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Dear Student of Hospitality Marketing,

Marketing for Hospitality and Tourism guides you down the intriguing, discovery-
laden road to learning marketing. It is our goal is to help you master the basic con-
cepts and practices of modern hospitality marketing in an enjoyable and practical
way. Achieving this goal involves a constant search for the best balance among the
“three pillars” that support the book—theories and concepts, practices and applica-
tions, and pedagogy (the art and science of teaching).

The hospitality and travel industry are undergoing rapid changes. The applications
you learn today may not apply five years from now. Thus, it is important that you
have an understanding of the marketing concepts. This will allow you to analyze
future situations and make the proper decisions. Practices and applications are pro-
vided to give you examples of how we currently apply the concepts to industry sit-
uations. Finally, we have included marketing highlights, opening cases, Internet
links, written cases, video cases, color illustrations, and other features to make the
book something that we hope you will feel is interesting and makes learning fun.

Marketing is both an art and a science. The art adds some ambiguity to marketing,
which makes it difficult for some students. We recommend reading the chapter
quickly and then going back and reading it slower the second time. This will give
you a good understanding of the material in the chapter. The companion website
www prenhall.com/kotler will provide you with additional aids to help you learn the
material in the chapter.

This book was written with you the student in mind. The development of each edi-
tion has involved students who tell us which illustrations to use, which examples
they find interesting, and which ones we should replace when we were writing the
newest edition. It is our goal to develop a book that is student friendly and clearly
explains and illustrates the application of marketing concepts.

We hope you enjoy Marketing for Hospitality and Tourism and we wish you success.

Philiy Kotlen, Gohn Bowen, Games Matens
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AN INDISPENSABLE GUIDE TO SUCCESSFUL MARKETING
IN THE HOSPITALITY INDUSTRY

This book has been written with you in mind — explaining the how and why of every-
one’s role in marketing. Because customer contact employees are part of our product
in hospitality and tourism marketing, marketing is everyone’s job. Marketing for Hospi-
tality and Tourism gives you an innovative and practical introduction to marketing.
Its style and extensive use of examples and illustrations make the book straightfor-
ward, easy to read.

TEXT ORGANIZATION

PART 1: Understanding the Hospitality and Tourism Marketing Process—Introduces you to the
concept of hospitality marketing and its importance.

PART 2: Developing Hospitality and Tourism Marketing Opportunities and Strategies—Helps you
understand the role of consumer behavior and how it affects the marketing environment.

PART 3: Developing the Hospitality and Tourism Mix—Identifies and explains strategies for
promoting products and the various distribution channels.

PART 4: Managing Hospitality and Tourism Marketing—Highlights the latest trends in elec-
tronic marketing, destination marketing, and planning for the future.

CHAPTER 2 Serv:ce Characteristics of Hospitality and Tourism Marketing

Marketing was initially developed in connection with selling physical products, such as cars,
steel and equipment. In chapter two we cover the essence of why hospitality and travel prod-
ucts, which are intangible, have marketing concepts that are different from goods producing
firms. The principles found in Chapter 2 become the foundation for the rest of the book.
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SPECIAL FEATURES — CONNECTING TO THE REAL WORLD

CHAPTER OPENING CASES

Each chapter opens with a mini
case showing you how actual
hospitality and travel companies
have successfully applied mar-
keting. These cases help you
understand and remember the
concepts presented in the chap-
ter. For example, Chapter 1 illus-
trates how one of today’s hos-
pitality marketing gurus, Mike
Leven, discovered to be success-
ful you must find a way to meet
customer needs.

BOXED MARKETING HIGHLIGHTS

These boxed segments introduce you to

Tntroduction:

W?méelzngz fon
FHospitality and Towrisim

Marketing is so basic that it cannot be considered a separate finction. It is the whole
busittess seen from the point of view of ils final result, that is, from the customer’s point
of view. . .. Business success is not determined by the prodscer but by the customer.
Peter Drucker

% ichael Leven, one of the world's best hotel marketers, was hired from
Americana Hotels to become the CEO of Days Inn." During his
tenure at Days Inn, the number of hotels and hotel rooms niore than doubled.
One of the keys to Leven's success was introducing a program showing Days Inn

and empl the impy of having a customer orientation.
Under Leven's 9 ipl were ded, never penalized, for lak-
ing the initiative to help a According to Leven, "Service falls short

when employees are always trying to please their immediate boss. You end up
putting layers between yourself and the customer™ Leven's concern for the cus-
tomer went back thirty years when he started as a sales rep at the Hotel Rovse-
velt int New York City. One day, he received a call from a meeting planner
wishing to book a banquet for sixty people, requiring ten tables of six. After con-
firming the arrangements with the meeting planner, he proudly sent the function
sheet to the banquet department, To his surprise, the function sheet was returned
with a big red mark saying, “No way! We can’t do tables of six." The banquet
department went on to say that the union required banquet tables to be set for
cither eight or ten people. Leven then called the client. Years later he stated that
the meeting planner’s reply was never forgotten: “I don't care what the union
contract says—I‘m the customer. I'll go somewhere where my needs can be met,"
said the client before banging the phone down.

Instead of giving up, this future CEQ returned to the banquet department
and learned that waiters had to be paid a minimum of eight gratuities per table.

necting the chapter material to real life,

0bj
A and let guests

patronage and wanted them
‘handwritten note would be
~ tech world of e-mail, Intemet,
_munications,

Names and addresses were! obtained i’ro

real people and real industry examples,

con-
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MARGINAL INTERNET LINKS

Throughout the book you'll see the “e” indi-

cating that information about the organiza-

tions mentioned immediately before the “e”

link appears. The links are organized by

chapter and accessible through the book’s 9.6 Accor
companion website, www.prenhall.com/

kotler. In addition to the chapter links, the

website also contains a comphrehensive set

of Internet links.

FULL COLOR VISUALS

Color format with lively
photographs, drawings,
and tables will maintain
your interest and provide
visual aids to learning.

minus

Is
Figure 11-1 ——

Customer-delivered value.

RELATIONSHIP MARKETING TRADITIONAL MARKETING

Orientation to customer retention Orientation to single sales

Continual customer contact Episodic customer contact

Focus on customer value Focus on product features

Long-term horizon Short-term horizon

High customer service emphasis Little emphasis on customer service

High commitment to meeting Limited commitment to meeting
customer expectations customer expectations

Quality concerns all staff members Quality concerns only production staff

Traditional marketing can also be considered transactional marketing, in which each sale
is considered to be a discrete event.




IMPORTANT MEMORY TOOLS

CHAPTER OBJECTIVES

At the start of each chapter,
this list will help you focus
and organize your thoughts
as you are reading. The
learning objectives summa-
rize what you need to know
after studying the chapter
and doing the exercises.

After reacling this chapter, you should be able to:

. Define customer value and customer satisfaction.

e)

. Understand the difference between customer satisfaction and customer
loyalty.

("]

. Discuss altracting new users and retaining current customers by developing
relationship marketing.

»

Know tactics for resolving customer complaints and understand the
importance of resolving complaints.

w1

. Define quality and discuss the importance of the benefits of quality.
. Implement capacity and demand management tactics,

o

KEY TERMS KEY TERMS

Customer centered.  Companies that deliver superior value o their tirget

customers. Highlighted and defined, key marketing
Customer-delivered value.  The dilference hetween tatal customer value and h()SpitEllity terms pl'OVide you with a
A TR CLITE oD, convenient source for learning and re-
viewing the professional vocabulary
Freedom from deficiencies. A type of service quality that [ocuses on con- needed fOl' (‘.’ffeCtiVe communication on
formance 1o specifications. the job. These terms are found at the end
Functional quality. The quality of the process of delivering a service of each chapter, and a glossary of all the
Product features.  Product features (hat enhance customer satisfiction is one  (€TMS Can be f()l.md at [he end Of the

Expected service. The service that the customer feels he will receive from a
service provider,

type of service quality. hook.
Revenue management. The methodalogical approach o allocating a per-
ishable and fixed inventory to the most profitable customers.
Societal (ethical) quality. Delivering products that will not cause harm to a
customer of sociely as a whole. [tis a type of quality that often goes unobserved
by the guest.
Technical quality. The quality of the core product that a guest receives in a
transaction. IUis the quality ol the guest room in a haotel, the meal in a restau-
rant, and the car from a renral agency.
CHAPTER REVIEW
At the end of each chapter,
a summary of chapter con- I The Aim of Strategic Planning. Strategic planning helps a company select
. < ., and organize its business in @ manner that keeps the company healthy despite
tent in outline format helps unexpected upsets in any of its specific business or product lines,
you to review and retain Il Three Ideas That Define Strategic Planning
. . h o 1) Munaging a company’s business as an investment portfolio ta deter-
keY lnfO[IﬂZl‘L'IOH. The fOI mat mine which business entities deserve to be built, maintained, phased
C R down, or rerminated.
for the Chﬂpter lt:'VlCW Yas 2) Assessing accurately the future prolit potential of each business by
the su ggestion of a student. considering the market's growth rate and the company’s position and fit.

3) Underlying strategic planning is that of strategy and developing a
game plan for achieving long-run objectives.

1. Four Major Organizational Levels
1) Corporate level. The corparate level is responsible [or designing a
corporate strategic plan to guide the entire enterprise. [t makes decisions
on how much resource support to allocate 10 each division, as well as
which businesses to start or eliminate.




APPLY YOUR KENOWLEDGE

EXPERIENTIAL EXERCISES

At the end of each chapter are exercises designed to provide experiences that will illustrate
the concepts presented in the chapter and provide experiences that you can draw on in
the future.

INTERNET EXERCISES

The Internet has become both an important marketing tool and a source of marketing in-
formation. The Internet exercises introduce you to information sources on the Internet and
show you how others are using the Internet,

APPLY YOH’R &RETEC}%L ’K‘HINKHN& SKILLS

CASE STUDIES

The case studies at the end of the book represent real situations. Using the case studies you
can analyze actual business situations and come up with your solutions to the organization’s
problem. Sometimes your instructor will use these cases as the basis of class discussions.

CASE 25 One of the most difficult marketing tasks in any industry is to reposition a

BOULDER CREEX declining product, anract new market segments, and achieve market suc-
Y

cess. Yet thar is exactly what Andrea Lewis did with a former Econo Lodge

in a non-highway location in Boulder, Colorada.

“This was the hardest thing I had ever done,” said Andrea, "My hus-
band, Burr and T, purchased the property in 1999 but Burt was busy with
real estate in Chicago and left most of the responsibility 1o me.”

Andrea knew nothing about hotels but found that ber training and ex-
perience supervising twenty-six salespeople in nineteen states as Manager
of Gorporate Sales for Tiffany & Company was invaluable. Andrea had just
been offered a promotion with Tiffany’s when Burt called to say they were
purchasing an ignored Econo Lodge in Boulder that had great potential, “1
need you 1o quit your job, move to Boulder, and remake this hotel,” said
Burt. Andrea had recently experienced the death of two young friends and
saidl (o herself, “Ilove Boulder, and T love Colorada. This will be a challenge,
but lite is short so let's do ir.”

Life at Tiffany's was a dream compared to the sk that confronted
Andrea. The property contained a hundred-year-old home suffering from

DISCUSSION QUESTIONS

These end of chapter questions will challenge you to address real-world situations and
consider appropriate methods of action.
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ADDITIONAL RESOURCES

COMPANION WEBSITE WWW.PRENHALL.COM/KOTLER

The student website contains test questions, PowerPoint slides, and links to websites. The
practice tests will give you an idea of how well you know the material in the chapter. The
PowerPoint slides serve as a summary of the chapter. The online links provide you with
the world of hospitality marketing on the Internet.

Dltome [Selectchapter:toe 1 2 3 4 S 6 7 8 9 10 i1 12 13 14 15 16 17 18 19 | 5ite Search: |

Welcome to the Companion Website for
Marketing for Hospitality and Tourisin, 4/E.

Philip Kotler

John T. Bowen, Ph.D., CHE, University
of Houston

James C. Makens, Ph.D., Wake Forest
University

This companion website provides an
online study guide for review and
mastary of the concepts presanted in
the text, PowerPoints, quizzes, a ley
terms glossary and relevant weblinks
are induded on the site,

. plaase selact a chapter to begin.

NI st

PowerPoint slides have been prepared for each chapter. They offer you another way of
summarizing and reinforcing mastery of chapter content.

Selling
and through
Promoting Volume

Existing
Products

Customer Integrated
Needs Marketing

Satisfaction

xix



wWe 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 ancd 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
texthook.” 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—cdomestic 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.
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This book is the result of the efforts of many indivicuals. 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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