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We would like to thank the students and instructors who have used this text in the past. Their
support has enabled us to publish our fourth edition of Marketing for Hospitality and Tourism
in just ten years, now available in eight languages.

The book is written with the hospitality and travel student in mind. The solicited and un-
solicited comments we received from students and instructors have been incorporated into the
fourth edition. Students have told us Marketing for Hospitality and Tourism is readable and in-
teresting; one student wrote, “I enjoyed reading this book—it didn’t seem like I was reading a
textbook.” In this newest edition we strive to maintain the same tone. We had a team of students
read each of the chapters to make sure the concepts presented made sense to them. Addition-
ally, students were involved in the final choice of illustrations for the text to make certain the il-
lustrations were both useful and interesting. For instructors, we made the text flow more smoothly
from a teaching perspective and enlisted the help of a team of professors to develop and pro-
duce teaching aids.

The authors have extensive experience working with hospitality and travel businesses
around the globe. Our understanding of the hospitality and travel business ensured that the end
result is a book that clearly explains marketing concepts and shows how they apply to real-life
situations.

The book has an international focus, which is especially important in this era of increasing
globalization. Business markets have become internationalized—domestic companies are ex-
panding overseas as foreign companies seek to enter U.S. markets—therefore, it is crucial that
today’s students be exposed to business and cultural examples from other parts of the world.
Rather than have one chapter devoted to international marketing, we have incorporated exam-
ples throughout the text.

This text has truly evolved as a team project. Without the support of our students and fac-
ulty at other universities and colleges, this book would not have developed into the leading
book in its category. We thank you for your support and acknowledge below those who have
been involved in the development of the book.

WE WELCOME YOUR COMMENTS

We would like to hear your comments on this edition and your suggestions for future editions.
Please address comments to: John Bowen, Conrad N. Hilton College of Hotel Management, Uni-
versity of Houston, jpowen@uh.edu.

ACKNOWLEDGMENTS

This book is the result of the efforts of many individuals. Juline Mills of Purdue University pro-
duced the PowerPoint slides and Companion Website; Dave Grulich of Brevard Community
College produced the Instructor’s Manual; and Rich Howey of Northern Arizona University
produced the Test Bank. Jason Finehout, a graduate student at the University of Houston, helped
with the research and development of the fourth edition.
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We owe special thanks to a number of people who helped make the first edition possible:
Michael Gallo for his research efforts; Anna Graf Williams and Allen Reich of the University of
Houston who served as early reviewers; Ming (Michael) Liang for suggesting the chapter review
format; and Christa Myers for her help as project manager of the first edition. Thanks also to Car-
rie Tyler at UNLV for her research work and for serving as project manager for the second edi-
tion. Walter Huertas, Shiang-Lih Chen McCain, Michelle North, and Tracee Nowlak made up the
student team for the third edition.

Thank you to those who reviewed the first edition of the text: Jennifer A. Aldrich, Johnson
& Wales University; James A. Bardi, Penn State Berks Campus; Jonathan Barsky, McLaren School
of Business, University of San Francisco; David C. Bojanic, University of Massachusetts; Tim H.
Dodd, Texas Tech University; Rich Howey, Northern Arizona University; C. Gus Katsigris, El Cen-
tro College; Ed Knudson, Linn-Benton Community College; Allen Z. Reich, University of Hous-
ton; Howard E. Reichbart, Northern Virginia Community College; and Anna Graf Williams, Johnson
& Wales University.

The following reviewers were helpful in guiding us through the revisions in the second edi-
tion: Bonnie Canziani, San Jose State University; Andy Feinstein, Penn State University; Marvel
L. Maunder, Ph.D., Southwest Missouri State University; H. G. Parsa, Ph.D., SUNY College, Buf-
falo; Edward B. Pomianoski, CFBE, County College of Morris; Emily C. Richardson, CHA, Widener
University; Ralph Tellone, Middlesex County College; and Gregory R. Wood, Ph.D., Canisius Col-
lege.

The following reviewers were helpful in guiding us through the revisions in the third edi-
tion: Kimberly M. Anderson, University of Alabama; Mark Bonn, Florida State University; Harsha
E. Chacko, University of New Orleans; Tim Dodd, Texas Tech University; Geralyn Farley, Pur-
due University Calumet; Richarde M. Howey, Northern Arizona University; Ken McCleary, Virginia
Polytechnic Institute and State University; Joan Remington, Florida International University; John
Salazar, Southern Illinois University.

Jane Boyland, Johnson & Wales University; Juline Mills, Purdue University; and Muzzo Uysal,
Virginia Polytechnic Institute and State University reviewed the third edition and gave suggestions
for the fourth edition.

We appreciate the support and enthusiasm of the companies that provided advertisements
and illustrations for the book. These organizations put forth a great deal of effort in finding and
providing the materials we requested; working with them was one of the most rewarding parts
of producing the book. We would also like to thank Vern Anthony, Marion Gottlieb, and Jessica
Balch for their help and advice throughout the project. Finally, we would like to thank our fam-
ilies for their support and encouragement.

Philip Kotler
Jobn Bowen
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