________________________________________________

2. Introduction

The present chapter highlights the meaning and importance of the tourism market and

the various bases of the segmenting and effective as well. It is where flow the supply and

demand  of  tourism  products  and  services. A  tourist  market  consists  of  buyers  and

sellers. Vendors offer different kinds of products and services that can be adjusted to

different needs and reasons for purchase of buyers, so it is necessary to recognize and

classify the latter clearly differentiated segments or groups.

3. Tourism Markets

Tourism  Market  is  a  collection  of  marketers  &  tourists  who  come  together  as  an

exchange of benefits takes place. This involves the supply side of the marketer and the

demand side  of  tourists.  Tourists  are geographically  dispersed and travel  from their

residences to destinations for tourism experience.  They do not have a long standing

uniform identity as a group

The  tourist  market  is  comprised  of  all  the  companies  that  offer  their  products  and

services agents of travel, hotels, restoration companies, inhabitants of the destination,

the plaintiffs and the entire infrastructure that can be used by tourists

4. Types/Classification of Tourism Market

i) On the basis of Origin and Destination

1. Outbound Market

2. Inbound Market

3. Domestic Market

ii) On the basis of purpose of visit

1. Leisure, Holiday and Recreation markets

2. Business Markets

3. Adventure markets

4. Wild life Markets

5. Voluntary markets

6. Student markets
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7. Eco-tourism markets

8. Nature tourism markets

9. Rural tourism markets

10. Urban tourism markets

11. Health tourism markets

III. On the basis of Types of Tourists

1. Explorers

2. Mass Tourism Markets

3. Niche Markets

IV. On the basis of Regions

1. Europe.  It  has  four  sub-regions  of  north,  west,  central/East  and

south/Mediterranean.

2. Asia and the Pacific. It also has four sub-regions of North East Asia, South East

Asia, Oceania and South Asia.

3. Americas. The four sub-regions North America, Caribbean, Central America and

South America form this market.

4. Africa. Has North Africa and sub Saharan Africa as its parts.

5. Middle East.

5. Characteristics/Factors  of Consumer Behaviour

The company that really understands how consumers will respond to different product

features, prices, and advertising appeals has a great advantage over its competitors. As a

result,  researchers  from  companies  and  universities  have  heavily  studied  the

relationship between marketing stimuli and consumer response. The marketing stimuli

consist of the four Ps: product, price, place, and promotion. Other stimuli include major

forces  and  events  in  the  buyer's  black  box,  where  they  are  turned  into  a  set  of

observable  buyer  responses:  product  choice,  brand  choice,  dealer  choice,  purchase

timing, and purchase amount.

i) Personal Characteristics Affecting Consumer Behaviour

1) Cultural Factors
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a) Culture : Culture is the most basic determinant of a person's wants and behaviour. It

compromises the basic values, perceptions, wants, and behaviours that a person learns

continuously in a society.

b) Subculture : Each culture contains smaller subcultures, groups of people with shared

value systems based on common experiences and situations.

c) Social Classes :  These are relatively permanent and ordered divisions in a society

whose members share similar values, interests, and behaviours. Social class in newer

nations such as the United States, Canada, Australia, and New Zealand is not indicated

by a single factor such as income, education, wealth, and other variables.

ii) Social Factors

a) Reference groups :  These groups serve as direct  (face-to-face) or direct point of

comparison or reference in the forming of a person's attitude and behaviour.

b) Family :  Family members have a strong influence on buyer behaviour.  The family

remains the most important consumer-buying organization in American society.

c) Role and status :  A role consists of the activities that a person is expected to perform

according to the persons around him or her. Each role carries a status reflecting the

general  esteem given to  it  by  society.  People  often choose products  that  show their

status in society.

3) Personal factors : 

a) Age and life-cycle stage : The types of goods and services people buy change during

their lifetimes. As people grow older and mature, the products they desire change. The

makeup  of  the  family  also  affects  purchasing  behaviour.  For  example,  families  with

young children dine out at fast-food restaurants.

b) Occupation :  A person's occupation affects the goods and services bought.

c) Economic situation : A person's economic situation greatly affects product choice

and the decision to purchase a particular product.

d) Lifestyle :  Lifestyles profile a person's whole pattern of acting and interacting in the

world.  When used  carefully,  the  lifestyle  concept  can  help  the  marketer  understand

changing consumer values and how they affect buying behaviour.

e)  Personality  and self-concept  :  Each person's  personality  influences  his  or  her

buying behaviour. By personality we mean distinguishing psychological characteristics

5 | P a g e    



                     Markets  and Buying
Behaviours

that disclose a person's relatively individualized, consistent, and enduring responses to

the environment. Many marketers use a concept related to personality: a person's self-

concept (also called self-image). Each of us has a complex mental self-picture, and our

behaviour tends to be consistent with that self-image.

iii) Psychological Factors

a) Motivation. : A need becomes a motive when it is aroused to a sufficient level of

intensity. Creating tension state causes a person too act to release the tension.

b) Perception : Perception is  the process by which a person selects,  organizes,  and

interprets information to create a meaningful picture of the world.

c)  Learning  : Learning  describes  changes  in  a  person's  behaviour  arising  from

experience.

d) Beliefs and attitudes:  A belief is a descriptive thought that a person holds about

something. An attitude describes a person's relatively consistent evaluations, feelings,

and tendencies toward an object or an idea.

6. Buyer Decision Process

1)  Problem  recognition  : The  buying  process  starts  when  the  buyer  recognizes  a

problem or 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) Purchase 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 behaviour :  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 post purchase actions of significant interest to the marketer
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7. Consumer Buying Behaviour

The behavior that tourists display from need recognition to post purchase stage.

It is studied as a sequential three stage simple process of

 Think/Cognitive (buying options weighed logically),

 Feel/ Conative  (mental experience of taking travel) and

 Behave/Affect  (Purchase to relive the mental experience).

There can be variations in this sequence for urgent, emotional and impulsive decisions

Travel buying decision sequence depends upon following factors.

1. Nature of Decision Making

 Extensive Problem Solving (EPS) -The purchase is very important for the buyer and

involves large expenditure. Therefore buyer devotes more time and effort to make

best choice.

 Limited  Problem  Solving  (LPS)-This  buy  is  moderately  important  and  involves

moderate  expenditure.  In  such  cases  buyer  spends  medium  time  and  effort  for

selecting an option.

 Routine  Response  Behavior  (RRB)-These  decisions  are  routine,  recurring,  and

frequent and involve  low expenditure.  Buyer  knows the consequences of  various

options and requires no effort for evaluation. Buyer repeats the past choices.

2. Nature of Tourists

 Economic  -give high priority to economic considerations for making decisions and

base judgment on best value for their money.

 Passive- passive receivers of information and their decisions are based on whatever

information comes their way.

 Cognitive-  have  high  information  processing  ability  and  actively  search  and

systematically evaluate information before making decisions.

 Emotional  -accept information selectively and focus on part  that  appeals  to their

emotions. Selective information is used for decision-making

3. Risks involved in travel   purchase

 Physical  Risk-Tourists  everywhere are faced with risks to their  body and health

from bad weather, law and order problems, diseases, accidents etc.

7 | P a g e    



                     Markets  and Buying
Behaviours

 Psychological Risk-Tourists travel for a variety of psychological reasons. There is

always a risk that the requisite psychological satisfaction may not be derived from

the tour.

 Financial Risk- Tour purchase involves high expenditure and promises of intangible

benefits. This makes tourists wary about getting true value of their money.

 Performance  Risk- Tourists  may  fail  to  get  the  promised  tour  benefits  for

uncontrollable reasons.

Figure 1: Buying Process

Step 1. Need Recognition: It is the gap between mental state and desired mental state

of the tourist.

Step 2: Information Search: It can be searched from the internal external, environment

and memory.

Step 3: Attitude Formation: Attitude formation is developed on the following

 Environmental Stimuli,
 Sensation,
 Perception,
 Learning Attitudes,
 Behavior

Step 4: Evaluation of alternatives: Choosing the best set out of the various set of

choice etc.

Step 5: Purchases
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Purchase Decisions based on the following factors

 Quantum of Purchase

 Source of Purchase

 Payment Mode

 Expenditure Made

the various Influencing factors are as follows :-

 Time

 Antecedent Conditions

 Physical Surroundings

 Social Surroundings

 Mobility of Tourist

Step 6: Post Purchase

In this stage the tourists experience and create the mood ending and judging the tour.

Step 7:  Feed back; getting the feedback from their experiences and memories.

Check Your Progress

Define the Tourism Market

_____________________________________________________________________________________________________

_____________________________________________________________________________________________________

___________________________________________________________________________________________________

List the basis of Market Segmentation

_____________________________________________________________________________________________________

_____________________________________________________________________________________________________

_____________________________________________________________________________________________________

8. Market Segmentation

Market segmentation can be defined as the process through which tourists with similar

needs, wants and characteristics are grouped together or the total market is divided into

smaller parts that share common characteristics.  It  is  also defined as the process to

group existing and potential customers/travelers with similar preferences into groups

referred to as market segments;   and to design market mixes which satisfy the special

needs, desires and behavior of target market.
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9. Reasons for Market Segmentation

 Approach of Firm –differentiated or concentrated approach require segmentation.

 Market Compulsions- well developed market with large variety of offers compels a

marketer to go for differentiation and segmentation.

 Firm’s  Resources- Undifferentiated  or  differentiated  market  coverage  demands

large resources. A small firm limits itself to few selected segments even if there are

many good segments.

 Profitability- The  decision  to  segment  markets  is  dominated  by  the  returns

generated post- segmentation

10. Bases for Segmenting the Tourist Market

A number of bases or criteria are used for segmenting tourism markets. Some common

bases of segmentation are discussed below:-

1) Demographic segmentation

Demographic segmentation or population features are the most simple and meaningful

bases for segmenting markets.  This  information is  economically and easily  available.

Census  reports  of  the  government  provide  this  information.  This  bases  matches

demographic  profile  with  tourist’s  choices.  The main demographic  categories  are  as

follows:-

o Age: - Tourist behavior is closely related to age, a deciding factor behind stamina,

stress and activities. Thus adventure tours may appeal to the 18 – 30 range; where as

visiting historical properties may be popular with 25-45 age groups.

o Gender: - It determines the consumption patterns. Hotels consider this to provide

modified  interiors  for  women  travelers  with  tall  wardrobe  for  long  dresses  and

different provisions in rooms. Women give more weight to security and that decides

the choice of hotels, flight timings and so on.

o Nationality: - Some nationalities have a greater propensity to travel or indulge in

certain activities than others.

o Marital Status: - Life style of a person depends on whether he is married or not. An

unmarried bachelor prefers to enjoy life and his purchase behavior will show more

of food and entertainment and less of furniture but a married person will purchase

house and the furniture.
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o Economic  Status: -  Income  influences  the  expenditure  on  travel  purchase.  For

example,  budget  accommodation  will  be  purchased  by  people  travelling  on  a

restricted  income  and  luxury  accommodation  is  likely  to  be  the  choice  of  rich

tourists.

o Social  class: -  It  has  a  strong  influence  on  preference  in  cars,  clothing,  home

furnishings, leisure activities etc. Many companies design products and services for

specific social classes.

o Family  Size: -  The  size  of  family  affects  the  size  and  amount  of  purchase.  The

consumption pattern of big sized joint family differs from small sized nucleus family.

o Life cycle: - Life cycle analysis allows us to distinguish how people’s travel patterns

change as they enter different ‘life cycles’. For example, the travel behavior of young

people with small children will be more towards places that kids like but the same

couple will have different choice when the kids grow up and leave home.

o Religion:-People  travel  to  religious  purposes  –  Hindus  to  temples  and  other

pilgrimages sites, Muslims to their centers of worship and so on.

2. Geographic Segmentation

People  travel  for  geographic  reasons  this  can  be  climate,  topography  or  political

boundaries. The common bases are as follows:-

Regions: -  Geographic  borders  define  a  particular  region  having  particular

topographical  features.  This  may  promote  particular  type  of  tourism.  India  has

Himalayan region, the northern plains and the southern peninsula as its regions. Each is

distinct for its own tourism attractions.

Countries:-These can be used if they give substantial business. India is being targeted

as separate segment by countries such as Singapore, Australia, and Britain for its huge

outbound market.

Climate: - Tourists travel in winters to warmer places and to colder places in summers.

Winter sports and summer tour packages are examples of tours propelled by climate.

Political boundaries: - Foreign travel is taken across national boundaries.  Such travel

may be taken for its charm than for other considerations.

Topography: - The attractiveness of locals such as beaches, mountains, deserts, etc and

their tourism potential depends upon the topography.

3. Psychographic segmentation
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Segmentation  on  the  basis  of  mental  makeup  of  tourists  primarily  their  attitude,

interests  and opinions is  called Psychographic Segmentation.  Psychographics classify

consumers by their values.

Life  cycle:-Life  style  reflects  the  overall  manner  in  which  live  and  spend  time  and

money. It is a behavioural concept enabling us to grasp and predict buyer behaviour. Life

style  segmentation  can  be  used  to  classify  specific  markets  for  particular  products

groups, for instance, adventure, leisure, and business.

Personality: - Marketers have used personality variables to segment markets

i) Plog’s Classification

On the bases of personality types, Plog (1974) classified tourists:

 Allocentric and near-Allocentric: - These tourists prefer to travel to new and

unfamiliar  places.  These  belong  to  above  average  income  group  and  are

independent travellers.

 Mid centric:-Individuals within such segment tend to view a travel experience as

a means to relax and get pleasure.

 Psycho-centric and near psycho-centric: - Psycho-centric travellers tend to use

travel  as  a  means  to  enhance  their  social  status  and  frequent  famous  tourist

attractions.  These  like  familiarity  and  travel  to  places  similar  to  their  home

places. These are likely to be repeat visitors.

ii) Gray’s classification

Gray has classified tourists into two categories based on motives for pleasure travel. 

These are Sun lust and Wanderlust.

 Sun  lust:  These  tourists  travel  to  familiar  places  having  well  developed

infrastructure.

 Wanderlust: Wanderlust is connected with the human desire to leave the familiar

and discover different cultures and destinations.

iii) Benefit Segmentation or Segmentation by Purpose of Travel

The important segments under this category are as follows:

 Leisure market :  it includes people who visit a place for pleasure.

o Business tourism It includes;
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o Business / corporate travel

o Incentive travel

o Meetings and Conferences

o Exhibitions and trade fans

 Adventure  tourism :  People  travel  for  thrill  and  are  ready to  face  risk.  Bungee

jumping, rallies, mountaineering, river rafting, etc. are its main activities

 Farm tourism : People travel to rural areas and stay at farm house

 Ecotourism:  People  travel  to  natural  areas  and  are  active  participants  in  its

protection.

 Rural tourism: In this type, people travel to villages and stay there for complete

exposure to village life.

 Voluntary  tourism  : Tourists  make  their  contributions  to  the  destination  by

voluntary participation in different activities.

 Religious  tourism  : People  travel  to  religious  centers  for  peace  of  mind,  wish

fulfillment, performing ceremony and so on.

11. Effective/Importance of Market Segmentation

1. Focus of the company: - segmentation is an effective method to increase the focus of

the firm on market segments. If you have better focus, obviously you will have better

returns.  Numerous  automobile  companies  have  started  their  focus  on  small  car

segments. This is nothing else but a company changing its focus for better returns.

2. Allocation of marketing budget: -  It is on the basis of market segmentation that

marketing budget is adjusted for a particular region or locality. In the place where the

sales opportunities are limited, it is no use allocating a huge budget there.

3. Fighting Competition effectively: - The segmentation helps the producers to face

the  competition  of  competitors  effectively  by  making  a  deep  study  of  the  products,

policies  and  strategies  of  competitors  in  all  the  segments.  This  helps  in  adopting

different  policies,  programmes  and  strategies  for  different  markets  based  on  rivals

strategies, policies and programmes.

4. Understanding and meeting the needs of  consumers:-It  helps the marketer to

fully understand the needs, behaviour, habits, tastes, and expectations of the consumers

of  different  segments  so  that  precise  and  clear  decisions  can  be  taken  to  harness

marketing opportunities.
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5. Higher profits: -  It is required to earn higher profits. Often the companies find it

difficult to increase prices for the whole market. But it is possible to develop premium

segments  in  which  customers  accept  a  higher  price  level.  Such  segments  could  be

distinguished from the mass market by features like additional services, exclusive points

of sale, product variations etc. and could be used to generate more revenues to make

whole product line profitable.

5. Market expansion: -  By segmenting the market, a company is able to create new

markets for their products.

6.  Market  targeting: -  Marketing  targeting  plans  for  particular  segments  allow  to

individually approach customer groups that otherwise would look out for specialized

niche  players.  By  segmenting  markets,  organizations  can  create  their  own  niche

products and thus attract additional customer groups.

Check Your Progress 2

List the basis of Segmentation

_____________________________________________________________________________________________________

_____________________________________________________________________________________________________

12. Market Targeting

Definition:

Market targeting is the process of the selection of segments and approaching selection

of segments and approaching selected markets or segments with suitable marketing

mixes. Both the decisions are critical for the success of a firm in the market.

Selection of Target Market:

A firm has to find the most suitable markets for itself. It is imperative to consider the

number  of  important  issues  which  will  identify  the  segment  that  has  the  greatest

potential for the organisation. Some issues to consider and analyse are as follows:

o Market structure analysis.

o Market opportunity analysis.

o Product portfolio analysis.

o Resource capabilities analysis.

o Competitive analysis.
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Market structure analysis:

Markets  can  be  analyzed  for  the  competition,  changing  preferences  of  the  tourists,

technological advancements and government regulations. The level and nature of the

competition  will  bear  on  the  firm’s  decisions  to  choose  a  market.  High  level  of

competition  and  reactive  competitors  will  create  a  barrier  for  the  new  entrants.  A

company will prefer to select a market if the competition is healthy and predictable and

gives space to new firms. Firms also have to adjust marketing efforts with the pace of

change in preference of tourists. Fast pace will result in constant pressure for novelty,

innovation, and advancement. Relatively more stable markets may be favoured for the

longevity of such segments. Technological advancements in the markets have the same

distributing effects of not allowing a marketer to settle down. If the firm is a pioneer, the

risks of non-accept of new technology remains, and if not, the risk of rejection of old is

always  there.  Government  regulations  make  a  market  unattractive  if  a  firm  cannot

choose  the  best  mix  because  of  constraints  in  the  form  o  f  rules  and  regulations.

Additional surcharges, service taxes can scuttle the pricing plans.

Market opportunity analysis:

Market opportunities are the cumulative outcome of many forces. Apparently; it is the

opportunity  in  terms  of  current  and  future  profits  and  market  growth.  It  considers

compatibility of a firm’s resources with markets as one criterion. It includes variables

such as previous presence in the markets,  awareness of  brands,  the firm’s ability  to

satisfy buyers, and so on. The other criterion so attractiveness of the market segments in

terms of size, stability, paying capacity, growth potential, profitability.

Product Portfolio analysis (PPA):

Firms develop product with a basket of  products.  Different products are targeted at

different markets to distribute the risks. Sometimes, portfolio decisions force firms to

search for the new segments. Many hotels businesses in India have started from one

segment and moved on to other segments. The Tata Group initiated with the Taj Group

in the premium segment and the later forayed into budget segment with the Ginger

chain. Private airlines, such as, jet Airways started with the domestic sector but later

began operating on selected international routes.

Resources capabilities analysis:

Developing marketing mix for the selected segments needs investments and abilities. All

the resources,  such as,  financial,  physical  and man power are assessed to  see if  the
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effective targeting is possible. Limited resources may also restrain the choice of markets.

Smaller companies often operate on a limited scale, while bigger ones go for larger and

diverse markets.

Competitive analysis:

Competition is a part of market structure but is the main plank of targeting.

A firm will analyse the strengths and weakness of the competitors to find its unique

features. It can select a market if

o It  can offers an innovation or unique benefit and

o It  can  offer  the  same  benefit  with  additional  advantages  such  as  low  cost,  high

quality and better services.

But  the  competitive  position  of  the  firm  in  the  market  decides  the  stance  taken.  A

market leader or the number one firm will like to be on top in both competitive edge

and differential advantage in the large market. The challenger or the number two firms

will always try to snatch these advantages. Both these firms often compete for the top

slot. A follower or a firm that operates in the market created by the big two may be

happy with little modified or copied advantages. It does not pose any immediate threat

to the first two leading firms. Niche operators are the small firms specializing in small

markets, and their selection of segments is different from others.

Market Targeting

After identifying different market segments, marketers target different market segments

or the whole market irrespective of segments. Market targeting indicates the selection of

appropriate market segment and is made up of two main stages:

o Evaluation of different market segments.

o Select different market segments for targeting

1. Evaluation of different market segments

Market  segments  can  be  evaluated  by  the  marketers  based  on  different  important

parameters which are mainly:

o Size of the market segment.

o Predictability and future growth potential.

o Profitability and scale of economies.

o Risk level in targeting the market segment.
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2. Select different market segments for targeting.

After evaluating a particular market segments,  marketers select a single or group of

market segments to target for promoting and selling their own product. Marketers use

some  patterns  of  target  market  selection.  The  main  5  patterns  for  target  market

selection are:-

 Single segment concentration

In single segment concentration, marketers select a single market      segment to put

more  focus  and  concentration  for  that  particular  segment.  Here  the  company

modifies its products based on the needs of the particular market segment and tries

to achieve superior market position in the segment. Company can earn high profit if

it becomes market leader in the segment as well.

There are some significant risks involved in the single market segment due to high

concentration in only one market segment. Company can face high drop in sales if

the market changes suddenly or some competitors launches a better product in the

market. Examples would be: Apple i phone in the high end smart phone segment.

 Selective specialization 

Here the marketers select a certain number of market segments based on its range of

products instead of focusing only in one market segment. All the segments should be

able  to  generate  profit  for  the  company  for  being  included  in  the  target  market

segment list. Companies should have one product for each market segment. More

than one segment helps the companies to diversify the risk involved in only one

market segment.  If  there is sudden loss in market share in one market segment,

company  can  continue  with  the  other  market  segments  until  it  devices  a  new

strategy  to  regain  the  market  share.  Examples  would  be  different  range  of  cars

manufactured and marketed by General Motors in different countries.

 Product specialization

Here the company produces and promotes one product in all market segments or

concentrates  in  one  product  category  that  is  sells  to  several  market  segments.

Companies should have very high economies of scale to depend on only one product.

Here risk is high as the total sells depends on only one product and any alternate

product from competitors or slightly drop in brand value can affect the profitability

17 | P a g e    



                     Markets  and Buying
Behaviours

of  the  company.   Example  would be  Tata  Salt  which the  company sell  in  all  the

market segments.

 Market specialization

Here the company or the marketer concentrates in only type of  market segment

through  different  products.  All  the  products  are  designed  to  cater  to  only  one

particular customer group. In this case, the company specializes in that particular

product category and builds a niche place for itself. Example would be different baby

products produced and manufactured by Johnson and Johnson.

 Full market specialization

In full market specialization, marketers target the whole market with its all products.

This is mainly done by big companies with superior distribution system which has

the capability to reach to all the customers in the market. Example would be PepsiCo

which sells all of its products in cold drinks and snacks category to the whole market

The whole market can be covered in two ways. In differentiated marketing, company

operates  in  different  segments  with  different  set  of  products  while  in  in-

differentiated marketing, company target the whole market with only one product

category.  After  market  targeting,  marketers  decide  about  the  market  positioning

strategies to create a distinct space for a product/brand in consumer’s mind.

13. Positioning

The image of the offer in tourists’  minds relative to competitive offerings is  product

position and its development by the marketer is positioning

Positioning Strategies in Tourism

 On attributes- the tourism products can be positioned on their unique features.

 On Accessibility-  how easily accessed and available the tourism products may be

positioned in the minds of the tourists.

 With respect to use/application

 According to users

 On the basis of services

 On the basis of Image
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Positioning Process

The positioning process is involved the following steps

1. Identify the attributes.
2. Evaluate Attributes
3. Select Attributes
4. Communicate

Check Your Progress 3

Write the Steps Involved In Targeting

___________________;_________________________________________________________________________________

_____________________________________________________________________________________________________

____________________________________________________________________________________________________

List the Steps Involved in Positioning Process

_____________________________________________________________________________________________________

_____________________________________________________________________________________________________

____________________________________________________________________________________________________

14. Summary

A tourist market consists of buyers and sellers. Vendors offer different kinds of products

and services that can be adjusted to different needs and reasons for purchase of buyers,

so it is necessary to recognize and classify the latter clearly differentiated segments or

groups.

15. Glossary

AMA: American Marketing Association

USP-Unique Selling point

PPA: Product Portfolio analysis

STP: Segmentation Targeting and Positioning

16. Term End Questions

Q1: Define Tourism Markets and how it is classified.

Q2: Discuss the basis of segmentation and what are the various points should consider

while segmenting the market.
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Q3 Discuss the positioning strategies  may adopt in tourism Market.
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