Lecture 3?

Segmentation Methods
Geographic – what area you want to target

Demographic –gender, age, family stage, religion

Pschographic- internal characteristics –personality values , lifestyle More difficult, but more effective
Gallup classification model: 

-adventurers, indulgers, economizers-routine, dreamers –play safe, but dream of adventure, worriers-don’t travel because of discomforts

Usage segmentation: groups the potential tourists based on how they use the product

-such as Business tourists

Cultural tourists
-escapists- immersion into a unique experiences

-statue seekers – unique experience to brag about

spiritual seekers- experience that corresponds to values

researchers: educational aspect of visit

Targeting strategies
-undifferentiated targeting strategy- same message to everyone

Concentrated strategy- benefits desired by a specific segment

Differentiated strategy: more than one message, with each communicating different benefits (primary tourist segment , secondary tourist segment)

Important thing to know – how the travellers make their decisions

This is the purchase decision process

-recognize the need –external problem or internal need

-info search

-alternatives

-purchase

-evaluation

low involvement vs. high involvement

-low

-during th wweek, no evaluation of alternatives, inexpensive

high

-gather info, longer, comparisions, more informed analytical process

Motivation
-Maslows hierarchy of needs

1. physiological- food

2. security –safety and sense of well-being

3. belonging- feel welcome and part of a group

4. self-esteem-special and unique

5. self-actualization – need to feel that they are the best person they can be (e.g. volunteering tourism)

Market research
-research questions

-segmentation

-motivation

-satisfaction

-product

-effectiveness of promotion

Las Vegas
-adult freedom and transformation

-Adults 25-54

-2nd biggest brand in America

-scratch and sniff

-appealing to those higher level needs – personal and esteem needs

-don’t see a single picture that coulnd’t identify las Vegas, just pure promotion of feelings

Dublin
-older crowd, family, more wholesome, sightseeing

-vibrant

Cultural tourists – as much as you can possibly see in Dublin, to know what to expect

-might go unnoticed, because a lot of places have the same thing

-not around a need, more a description of the product

-mostly competing with other capital cities in Europe

-

Newfoundland and Labrador

-nature, remoteness and beauty, serenity

-nature based tourists and heritage tourists

-older market

-nature, remoteness, real and genuine experience

-last commercial – local bands, life, fun

-place to clear your head, serenity, peaceful

-sense of belonging

-local, first for Newfoundland to help them feel better about themselves

-for us, as a product

Newfoundlands see themselves as defeated, underdogs, defeated

Primary- touring and explorer market, visitor and leisure, sight-seeing and self-based leisure, culture, heritage, nature viewing, activity markets,

-

brand, represent, basing the message on-product, emotions, target markets, successful or not

CTC – 

-promote Canada to different markets

-overseas – japan, south korea, Australia, germany 

midterm
-what types of questions you would ask and what you would like to know, when you are researching your target markets

-What’s the role of international travel in the Indian travel market?

Where do they go for pleasure trips?

How is Canada perceived?

How does Canada compare?

Why do they come to Canada?

-What is the opportunity for Canada

-Who can be target?

-SWOT analysis

-India a growing market, united states declining

-why increase

Indians as growing market travelling to canada

-growing income, privileged social class

-young-new experiences and adventures

Canada last trip – 4 %

How is Canada perceived?

-curiosity-little known

-less explored

-vast and grand nature

-friendly and open-market 

-clean and peaceful

-Niagara Falls

-Not West Coast Centric (so excellent opportunity to promote middle and eastern Canada)

-honeymoon destination

-snowy and cold weather, with real snow and ice

Closest competitors

U.S., 

Australia-heavily marketed 

Europe-expensive but worth money

Canada- not as marketed, more exciting to explore

Australia and Europe are closest competitors

-large number of visiting friends and relatives

Ontario and B.C. were most popular to visit

-ontario most nights

-when they plan the trip ( then you advertise that much in advance)

*know this*

Nature and Culture for Canada

handout to know
-products/activities

-Benefits (best postiniong)

-Values

Biggest barrier – COST

In the next 2 years

8% Canada,  u.s. 15%, southeast 23%

Market based on pychographics

Strengths

-business opp.

-Canada/Indian building trade

-there are friends and family to visit

Weaknesses

-unaware of trade, visas

Opportunities

-welcome Indian travellers

-

Threats

-Australia is targeting the adventure/outdoor segment now, directly competing with Canadian product

Canada is having a big drop in the U.S. travellers

