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Part 1         The Traveling Public and Tourism Promoters
"average" car—four doors, six cylinders, bright blue, large trunk-—do you think every potential car buyer would be equally satisfied with this car? Of course not. Some car buyers want small, two-door, inexpensive, economical cars while others want large, powerful sport utility vehicles. Now, let's put this same mass-marketing idea into a tourism setting. Could you design an "aver​age" vacation package that would satisfy everyone? Probably not, since trying to meet everyone's needs and wants with the same services would prove tODC an impossible task.
The task of meeting diverse needs and wanes led to the idea of market seg​mentation. Instead of trying to meet everyone's needs and wants with a single product or service, marketers divide the large, heterogeneous market foT a good or service into smaller but more homogeneous market segments. A het-erogeneous market is one composed of people having differing characteristics and needs while a homogeneous market is one with people of similar charac​teristics and needs.
The task of grouping millions of travelers into groups with similar needs and wants may appear to be a bit complex at firsr. However, this process can be simplified if we begin to think of the tourism market as a large jigsaw puz​zle. Each piece of this puzzle (i.e., each consumer) is unique. Once several pieces are put together, they begin to form similar-looking sections (market segments). Finally, when all of these sections of the puzzle are put together, they form the whole picture (the market).
As you saw in Chapter 1, it is possible to begin segmenting the tourism market by using the broad reasons people give for traveling: vacation and leisure, visiting friends and relatives, and business and professional. Although these broad reasons tor travel may provide some initial insight into potential tourism market segments, they do not provide the level of detail needed to un​derstand specific consumer needs. What is needed arc segmentation ap​proaches that clearly describe travelers and that can be used as a basis for planning to meet their needs and wants.
Common approaches (called "bases") to segmenting markets can be achieved by grouping customers according to the following variables:
1. geographic characteristics
2. demographic characteristics
3. psychographic characteristics
4. product-related characteristics
These segmentation variables provide a good starting point as we begin to fit the pieces of the tourist jigsaw puzzle into a meaningful picture. Each of these segmenrarion approaches also serves to highlight the breadth, depth, and dif​ferences to be found among individuals and groups of tourists. However, as we begin to study groups of travelers, do not lose sight of the importance of meeting individual needs. Remember, Maslow, Pearce, and Plog showed that although we may behave in similar ways, we are all still individuals!
Geographic Segmentation
Geographic segmentation, grouping potential tourism customers based on their location, is the oldest and simplest basis for market segmentation. Even though people in the same geographic location do not usually have similar
