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Absolut vodka ads, 394
Accessibility, for market segmentation, 125–126
Acquisitions, as product development, 255
Actionability, for market segmentation, 126
Action plans, implementing, 178
Active listening, by sales rep, 518–519
Act software, 498
Adams, Wendell, 193–195
ADDY (American Advertising Awards), 393
Administered vertical marketing systems, 324
Adoption process, see Consumer adoption process
Advertising, 386–407

attacks on competition, 47
awards, 393
budget for, 391, 423
campaign checkpoints, 395
central appeal, 390
to change consumer perception, 147
components of, 386–387
cooperative advertising, 387
criticisms of, 403–405
defined, 373, 386
economic effects of, 405–407
effective, criteria for, 391–392
evaluating campaign, 397–399
functions of, 374–376
local advertising, 387
managerial decisions about, 400
media for, see Media selection
national advertising, 387
objective testing of, 398–399
planning, 392–393, 395–397
psychographics, use of, 132–133
and purchasing patterns, 169
strategy, development of, 388–390

Advertising agencies, 400–403
benefits to use, 400
compensation to, 402–403
relationship with agency, 399
role of, 400–401
selection of, 401–402
services of, 401
types of, 401

Advertising spot, 434
Agate line, 428–429
Age, market segmentation by, 127
AIDA (attention, interest, desire, action), 440,

462, 517
Aimless profile, 134
AIO (attitudes, interests, and opinions)

statements, 132
Airline industry:

airline clubs, 93
attributes of, 143
curbside check-in, 53
frequent flyer miles, 255–256, 459–460

Internet check in, 47, 48, 50–51
Internet sales, 356
pricing structure, 560–561
senior market discounts, 131
See also specific carriers by name

Alamo car rental, 256
Alexandria Inn, 452–453
Alliances:

examples of, 255–256
as product development, 255–256

All-you-can-afford method, 384
Alternatives, evaluation by consumers, 100–102
Amazon.com, 352
American Association of Retired Persons

(AARP), 23, 131, 556
American Express, 256
American Express Membership Rewards, 460
American Heart Association, menus and

recipes, 23
American Hotel & Lodging Association

(AH&LA), 26, 214
Analysis of variance (ANOVA), 229
AOL Travel, 346, 352
Appeal, in advertising, 390
Applebee’s, 24, 142
Aramark, 176, 249
Artex International, 441
Asset revenue generating efficiency (ARGE),

299–300
Associations, as market segment, 506–508, 511
Attitudes:

and consumer behavior, 87, 96
defined, 96
and market segmentation, 132–133
and roles, 87

Attribute data, in perceptual maps, 146
Auctions, online, 353
Audiovisual equipment, leasing of, 49
Audiovisual materials, for public relations, 479
Augmented products, 278
Authentication, Internet security, 343
Autoregressive moving averages (ARMA), 185
Average daily rate (ADR), 291–292, 560
Avis, 24, 264

B
Banquet facilities, 511
Banquet menus, 596–597
Base rate, 429
Baskin-Robbins, 251
Behavioral variables:

heavy users, identifying, 133
market segmentation, 133–135

Bel Air Motel, 237–238
Belongers, 134
Belonging needs, and consumer behavior, 93
Benchmarking, 61–62

Bertucci’s Brick Oven Pizzerias, 66, 314
Bleed advertisement, 429
Blind cutting, 528–529
Blueprint, service, 57, 67
Bollenback, Steven, 50
Boston Consulting Group (BCG) matrix, 293–294

menu sales mix matrix, 607–609
strategic business units (SBUs), 293–296

Boston Market, 380
Boundary-spanning roles:

defined, 45
of service employees, 46

Branding, 262–264
brand, meaning of, 262
brands, development of, 251
effective, criteria for, 264
image-building and distribution channels,

325–326
importance of, 262–263

Brand loyalty, 375
Brand mark, 262
Brand name, 262
Break-ation, 89
The Breakers, 270, 389, 504, 597
Break-even analysis, 550–552

computation of, 550–552
Brennan’s Restaurant, 461, 593–595
Bribery, and meeting planners, 528
Broadcast media, see Radio advertising;

Television advertising
Brochures, 446–447

design of, 446–447, 476
as merchandising, 475–476

Budget car rental, 142
Budget competition, 25
Budgets:

for advertising, 391, 423
See also Promotional budget

Bundling of products:
fast-food industry, 71, 284, 286
and pricing, 558–559, 587
as sales promotion, 462, 464

Burger King, 9, 24, 48, 147, 250, 379, 393,
608–609

Business analysis, product development, 261
Business failures, reasons for, 15
Business Periodicals Index, 215
Buying intentions survey, sales forecasting, 184
Buying unit:

members of, 109–111
See also Organizational buying

C
Cabaldon, Chris, 159
Cannibalization, and diversification, 177
Cape Cod Chamber of Commerce and

Convention and Visitors’ Bureau, 121–122
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Carnival Cruise Lines, 51, 80
Case analysis, 220
Cash cows:

menu items, 608
strategic business units (SBUs), 295, 297

C.A.S.I.E. (Coalition for Advertising Supported
Information and Entertainment), 393

Caterese, 527, 597
Causal analysis, 182–186

econometric models, 186
regression analysis, 186

Causal research, methods of, 221–228
Caveat emptor, 567
Cendant Corp, 21
Census, 228
Central reservation systems (CRS), 316
Chains, see Hospitality and tourism chains;

Restaurant chains
Channels, see Distribution channels
Check in, automated, 50
Check out, express, 47
Chili’s, 24, 250, 379
Choice Hotels International, 9, 33, 48, 140, 251
Chu Zhou Hotel, 273–275
Circulation, print media, 429
Clarion Hotels and Suites, 140, 251
Clayton Act (1914), 565, 567
Clio Awards, 393
Closed-ended questions, 239
Closing sale, 521–522
Coca-Cola, 139, 263
Cold calls, 516
Collateral materials:

for brochures, 446
online, 463

Comes, Brian, 457
Comfort Inns and Suites, 71, 140, 251, 264
Comment cards, 225–226

customer satisfaction measure, 68, 213
limitations of, 58, 225
for restaurants, 143

Commercials, see Radio advertising; Television
advertising

Communication, in promotions, 374
Communication mix, components of, 19–20
Communications gap, and service quality,

57–58
Community, sales force leads in, 516
Comparative reference groups, 89–90
Compensatory strategies, consumer problem-

solving, 103
Competition:

advertising, effects on, 406
attacks/defamation of, 47, 529
basic strategies, 54
budget competition, 25
forms of, 24
general competition, 25
and marketing strategy, 24–25
perfect competition, 24
and pricing, 542, 547, 555–556
product category type of, 24
product form type of, 24
and sales promotions, 461–462
services industry, growth of, 46–50

Competitive benefit matrix, 144
Competitive objectives, 174
Competitive parity method, 384
Complaints, see Customer complaints
Concentrated market segmentation strategy,

141
Concept testing, 260–261
Concierge, 321
Conjunctive approach, consumer problem-

solving, 104
Conscious parallelism, 566
Consolidated metropolitan statistical areas

(MSAs), 128
Conspicuous consumers, 134
Consumer adoption process, 9–698

diffusion and adoption, 97
innovators to late adopters continuum, 97
and product life cycle, 97
and risk, 98
trends related to, 96

Consumer analysis, sales forecasting, 169
Consumer behavior, 8–696

and advertising, 403–406
and attitudes, 87
and culture, 88–89
and experience, 94–95
feelings and behaviors related to, 96
and households, 91
needs related to, 91–94
and perceptions/attitudes, 96, 144–146
and personality/self-image, 95
profiling, see Market segmentation
and reference groups, 89–90
and roles, 8–687
and social forces, 86
and social setting, 86
and socioeconomic status, 89
understanding, importance of, 85, 87
See also Customers

Consumer Behavior (McNeal), 86
Consumer decision-making, 98–103

evaluation of alternatives, 100–102
information search, 99–100
postpurchase evaluation, 102–103
problem recognition, 98–99
purchase decision, 102

Consumer feedback:
complaints, see Customer complaints
customer satisfaction assessment methods, 47,

58, 68–69
internal information system for, 213
performance evaluation, 181
surveys, see Customer surveys

Consumer price index (CPI), 22
Consumer price sensitivity, 542–545

defined, 542–543
difficult-comparison effect, 544
end-benefit effect, 545
expenditure effect, 545
perceived-substitutes effect, 543
price-quality effect, 543
shared-cost effect, 544–545
unique value effect, 543

Consumer problem-solving, 103–108
combination strategies, 105–106

compensatory strategies, 103
conjunctive approach, 104
disjunctive approach, 104–105
extended problem-solving, 107–108
lexicographic approach, 105
limited problem-solving, 106–107
routine response behavior, 106

Contact management software, 498
Contests:

participation in, 464
and promotion, 378
pros and cons of, 467

Contractual vertical marketing systems, 324
Convenience sample, 241
Conventions:

for sales and service training, 463
See also Meetings and conventions

Convention and visitors bureau (CVB),
320–321, 358

Convivial dimension, defining quality service,
63–64

Cooperative advertising, 387, 463
Copy testing, 398–399
Copywriting:

for brochures, 447
for direct mail, 442
for print ads, 427–428

Core products, 277
Corporate sales offices, sales prospecting at, 516
Corporate vertical marketing systems, 323
Corporations, as market segment, 508–511
Correlations, statistical, 229
Cost/benefit analysis, of service failures, 66
Cost control data, performance evaluation, 180
Cost efficiency, and distribution channels,

326–328
Cost-oriented pricing, 550–553

break-even analysis, 550–552
cost-plus pricing, 552
target-return pricing, 553

Cost per thousand (CPM) formula, 429
Cost-plus pricing, 552
Coupons:

distribution methods, 425, 426–427, 464
and newspaper advertising, 425, 426–427
promotional pros and cons, 465
for promotions, 379–380
tallying as measure, 399

Covey, Stephen R., 5–6
Credence qualities, customer purchase

decisions, 54
Credit accounts, via Internet, 359–360
Critical incidents, service failures, 65
Cross-sectional studies, 221
Cross-tabulations, 229
Cross-training, 301
Crowne Plaza, 281
Culture, and consumer behavior, 88–89
Curbside check-in, 53
Customer complaints:

to assess satisfaction level, 68
encouraging, 6–667
forms of, 66
hotlines for, 66, 67
statistics related to, 62
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Customer needs failures, meaning of, 65
Customers:

customer objectives, 173–174
distribution channel benefits to, 325–326
expectations of service performance, 58
guest history data, 47
loyalty, promotions for, 69–70
participation in service delivery, 47, 50–51
as part of product, 51
perceived value, 47
purchase decisions, factors in, 53–54
service quality, 54–61
in service-quality orientation, 59
testing advertising campaign with, 399
See also Meetings and conventions; entries

under Consumers
Customer satisfaction, 61–64

assessment techniques, 47, 58, 68–69
defined, 62
and word of mouth, 14

Customer surveys, 223–227
AIO (attitudes, interests, and opinions)

statements, 132
of buying intentions, 184
comment cards, 225–226
comparison of methods, 223
customer satisfaction measure, 68
design of, see Questionnaires
effectiveness of, 223
experience surveys, 220
limitations of, 58, 68
questionnaires, 227–228
telephone surveys, 223–224

Cyberspace concept, 342
Cycle menus, 602–605

design of, 605
marketing cycle menus, 603–605
patterns for, 603

D
Daily operations, marketing management tasks,

32
Darden Restaurant Group, 608
Data analysis:

marketing information systems, 203–217
marketing research, 228–229
secondary, 220
statistical analysis, 228–229

Data collection:
external data, 211, 214–216
guidelines for, 216
internal data, 211–213
primary data, 209, 217
secondary data, 209–211
validity and reliability, 211, 216
See also Marketing data; Marketing research

Data quality, and sales forecasting, 187
Days Hotel, 251
Days Inn, 251, 291
Days Inn Suites, 251
Deceptive advertising, 403–404
Deciders, organizational buyers, 111
Decision-making, of consumers, see Consumer

decision-making

Decline stage:
product life cycle, 281–282, 380
tourist area life cycle, 290

Defensive strategy, product development,
252–254

Delivery gap, and service quality, 57
Delphi software, 527, 597
Delphi technique, 183
Delta Airlines, 24–25, 48, 255–256, 264, 280
Demand:

fluctuating, 562
market demand, 137
price elasticity of, 24, 554–555
projected demand, 137–138

Demand-oriented pricing, 553–555
computation of, 554–555
odd/even pricing, 555, 587
prestige pricing, 555
price lining, 555
psychological pricing, 555

DeMeglio, Nick, 416
Demographics:

defined, 23
and marketing strategy, 23–24
and market segmentation, 128–132

Dependent variables, 225
Derived demand:

and end-benefit effect, 545
and organizational buying, 108–109

Descriptive research:
cross-sectional studies, 221
longitudinal studies, 221

Desired objective method, 383
Desktop publishing, 582
Dietary Guidelines for Americans, 23
Dietary habits, effects on food service

operations, 23–24, 85–86
Differentiated market segmentation strategy,

140–141
Diffusion and adoption, and early adopters, 97
Digitized information exchange, 345
Direct channels, 316
Direct mail, 439–443

flyers, 378
guidelines for use, 440–442
mailing lists, 442–443
pros and cons of, 421, 439–440
sales prospecting, 516

Direct marketing:
defined, 28
and technology, 71–72

Direct Marketing Association (DMA), 442
Directories, as data source, 215–216
Director of marketing, 500
Director of sales, 500
Director of sales and marketing, 500
Discretionary effort, 60
Discretionary income:

defined, 22
and family life cycle, 129–131
and marketing strategy, 22–23

Disjunctive approach, consumer problem-
solving, 104–105

Disposable income, 22
Dissolve, 438

Distribution:
activities related to, 313
and Internet, 312
objective of, 312–313

Distribution channels:
central reservation systems (CRS), 316
convention and visitors bureau (CVB),

320–321
cost efficiency, improving, 326–328
customer benefits, increasing, 325–326
direct channels, 316
exclusive distribution, 313–314
global distribution systems (GDS), 317
indirect channels, 315–316
intensive distribution, 315
intermediaries, 317–321
leadership of, 323
member selection and retention, 324
power relations, 322–323
selective distribution, 314
vertical marketing systems, 323–324

Distribution mix, components of, 20
Diversification:

and customer cannibalization, 177
strategy, 177–178

Dogs:
menu items, 607
strategic business units (SBUs), 295, 297

Domain name system (DNS), 360
Domino’s Pizza, 371–372
Drive time, 434
Dubbing, 438
Duca, Tom, 577
Dunkin’ Donuts, 263

E
Early dining, 169
Econo Lodge, 140
Econometric models, 186
Economic environment:

components of, 22
consumer price index (CPI), 22
and marketing strategy, 22–23
and pricing, 546

Electronic commerce:
applications of, 353
characteristics of, 345, 348
classification of selling-buying structures, 350
customer relationship management (CRM), 361
development of, 350
forms of, 341
networked economy, features of, 344–345
popularity and growth of, 341, 343
revenue model, 352
and size of firm, 351
trend summary, 346–347
use, decision-making criteria, 349–350
value proposition, 352–353
See also Internet

Electronic data interchange (EDI), 350
Electronic funds transfer (EFT), 350
Employees:

cross-training, 301
front line, empowering, 67
internal information system for, 213
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organization communication with, 61
performance evaluation, 64
rewarding and recognizing, 61, 64
as source of ideas, 255, 258–259
and supply and demand management, 301
turnover rate, 33
unsolicited actions of, 65

Employee training:
basic requirements, 61
in merchandising methods, 472–474
response to service failures, 67
for sales promotions, 469

Empty nest, 130
Encryption, Internet security, 343
Endless chain, 515–516
Enterprise Rent-a-Car, 142
Entertainment, as merchandising, 475
Entrepreneurial strategy, as product

development, 255
Environmental changes:

and growth of services, 46–50
historical appraisal, 169
and marketing strategy, 21–28
and pricing, 545–547

Environmental scanning:
of competitive environment, 207
defined, 21
of macroenvironment, 206–207
and marketing information systems, 205–208
and marketing strategy, 21
of organizational environment, 207–208

Epcot Center, 301
Erikson, Erik, 93–94
ESPN Zone, 314
Esteem needs, and consumer behavior, 93
Ethical issues:

advertising, 403–405
personal selling, 527–529
pricing, 567–569
research ethics, 231–232

Examining, questions in, 25
Exclusive distribution, 313–314
ExecuStays, 294
Expedia, 346, 348, 352, 353
Experience:

and consumer behavior, 94–95
customer purchase decisions, 53

Experience surveys, 220
Experimentalists, 134
Experiments:

marketing research, 225, 227
settings for, 227
test marketing, 227
variables in, 225

Expert opinion, sales forecasting, 183
Expert power, 322–323
Explicit agreements, 566
Exloratory research, methods of, 220–221
Exponential smoothing, 185
Express checkout, 47
Extended problem-solving, by consumers, 108
External data, 211–213

collection guidelines, 216
defined, 211
marketing information systems, 214–216

External environments, and marketing process,
12

External mailing lists, 443

F
FAB selling, 500–505, 511
Facilitating products, 277
Fact sheets, 477
Fade in/fade out, 438
Fairfield Inns, 71, 251
Family life cycle:

defined, 129
and market segmentation, 129–132
traditional versus modernized, 130

Family size:
average size by 2010, 129
and market segmentation, 128–129

Fast-food industry:
bundling of products, 71, 284, 286
positioning strategies, 147
pricing competition, 281
product life cycle, approach to, 282–284
product-service mix development, 249–250
See also specific establishments by name

Federal budget deficit, and cost-shifting to
states, 26

Feedback:
of customers, see Consumer feedback
performance evaluation, 178–182

Field research, 227
Financial objectives, 172–173
Financial projections, versus marketing plan,

165
Financial risk, and consumer adoption, 98
Firewalls, 343
Flighting media scheduling, 423–424
Flyers, promotional, 378
Focus groups, 220–221
Follow-up calls, 513
Foo, Carol, 494
Food budget, 22
Forecasting:

market segment performance, 137–138
sales projections, 283–284
See also Sales forecasting

Foreign languages, brand name translation to,
264

Four Seasons Hotels, 24–25, 103–104, 292, 314
Foxwoods Resort Casino, 88, 564
Franchise networks, growth of, 47–48
Franchising, 328–330

defined, 48
in food service, 48
in lodgings industry, 48
pros and cons of, 328–330

Frequency distribution, 229
Frequent flyer miles, 255–256, 459–460
Frequent guest programs, 462
Friendly’s Restaurants, 264
Fringe time, 438
Full-service advertising agency, 401

G
Gain-sharing programs, 299
Gallup Polls, 215

Gaps in coverage:
product-service mix, 146–147
See also Service-quality gaps

Gatekeepers, organizational buyers, 111
General competition, 25
General Electric (GE) matrix, 295–296
Geographic variables, market segmentation,

127–128
Global distribution systems (GDS), 317
Globalization:

defined, 48
and growth of services, 48

Goals:
defined, 171
of external study, 216
purpose of, 171
See also Objectives

Government, as data source, 215
Government deregulation, and growth of

services, 46
Grand Hyatt, 494–495
Graphics image format (GIF), 361
Gray market, 131–132
The Greenbrier, 58, 247–248, 314
Gross rating points, 434
Growth stage:

product life cycle, 279–280, 379
tourist area life cycle, 289

Guest history data, 212–213
benefits of, 47
internal information system for, 213

Guest services, 416–417

H
Hampton Inn, 71
Handbills, promotional, 378
Hard Rock Cafe, 314
Harris Polls, 215
Heinsius, Howard, 420
Hertz, 24–25, 142, 264
Hewlett-Packard, 49
Hilton Hotels and Resorts, 9, 46, 50, 176, 196,

262–264, 348, 351, 357
History-based methods:

guest histories, 47, 212–213
historical booking analysis, 563
historic appraisal, 168–169
for product life cycle, 283
time series analysis, 184–185

Holiday Inn, 103–105, 256, 279, 291
Holiday Inn Express, 71, 257, 281
Holiday Inn Select, 281
The Homestead, 314
Hospitality Sales and Marketing Association

International (HSMAI), 214, 497
Hospitality and tourism chains:

growth of, 22, 47–48
types of, 48

Hospitality and tourism industry:
advertising strategy, 46–47
budget segment, growth of, 70–71
and competitive environment, 24–25
and consumer sophistication, 70–71
customer loyalty, 69–70
development strategy in, 175–178
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Hospitality and tourism industry (cont’d)
economic effects on, 22–23
intermediaries, use of, 312
legislation, effects on, 26–27
market segments, focus on, 71–72
one-stop destinations, 71
opinion leaders in, 90
political effects on, 26–27
professional associations, 26
and senior market, 132
social effects on, 23–24
technological effects on, 27–28

Hotel operations:
attributes of, 143
chains, 22, 47–48
comment cards, 226
frequent guest programs, 462
multiple brands of, 281
perceptual map for, 144–146
product-service mix development, 250
wheel of retailing, 291–292
See also specific hotels by name

Hotel representatives, 320
Hotels.com, 353
Hotlines, for customer complaints, 66, 67
Hot Shoppe, 264
Households:

and consumer behavior, 91
and market segmentation, 128–129
and sales forecasting, 169
See also entries under Family

Howard Johnson, 168, 291–292
Human resources:

major activities of, 33
and marketing management, 32–33

Hutchinson, Shelley, 459
Hyatt Hotels and Resorts, 9, 25, 141, 175, 177,

263, 457–458, 536

I
IBM, 49
Idea generation, product development, 258–259
Image, and pricing, 542
Imitative strategy, product development, 254
Implication questions, by sales rep, 523
Inception stage, tourist area life cycle, 288–289
Income:

discretionary, 22
disposable, 22

Income statement, importance of, 181
Independent variables, 225
Indexes, as data source, 215–216
Indianapolis Princess Suites, 486–488
Indirect channels, 315–316
Industry analysis, sales forecasting, 169
Inferential analysis, 229
Influencers, organizational buyers, 111
Information search, consumer decision-making,

99–100
In-house mailing lists, 442–443
Innovators, consumer adopters, 97
Inquiry and sales method, 399
Inserts and enclosures, for public relations, 478
Intensive distribution, 315
InterContinental, 281

Intermediaries, 317–321
concierge, 321
hotel representatives, 320
meeting planners, 319
role of, 312, 317
tour wholesalers and operators, 318–319
travel agents, 318
travel bureaus, 320–321

Internal data, 211–216
customer feedback, 213
defined, 211
guest histories, 212–213
for marketing information systems, 211–213
sales data, 212–213
staff information, 213

Internal marketing, and service quality, 60–61
Internet:

airline travel check in, 47, 48
benefits of, 351, 361
consumers and service delivery, 47
customer information from, 356
cyberspace concept, 342
as data source, 215
development of, 341–342
and distribution, 312
effects on industry, 28
financial transactions on, 358–360
promotions on, 463
security issues, 342–343
technology concepts, 360–361
travel Web sites, names of, 346, 348
Web site design/layout, 357–358
Web sites, uses of, 354–356
See also Electronic commerce

Introduction stage, product life cycle, 278–279,
377–378

J
Jillian’s Entertainment, 577–579
Joint picture encoding group (JPEG), 361
Jones, Reginald, 486–488
Judgment sample, 241

K
Kang Long Hotel, 273–275
Kelleher, Herb, 390
Kentucky Fried Chicken (KFC), 24, 49, 255
Key account management, 524–525
Kmart, 291
Knowledge gap, and service quality, 55–56

L
Laboratory experiments, 227
Leadership, of distribution channels, 323
Leasing businesses, and growth of services, 49
Le Cirque 2000, 313, 586
Lee, Thomas, 83
Legal environment, and marketing strategy,

26–27
Legal protection:

of brand name, 264
pricing practices, 565–567

Legitimate power, 323
LEGOLAND, 40, 126, 557
Letters, for public relations, 478

Lexicographic approach, consumer problem-
solving, 105

Lexis-Nexis, 216
Library, as data source, 215–216
Life stages, and consumer behavior, 93–94
Lifestyle, and market segmentation, 132–133
Limardo, Luis, 310
Limited problem-solving, by consumers,

106–107
Lloyd, Patti, 121–122
Local advertising, 387
Loews Hotels, 5–8
Logo, on brochure, 476
Longitudinal studies, 221
Lottery, compared to sweepstakes, 464
Lovelock, Christopher, 46, 50
Loyalty programs, features of, 70
Lucas, Jenny, 5

M
Macroenvironment:

defined, 206
environmental scanning of, 206–207

Magazine advertising, pros and cons of, 421,
425–426

Mailing lists, 378, 442–443
types of, 442–443

Malcolm Baldrige National Quality Award, 48,
255, 322, 361

Managers:
innovative, and growth of services, 49–50
internal information system for, 213
and marketing process, see Marketing

management
tasks of, 13–14, 31

Manufacturers, as service providers, 49
MapQuest, 346
Margin of error, 137
Market demand:

defined, 137
determining, 137

Market development strategy, 177
Market execution, 30
Marketing:

defined, 9–10
direct, 28
online, 353
as product development, 255
versus selling, 14–17, 496

Marketing audits, purpose of, 207
Marketing concept, 12–14

application vs nonapplication, 13
basis of, 11

Marketing cycle menus, 603–605
Marketing data:

customer feedback, 213
external, 214–216
government sources, 215
guest histories, 212–213
guides/indexes/directories, 215–216
internal, 211–213
Internet, 215
Internet databases, 356
primary, 209, 217
sales data, 212–213
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secondary, 209–211
staff information, 213
syndicated services, 215
trade associations, 214
trade journals/periodicals, 214–215
travel bureaus, 214
universities, 215

Marketing environment, 20–29
Marketing evaluation, elements of, 30–31
Marketing information systems, 203–217

basic requirements for, 208–209
conceptual model, diagram of, 206
data use for advertising plan, 395–396
defined, 204
effective, criteria for, 204–206
and environmental scanning, 205–208
information needs, 203

Marketing management:
and daily operations, 32
financial goals, 32
and human resources, 32–33
research and development in, 33

Marketing management cycle:
market execution, 30
marketing evaluation, 30–31
in marketing process, 12
market planning, 29–30

Marketing mix:
communication mix, 19–20
defined, 11
distribution mix, 20
and marketing strategy formulation, 20
presentation mix, 19
pricing mix, 20
product-service mix, 19
traditional mix, 11, 17–19

Marketing planning process, 166–182
action plans, implementing, 178
consumer needs, focus on, 181–182
goals and objectives, defining, 171–174
historic appraisal, 168–169
mission statement, 166–167
performance evaluation, 178–182
position statement, 167
product development strategy, 175–177
situation analysis, 167–171
SWOT analysis, 170–171
timing factors, 174–175

Marketing plans:
failures, reasons for, 164–166
formulating, see Marketing planning process
objectives of, 29–30
pros and cons of, 162–164
strategic plans, 161
tactile plans, 161–162

Marketing process, 10–12
and external environments, 12
management cycle in, 12

Marketing program:
causal research, 221–228
purpose of, 11

Marketing research, 220–221
case analysis, 220
and competitive environment, 207
defined, 204

descriptive research, 221
ethical issues, 230–232
experience surveys, 220
experiments, 225, 227
exploratory research, 220–221
focus groups, 220–221
marketing audits, 207
questionnaires, 239–240
research design, 220
sampling, 228, 241
secondary data analysis, 220
surveys, 223–227
test marketing, 227–228

Marketing research process, 218–230
data analysis, 228–229
defined, 218
planning research, 220–228
problem definition, 219
report, final, 229–230

Marketing strategy:
branding, 262–264
changes in, basis of, 21
and competitive environment, 24–25
and economic environment, 22–23
and environmental scanning, 21
importance of, 276
and legal environment, 26–27
and marketing mix, 20
and political environment, 26–27
and social environment, 23–24
and technological environment, 27–28

Market introduction, new product, 261–262
Market penetration strategy, 175
Market segmentation:

behavioral variables, 133–135
concentrated strategy, 141
criteria for, 125–126
and customer benefits, 135
demographic variables, 128–132
differentiated strategy, 140–141
effectiveness of, 123–124, 135
and family life cycle, 129–132
forecasting segment performance, 137–38
geographic variables, 127–128
industry focus on, 71–72
mass-market strategy, 138–40
matching marketing to segment, 126
and media selection, 419
product-service mix, 141–148
profiling market segments, 136–137
psychographic variables, 132–133
ROI as goal, 138
segmentation bases, identifying, 136
selecting best segments, 138

Market share:
calculation of, 179
customer satisfaction measure, 68–69
relative, 293–294

Marriott Courtyard Hotels, 142, 251, 280, 295
Marriott International, 9, 24–25, 33, 48, 50, 67,

177, 205, 227, 249, 251, 262, 264, 291, 315,
339, 348, 351, 356, 462

Marriott Residence Inns, 93, 142, 251, 294–295
Marriott Vacation Club, 251
Martin, William, 63

Maslow, Abraham, 92–93
Mass customization, 28
Mass-market strategy, 138–140
Materialism, and advertising, 404
Matt’s Bar and Grill, 613
Maturity stage:

product life cycle, 280–281, 379–380
tourist area life cycle, 289

Maximizer software, 498
McClelland, David, 94
McDonald’s, 9, 24–25, 48, 139–140, 177, 251,

262, 264, 282–284, 315, 323, 375, 379–380,
389–390, 567

McNeal, James, 86
McPherson, Amy, 339
Mean, 220
Measurability test, for market segmentation, 125
Median, 220
Media selection, 392, 418–448

brochures, 446–447
decision making about, 418–419
direct mail, 439–443
market analysis for, 419
media mix, 420–423
and media objectives, 419–420
media planning process, 419–420
outdoor advertising, 444–446
print media, 424–429
for promotion, 378
radio advertising, 430–434
scheduling of media, 423–424
specialty advertising, 447–448
and target market, 423
television advertising, 435–438

Meeting market segments, 505–512
association market segment, 506–508
corporate market segment, 508–510
selection criteria by, 510–511
sports market segment, 511
tour group market, 511–512

Meeting planners, 319
Meetings and conventions

factors of importance for, 510–511
See also Meeting market segments; Personal

selling
The Melting Pot, 16, 314
Melton, David, 371
Menus, 582–588

banquet menus, 596–597
cycle menus, 602–605
evaluation of, 605–609
flavor balancing, 584
inaccuracy, avoiding, 599–602
managerial review of, 602
and marketing, 580–582
menu census data, 584–585
menu engineering, 60–6607
menu items selection, 584–585
menu policy flow chart, 584–585
menu sales mix analysis, 60–6609
nutritional factors, 583–584
pre-planning data, 583
price increases, 585, 587–588
problems related to, 598–599
wine lists, 592, 596
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Menus design and production, 582, 588–592
copy for, 589–591
cover, 588–589
and eye movement, 590
fanning pages, 597
paper stock, 592
special copy for extras, 591
type size and style, 591–592

Merchandising, 470–476
brochures, 475–476
entertainment, 475
menu terms, 600
staff training for, 472–474
suggestive-selling, 471–473

Metropolitan statistical areas (MSAs), 128
Microsoft Excel, 184, 284
Microsoft Office, 213, 582
Microsoft Outlook, 498
Milline formula, 429
Mission statement, components of, 166–167
Mobile Bay CVB, 55, 79, 548
Mode, 220
Monopolistic competition, 24
Monopoly, 24
Mooncakes Restaurant, 83–84
Motives:

and consume behavior, 91
hierarchy of needs, 92–93
social motives, 94

Moving average:
autoregressive moving averages (ARMA), 

185
functions of, 185

Multiple-category questions, 239
Multivariate statistics, 229

N
National advertising, 387
National Car Rental, 24, 264, 310–311
National Restaurant Association (NRA), 23, 26,

214, 601
Natural foods, 23
Need-payoff questions, by sales rep, 523–524
Needs:

and consumer behavior, 91–94
Maslow’s hierarchy of, 92–93

Negotiation:
in organizational buying, 109
in personal selling, 525–526

Networked economy, features of, 344–345
Networking, by sales reps, 515–516
Networks, TV, 438
Neutral pricing, 549–550
Newmarket International, 199–202
New products:

sales promotions for, 461
See also Product development

Newsletters, for public relations, 479
Newspaper advertising:

pros and cons of, 421, 424–425
See also Print media

News release, 478
Noncompensatory strategies, consumer

problem-solving, 103–105
Nonexplicit agreements, 566

Nonpeak periods:
boosting demand, 300
sales promotions for, 462

Nonprobability sample, 241
Nonprofit operations:

new income sources, 49
return on investment (ROI), 14
types of, 10

Normative reference groups, 90
Northwest Airlines, 67
Nutritional factors:

current dietary concerns, 23–24, 85–86, 251,
581–582

menu planning, 581–582, 599, 601

O
Oakwood Worldwide, 294
Obesity, American population, 23
Objections, to sales presentation, 519–521
Objectives:

competitive objectives, 174
components of, 171
customer objectives, 173–174
defined, 171
effective, features of, 172–173
of external study, 216
financial objectives, 172–173
functions of, 171–172
for media advertising, 419–420
multiple, pros and cons, 174
pricing, 542
sales objectives, 173–174

Odd/even pricing, 555, 587
Older population:

dining trends, 152, 169
discounts to, 131
as gray market, 131–132
growth of population, 131
market segmentation for, 132
as viable market segment, 23

Oligopoly, 24
Omni Hotels, 43–44, 314
O’Neill, Sean, 199
Open-ended questions, 239
Open houses and tours, for public relations, 

479
Operations, service setting, variability in, 52
Opinion leaders:

and consumer behavior, 90
defined, 90
and promotion, 378
roles of, 90

Orbitz, 346
Order getters, 496
Order takers, 496
Organizational buying, 108–112

after sale concerns, 109
buying unit members, 109–111
defined, 108
and derived demand, 108–109
influencing factors, 111–112
large-volume purchases, 108
multiple buyers, 109
negotiation in, 109
repeat buyers, 109

Organizational environment, environmental
scanning of, 207–208

Organizational objectives, and advertising plan,
396

Outback Steakhouse, 24, 250, 306–307
Outdoor advertising, 444–446

guidelines for use, 445
pros and cons of, 421, 444–445
types of, 445–446

Outdoor advertising plant, 445

P
Package concept, tours, 318–319
Palace Hotel, 314
Panels, descriptive research, 221
Panera Bread, 24
Paper stock, menus, 592
Paramount, 250
Passive investments, 26
Pasta Shack, 573
Penetration pricing, 549
PepsiCo, 10, 49, 255
Perceived value, 47
Percentage of sales method, 382–383
Perceptions:

changing, methods of, 147
and consumer behavior, 96
of current services, measuring, 144–146
defined, 96
perceptual maps, 144–146

Perceptual maps, 144–146
attribute data in, 146
defined, 144
preference data in, 145
similarity-dissimilarity data in, 145

Perfect competition, 24
Performance evaluation, 178–182

consumer feedback, 181
cost control data, 180
employees, 64
profit control data, 180–181
sales control data, 179

Performance risk, and consumer adoption, 98
Periodicals, as data source, 214–215
Peripheral services, to core product, 277
Perishables, 562
Personality:

and consumer behavior, 95
and market segmentation, 132–133

Personal selling:
active listening in, 518–519
closing sale, 521–522
defined, 373, 512
effective salesperson, profile of, 497–500
ethical issues, 527–529
FAB selling, question in, 500–505, 511
and hospitality industry, 513
key account management, 524–525
leads, sources for, 515–516
meeting market segments, 505–512
negotiating in, 525–526
objections, overcoming, 519–521
probing questions, SPIN approach, 522–523
prospecting, 514–516
sales calls, types of, 513–514
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sales and catering software, 527
sales presentations, 517–519
sales roles, 496–497
software tools, 498, 527
suggestive selling, 471–473, 526
up-selling, 526

Phoenix Open (2003), 443
Physical risk, and consumer adoption, 98
Pizza Hut, 24, 249, 255, 263
Place, in marketing mix, 11, 18
Planet Hollywood, 281–282
Point-of-sale (POS)

displays, 463
spreadsheet information from, 606

Political environment:
and growth of services, 46
and marketing strategy, 26–27
and pricing, 546

Population, for sample, 228
Positioning: The Battle for Your Mind (Ries and

Trout), 147–148
Positioning:

defined, 141
desired position strategy, 147–148
pre-positioning questions, 148
process, 142
of product-service mix, 141–148
and product-service mix, 146
success, criteria for, 146–147
unique selling proposition (USP), 147

Position statement, components of, 167
Postpurchase evaluation, by consumers, 

102–103
Power relations, distribution channels, 322–323
Preemptible rates, 434
Preference data, in perceptual maps, 145
Premiums:

pros and cons of, 466–467
self-liquidating, 464

Presentation mix, components of, 19
Press kit, 477–478
Press releases, 378
Prestige pricing, 555
Pretest, questionnaires, 228
Price, in marketing mix, 11, 17
Price discrimination laws, 566–567
Price elasticity of demand:

defined, 24
and demand-oriented pricing, 554–555

Price increases, restaurants, 587–588
Price lining, 555
Price modification, supply and demand

management, 300
Price reduction, as promotional technique, 464
Pricing, 541–559

competitive pricing, 542, 547, 555–556
consumer price sensitivity, 542–545
cost-oriented pricing, 550–553
demand-oriented pricing, 553–555
ethical issues, 567–569
neutral pricing, 549–550
objectives, 542
penetration pricing, 549
segmented pricing, 556–559
skim pricing, 548–549

Pricing mix, components of, 20
Pricing practices, 566–567

explicit agreements, 566
nonexplicit agreements, 566
and price discrimination laws, 566–567
tie-in sales, 567

Primary data:
benefits to use, 217
defined, 209
limitations of, 217
for marketing information systems, 217

Primary metropolitan statistical areas (PMSAs),
128

Prime time, 438
Print media, 424–429

copywriting for, 427–428
guidelines for use, 426–427
terms related to, 428–430

Privatization:
defined, 47
and growth of services, 47

Probability sample, 241
Probing questions, by sales rep, 522–524
Problem definition, marketing research process,

219
Problem questions, by sales rep, 523
Problem recognition, consumer decision-

making, 98–99
Procedural dimension, defining quality service,

63–64
Producer-consumer exchange, 10
Product allocation models, 292–297
Product development:

business analysis, 261
concept testing, 260–261
defensive strategy, 252–254
idea generation stage, 258–259
imitative strategy, 254
market introduction, 261–262
new product committee, 256
new product department, 256–257
proactive strategies, 254–256
product managers, 257
product screening, 259–260
responsive strategy, 254
test marketing, 261
venture teams, 257

Product development strategy, 175–177
basis of, 175
diversification strategy, 177–178
market development strategy, 177
market penetration strategy, 175

Product differentiation, and positioning,
141–142

Productivity improvement, and growth of
services, 48

Product levels, 276–277
Product life cycle, 278–288

analysis of, 283–284
and consumer adoption, 97
decline stage, 281–282, 380
extending, 284–286
growth stage, 279–280, 379
introduction stage, 278–279, 377–378
maturity stage, 280–281, 379–380

and promotion over, 376–380
pros and cons of, 286–288
and resource allocation models, 296–297

Product lines:
defined, 250
importance of, 250–252

Product management:
product life cycle, 278–288
resource allocation models, 292–297
service business, 297–301
tourist area life cycle, 288–290
wheel of retailing, 290–291

Products:
components of, 18
cost, effects of advertising on, 406–407
defined, 9–10
in marketing mix, 11, 18
product category competition, 24
product form competition, 24
compared to services, 50–53

Product screening, 259–260
Product-service mix, 141–148

components of, 15, 19
current offerings, evaluating, 144–145
desired position strategy, 147–148
and differentiated market segmentation

strategy, 140–141
gaps in coverage, 146–147
ideal mix, determining, 142–143
management of, 276

Professional associations, see Trade associations
Profit control data, performance evaluation,

180–181
Profits:

decreased costs, impact of, 181
managerial role, 13–14
uses of, 10

Projected demand, 137–138
defined, 138
determining, 138

Promotional budget, 380–386
all-you-can-afford method, 384
budgeting process, 384–386, 469
competitive parity method, 384
desired objective method, 383
functions of, 381
percentage of sales method, 382–383
pros and cons of, 381–382

Promotions:
to change consumer perception, 147
components of, 18–19
expenses for, see Promotional budget
functions of, 374–376
information flow model, 375
in marketing mix, 11, 18–19
and product life cycle, 376–380
promotion bans, removal of, 46–47
promotion mix, 373–374
and purchasing patterns, 169
to repeat customers, 69–70
types of activities, 377–380
expenses for, see Promotional budget
See also Sales promotions

Promus Hotel Corporation, 33
Property analysis checklist, 502
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Prospecting, in personal selling, 514–516
Psychographics:

defined, 132
focus of, 132

Psychographic variables:
AIO (attitudes, interests, and opinions)

statements, 132
market segmentation, 132–133
Social Value Groups, 133–134

Psychological needs, and consumer behavior, 92
Psychological pricing, 555
Public appearances, for public relations, 479
Public relations, 476–482

defined, 373, 476–477
evaluating results, 480, 482
guidelines for, 479–480
methods used, 478–479
press kit, 477–478
timetable, 481

Pull promotional techniques, 463–464
Pulsing advertising, 424
Purchase decisions:

and consumer decision-making, 102
credence qualities in, 54
experience qualities in, 53
search qualities in, 53

Purchasing power:
defined, 22
and marketing goals, 22
and older population, 23
and price level offerings, 22

Push promotional techniques, 463

Q
Qualitative methods:

sales forecasting, 182–184
situations for use, 187

Quality Inns and Suites, 140, 251
Quality Service: The Restaurant Manager’s Bible

(Martin), 63
Quality standards, defining, 63–64
Quantitative methods:

sales forecasting, 184–186
situations for use, 187

Question marks:
menu items, 607–608
strategic business units (SBUs), 294, 296

Questionnaires, 227–228
closed-ended questions, 239
construction guidelines, 240
multiple-category questions, 239
open-ended questions, 239
organizing, 227–228
pretest, 228
scaled-response questions, 240
See also Customer surveys

Quota sample, 241

R
Radio advertising, 430–434

guidelines for use, 431–432
production of commercials, 433–434
pros and cons of, 421, 430–431
spots, selecting, 432–433
terms related to, 434

and type of station, 432
See also Print media

Random cycle menu, 603
Random sampling, 241
Range, statistical, 220
Recommended dietary allowance (RDA), 584
Recovery strategies, from service failures, 6–667
Red Lobster Restaurants, 18, 264, 581
Red Roof Inns, 291
Reference groups:

and consumer behavior, 89–90
defined, 89
types of, 89–90

Regression analysis, 186
Relationship marketing:

criteria for, 60
defined, 59
and service quality, 59–60

Relative market share, 293
BCG matrix, 293–294

Reliability, data collection, 211, 216
Renaissance Hotels and Resorts, 141, 177, 251
Rental businesses, and growth of services, 49
Rental car companies:

attributes of, 143
See also specific companies by name

Repeat customers, customer satisfaction
measure, 68

Reporting, marketing research results, 229–230
Research design, marketing research, 220
Research and development:

and marketing management, 33
tasks of, 33

Research ethics:
and client, 231–232
and marketing research, 230–232
and respondents, 231
and suppliers, 231

Research studies, see Marketing research
Reservations, supply and demand management

with, 300–301
Reservation systems, and growth of services, 

47
Resource allocation models, 292–297

BCG matrix, 293–294
defined, 276
GE matrix, 295–296
and product life cycle, 296–297
strategic business units (SBUs), 293–296

Responsive strategy, product development, 254
Restaurant chains:

expansion of, 24
types of, 48

Restaurant operations:
attributes of, 143
comment cards, 143, 225
concept operations, evolution of, 15–17
healthful eating trend, 23–24, 85–86, 251
prices, raising, 585–588
self-service trends, 301
and senior market, 152, 169
suggestive selling, 471–473, 526
See also Pricing; specific restaurants by name

Retailing, wheel of, 290–294
Retaliation, by dissatisfied customer, 66

Return on investment (ROI)
calculation of, 138
defined, 138
managerial role, 14
nonprofit operations, 14

Revenue management, 559–565
defined, 559
historical booking analysis, 563
pricing structure, establishing, 560–561
selective discounting, 562
and service industries, 559–560
yield management, 561–562

Revenue model, electronic commerce, 352
Revenue per available room (REVPAR),

299–300, 560
Reward power, 322
Ries, Al, 147–148
Risk, and consumer adoption, 98
Ritz-Carlton, 24, 48, 67, 112, 159–160, 255, 292,

322, 354, 361
Robinson-Patman Act (1936), 565, 567
Roles, and consumer behavior, 8–687
Routine response behavior, consumer problem-

solving, 106

S
S&H Green Stamps, 459
Safety needs, and consumer behavior, 92–93
Sales blitz, 497, 513
Sales calls, types of, 513
Sales control data, performance evaluation, 179
Sales data, internal information system for,

212–213
Sales forecasting, 182–188

buying intentions survey, 184
causal analysis, 182–183, 185–186
choosing method, 186–188
consumer analysis, 169
Delphi technique, 183
econometric models, 186
expert opinion, 183
industry analysis, 169
regression analysis, 186
sales force forecast, 184
time series analysis, 183, 184–185
timing factors, 186–187

Sales managers, role of, 499–500, 503–505
Sales objectives, 173–174
Sales presentations, delivery of, 517–519
Sales projections, and product life cycle,

283–284
Sales promotions, 459–470

contests and sweepstakes, 467–468
coupons, 465
defined, 373
evaluating impact, 469–470
historical view, 459–460
objectives of, 460–462
premiums, 466
pull promotional techniques, 463–464
push promotional techniques, 463
sampling, 465–466
steps in process, 468–469

Sales records, customer satisfaction measure,
68–69
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Sales staff:
roles in, 500
See also Personal selling

Sales tests, 399
Same-sex couples, 130
Sample, 228
Sampling:

census, 228
convenience sample, 241
judgment sample, 241
nonprobability sample, 241
population in, 228
probability sample, 241
quota sample, 241
random sampling, 241
sample unit, 228
sampling error, 228, 241
steps in, 228
stratified sample, 228
systematic sample, 241

Sampling of product, 465–466
pros and cons of, 466

Scaled-response questions, 240
Search qualities:

customer purchase decisions, 53
defined, 53

Sears, 291
Secondary data:

analysis of, 220
benefits to use, 209–210
defined, 209
external data, 214–216
internal data, 211–213
limitations of, 210–211
for marketing information systems, 

209–211
Secret shoppers, 69
Security issues, internet, 342–343
Segmented pricing, 556–559

by buyer identification, 556
by product bundling, 558–559
by product design, 558
by purchase location, 557
by purchase volume, 558
by time of purchase, 557–558

Selective discounting, 562
Selective distribution, 314
Self-actualization needs, and consumer

behavior, 93
Self-explorers, 134
Self-image, and consumer behavior, 95
Self-liquidating premiums, 464
Self-service:

customer in service delivery process, 47,
50–51

effects on industry, 28
and supply and demand management, 301

Selling:
defined, 15, 496
versus marketing, 14–17, 496
suggestive selling, 471–473
See also Personal selling

Seniors, see Older population
Service blueprint, function of, 57, 67
Service channels, elements of, 312

Service employees:
boundary-spanning roles of, 45
jobs of, 45
training areas for, 474

Service failures, 65–67
in consumer postpurchase stage, 102–103
and customer complaints, 66
customer needs failures, 65
defined, 65
employee response, 67
recovery strategies, 6–667
system failures, 65
unsolicited employee actions, 65

Service quality, 54–61
benchmarking, 61–62
customer satisfaction, 61–64
defined, 54
gaps in, see Service quality gaps
improving, five-step process, 63–64
and internal marketing, 60–61
and perception of customers, 59
process of, 55–58
and relationship marketing, 59–60
time in, 52–53

Service quality gaps:
communications gap, 57–58
defined, 55
delivery gap, 57
knowledge gap, 55–56
service gap, 55
standards gaps, 56–57

Service quality movement, aspects of, 48–49
Services:

competitive strategies, 54
customer evaluation criteria, 53–54
defined, 9–10, 45
distribution channels for, 53
evaluation difficulties, 52
growth, factors related to, 46–50
operations versus marketing, 297–298
-product mix, see Product-service mix
compared to products, 50–53
and revenue management, 559–560
service blueprint, 57
supply and demand management, 299–301
uncontrollable aspects of, 52

7 Habits of Highly Effective People, The (Covey),
5–6

Sheraton, 24, 291
Sherman Act (1890), 565
Shopping reports, customer satisfaction

measure, 69
Showing, outdoor ads, 445
Similarity-dissimilarity data, in perceptual

maps, 145
Singles, discretionary income, 129
Situation analysis, 167–171

historic appraisal, 168–169
SWOT analysis, 170–171

Situation questions, by sales rep, 522
Six Flags, 250
Skim pricing, 548–549
SkyMiles, 255–256
Sleep Inns, 140, 251
Smirnoff vodka, 181

Smith, Will, 237–238
Smoking bans, effects on industry, 26
Social environment:

components of, 23
and marketing strategy, 23–24
and pricing, 546

Social forces, and consumer behavior, 86
Social needs, and consumer behavior, 93
Social registers profile, 134
Social risk, and consumer adoption, 98
Social setting, and consumer behavior, 86
Social Value Groups, 133–134
Socioeconomic status:

and consumer behavior, 89
market segmentation by, 127

Sodexho, 176
Software tools:

for catering, 527
contact management, 498
menu design and production, 582
sales and catering, 527
sales forecasting, 284
spreadsheets, 184–186

Southwest Airlines, 473
Special programs, for market segmentation, 126
Specialty advertising, pros and cons of, 447–448
Sperry, Thomas, 459
SPIN approach, personal selling, 522–523
Spoken comments, customer satisfaction

measure, 68
Sports meeting market, 511
Spreadsheets:

menu sales mix analysis, 606
quantitative forecasting, 184–186
sales forecasts, 284

Spring Hill Suites, 251
Standard deviation, 229
Standards gaps, and service quality, 56–57
Star Alliance, 256
Stars:

menu items, 608
strategic business units (SBUs), 294–297

Starwood Hotels and Resorts, 9, 33
Statistical Abstract of the United States, 215
Statistical analysis, 228–229

analysis of variance (ANOVA), 229
correlations/cross-tablulations, 229
frequency distribution, 229
inferential analysis, 229
mean/median/mode, 229
multivariate statistics, 229
range, 229
standard deviation, 229
t and z-statistics, 229

Status reference groups, 90
Stoner, Rodney C., 247
Stouffer Renaissance Hotels, 89
Strategic business units (SBUs), 293–296

cash cows, 295, 297
defined, 161, 293
dogs, 295, 297
evaluation of, 293–294
question marks, 294, 296
stars, 294–297

Strategic marketing plans, developing, 161
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Strategic planning:
defined, 161
questions answered by, 161

Strategic window, 174–175
Strategy formulation, and advertising plan,

396–397
Stratified sample, 228
Subcultures, and consumer behavior, 89
Substantiality, for market segmentation, 125
Subway, 142
Suggestive selling, 471–473, 526
Supply and demand management, 299–301

asset revenue generating efficiency (ARGE),
299–300

nonpeak periods, boosting demand, 300
price modification, 300
with reservations, 300–301
revenue per available room (REVPAR),

299–300
and self-service, 301

Supporting products, 277–278
Surveys, see Customer surveys
Survivor profile, 134
Sweepstakes:

compared to lottery, 464
pros and cons of, 467–468

SWOT analysis, 170–171
Syndicated services, as data source, 215
Synergy Consulting, 133
Systematic sample, 241
System failures, meaning of, 65

T
Taco Bell, 24, 48, 49, 146, 147, 255, 284, 379
Tactile marketing plans

elements of, 161–162
questions answered by, 162

Target Group Index, 215
Target market:

defined, 10–11
defining, importance of, 95
and media selection, 423

Target-return pricing, 553
Taxation rules, and marketing strategy, 22–23
Tax credits, reduction in, 26
Technology:

customer involvement in service delivery,
50–51

and direct marketing, 71–72
and growth of services, 47
innovations, types of, 47
marketing information systems, 203–217
and marketing strategy, 27–28
and pricing, 546–547
See also Electronic commerce; Internet;

Software tools
Telephone surveys, 223–224
Television advertising, 435–438

commercials, types of, 437
guidelines for use, 436–437
pros and cons of, 421, 435–436
terms related to, 437–438

Tempura Garden, 116–117
Tendering systems, online, 353

Test marketing, 227
product development, 261

Theme parks, product-service mix, 250
Thomas, Dave, 390
Tie-in sales, 567
Time series analysis, 184–185

autoregressive moving averages (ARMA), 185
exponential smoothing, 185
moving average, 185
trend extrapolation, 185

Timing factors:
advertising, 391
consumer purchases, 169
data quality, 209, 211, 217
marketing planning process, 174–175
public relations activities, 481
sales forecasting, 186–187
strategic window, 174–175

Total quality management, 354
Tour group market, 511–512
Tourist area life cycle, 288–290

decline stage, 290
growth stage, 289
inception stage, 288–289
maturity stage, 289

Tour wholesalers and operators, 318–319
TownPlace Suites, 251
Trade associations:

ban of promotion, easing of, 46–47
as data source, 214
hospitality industry, 26, 497

Trade journals:
as data source, 214
popular journals, 214

Trademark, 263
Trade-outs, 403
Transit advertising, 446
Transmission control protocol and Internet

protocol (TCP/IP), 360
Travel agents, 318
Travel bureaus, 320–321

as data source, 214
TravelCLICK, 346
Travelocity, 346
Travelodge, 140
Travel and Tourism Research Association

(TTRA), 214
Trends:

and product life cycle, 283
sales forecasting, 182–188
trend extrapolation, 185

Tripp, Joanne, 43
Trout, Jack, 147–148
Trump Hotels and Resorts, 50
T-statistic, 229
Turnover rate, hospitality industry, 33
Type style, menus, 591–592

U
Unique selling proposition (USP), 147
United Airlines, 24, 139, 264, 460
United States population:

geographic distribution of, 127–128
gray market, 131–132

metropolitan statistical areas (MSAs), 128
migration patterns, 128
size of (2000), 127

Universities, as data source, 215
Uno Chicago Grills, 539–540
Unsolicited employee actions, as service failure,

65
Up-selling, 526
Urban areas:

consolidated metropolitan statistical areas
(MSAs), 128

convention and visitors bureau (CVB),
320–321

metropolitan statistical areas (MSAs), 128
primary metropolitan statistical areas

(PMSAs), 128
USAir, 264
US Airways, 24, 131
Users, organizational buyers, 110–111

V
Validity, data collection, 216
Value proposition, electronic commerce,

352–353
Variables, in experiments, 225
Vertical marketing systems, 323–324
Virtual marketing, 353
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