Marketing to the Traveling Public
Chapter 2
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Many sporting activities have strong regional appeal. Photo by John W. White.
wants and needs, their location often has an important impact on their selec​tion of tourism goods and services. Commonly used geographic segmentation variables include nations, regions, states/provinces, counties/parishes, cities, and even neighborhoods.
Geographic segmentation has proven especially useful in segmenting the traveling public. Many tourism facilities and attractions market their services regionally, recognizing that the time and money involved in traveling makes them more attractive to consumers within a certain defined geographic area. For example, the Walt Disney Company advertises Disneyland, located in Cal​ifornia, heavily in the Western United States and the Pacific Rim countries (such as Japan) while it markets Walt Disney World, located in Florida, more heavily in the Eastern United States and Europe. On a smaller scale, Killington Ski Resort in Vermont is promoted to skiers in Northeastern North America, whereas Durango Mountain Resort outside Durango, Colorado, tries to at​tract skiers primarily from the Southern and Western United States. Would ge​ographic segmentation provide useful information to Jim and Andy about their potential customers?
Demographic Segmentation
While geographic segmentation is the simplest and oldest approach to group​ing tourists, demographic segmentation is the basis most commonly used for market segmentation. Using this approach, consumers are grouped according to variables that define them in an objective, easily measurable way. These variables include classifications such as gender, age, ethnicity, occupation, edu-cation level, income, household size, and family situation. Demographics are
