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meering and convention facilities have been developed to satisfy this increasing demand. Along with this growth, new management challenges have arisen to serve this specialized market. Some of the key market segments for meeting participants or attendees are associations, businesses, exhibitions and trade shows, religious organizations, political parties, and governments.
For many years, forecasters have predicted the demise of business and professional travel based on the increasing availability and sophistication of electronic communication technology. However, the importance of face-to-face interaction remains important in maintaining business relationships. Many futurists have also predicted a decline in business and professional travel with the introduction of teleconferencing. Although teleconferencing serves to introduce people to each other electronically, they will eventually want to meet in person to interact and network. This need tor personal con​tact and interaction has allowed the business travel market to grow even in the face of advancing technology.
In response to the needs of the business travel segment, tourism service suppliers have offered a wide array of services and benefits. Airlines instituted frequent-flier programs and service upgrades including business class and have provided corporate pricing, discounts and rebates, travel lounges, and pre​ferred check-ins. Amtrak developed club service with reserved seating, snack and beverage service, telephones, and conference rooms on some trains. Car rental companies, following the lead of airlines, established frequent-renter programs that provided corporate pricing, discounts, rebates, upgrades, and special check-In procedures. Hotels and other lodging properties have pro​vided similar benefits to business travelers including corporate pricing, dis​counts, and rebates; special floors and sections including business centers; frequent-stay programs; and upgrades.
The Marriott Company provides a good example of how one company has used consumer behavior information to further segment the business and professional travel market successfully. It has designed multiple types of lodg​ing facilities to serve six distinct segments. The first is the full-service Marriott Hotel that is targeted to the business traveler who wants all the facilities needed while on business trips, such as secretarial support, room service, con​ference rooms, a variety of restaurants, and other services. The second is the Renaissance Hotei and Resort brand that is targeted to the upscale business market. The third, Courtyard by Marriott, was designed expressly with the "limited expense account" businessperson in mind. This type of traveler wants the basics of a business hotel but doesn't have the budget to pay for the extras not used. The fourth concept is the Fairfield Tnn. It was designed to appeal to the traveler who is simply looking for a clean, comfortable room for the night with none of the extras. The fifth concept contains the Residence Tnns, Spring Hill Suites, and Towne Place Suites, which were designed to meet the wants and needs of the business traveler seeking the comforts of home for an ex​tended stay. Finally, Marriott Vacation Club International offers vacation ownership opportunities for the leisure market.
Originally, these styles of lodging had been built separately and usually at quite a distance from their sister hotels. In an intriguing move, Marriott reno​vated the 782-room Miami Airport Marriott into three hotels: a 365-room, full-service Marriott, a 125-room Courtyard by Marriott, and a 285-room Fairfield Inn. The original  hotel  had three parts—a main tower and two
