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xiii

TO THE STUDENT

Welcome to the eighth edition!

Marketing for Hospitality and Tourism guides you down the intriguing, discovery-laden road to learning 
marketing. These are exciting times in hospitality marketing. There is an ever-increasing number of tourists, 
both domestic and international. This coupled with advances in digital technologies have created a new, 
more engaging and connected world.

Some of the applications you learn today you will use immediately, while others you may not use until later 
in your career. Thus, it is important that you have an understanding of the marketing theories and concepts. 
This will allow you to analyze future situations and make proper decisions. Practices and applications are 
provided to give you examples of how we currently apply the concepts to industry situations. Finally, we 
have included marketing highlights, opening cases, written cases, color illustrations, and other features 
to make learning about marketing interesting and enjoyable. Throughout the text, we provide examples to 
illustrate how companies are using the marketing principles covered in the book.

Marketing is both an art and science. The art adds some ambiguity to marketing, which makes it difficult 
for some students. We recommend reading each chapter quickly and then going back and reading it more 
slowly the second time. This will give you a good understanding of the material in the chapter.

The development of each edition has involved students who tell us which illustrations to use, which exam-
ples they find interesting, and which ones we should replace when we are writing the newest edition. We 
strive to develop a book that is student friendly and clearly explains and illustrates the application of mar-
keting concepts. This has resulted in the book being used around the globe in nine different languages.

We hope you enjoy Marketing for Hospitality and Tourism and we wish you success.

Philip Kotler, John T. Bowen, Seyhmus Baloglu



xiv

■■■ An Indispensable Guide to Successful Marketing in the 
Hospitality Industry

This book has been written with you in mind—explaining the how and why of everyone’s role in marketing. 
Because customer contact employees are part of our product in hospitality and tourism marketing, market-
ing is everyone’s job. Marketing for Hospitality and Tourism gives you an innovative and practical introduc-
tion to marketing. Its style and extensive use of examples and illustrations make the book straightforward, 
easy to read.

■■■ Text Organization

PART I: Defining Hospitality and Tourism Marketing and the Marketing Process—Introduces you to the 
concept of hospitality marketing and its importance.

PART II: Understanding the Marketplace and Customer Value—Helps you understand the role of consumer 
behavior and how it affects the marketing environment.

PART III: Designing Customer Value-Driven Strategy and Mix—Identifies and explains strategies for pro-
moting products, the various distribution channels and the latest developments in digital marketing.

PART IV: Managing Hospitality and Tourism Marketing—Highlights the latest trends in destination mar-
keting, and planning for the future through development of a marketing plan.

■■■ Special Features: Connecting to the Real World

Chapter Opening Cases
Each chapter opens with a mini case showing you how actual hospitality and travel companies have suc-
cessfully applied marketing. The cases help you understand and remember the concepts presented in the 
chapter. For example, Chapter 1 illustrates how catering to the customer experience has paid big dividends 
for Buffalo Wild Wings. B-Dubs is now the United States’ number-one seller of chicken wings and largest 
pourer of draft beer.

1. Describe the importance of 

marketing to the hospitality 

industry and outline the steps 

in the marketing process.

2. Explain how to analyze 

customer needs, wants, and 

demands and the marketplace.

3. Explain how to design a 

customer value-driven 

marketing strategy.

4. Describe how to build profitable 

customer relationships.

5. Discuss the outcomes of 

creating customer value.

6. Explain the major trends 

impacting the marketing 

landscape.

Objectives
After reading this chapter, 

you should be able to:

Creating Customer 
Value and Engagement 
Through Marketing for 
Hospitality and Tourism

1

Buffalo Wild Wings: Fueling the Sports  
Fan Experience
That’s the long-standing motto for the fast-growing Buffalo Wild Wings restaurant 

chain. “B-Dubs”—it’s known to avid regulars—focuses on food and sports and 

“everything in between.” The name comes from its initials BWW or BW (double u) 

W (double u), resulting in B-Dubs. There’s no doubt about it. Buffalo Wild Wings 

more than lives up to the “wings” and “beer” parts of the equation. It serves up 

wings in an abundant variety: boned or boneless, with five dry seasonings and 

17 signature sauces ranging on the heat scale from Sweet BBQ (traditional BBQ 

sauce: satisfyingly sweet with no heat) to Desert Heat (smoky, sweet, and chili pep-

per seasoning) to Reformulated Blazin’ (so good, it’s scary, made with the unrelent-

ing heat of the ghost pepper). To wash it all down, each B-Dubs restaurant pours as 

many as 30 different draft beers, with a full selection of domestic, import, and craft 

beer brands. You won’t go hungry or thirsty at B-Dubs.

However, the Buffalo Wild Wings recipe for success goes much deeper than just 

selling wings and beer for profit. What really packs ‘em in and keeps ‘em coming back 

is the B-Dubs customer experience. They come to B-Dubs to watch sports, trash talk, 

cheer on their sports teams, and meet old friends and make new ones—that is, a total 

eating and social experience. “We realize that we’re not just in the business of selling 

wings,” says the company. “We’re something much bigger. We’re in the business of 

fueling the sports fan experience. 
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Boxed Marketing Highlights
The boxed segments introduce you to real people and real industry examples, connecting the chapter mate-
rial to real life.

Full-Color Visuals
Color format with lively photographs, drawings, and tables will maintain your interest and provide visual 
aids to learning.

■■■ Important Memory Tools

Chapter Objectives
At the start of each chapter, the list will help you focus and organize your thoughts as you are reading. The 
learning objectives summarize what you need to know after studying the chapter and doing the exercises.

Key Terms
Key marketing and hospitality terms, highlighted and defined in each chapter, provide you with a conve-
nient source for learning and reviewing the professional vocabulary needed for effective communication on 
the job. These terms are found in each chapter, and a glossary of all the terms can be found at the end of the 
book.

Chapter Review
At the end of each chapter, a summary of chapter content in outline form helps you review, retain key infor-
mation, and ties the content of the chapter back to chapter objectives. The format for the chapter review was 
the suggestion of a student.

Marketing 

HIGHLIGHT
Segmented pricing: The right product to the right 
customer at the right time for the right price

I
n most hospitality, travel and entertainment products ca-

pacity is fixed, but demand varies. In these situations, a 

common price may result in many people not being able 

to access the product during prime times and empty seats 

during off-peak periods. In some products such as airline 

transportation and events, all seats may not be the same. 

Live performances, including sporting events, theater, and 

concerts, will charge more for seats with great views and less 

for seats father away from the event. Some airlines charge 

more for aisle and window seats. Customers wanting bet-

ter seats with the capacity to pay for these seats will have 

the opportunity to purchase the seats they want. Those who 

want to see the event or want to get to a certain destination 

but want to spend less can purchase less expensive seats. 

Susan Greco gives an example of an opera company, which 

went from a single price for all seats to pricing based on 

the location of the seat, increasing the price for better seats 

and lowering the price for seats in the back. Seat prices on 

the weekends were increased and those during the week 

were reduced. The variety of prices allowed the customers 

to choose what they would pay and the opera company in-

creased its overall revenue by 9 percent. Some customers 

who previously could not afford to attend now had the op-

portunity to attend by selecting tickets further from the stage 

on weekday nights.

The opera company had introduced a simple form of 

revenue management. Airlines, hotels, and restaurants 

call it revenue management and practice it religiously. 

This allows companies to attract customers by having the 

right product at the right price for the right customer.

Segmented pricing and yield management aren’t really 

new ideas. For instance, Marriott Corporation used seat-

of-the-pants yield-management approaches long before it 

installed its current sophisticated system. Back when J. W. 

“Bill” Marriott was a young man working at the family’s first 

hotel, the Twin Bridges in Washington, DC, he sold rooms 

11.1

Theaters, like the one in the Bellagio Hotel, Las Vegas, where  

the Cirque du Soleil show “O” is performed, often apply revenue 

management by charging more for seats with better views and 

during times when demand is higher.
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■■■ Applying Your Knowledge

Experiential Exercises
These exercises are designed to provide experiences that will illustrate the concepts presented in the chap-
ter and provide experiences that you can draw on in the future.

■■■ Applying Your Critical Thinking Skills

Case Studies
The case studies at the end of the book represent real situations that can be used to analyze actual business 
situations and come up with solutions to your organization’s problem. Sometimes, your instructor will use 
these cases as the basis of class discussions.

In-Class Group Exercises
These end-of-chapter questions will challenge your students to address real-world applications of the con-
cepts presented in the chapter. They can be done in class to supplement the lectures.
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PREFACE

We would like to thank the students and instructors who have used this text in the past. Their support has 
enabled us to publish the eighth edition of Marketing for Hospitality and Tourism, now available in nine 
languages.

This book is written with the hospitality and travel students in mind. The solicited and unsolicited 
comments we received from students and instructors have been incorporated into the sixth edition. Students 
have told us Marketing for Hospitality and Tourism is readable and interesting. One student wrote, “I en-
joyed reading this book—it didn’t seem like I was reading a textbook.” In this newest edition, we strive to 
maintain the same tone. For instructors, we have listened to your comments and made the text flow more 
smoothly from a teaching perspective.

The authors have extensive experience working with hospitality and travel businesses around the globe. 
Our understanding of the hospitality and travel business ensures that the end result is a book that clearly 
explains marketing concepts and shows how they apply to real-life situations.

The book has an international focus, which is especially important in this era of increasing global-
ization. Business markets have become internationalized—domestic companies are expanding overseas as 
foreign companies seek to enter domestic markets—therefore, it is crucial that today’s students be exposed 
to business and cultural examples from other parts of the world. Rather than have one chapter devoted to 
international marketing, we have incorporated examples throughout the text.

This text has truly evolved as a team project. Without the support of our students and faculty at other 
universities and colleges, this book would not have developed into the leading book in its category. We 
thank you for your support and acknowledge below some of the people who have been involved in the de-
velopment of the book.

■■■ Instructor Supplements

Instructor’s Manual. Includes content outlines for classroom discussion, teaching suggestions, and answers 
to selected end-of-chapter questions from the text.

TestGen. This computerized test generation system gives you the maximum flexibility in creating and 
administering tests on paper, electronically, or online. It provides state-of-the-art features for viewing and 
editing test bank questions, dragging a selected question into a test you are creating, and printing sleek, 
formatted tests in a variety of layouts. Select test items from test banks included with TestGen for quick test 
creation, or write your own questions from scratch. TestGen’s random generator provides the option to dis-
play different text or calculated number values each time questions are used.

PowerPoint Presentations. Our presentations offer clear, straightforward outlines and notes to use for class 
lectures or study materials. Photos, illustrations, charts, and tables from the book are included in the pre-
sentations when applicable.

To access supplementary materials online, instructors need to request an instructor access code. Go to 
www.pearsonhighered.com/irc, where you can register for an instructor access code. Within 48 hours after 
registering, you will receive a confirming email, including an instructor access code. Once you have received 
your code, go to the site and log on for full instructions on downloading the materials you wish to use.

■■■ Alternate Versions

eBooks. This text is also available in multiple eBook formats. These are an exciting new choice for students 
looking to save money. As an alternative to purchasing the printed textbook, students can purchase an 
electronic version of the same content. With an eTextbook, students can search the text, make notes online, 
print out reading assignments that incorporate lecture notes, and bookmark important passages for later 
review. For more information, visit your favorite online eBook reseller or visit www.mypearsonstore.com.

http://www.pearsonhighered.com/irc
http://www.mypearsonstore.com
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■■■ We Welcome Your Comments, Suggestions, and Questions

We would like to hear your comments on this edition and your suggestions for future editions. Please  address 
comments to Seyhmus Baloglu, seyhmus.baloglu@unlv.edu.

■■■ Acknowledgments

We would like to thank the students and the instructors who have used earlier editions of this book and provided 
feedback that added value to the users of this edition. Thanks go to the following group who provided comments 
and feedback for this eighth edition: Jamie Cooperstein, Delaware County Community College; Gretchen Friend, 
Columbus State Community College; Debbie Howarth, Johnson & Wales University; Rick Lagiewski, Rochester 
Institute of Technology; Mary-Pat Maciolek, Middlesex County College; Melih Madanoglu, Florida Atlantic 
University; Quantella Noto, Southeast Missouri State University; George Ojie-Ahamiojie Wor-Wic, Community 
College; Kunsoon Park, South Dakota State University; Joel Reynolds, Niagara University; Gregory Turner, Claflin 
University; Yasong (Alex) Wang, Indiana University of Pennsylvania; Alvin Yu, St. Cloud State University.

The following people provided reviews of past editions: Tazeem Gulamhusein, University of Houston; Deepak 
Chhabra, Arizona State University, Tempe; Dan Creed, Metropolitan State University, St. Paul; Jamal Feerasta, 
College of Applied Science and Technology, University of Akron; Juline Mills, University of New Haven; David 
Schoenberg, LaGuardia Community College, CUNY; and Nancy Warren, Highline Community College; Jennifer A. 
Aldrich, Kimberly M. Anderson, James A. Bardi, Jonathan Barsky, David C. Bojanic, Mark Bonn, Jane Boyland, 
Bonnie Canziani, Harsha E. Chacko, Deepak Chhabra, Dan Creed, Tim H. Dodd, Geralyn Farley, Jamal Feerasta, 
Andy Feinstein, Michael Gallo, Richard M. Howey, Jeffrey Ivory, Dianne Jolovich, Ed Knudson, Robert J. Kwortnik, 
Ingrid Lin, Ken McCleary, Juline Mills, H. G. Parsa, Edward B. Pomianoski, Hailin Qu, Allen Z. Reich, Howard 
F. Reichbart, Joan Remington, Emily C. Richardson, Kisang Ryu, John Salazar, David Schoenberg, Ralph Tellone, 
Muzzo Uysal, Nancy Warren, Anna Graf Williams, and Gregory R. Wood.

The following people helped with past editions when they were students to make sure the text was student 
friendly: Shiang-Lih Chen McCain, Jason Finehout, Michael Gallo, Tazeem Gulamhusein, Walter Huertas, Ming 
(Michael) Liang, Marvel L. Maunder, Tracee Nowlak, Michelle North, Sarah Robinson, and Carrie Tyler.

We appreciate the support and enthusiasm of the companies that provided advertisements and illustra-
tions for this book. These organizations put forth a great deal of effort in finding and providing the materials 
we requested; working with them was one of the most rewarding parts of producing this book. We would also 
like to thank our Pearson Team: Daryl Fox, Susan Watkins, and Lara Dimmick. Finally, we would like to thank 
our families for their support and encouragement.

■■■ What’s New in the Eighth Edition

The 8th edition of Marketing for Hospitality and Tourism is a landmark entry in the long successful history of the 
market leader. We’ve thoroughly revised the eighth edition of Marketing for Hospitality and Tourism to reflect the 
major trends and forces impacting marketing in this digital age of customer value, engagement, and relationships. 
We are very excited that the eighth edition will offer the option of using Pearson’s Revel.

• We are very excited that the eighth edition will offer the option of using Pearson’s Revel. Revel was designed 
to help every student come to class ready to learn. To keep students engaged as they read through each chapter, 
Revel integrates interactives, and assessments directly into the author-created narrative. Thanks to this media- 
rich presentation of content, students are more likely to complete their assigned reading and retain what they’ve 
read. So they’ll show up to class better prepared to participate and learn.

• At the end of each chapter we have added a group of In-Class exercises. These are exercises students can per-
form that reinforce the information being thought in the chapter. They are meant to bring the marketing class 
to life for the students. They provide an excellent way for instructors to break up their lectures with engaging 
hands-on exercises to keep the students engaged.

• Cristian Morosan, an expert in digital marketing was brought in to write the chapters on digital and 
direct marketing and the distribution. There have been sweeping developments in online distribution 
of hotel rooms, online delivery services for restaurants, and online access to peer-to-peer accommoda-
tions. User-generated content on social media can make or break a restaurant, while at the same time 



providing a useful source of customer information. Listening and gathering data over the Internet has 
produced large amounts of data, processed by artificial intelligence to give us information that helps us 
better serve our customers. Dr. Morosan has rewritten Chapters 12 and 16 to include the latest advances 
in technology and social media.

• One point of differentiation of the text is it has an international focus. The eighth edition provides new 
discussions and examples of the growth in global marketing. As the world becomes a smaller, more 
competitive place, marketers face new global marketing challenges and opportunities, especially in fast- 
growing emerging markets such as China, India, the Middle East, Eastern Europe, and Southeast Asia. 
In the first chapter, we discuss the growing internationalization of the tourism business. To help your 
students understand the importance of the global aspect of tourism, we include international examples 
and illustrations throughout the text. Chapter 9 now includes expanded coverage of branding practices 
in hospitality on global level and gives examples of generational and lifestyle brands. In Chapter 17, new 
sections on branding tourist destinations and tourism competitiveness have been added to help students 
understand how to compete in a global market. The cases include multinational companies and busi-
nesses outside of North America. This international approach makes the text relevant to students outside 
of North American, while showing North American students they can find a truly rewarding career in the 
area of international business.

• The eighth edition continues to track fast-changing developments in marketing communications and the cre-
ation of marketing content. Marketers are no longer simply creating integrated marketing communications 
programs; they are joining with customers and media to curate customer-driven marketing content in paid, 
owned, earned, and shared media. You won’t find fresher coverage of these important topics in any other 
hospitality marketing text.

The eighth edition continues to improve on its innovative learning design that has made it the market leader. One 
design feature of the text is the opening vignette that provides an example of how hospitality companies implement 
principles that will be discussed in the chapter. New chapter vignettes have been added through the text. The chapter- 
opening objectives have been revised, reflecting what is covered in the chapter. The end of the chapter summaries have 
been rewritten to mirror and reinforce the opening objectives. The marketing highlights that provide industry examples 
of the marketing concepts discussed in the chapter have been updated and will continue to be a valued benefit of the 
text. New cases have been added to the collection of case studies.
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