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Table 2.4
The Segmentation Process
Step 1.     Select segmentation approach. Step 2.     Create detailed profile of segments. Step 3.     Forecast market potential of each segment. Step 4.     Estimate likely market share of each segment. Step 5.     Decide which segment or segments to target and design appropriate marketing mix.
Based on the information gathered in this five-step process as shown in Table 2.4, marketers arc able to develop sets of "product, place, promotion, and price" that they hope will be attractive to the segments they have chosen to target. As an illustration, the marketing director of the Vancouver Aquar​ium may decide that the "within 200-mile radius, environmentally concerned, married retiree" segment has great potential during the fall. She may therefore develop a marketing package that offers these consumers special guided tours {including lunch) on Tuesdays during September and October for one all-inclusive price. She may advertise this package on area radio stations that fea​ture swing-era music.
The process of segmenting larger markets and then targeting these specific segments furnishes tourism organizations with the tools to focus their atten​tion on providing appropriate levels of service to their most likely customers. Just like the time and effort it takes to put together an intricate jigsaw puzzle, it may also require time and commitment to identify potential groups of tourism consumers, but the effort will be worth it. When wants and needs are identified and met, tourists will return and often tell others who share similar characteristics about their positive experiences.
>- SPECIALIZED TOURIST SEGMEJVrS
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Four large and distinctive segments of tourism consumers deserve special discus​sion because of their sizes and importance to the industry. These segments are business and professional travelers (product-related segmentation), incentive travelers (product-related segmentation), mature travelers (demographic seg​mentation), and special-interest travelers (psychographic segmentation). Let's take a brief look at the size, importance, and common characteristics of each of tbcse segments.
Business and Professional Travelers
Business travel is considered to be the backbone or "bread and butter" of the tourism industry because businesspeople are often required to travel as a part of their day-to-day activities. Since travel is a part of their jobs, the amount of money they spend on tourism services tends to stay fairly constant, and they arc not as price-sens itive"*as vacation and leisure travelers. Therefore, the de​mand for business travel services is fairly inelastic. When demand does not sig​nificantly change with price fluctuations, it is said to he inelastic. In contrast, when demand changes substantially as price fluctuates, it is referred to as elastic.
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