Lecture 4

Product-satisfy need and wants of specified target markets

Experience

1) anticipation and planning

2) trip itself

3) journey to and from 

elements that effect the experience

-tangible, services, expections , behaviours, factors outside control of individuala nd tourism operator

tourism products – temporary, travel to product, sharted rights

challenges for destinations

-can get a new product, but a diestination already exists,

can be enhanced but not changed completely

marketers then find the benefits and what tourists this would appeal to

Core product- the benefits that the product will provide the customer

Actual product- physical

Augmented product- additional benefits, such as warranty

Tourism destination product

Core- main motivation to go there

Supporting- additional services, but one own not enough to make someone go there

Augmented- the packaging around the core and supporting package, physical env. May include cleaninless, parks, streets, friendliness

Forming the tourism committee

Involve the community

Stakeholders involvement

First impression analysis

Core product analysis

Supporting product analysis

Augmented product analysis

Competing destinations analysis

Determining strengths and weaknesses

Marketing strategy
Ritchie and Crouch conceptual model of destination competitiveness

3 uses

1) communication

2) framework for management

3) destination audit

The global (macro-) environment

The competitive (micro-) environment

Core resources and attractors

Supporting factors and resources

Destination policy, planning and development

Destination management

Qualifying and amplifying determinants
Destination competitiveness and sustainability model

Comparative advantage

-resource endowments

(size of economy, human resources, capital resources, infrastructure, etc.)

Competitve advantage

-resource deployment

efficiency, audit, growth and development, efficiency

Premier Ranked Tourist destination Framework (PRTDF) –ontario ministry of tourism 2001

-strategic action plan, to find tourism opportunities

3 Dimensions of Tourism Assessment:

 PRODUCT: A premier-ranked Tourist Destination provides a

high quality tourist experience, enabled through the

destination’s offerings of:

A. Distinctive Core Attractions;

B. Quality and Critical Mass;

C. Satisfaction and Value;

D. Accessibility;

E. An Accommodations Base.

PERFORMANCE: The quality of the tourist experience and the

destination’s success in providing it is validated by:

F. Guest Visitation;

G. Occupancy and Yield; and,

H. Critical Acclaim;

FUTURITY: And sustained by:

I. Destination Marketing;

J. Product Renewal; and,

K. Managing within Carrying Capacities.

PRTDF Process
EVALUATION:

Step 1 - Complete the Resource Audit;

Step 2 - Measure destination Product;
Step 3 - Measure destination Performance;
Step 4 - Measure destination Futurity.
INTERPRETATION:

Step 5 - Complete the destination Performance Summary;

Step 6 - Report Observations from PRTDF Process

PLANNING:

Step 7 - Determine the next steps in tourism development for the

destination (action plan).
4 Components of a Resource audit

Conducting a Tourism Industry Survey.

Completion of the Tourism Resource/Opportunity Matrix.

A Travel Trade Resources Checklist.

A Transportation Resources Checklist.
Demand generators: Push and pull factors
Pull- what they think (customer driven)

Number of visitors

Natural beauty and history of the area

Market penetration

in the end….
-audit for resources and assets

-evaluation from a tourim marketing perspective

-identify tourism investments and opportunities

-strategy

