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Importance of Marketing

Mom‐and‐pap industry

Chains
24 companies account for 1/3 of all restaurants in U.S.
Mcdonald’s…30,000 restaurants in 119 countries serving 47 
million customers.

Food and beverage manager →general manager
Rooms division manager→general manager
Marketing Director →general manager
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プレゼンター
プレゼンテーションのノート
Marketing has assumed an increasingly important role in the restaurant sector of the hospitality industry.

http://en.wikipedia.org/wiki/Image:Ronald_McDonald.jpg


Tourism Marketing
• Successful hospitality marketing is dependent 
on the entire travel industry.
– Many resort or hotel guests purchase travel‐
hospitality packages assembled by wholesalers (e.g. 
JTB) and offered through travel agents (e.g. 
Okinawa Tourist）
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Tourism Marketing
• Successful hospitality marketing is dependent 
on the entire travel industry.
– Hotel and rental car companies have developed 
cooperative relationships with airlines that offer 
Frequent Flyer plans (Star Alliance/One World/Sky 
Team)

– Star Alliance
• 21 companies

• 975 airports in 162 countries 

• 18,000 flights
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http://upload.wikimedia.org/wikipedia/ja/c/cf/060731.017.ANA.JA712A.777-200.JPG
http://www.staralliance.com/ja/travellers/index.html


Tourism Marketing‐Success of Cruise Lines
• The port of Boston

– Massport wanted to attract cruise line business.

– Massport promoted Boston to travel agents (97% of 
the cruise line businesses. 

– Boston doubled the number of port calls and added 
$17 million to the local economy.

– Few industries are as interdependent as travel‐
hospitality. 
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プレゼンター
プレゼンテーションのノート
Airlines, auto rental firms, and passenger railways cooperatively develop packages with cruise lines. 
This requires coordination in pricing, promotion, and delivery of those packages
Few industries are as interdependent as travel-hospitality.
The travel industry require marketing professional who understands the big picture and who can respond to the changing consumer needs.





Needs,Wants, & Demands

• Physical needs…food, clothing , warmth, safety

• Social needs…belonging, affection, fun & 
relaxation

• Esteem Needs…prestige, recognition& fame
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Needs,Wants, & Demands

• How people communicate their needs.
– What is “the need” here?

• Wants are described in terms of objects that will 
satisfy needs.
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Needs, Wants, & Demands
• People choose products that produce the most 
satisfaction for their money. When backed by buying 
power, “wants” become “demands”.

• Consumers view products as bundles of benefits and 
choose those that give them the best bundle for 
their money.
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Basic 
accommodation
A low price
convenience

Luxury
Comfort
Status

http://upload.wikimedia.org/wikipedia/en/3/3f/Thefirstmotel6.jpg
http://upload.wikimedia.org/wikipedia/en/2/26/Autumn_Atlanta_1_026.jpg
http://upload.wikimedia.org/wikipedia/en/c/c2/Fourseasons.png
http://ja.wikipedia.org/wiki/%E3%83%95%E3%82%A1%E3%82%A4%E3%83%AB:FourseasonsMiami.jpg


Products

• A product is anything that can be offered to 
satisfy a need or want.

• Suppose that an executive feels the need to 
reduce the stress of his or her job in a highly 
competitive industry. 

• Anything capable of satisfying a need can be  
called “product”.  Products include experiences, 
persons, places, organizations, in formations, 
ideas,etc.
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Four Seasons Hotels & Resorts
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Four Seasons Hotels & Resorts
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Four Seasons Hotels & Resorts
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Four Seasons Hotels & Resorts
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Starbucks
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プレゼンター
プレゼンテーションのノート
Starbucks Corporation (NASDAQ: SBUX) is an international coffee and coffeehouse chain based in Seattle, Washington, USA. Starbucks is the largest coffeehouse company in the world,[2] with 15,012 stores in 44 countries.[3] Starbucks sells drip brewed coffee, espresso-based hot drinks, other hot and cold drinks, snacks, and items such as mugs and coffee beans. Through the Starbucks Entertainment division and Hear Music brand, the company also markets books, music, and film. Many of the company's products are seasonal or specific to the locality of the store. Starbucks-brand ice cream and coffee are also sold at grocery stores.
From Starbucks' founding in Seattle as a local coffee bean roaster and retailer, the company has expanded rapidly. In the 1990s, Starbucks was opening a new store every workday, a pace that continued into the 2000s. Domestic growth has since slowed, although the company continues to expand in foreign markets and will open a net of 900 new stores outside of the U.S. in 2009.[4] The first location outside of the United States and Canada was established in 1990s, and they now constitute almost one third of Starbucks' stores.[5]
By late March 2008, Starbucks had more than 16,226 stores worldwide, including 11,434 stores located in the United States. On July 1, 2008, the company announced it was closing 600 under-performing company-owned stores and cutting U.S. expansion plans amid growing economic uncertainty.[6][7] On July 29, 2008, Starbucks also cut almost 1,000 non-retail jobs as part of its bid to re-energize the brand and boost its profit. Of the new cuts, 550 of the positions are layoffs and the rest are unfilled jobs.[8] These closings and layoffs have effectively ended the company’s period of prolific growth and expansion that began in the mid-1990s.


http://upload.wikimedia.org/wikipedia/commons/6/62/Starbucks_Shinjuku.jpg
http://upload.wikimedia.org/wikipedia/en/3/35/Starbucks_Coffee_Logo.svg


Burns and Nobles
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プレゼンター
プレゼンテーションのノート
Barnes & Noble originated in 1873 when Charles Barnes opened a book-printing business in Wheaton, Illinois. The first true bookstore was set up by his son, William, in partnership with G. Clifford Noble, in 1917 in New York City.[4] The original bookstore was located at 31 West 15th St., and opened during World War I. In 1932, at the height of the Great Depression, the bookstore was moved to its current flagship location on 18th street and Fifth avenue.
Barnes & Noble in Lynnwood, Washington
The business was purchased in 1971 by Leonard Riggio, who oversaw the growth of the business. In 1974, Barnes & Noble became the first bookstore to advertise on TV, and a year later, the company became the first bookseller in America to discount books, by selling New York Times best-selling titles at 40% off the publishers’ list price.[5] During the 1970s and 1980s, Barnes & Noble opened smaller discount stores, which were eventually phased out in favor of larger stores.
They also began to publish their own books to be sold to mail-order customers. These titles were primarily affordable reissues of out-of-print titles, and selling them through mail-order catalogs allowed Barnes & Noble to reach new customers nationwide.
Barnes & Noble continued to expand throughout the 1980s, and in 1987 purchased B. Dalton Bookseller from Dayton Hudson. The acquisition of 797 bookstores turned the company into a nationwide retailer and the second-largest bookseller in the United States.[citation needed] B&N's critics claim that it has contributed to the decline of local and independent booksellers.[6]
In 2002, Leonard Riggio's brother Stephen Riggio was named CEO.
The chain opened an online bookstore in 1997.


http://upload.wikimedia.org/wikipedia/commons/5/58/Barnes_&_Noble_Interior.JPG
http://upload.wikimedia.org/wikipedia/commons/c/c9/Barnesandnoble1.jpg
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