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Part 1        The Traveling Public and Tourism Promoters
frequently used by marketers because information about people's objective characteristics is routinely collected and widely available. A gold mine of seg​mentation information for marketers who know how to use it can be found in data gathered and reported by Statistics Canada and the U.S. Bureau of the Census.
Examples of tourism organizations using demographic segmentation abound. Club Med is using demographic segmentation when it attempts to serve the needs of two distinct market segments. One segment is composed of young singles and the other of high-income married couples with children. Tour operators and cruise lines are using demographic segmentation when they develop special tours or cruises featuring nostalgic, educational, religious, or ethnic experiences. Can you think of other examples?
Psijchographic Segmentation
Geographic and demographic variables provide easy approaches to segment​ing travelers, but we all know that people are much more different than these simple pieces of information might suggest. For example, most of us listen to music. And, even though age is an important factor in determining the type of music different people enjoy, you probably know people of similar ages who have different tastes. Some twenty-somethings enjoy rap music while some enjoy old-fashioned rock and roll and still others prefer the sounds of the forties-era swing bands. These differences come from what marketers call "psychographic variables."
Psychographics were developed by marketing researchers to try to link personality to product or brand usage. Originally these researchers relied on standard psychological personality measurement.10 Personality refers to a per​son's unique psychological composite that compels a person to react in consis​tent ways to his or her environment. Examples of personality traits that are commonly measured by psychologists are introversion/extroversion (outgoing-ness), need for cognition (think and puzzle things out), and innovativeness (de​gree to which a person likes to try new things). To better capture a person's "consuming" self, researchers added to personality concepts the measurement of activities, interests, and opinions, called AIOs.
Psychographic segmentation involves grouping people on how they live, their priorities, and their interests. Put all this together and you have a descrip​tion of a person's lifestyle and personality. Psychographic segmentation has been used by cruise lines and resorts to target individuals with similar hobbies, sports, and musical interests.
Sometimes, psychographic segmentation is called lifestyle segmentation. A lifestyle is broadly defined as a way of living identified by how people spend their time (activities), what they consider important (interests), and what they think of themselves and the world around them (opinions). Some examples of activities, interests, and opinions that might be important to those working in the tourism industry are included in Table 2.3.
The idea of segmenting travelers based on activities, interests, and opinions might seem familiar, since this approach was popularized by Stanley Plog in his psychocentric—allocentric continuum. More recently, three large psychographic segments have been identified in the American travel market. In a proprietary (privately funded) study based on survey information collected from thousands
