Marketing to the Traveling Public
Chapter 2
> INTRODUCTION
In the first chapter, we presented a model highlighting the scope and complex​ity of the tourism industry. Referring back to this model, you will notice that at the center is the focal point and primary reason for all tourism activities: travelers, (n this chapter, we will learn more about these travelers (tourists) and how we can plan to meet their wants and needs successfully. Take a minute to look around and notice ail the different types of people at your col​lege or university. The diversity of this group may be similar in many ways to the diversity of guests being served in the tourism industry. Since these tourists are at the heart of the industry, we need to know more about who they are, why they travel, and what they expect during their travels.
Any number of activities, including seeking the assistance of a travel agent, flying to another city, or walking through the gates of a theme park, changes a person into an active participant using tourism services. As con​sumers of these tourism services, we have sometimes similar, as well as differ​ent, needs. In response to the tasks of understanding consumers, their needs, and the actions they take to satisfy these needs, a whole branch of marketing, consumer behavior, has developed.
Consumer behavior is the study of consumer characteristics and the processes involved when individuals or groups select, purchase, and use goods and services to satisfy wants and needs. How we behave as consumers is deter​mined by a variety of interpersonal influences (for example, we learn how to make shopping decisions from our parents) and by out individual characteris​tics (gender, age, personality, etc.). Consumers will continue to return and use goods and services as long as their needs are met. Consequently, we need to learn more about who these consumers are and what they need and want.
> DECISIONS, DECISIONS, DECISIONS

Think of the number and variety of decisions that go into a vacation. First, you have to decide in a general way that you want to spend a period of time away from your home area. That time period may run the gamut from a quick overnight escape to a full year's travel to "find yourself." You then have to consider where you might want to go, your destination. Will you travel to a single destination, such as Ogunquit, Maine, and stay put for a relaxing long weekend, or will you travel continuously during your vacation using a multi-destination itinerary? Will you rely on a travel professional to help in your planning or will you do all the "legwork" yourself? Will you make lodging reservations and buy attraction tickets in advance, or will you simply wing it? Will you stick to your original plans and choices or will you make modifica​tions as your trip progresses? As you read this section, look at Figure 2.1 to aid your understanding.
The previous paragraph hints at the endless number of decisions leisure travelers need to make. How and when do travelers make decisions? How much information do they gather prior to selecting their choice? The amount of information search conducted and the timing of that information gathering is of substantial importance to tourism suppliers. They want to provide the infor​mation tourists' desire at the time they most desire it. Consumer research has proven that we will most notice and remember advertising messages and other
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