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A	
  company’s	
  success	
  depends	
  on	
  the	
  ability	
  of	
  the	
  
company	
  in:	
  
•  responding	
  the	
  changes	
  in	
  the	
  environment,	
  
•  forecas&ng	
  the	
  direc&on	
  and	
  intensity	
  of	
  these	
  changes	
  
•  Using	
  the	
  internal	
  controllable	
  resources	
  (marke&ng	
  
mix)	
  in	
  adap&ng	
  to	
  the	
  changes	
  in	
  the	
  external	
  
environment.	
  

Marke&ng	
  mix	
  :	
  mixture	
  of	
  the	
  
controllable	
  marke&ng	
  variables	
  that	
  the	
  
firm	
  uses	
  TO	
  PERSUADE	
  the	
  customers	
  in	
  

the	
  target	
  market	
  in	
  order	
  to	
  secure	
  
SALES.	
  	
  	
  

	
  
•  Basically,	
  the	
  marke&ng	
  mix	
  variables	
  are	
  referred	
  to	
  as	
  the	
  

4	
  Ps:	
  product,	
  price	
  place	
  (distribu&on),	
  and	
  promo&on,	
  
•  Tradi&onal	
   4Ps	
   extended	
   to	
   encompass	
   growth	
   of	
   service	
  

industry	
   -­‐>	
  7Ps	
  –	
  Price,	
  Product,	
  Promo&on,	
  Place,	
  People,	
  
Process,	
  Physical	
  Evidence/Environment	
  

Product	
  covers	
  the	
  shape	
  or	
  form	
  of	
  what	
  is	
  offered	
  to	
  
prospec&ve	
  customers.	
  	
  Product	
  components	
  include:	
  

•  Basic	
  design,	
  such	
  as	
  the	
  size	
  and	
  facili&es	
  of	
  a	
  hotel.	
  
•  Presenta&on,	
  which	
  is	
  mainly	
  the	
  atmosphere	
  and	
  
environment	
  created	
  on	
  the	
  property.	
  

•  The	
  service	
  element,	
  which	
  includes	
  the	
  number,	
  
training,	
  aNtudes	
  and	
  appearance	
  of	
  the	
  staff	
  who	
  
deliver	
  the	
  product	
  to	
  the	
  consumer.	
  

•  Branding,	
  which	
  iden&fies	
  par&cular	
  products	
  with	
  a	
  
unique	
  name	
  and	
  image.	
  	
  In	
  other	
  words,	
  is	
  the	
  
synthesis	
  of	
  all	
  product	
  elements.	
  	
  So	
  that,	
  it	
  is	
  the	
  
focus	
  of	
  the	
  promo&onal	
  ac&vity.	
  

PRODUCT	
  
•  The	
  pricing	
  policy	
  that	
  a	
  business	
  chooses	
  is	
  
oSen	
  a	
  reflec&on	
  of	
  the	
  market	
  at	
  which	
  it	
  is	
  
aiming.	
  	
  

•  The	
  right	
  price	
  set	
  must	
  take	
  into	
  account	
  of	
  
produc&on	
  costs,	
  compe&tors’	
  prices	
  and	
  
consumers’	
  purchase	
  ability	
  and	
  demand	
  
level.	
  
�

PRICE	
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Price	
  indicates	
  that	
  the	
  published	
  or	
  nego&ated	
  
terms	
  of	
  the	
  exchange	
  transac&on	
  for	
  a	
  product	
  

between	
  a	
  producer	
  (	
  who	
  aim	
  to	
  achieve	
  
predetermined	
  sales	
  volume	
  and	
  revenue	
  

objec&ves)	
  and	
  prospec&ve	
  customers	
  (	
  who	
  aim	
  
to	
  maximize	
  the	
  value	
  for	
  money	
  in	
  choices	
  they	
  

make	
  between	
  alterna&ve	
  products).	
  	
  	
  

Influences	
  from	
  the	
  pricing	
  factors	
  
	
   Factors	
  	
   Influences	
  on	
  the	
  price	
  of	
  a	
  product	
  
High	
  produc&on	
  
costs	
  	
  

High	
  produc&on	
  costs	
  would	
  mean	
  the	
  
high	
  sale	
  price	
  for	
  the	
  goods	
  supplied	
  by	
  
sellers.	
  	
  

High	
  customer	
  
demand	
  	
  

High	
  customer	
  demand	
  will	
  lead	
  to	
  the	
  
increased	
  price	
  of	
  the	
  goods	
  or	
  services.	
  
Suppliers	
  are	
  more	
  wiling	
  to	
  provide	
  the	
  
goods	
  or	
  services	
  as	
  it	
  is	
  more	
  profitable	
  
for	
  them	
  to	
  supply.	
  	
  	
  

Low	
  prices	
  charged	
  
by	
  compe&tors	
  	
  

If	
  the	
  price	
  of	
  the	
  subs&tute	
  product	
  
offered	
  by	
  compe&tors	
  decreases,	
  the	
  
demand	
  for	
  a	
  product	
  will	
  be	
  decreased	
  as	
  
well.	
  	
  	
  

PRICE	
  

Place	
  refers	
  to	
  the	
  means	
  by	
  which	
  products	
  
can	
  be	
  distributed	
  to	
  the	
  consumers.	
  The	
  

product	
  must	
  get	
  to	
  the	
  right	
  place	
  at	
  the	
  right	
  
&me.	
  	
  

	
  
Decision	
  making	
  may	
  be	
  based	
  on	
  the	
  following:	
  
1.  How	
  the	
  product	
  is	
  distributed	
  physically,	
  such	
  as	
  air,	
  

sea,	
  rail,	
  or	
  road.	
  
2.  How	
  the	
  product	
  is	
  sold,	
  such	
  as	
  through	
  retailers,	
  

wholesalers,	
  or	
  direct	
  mailing,	
  etc.	
  	
  

PLACE	
   For	
  marke&ng	
  purposes,	
  place	
  
does	
  not	
  just	
  mean	
  the	
  loca&on	
  of	
  
a	
  tourist	
  a[rac&on	
  or	
  facility,	
  but	
  
the	
  loca&on	
  of	
  all	
  points	
  of	
  sale	
  
that	
  provide	
  access	
  to	
  tourist	
  

products.	
  	
  	
  

•  Promo&on	
  refers	
  to	
  a	
  number	
  of	
  
promo&onal	
  methods,	
  such	
  as	
  adver&sing,	
  

sales	
  promo&on,	
  compe&&ons,	
  and	
  
personal	
  selling,	
  etc.	
  	
  

•  A	
  business	
  must	
  choose	
  a	
  method	
  of	
  
promo&on	
  which	
  is	
  the	
  most	
  effec&ve	
  in	
  its	
  
par&cular	
  market	
  and	
  for	
  its	
  own	
  product.	
   �

PROMOTION	
  
•  The	
  most	
  visible	
  of	
  the	
  four	
  Ps	
  is	
  the	
  promo&on	
  which	
  
includes	
  adver&sing,	
  direct	
  selling,	
  sales	
  promo&on,	
  
direct	
  promo&on,	
  public	
  rela&ons	
  (PR).	
  	
  	
  

•  Promo&onal	
  techniques,	
  which	
  will	
  be	
  examined	
  in	
  
detail	
  in	
  the	
  following	
  chapters,	
  are	
  used	
  to	
  make	
  
prospec&ve	
  customers	
  aware	
  of	
  products	
  in	
  order	
  to	
  
sharpen	
  the	
  a[rac&veness	
  and	
  s&mulate	
  demand.	
  	
  	
  

•  In	
  addi&on,	
  they	
  provide	
  informa&on	
  to	
  help	
  
customers	
  decide,	
  and	
  generally	
  provide	
  incen&ves	
  to	
  
purchase	
  

PROMOTION	
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Expanding	
  the	
  marke&ng	
  mix	
  

•  The	
  expanded	
  marke&ng	
  mix	
  is	
  
offered	
  by	
  Booms	
  and	
  Bitner	
  in	
  
the	
  1980s.	
  They	
  added;	
  
– People;	
  par&cipants	
  in	
  the	
  
service	
  delivery	
  

– Process;	
  of	
  service	
  delivery	
  
– Physical	
  evidence;	
  of	
  service	
  
delivery	
  

•  There	
  is	
  overlap	
  between	
  them.	
  
In	
  addi&on,	
  they	
  may	
  be	
  
considered	
  as	
  part-­‐product	
  and	
  
part-­‐communica&ons	
  mix.	
  	
  

•  Regarding	
  travel	
  and	
  tourism	
  products,	
  there	
  is	
  
substan&al	
  human	
  interac&on	
  as	
  part	
  of	
  the	
  
service	
  experience.	
  Par&cipants	
  include;	
  
– Visitors;	
  interac&on	
  with	
  other	
  customers	
  
– Employees;	
  front-­‐line	
  and	
  support	
  staff	
  
interact	
  with	
  visitors	
  

– Host	
  community;	
  residents	
  of	
  a	
  des&na&on	
  
country	
  interact	
  with	
  visitors	
  

PEOPLE	
  

•  The	
  aNtudes	
  of	
  staff	
  
•  Training	
  of	
  staff	
  
•  Internal	
  rela&ons	
  
•  The	
  observable	
  behaviour	
  of	
  staff	
  
•  The	
  level	
  of	
  service-­‐mindedness	
  in	
  the	
  

organisa&on	
  
•  The	
  consistency	
  of	
  appearance	
  of	
  staff	
  
•  The	
  accessibility	
  of	
  people	
  
•  Customer-­‐customer	
  contacts	
  

PEOPLE	
   6.	
  The	
  service	
  delivery	
  /	
  PROCESS	
  

•  The	
  travel	
  and	
  tourism	
  experience	
  
includes	
  both	
  process	
  and	
  
outcome.	
  	
  

•  Consumers	
  move	
  through	
  a	
  series	
  
of	
  sevice	
  delivery	
  encounters	
  
during	
  their	
  experience.	
  	
  

•  The	
  manner	
  in	
  which	
  the	
  service	
  is	
  delivered	
  
•  Degree	
  of	
  customer	
  contact	
  
•  Quality	
  control	
  standards	
  
•  Quality	
  assurance	
  
•  Payment	
  methods	
  	
  (degree	
  of	
  convenience)	
  
•  Queuing	
  systems	
  for	
  customers	
  
•  Wai&ng	
  &mes	
  
•  Moment	
  of	
  Truth	
  
•  Service	
  recovery	
  system	
  

PROCESS	
   7.	
  Physical	
  evidence	
  and	
  design	
  

•  Refers	
  to	
  the	
  internal	
  and	
  external	
  design	
  of	
  the	
  built	
  
environment	
  of	
  the	
  travel	
  organiza&on.	
  

•  Due	
  to	
  inseparability,	
  physical	
  seNng	
  in	
  the	
  service	
  delivery	
  
process	
  is	
  an	
  important	
  part	
  of	
  the	
  visitors’	
  experience.	
  	
  

•  In	
  rela&on	
  with	
  intangibility,	
  it	
  is	
  used	
  to	
  tangibilize	
  the	
  offer,	
  
especially	
  important	
  at	
  the	
  point	
  of	
  sale	
  to	
  influence	
  
purchase.	
  	
  

The	
  “environment”	
  or	
  
atmosphere	
  in	
  which	
  the	
  service	
  

is	
  delivered	
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Physical	
  Evidence	
  -­‐	
  ambience	
  

•  Buildings	
  
•  Furnishings/décor	
  
•  Layout	
  
•  Goods	
  associated	
  with	
  the	
  service	
  e.g.	
  
carrier	
  bags,	
  &ckets,	
  brochures	
  
•  All	
  the	
  above	
  can	
  help	
  shape	
  customers’	
  
percep&ons	
  of	
  the	
  service	
  

Factors	
  for	
  making	
  choices	
  of	
  
marke&ng	
  mix:	
  	
  

1.  The	
  type	
  of	
  product	
  sold,	
  	
  
2.  The	
  market	
  sold	
  to,	
  	
  
3.  The	
  degree	
  of	
  compe&&on,	
  	
  
4.  The	
  posi&on	
  of	
  the	
  business	
  in	
  

the	
  industry,	
  	
  
5.  The	
  stage	
  of	
  product	
  life	
  cycle	
  in	
  

which	
  a	
  product	
  is	
  

Useful	
  Links	
  and	
  Sources	
  

•  Kotler,	
  P.;	
  Bowen,	
  J.	
  and	
  Makens,	
  J.	
  (1999).	
  
Marke&ng	
  for	
  Hospitality	
  and	
  Tourism	
  (2nd	
  ed.).	
  
Pren&ce	
  Hall.	
  NJ.	
  

•  Kotler,	
  P.	
  and	
  Armstrong,	
  G.	
  (2006)	
  Principles	
  of	
  
Marke&ng	
  (11th	
  ed.).	
  Pren&ce	
  Hall.	
  NJ.	
  	
  	
  

•  Middleton,	
  V.T.C.	
  (2004)	
  Marke&ng	
  in	
  Travel	
  and	
  
Tourism	
  (3rd	
  ed).	
  Elsevier.	
  Oxford.	
  

•  h[p://www.hotelsmag.com	
  
•  h[p://www.tourism.bilkent.edu.tr/~eda	
  


