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oped to appeal to this special group of travelers. Finally, in a special appeal to this group, frequent-user programs were developed expressly to encourage and reward loyalty and repeat patronage.
Putting Segmentation Knowledge to Work,
Now that you know some of the basic approaches to market segmentation, you are faced with yet another challenge: when to segment. It would be nice if we could neatly categorize and slice up all travelers into distinct market seg​ments. However, we can encounter several problems in attempting to segment markets. For example, some markets might be too small to segment. In addi-tion, each of us can be classified as members of many different markets, which tends to complicate the segmentation task..
there are almost as many potential market segments as there are groups of people. In fact, many market segments that were not even considered a few years ago, such as disabled travelers and environmental/ecology travelers, are growing in size and importance.
The task of deciding when to segment can be clarified by answering the following questions:
· Can the market segment be relatively easily identified and measured in
both purchasing power and size?
· Is the segment large enough to be potentially profitable?
· Can the segment be reached efficiently and effectively through advertis​
ing and other forms of promotion?
· Is the segment interested in the service offered?
· Is the segment expected to be long term and will it grow or shrink in
size?"
While this list of questions helps narrow the range of potential segments, the most important reason for segmenting should not be forgotten. Segmenting permits tourism service suppliers to better meet specific customer needs and wants while attempting to increase their satisfaction. Once a segmentation ap​proach has been selected, the next task is to decide which of these segments to target.
Marketers use a five-step approach to accomplish this market segmenta​tion decision process. In Step _1, they choose one or more of the segmentation approaches we have previously described for grouping individuals. Even though we introduced each basis for segmentation separately, most organiza​tions tend to use a combination of these approaches. For example, the Van​couver Aquarium in British Columbia might define its market in terms of geographic location and demographic profile. The Aquarium's marketing team might break the potential market for its educational and entertainment ser​vices into two geographic segments, such as people within a 200-mile radius of Vancouver and those living more than 200 miles away, and then further group potential visitors by age and family situation.
In Step 2, each segment is profiled in as much detail as is cost effective. This greater amount of detail provides a more accurate understanding of the needs of the segments and is used in developing a basic outline of the marketing mix that each segment would require. Continuing with our exam​ple,  management of the Vancouver Aquarium may  decide to  conduct a
