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To the Student

Welcome to the fifth edition!

Marketing for Hospitality and Tourism guides you down the intriguing, discovery-laden road to learning mar-
keting. It is our goal to help you master the basic concepts 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 applications, 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
provided to give you examples of how we currently apply the concepts to industry situations. Finally, we have
included marketing highlights, opening cases, Internet links, written cases, video cases, color illustrations, and
other features to make learning about marketing interesting and enjoyable.

Marketing is both an art and 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 more slowly 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 in mind. The development of each edition has involved students who tell us
which illustrations to use, which examples they find interesting, and which ones we should replace when we
are 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.

Philip Kotler, John Bowen, and James Makens



mmx 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 everyone’s role in marketing.
Because customer contact employees are part of our product in hospitality and tourism marketing, market-
ing is everyone’s job. Marketing for Hospitality and Tourism gives you an innovative and practical introduc-
tion to marketing. Its style and extensive use of examples and illustrations make the book straightforward,
easy to read.

PART I: Understanding the Hospitality and Tourism Marketing Process—Introduces you to the concept of hos-
pitality marketing and its importance.

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

PART III: Developing the Hospitality and Tourism Marketing Mix—Identifies and explains strategies for pro-
moting products and the various distribution channels.

PART IV: Managing Hospitality and Tourism Marketing—Highlights the latest trends in electronic marketing,
destination marketing, and planning for the future.

m=s Chapter 2 Service Characteristics of Hospitality
and Tourism Marketing

Marketing was initially developed in connection with selling physical products, such as cars, steel, and equip-
ment. In Chapter 2 we cover the essence of why hospitality and travel products, 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.

Service Characteristics [y ! J;
of Hospitality and ' '
Tourism Marketing

Ritz-Cartton: Taking Care of Those Who
Take Care of Customers

Z7E RITZ-CARIAXTO
TOKYO




mm= Special Features: Connecting t

o the Real World

Chapter Opening Cases

Each chapter opens with a mini case showing you how ac-
tual hospitality and travel companies have successfully
applied marketing. The cases help you understand and re-
member the concepts presented in the chapter. For exam-
ple, Chapter 1 illustrates how Chipotle created the
“Chipotle Experience” to create a loyal following. Learn
how Chipotle has used social networking and word-of-
mouth to reduce its promotion cost to 1 percent of sales
when the industry average is 4 percent.

Boxed Marketing Highlights

The boxed segments introduce you to real people and real industry examples, connecting the chapter material

to real life.

Marketing Highlight |

1 0 Pinehurst Resort & Country Club is known as

= A the foremost golf resort and spa in the United
States and shares international prominence with Saint
Andrews of Scotland. Scott Bruton, general manager of
Pinehurst, attributes much of this success to its loyal and
motivated employees. “About half of our 1,200 employees
were born near Pinehurst and many of the others moved
here because of golf and Pinehurst. The parents and grand-
parents of many also worked here at Pinehurst so obviously
there is tremendous employee loyalty and a love of golf.”

_Don Padgett became president of Pinehurs! in 2002 and
espoused a simple philosophy of “Do What's Right.” With
1,200 employees, many top executives would have chosen to
introduce themselves in a huge meeting with a formal speech.
Don chase twenty-nine small meetings where he chatted with
employees informally. Both Don and Scott befieve it is impor-
tant not to “hard sell” employees. They believe that employ-
ees are the face of Pinehurst to its customers. “Anybody can
run a resort when things go well,” said Scott, but “the moment
of truth occurs when employees are confronted with unhappy
guests or an emergency such as a sick guest,”

Employees at Pinehurst are not allowed to hide behind
corporate policy or the fact they are not in top management.
Employees are taught to fix a problem personally when it
occurs. Employees must use ethical and moral behavior.
They are guided by the knowledge that they will not be dis-
ciplined if they honestly tried to fix a customer problem but
failed. Management may review the situation and coach the
employee in better ways 1o handle customer problems, but
they will not discipline the employee.

Pinehurst believes in rapid recognition of positive acts by
employees. Instead of waiting for scheduled meetings, all
managers carry “CHATSKYS,"” which are instant rewards
such as gift certificates at Wal-Mart or Chick-fil-A or the
local car wash. If @ manager observes or is informed of a
positive guest action, he or she thanks the employee and
gives that person a Chatsky.

1t e irs
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Employee news is changed every five to seven days and
may be seen on e-mail in any of the four hundred comput-
ers on the property. This prevents unfounded rumors and
provides rapid employee peer recognition.

Pinehurst offers a unique employee assistance plan
(EAP). This is administered by a board of employees, not
management. Loans are made to employees who may have
missed a morigage payment, need to purchase an airplane
ticket to attend a funeral, or have other unexpected finan-
cial needs. These are loans—not gifts.

Each year Pinehurst donates the use of its most famous
course “No. 2” for one day to support the EAP. Players pay
$200 per person to play the course. In 2007 this earned
$20,000 for the EAP.

The employee cafetenia is another employee benefit with
a small charge of only $2 per meal. Employees compare
this price to a fast-food meal and know they receive a bar-
gain. Members of management also eat in the cafeteria as
well as the chef. This has an added benefit of encouraging
management to mingle with employees.

Scott said that employee satisfaction depends on all
managers. “Managers can'l lead their staff if they can’t moti-
vate them. Managers can have great technical skills and a
great education, but if they can't relate to their employees,
they won't last long at Pinehurst.”

Pinehurst believes strongly in the lifetime value of a
customer, Guest records show that many guests first came
to Pinehurst as kids with their parents or grandparents.
Children are important guests at Pinehurst as witnessed
by the summer golf schools for kids and the “Kids U.S.
Open."

All of the employees know that Pinehurst respects kids
as important guests. That sense of caring for the youngest
guests is part of the culture of Pinehurst. Employees appre-
ciate this because many are parents and grandparents and
understand that an employee who cares for kids also cares
for them.




Marginal Internet Links

Throughout the book you’ll see the “e” indicating information about
the organizations mentioned immediately before the “e” link appears.
The links are organized by chapter and accessible through the book’s

1 0.4 Homestead,

National
Companion Website, www.prenhall.com/kotler. In addition to the Restaurant
chapter links, the Website also contains a comprehensive set of Association,
Internet links. Opryland Hotel

Full-Color Visuals

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

Figure 16-1 Targeted to Targeted to
Online domains. consumers businesses

Initiated by B2C
business (business to
consumer)

828

Initiated by ca2C
consumer (consumer to
consumer)

(consumer to
business)

TABLE 16-2 —
Relationship Marketing Relationship Marketing Traditional Marketing

Compared with Traditional

Marketing ( Orientation to customer retention Orientation to single sales ;
Continual customer contact Episodic customer contact [
§ Focus on customer value Focus on product features
i Long-term horizon Short-term horizon ‘
| High customer service emphasis Little emphasis on customer service !
High commitment to meeting customer Limited commitment to meeting customer i
expectations expectations 1
Quality concerns all staff members Quality concerns only production staff




me= Important Memory Tools

Chapter Objectives _ Objectives
At the start of each chapter, the list will help you focus and or- s B T
ganize your thoughts as you are reading. The learning objec- Aﬁer madiﬁtﬂlis chapter,

tives summarize what you need to know after studying the
chapter and doing the exercises.

mms KEY TERMS Key Terms

Key marketing and hospitality terms, high-
lighted and defined in each chapter, provide
you with a convenient source for learning and

Banners. Banner-shaped ads found at the top, bottom, left,
right, or center of a Web page.

Business to business (B2B) online marketing. Using B2B reviewing the professional vocabulary needed
trading networks, auction sites, spot exchanges, online for effective communication on the job. These
product catalogs, barter sites, and other online resources terms are found at the end of each chapter,
to reach new customers, serve current customers more and a glossary of all the terms can be found at
effectively, and obtain buying effectiveness and better the end of the book.

prices.

Business to consumer (B2C) online marketing. The online
selling of goods and services to final consumers.

Chapter Review mm= CHAPTER REVIEW

At the end of each chapter, a summary of chapter . ) ) ) ) _
content in outline form helps you review and retain |- Direct Marketing consists of direct connections with
key information. The format for the chapter review carefully targeted individual consumers to both obtain
was the suggestion of a student. an immediate response and cultivate lasting customer

relationships. Direct marketers communicate directly

with customers, often on a one-to-one interactive basis.

A. Growth and benefits of direct marketing. Direct
marketing continues to become more Web
oriented. The Internet now accounts for about
18 percent of direct marketing-driven sales.

B. Benefits to customers. Direct marketing is conv-
enient, easy, private, and open twenty-four hours.
Companies can access customers and find out
how to design products that will better fit their
customer’s needs. Direct marketing is interactive,
allowing customers to customize their orders.

C. Benefits to sellers. Direct marketing can build re-
lationships through personalized communication.
Direct marketing is low cost, efficient, and quick.
Direct marketing is private and can be measured.
Finally, direct marketing gives sellers access to buy-
ers they could not reach through other channels.




mu= Applying Your Knowledge

Experiental Exercises

These exercises are 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 information. The Internet
exercises introduce you to information sources on the Internet and show how others are using the Internet.

m== Applying Your Critical Thinking Skills

Case Studies

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

m== Case 25 Boulder Creekii

One of the most difficult marketing tasks in any industry is to reposition a declin-
ing product, attract new market segments, and achieve market success. Yet that is
exactly what Andrea Lewis did with a former Econo Lodge in a nonhighway loca-
tion in Boulder, Colorado.

“This was the hardest thing I had ever done,” said Andrea. “My husband, Burt
and [, purchased the property in 1999 but Burt was busy with real estate in Chicago
and left most of the responsibility to me.”

Andrea knew nothing about hotels but found that her training and experience
supervising twenty-six salespeople in nineteen states as manager of corporate sales

Discussion Questions

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

e Additional Resources

Companion Website, www.prenhall.com/kotler

The student website contains test questions, PowerPoint slides, and links to websites. The practice test 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.

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



| Pface

We would like to thank the students and instructors who have used this text in the past. Their support has en-
abled us to publish the fifth edition of Marketing for Hospitality and Tourism, now available in eight languages.

The book is written with the hospitality and travel student in mind. The solicited and unsolicited com-
ments we received from students and instructors have been incorporated into the fifth edition. Students have
told us Marketing for Hospitality and Tourism is readable and interesting. One student wrote, “I enjoyed read-
ing 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. Additionally, 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. For example, we eliminated Chapter 11 from the fourth edition and incorporated this ma-
terial in appropriate chapters throughout the text.

The authors have extensive experience working with hospitality and travel businesses around the globe.
Our understanding of the hospitality and travel business ensures that the end result is a book that clearly ex-
plains 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 expanding overseas as foreign com-
panies seek to enter U.S. markets—therefore, it is crucial that today’s students be exposed to business and cul-
tural examples from other parts of the world. Rather than have one chapter devoted to international marketing,
we have incorporated examples throughout the text.

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

mEE We Welcome Your Comments an”’d Quesﬁgns

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, University of Houston,
jbowen@uh.edu.
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