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who, to me, embody the technical skills and daily practices of successfully implementing marketing promotion
and communication practices. I am thankful for their expertise and friendship:
• Chapter 11: Karl Olmstead, Olmstead and Associates
• Chapter 12: Connie McCann, Marketing Communication Consultant
• Chapter 13: Bill Shepler, Shepler’s Mackinac Island
Ferry
• Chapter 14: Bill Underdown, Marriott International
Three Central Michigan University photographers
signiﬁcantly contributed to this book and have captured
the essence of how leisure and tourism contributes to
people’s quality of life in visual form. Brian Roberts allowed me to tap into his professional expertise and took
dozens of photos speciﬁcally for this textbook and the
teaching resources and materials. He suggested ideas to
support concepts throughout the book and used his expertise to capture the meaning in visual form… providing visual relief for students to teach marketing concepts
visually. He taught me more about the power of visual
communication than I knew existed, and his graceful
way of doing so was inspirational. Peggy Brisbane’s
amazing photographs included in this book are those in
leisure and tourism settings including CMU faculty, students and alumni. Robert Barclay recently captured the
RPL students at CMU and provided his professional expertise as well. Alumni responded in force allowing their
organization’s images to be used in this textbook including Laurie Mier, Easter Seals of Tennessee; Janice Skoleces, Crystal Mountain Resort; Jennifer Hayes, The
College of William and Mary; and Chris Bundy and Carol Moody, Mt. Pleasant Parks and Recreation.

xv

Teaching and Student
Resource Support
Dan Bracken provided his expertise to create resources
for the textbook that I feel not only make it complete but
add value to the readers’ experience. Dan and his staff
captured several professional guest presentations on video that complement material in the book for faculty to
access and provide to students enrolled in courses. These
presentations share how leisure and tourism organizations
use marketing concepts, have learned from them, and
found success when using them. Dan has also captured
audio chapter reviews and readers will be able to listen to
introductions and summaries of the material presented in
each chapter. These audio reviews will be available in
various formats for easy access, to allow all student learning styles to be more successfully addressed. His willingness to embrace my “out there” thoughts and ﬁnd a
way to make them reality is what I hope every reader understands from this book—that anything is possible and
anyone or organization can “reach new heights.” Please
contact me at janes1pl@cmich.edu for further information to access support materials.
Finally, graphic designer Kelly Preece (and those at
Venture) shared their skills in the textbook as well. Kelly
developed the design concepts for the worksheets and
corresponding cards that enable any person to contribute
to the marketing process. She was able to make my vision easily understood while Venture made continued
improvements. Her ability to make these resources professional and embody design concepts that enhance the
message was a gift and I am thankful for her expertise
and “yes, sure, absolutely” attitude.
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Preface
Marketing in Leisure and Tourism: Reaching New Heights
was designed with student learning and faculty effectiveness
in mind. Students and colleagues have been involved in the
entire text development process and provided critical
feedback regarding everything from critiquing content,
identifying supporting elements to aid in student learning,
resources for faculty, and the design of the text·s layout.
The following provides an brief overview of text content
and organization, student resources, and faculty support.
Direct comments to the author are welcome by e-mail at
janes1pl@cmich.edu.
Section One: Understanding Marketing in Leisure
and Tourism
Chapters 1 through 5 provide a foundation for understanding leisure and tourism marketing. They include
critical concepts about the experiences leisure and tourism
organizations provide and how they provide them. Effective marketing is built from organization·s development of
high-quality leisure and tourism experiences. In this effort,
organizations must utilize information to create the most
effective system. In addition to chapters about leisure and
tourism experiences, quality and research, this section introduces the concepts of marketing and the author·s thoughts
regarding a system for successful integration in any leisure
and tourism organization.
Section Two: Developing a Leisure and Tourism
Marketing Strategy
The concepts in chapters 6 through 8 are vital to successful
marketing. They introduce the process for successful integration of marketing concepts by providing an applied
system designed to uncover critical information for effective decision making. These chapters highlight concepts
related to developing a marketing strategy for supporting
an organization·s mission and goals. They also provide a
process for identifying beneﬁcial information to create to
a solid strategy because “anyone can spend a marketing
budget but not everyone will be successful.”
Section Three: Achieving Leisure and Tourism Organizational Objectives Through Successful Promotional
and Operational Communication Plans
Chapters 9 through 14 address critical issues regarding
leisure and tourism organizations· ability to successfully
achieve marketing objectives. These chapters are placed
within the tactical section of the book to address issues
related to promotional and communication mix elements.
Once an organization determines its strategy, an effective
tactical plan to reach the marketing objectives must be

determined. In these chapters, readers are introduced to a
process for identifying all the potential tools available for
reaching consumers with meaningful messages in effective ways.

Chapter Elements
Each chapter is designed to address unique learning objectives yet follow consistent pediological features that enhance student learning. The following components are
provided in each chapter to support text material.
1. Learning objectives listed at the beginning of
each chapter identify the key learning outcomes
for the chapter. These highlight the elements of
the chapter and prepare readers for information
forthcoming.
2. Important terms are italicized for emphasis
and provide a means for easily identifying the
concept deﬁnition when ﬁrst introduced.
3. Photos, tables and ﬁgures provide visual support for leisure and tourism marketing concepts.
They visually enhance and expand on chapter
components.
4. Quotes from leisure and tourism industry
leaders regarding marketing concepts, their
beliefs, and practices highlight key concepts
in each chapter.
5. Real Life Stories highlight leisure and tourism
industry high quality marketing practices and
show applied theoretical concepts being used.
These organization·s stories share with readers
how the marketing concepts have been used
and how they have enabled them to be more
successful.
6. Key Terms are a list of critical concepts/words
throughout the chapter and readers should have
a mastery of these concepts to fully engage in
a better understanding of leisure and tourism
marketing.
7. Review Questions are designed to engage
readers in the critical thinking of important
chapter components. Readers mastering these
answers have grasped an understanding of
chapter material.
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8. Apply What You Know activities engage readers in integrating the concepts of the chapter
and by completing activities at the end of each
chapter. By completing the questions within
each chapter, readers follow the process to
develop an organization’s marketing plan.
9. Internet Resources and addresses are provided
that highlight sources for additional information
and summarize the content found within each
site.
10. References have been used throughout this textbook recognizing the hundreds (and thousands)
of individuals who contribute to the body of
knowledge about leisure and tourism marketing.

Teaching Resources
In an effort to provide a full range of resources for faculty
adopting the textbook, the following materials are available to support the textbook concepts. The ability to engage
students with a variety of teaching methodologies promote
enhanced learning for various student learning styles.
Blackboard access to these teaching resources is given to
those adopting the book for a semester and the resources
will continually be updated and further developed. The
following are available:
Syllabi: Sample syllabi are provided as resources from
faculty who have utilized the textbook. These samples
provide ideas to faculty for additional teaching methodologies, assignments, and course organization.
Sample Marketing Plans: Completed student and
professional organization marketing plans are provided
as an aid to student learning. These plans can be shared
with students and allow for a critique of strengths and
weaknesses of content and format of plans.
Related Articles: Work completed by authors engaged in marketing understanding is shared in the resource section to complement textbook learning.
Sample Assignments: Various assignments are provided to stimulate ideas and/or provide resources to assist in course development.
Photographs: Additional photographs are provided
that can be used for classroom presentations. These photographs assist in teaching marketing concepts visually.
Many of the photographs have been used in the textbook
as well.
PowerPoint Slides: Provided by chapter, PowerPoint
slides have been designed to follow the chapter contents.
These are designed to follow the chapter components

and faculty are encouraged to add materials to customize
them to their individual teaching style.
Test Bank: At least twenty-ﬁve questions per chapter
are provided in the chapter-by-chapter text bank. These
questions are in true/false and multiple choice formats
only. Additionally, an answer key is provided for each
test bank.
Audio and Video Guest Speakers: Several leisure
and tourism professionals have allowed their marketing
related presentations to be shared with other students/
faculty to aid in student learning. These video and audio
materials are available to complement textbook materials
and provide the “real life” context for leisure and tourism related marketing concepts.
External Links: Internet links are provided that
complement textbook materials and provide additional
resources to faculty to aid in student learning. These
links are not inclusive of all resources available and will
be continually developed and reﬁned.
Discussion Board: All faculty engaged in using the
Marketing in Leisure and Tourism: Reaching New
Heights textbook are invited to join in discussion board
conversations to identify the most effective teaching
methods, discuss textbook concepts/components, and
continually improve the outcome for students and teaching effectiveness for faculty.
In addition to the resources noted above, audio
chapter reviews and audio and video guest speakers
are being developed. Finally, all faculty using Marketing
in Leisure and Tourism: Reaching New Heights are encouraged to visit the Communication modules which
provide: announcements, discussion boards, group pages, e-mail addresses, etc. If you have adopted this book
for your class and would like to use these resources, contact Dr. Patty Janes at janes1pl@cmich.edu
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About the Author
Dr. Patty Janes is an associate professor at Central Michigan University in the Recreation, Parks and Leisure
Services Administration Department. She joined CMU’s
faculty in 1991 after spending seven years with Marriott
International in catering, sales, marketing, and training.
Janes’ teaching and consulting interests focus on leisure,
tourism and hospitality businesses specializing in marketing,
quality service, and human resource issues. Janes’ research
focuses on developing effective marketing strategies, enhancing industry training practices, and assessing quality
of worklife issues in the hospitality, tourism and leisure
industry. Marketing in Leisure and Tourism: Reaching New
Heights is her ﬁrst textbook. Janes has completed over
25 professional presentations, published 11 articles/book
chapters, and provided consulting services to ﬁve leisure
and tourism organizations since 2000.
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Chapter
Reaching New Heights
Integrating Marketing
Think about the last leisure experience you participated
in. What inﬂuenced your decision to participate? Was it a
friend who suggested you try it? Did a brochure tell you
what it would cost? Were you excited after you read an
article about how it was enjoyable? Did someone recommend the equipment? After being handed a free pass, were
you unable to resist giving it a shot? Regardless of the
factors that inﬂuenced your decision, marketing played a
role in the process of the organization understanding what
you wanted, ensuring you knew about it, and hopefully
providing you with a quality experience.
As leisure and tourism organizations are faced with
increased competition, greater economic challenges, and
continued resource issues, it is vital now more than ever
to provide tools to professionals that assist in overcoming
these dilemmas and reaching the people they desire to
serve with more efﬁcient and effective operations. The need
for integrating marketing practices has never been more
important for the industry. The need for professionals to
understand and embrace these practices is critical to longterm success in a changing environment. Even though the
discipline is not new, the leisure and tourism industries
have been slow to adopt marketing practices, whether a
small business or a large governmental organization (Vogt
Andereck, 2002). So, here is your opportunity to reach
new heights by learning about and eventually integrating
successful marketing practices in the leisure and tourism
organizations that employs you.

Rob Schumacker con uers difficult terrain organi ations
find ways to use marketing to do the same.

At the end of this chapter, readers will be able to…
• Explain marketing and discuss its importance to leisure and tourism organizations.
• Describe marketing’s evolution and what it has become today.
• List the barriers to effective marketing.
• Discuss the value of strategic marketing decision making.
• Understand the reasons why all organizations can beneﬁt from marketing.
• Identify the components of leisure and tourism marketing.
http://www.sagamorepub.com/products/marketing-leisure-and-tourism
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You may question how a mountain climber represents
a leisure and tourism organization’s approach to marketing.
Do we see marketing as an uphill climb? a long and difﬁcult journey? an adventure ﬁlled with risk and danger?
Outdoor adventure recreators hope you are not thinking
this way about their leisure pursuit. In the same context,
this book is designed to ensure you don’t think that way
about marketing. Of course, marketing has an adventurous
feeling and there are indeed challenges. But as with mountain climbing, the bottom line is, the more you do it, the
more comfortable, prepared, and successful you will be.
The more times you climb, and the more understanding
you gain about how it works, the less fear there is to overcome. If you avoid high adventure recreation activities,
you may never know how the thrill moves you. If you
avoid integrating marketing in your leisure and tourism
organization, you may never know the value of it to your
organization. There are some people who will never climb
a rock face, just like there are some who refuse to look at
marketing differently then they have. So, the role of this
textbook is to take a potentially fearful topic and make it

a less frightening and risky process. How can it become
more thrilling and enjoyable? Let this book show you
how to enjoy the journey.
Leisure and tourism organizations are not well-known
for their ability to integrate marketing practices. Many
organizations are known to use marketing as a reactionary
tool. It has been used to ﬁnd consumers to ﬁll a program,
to deal with the media following a crisis, or to share information about a special event. But in today’s competitive,
economically challenging, and ever-changing environment,
marketing is more important than ever. Marketing is beginning to take a more central and critical role in effective
leisure service decision making in a proactive manner.
Some leisure and tourism organization professionals
feel they are applying marketing practices when they fax
out 20 press releases regarding the grand opening of the
health club, place posters on car windshields about DaddyDaughter Date Night, do a restaurant promotion with the
local radio station to host a Super Bowl party with their
winning listeners, or call a reporter back about an interview
regarding a hotel guest who was injured. While these are
marketing-related practices, they are not all-inclusive of
what marketing is. These actions alone do not integrate
marketing into a leisure and tourism organization. These
are operational decisions to communicate with audiences,
but they may not be effective choices for your organization.
Consider the following:
• Was there any press coverage or publicity
from the press releases?
• Were the media choices appropriate for the
intended audience?
• Did any attendees of the Daddy-Daughter date
night ﬁnd out about the program from the ﬂyer?
• Were the people who attended the Super Bowl
promotion part of the target audience?
• Are there deﬁned targeted audiences that efforts
are focused toward?
• Should there be other programs or services
provided to targeted audiences?
• Was there any consideration for the organization’s objectives?
• Were responses to the interviewer’s tough
questions appropriate?

These students learn to climb Colorado mountains like
organi ations learn to reach new heights in marketing.

If the organization is unable to answer these questions,
then learning about marketing and the way in which to
integrate it strategically and apply it successfully will be
of extraordinary value.
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Every organization applies marketing practices, whether
they realize it or not. However, marketing is more than a
single activity or a series of tasks. It is an integrated approach involved in every aspect of an organization.

hat Is Marketing
What comes to mind when you hear the word “marketing?”
A group of undergraduate students studying leisure and
tourism recently replied that marketing is “a tool to promote
your product, a way to improve program attendance, advertising programs to the public, introduce programs to others,
and sell what you offer.” These responses are common.
Marketing does indeed involve such descriptions, but they
are only a small part of how marketing has evolved.

Table 1.1
rgani ations

ntegrating Marketing

These professionals were also asked and responded
similarly to this same question. What is surprising is the
variation in the responses. Although many who were interviewed suggested marketing dealt with telling people about
what an organization does, marketing appears to be interpreted in many different ways by the industry. Oftentimes
there seems to be confusion regarding what exactly marketing is deﬁned as. Table 1.1 offers opinions as to how
organizations deﬁne marketing.
The term marketing is so misunderstood and debatable that Schultz (2001) suggested “marketing” not be used
at all to reﬂect the purpose and importance of it. Rather
he suggested “value creation” and “management” be used
to more accurately reﬂect the function of marketing.
The concept of marketing is a complex and mysterious
process. It is difﬁcult to understand because society is used

pinions of How Marketing Is Defined

Type of Organization

Marketing Defined

Country Clubs

Promoting the facility and overall philosophy.
Getting the program or promotion out to the public or membership as fast as
you can.

Parks and Recreation Departments

Getting the word or message out to the community.
Selling your facility, services, and amenities.
Identifying the group we are promoting to serve, and finding a way to bring
that information to the public.

Indoor

thletic Complex

How we get information out to public.

Campus Recreation Program

Promotion. Everybody does marketing but half are unaware of its contributions.

Spa

The way you get the word out.

rena

pportunity to educate other people on our product.

Minor League Baseball

How we get the word out and get our name and message out to the masses.

Professional Basketball Team

Selling a product or service at a higher price to the most number of people,
the most times possible.

Hotel
Camp
Golf Course
Resorts

sing different mediums to try to raise our occupancy.
Marketing is such a broad thing. It s everything we say and portray, and that
could be both externally and internally. It s ust basically the image.
way of drawing attention to your product.
The heart, or engine, of a company:
forward to success

hat s going to be driving the company

way of getting information about a product out to people who are consumers
and who might want to visit us.
e have a product or service that we have to get out to the client.
Special Event Company

Presenting services or opportunities to a number of different constituencies,
and providing information on the benefits of the services.

Marina

It all has to do with perception: The promotion and delivery of one s product.

Corporate Recreation

The ability to reach a target or your target audience in a creative or timely fashion.
http://www.sagamorepub.com/products/marketing-leisure-and-tourism
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to deﬁning it simply with what they know. Every day,
messages read in advertisements, heard in commercials,
and seen on billboards make us think about marketing.
Marketing has evolved to be so much more than simply telling people about what an organization does through
a two-by-two–inch ad placed in a well-circulated newspaper. Advertising is indeed a function within marketing;
however, they are not synonymous. Advertising, promoting, and selling are all functions within marketing but
they do not represent a complete view. Just like leisure
and tourism programs and services are growing and
changing, so is the term marketing.

Historic Marketing
Some would argue the concept of marketing has been
around since the beginning of commerce. Others would
debate that marketing began in the 1600s with the advent of
newspaper advertising. Yet, others believe that marketing
surfaced with television commercials in the 1950s. At that
time Drucker (1958) suggested marketing had advanced
further than other business concepts and was critical to
economic development as it had become systemized.
Regardless, the formal practice of marketing, through
education, has existed for over 90 years (Cooke, Rayburn
& Abercrombie, 1992).
The concept of marketing evolved considerably over
the past ﬁve decades. How the role of marketing changed
from the 1960s to the present follows.

s
In the 1960s, the concept of marketing was still being introduced to organizations. This idea was new, and businesses
were cautious to adopt its principles. Those who believed in
marketing focused primarily on getting tangible products
into consumers· hands through the use of the 4 Ps: product,
place, price, and promotion. Matthews, Buzzell, Levitt,
and Frank (1964) suggested “marketing is the performance
of business activities that direct the ﬂow of goods and services from producer to consumer” (p. 11). During this time,
consumers were thought of as one mass market. Organizations had the product to sell and they used marketing
techniques to ﬁnd people to buy it. Further, nonproﬁt organizations did not even acknowledge its existence (Perreault
& McCarthy, 1999; Weitz, Castleberry & Tanner, 1998).
Marketing at this time focused on organizations that produced products. Little to no consideration was given to
the service industry.

It isn·t surprising that marketing evolved as society
evolved. Changes identiﬁed through the last ﬁve decades
oftentimes mirror societal changes as well. It wasn·t until
the late 1960s that society started to overtly and systematically question authority. Prior to this time people had greater
trust in business and government, which created consumer
conﬁdence. By the late 1960s this trust had diminished
and organizations could no longer expect people to blindly
accept their products and services.

s
During the 1970s, organizations started breaking away from
the strict product orientation to focus more on services and
the consumer. Organizations who provided services (vs.
products alone) could also apply the concept of marketing.
Customers were no longer lumped together into one mass
market— they were slowly being put into categories where
their needs could be more easily addressed by organizations.
Marketing was also more thought of as an entire process
versus simply the 4 Ps. Blake and Mouton (1972) described
marketing as an entire cycle of activities, which starts with
research and product decisions and continues through sales
and servicing.
By the 1970s, a greater concern for safety, the environment, and people created a marketing function also concerned with these same issues. The focus on consumers—
their needs, their wants, and their uniqueness—was apparent
during this time and social marketing emerged. In the 1970s
the city of San Diego created the Chicano Park located
in Barrio Logan. Approximately 50 murals were painted
depicting the Chicano civil rights movement and the struggles with ethnic empowerment of the time. It has become
a popular tourist stopping point. Since its inception, the park
has been a symbol of cultural issues and social marketing.

akland County residents at a park sponsored Earth Day
event in the
s.
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s
The needs and wants of consumers were top priority by the
1980s. Organizations were using marketing as an innovative tool to identify, reach, and secure consumers. They
also began using marketing as a competitive tool to develop
strategies to devour the competition. Levitt (1986) suggested, “ Marketing generates products, services and communications that target the speciﬁcally discovered needs
and wants of speciﬁc, narrow, best-ﬁt consumer segments”
(p. 33). It was during this time organizations started to
obtain feedback from customers to assure their product or
service was meeting their needs. The relationship to consumer satisfaction and customer feedback was established.
In the 1980s the services marketing theme emerged
with enhanced emphasis on customer satisfaction. The
“salesman” of the past was no longer popular as increased
interest in trust emerged, discretionary income expanded
and increased competition for these monies allowed people
to make choices and demand more. The quality movement
ﬂooded manufacturing industries and concern for consumer
opinion expanded.

s
Feedback alone would not accomplish the mission of marketing by the 1990s. Customers would become integrated
with the organization’s operations whereby mutually beneﬁcial relationships were established. Marketing evolved to
become a way of doing business in the 1990s. McKenna
(1991) suggested, “Marketing has shifted from tracking
the customer, to blaming the customer, to satisfying the
customer, and now to integrating the customer systematically” (p. 70). Marketing has become an integrated central
focus of an organization.

community recreation theater group from the

s.

ntegrating Marketing

Marketing is meant in the largest sense of the
marketing mission—the business of centering the
corporation’s efforts around customers needs, so
that customers bond to the company and continue
to buy at a proﬁt from the company in mutually
satisfying long-term value exchanges. (Magrath,
1992, p. 1)
Connecting the organization to the consumer is the
most essential component of organization operations.
Trivers (1996) suggested, “This is a new mindset, grounded
in the real wisdom of marketing—customers, customers,
customers” (p. 3). Markets in the 1990s had become so
specialized that they were called fragments of a market in
which an organization was targeting. A target market once
described as males between the ages of 18 and 25 has now
become males, interested in competitive off-road biking,
seeking a challenging and enriching experience, between
the ages of 18 and 25.
This theme continued to develop in the 1990s and the
concept of services marketing emerged recognizing that
marketing within the service industry was different than that
of the historic manufacturing industry. In 1991, McKenna
stated, “Successful companies realize that marketing is
like quality—integral to the organization. Like quality, marketing is an intangible that the customer must experience
to appreciate” (p. 69). Quality became the foundation from
which all marketing action was based. The technology
explosion during this decade fueled the availability of consumer access and consumer information to aid in decision
making. The theme centered on building valued relationships with guests.

s
In the 21st century the role of marketing continues to
develop. Today, marketing is more holistic, involved with
every aspect of the organization from customers and employees to programming and ﬁnancing. Marketing has
become integrated throughout the organization. McCarville
(2002), a leisure author, found “marketing is a pervasive
activity undertaken by virtually anyone interested in facilitating exchange with other individuals or parties” (p. 1).
Marketing evolved to become everyone’s role because
marketing’s function involves everyone. No longer does
marketing reﬂect a simple list of 4 Ps, but rather a sophisticated list of involving itself in all aspects of an organization. Bialeschki and Henderson (2000) suggested, “In the
past, marketing has been narrowly viewed with a focus
on the participant. In the future, marketing will become a
way of competing for funding dollars while remaining
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accountable to participants and communities” (p. 30). The
focus on marketing in the 21st century has centered on a
variety of relationships. Further, marketing’s role is more
complex within organizations because there are both strategic and operational elements used as marketing tools.
Ballantyne, Christopher, and Payne (2003) suggested marketing activities must be viewed as systematic, holistic,
and complex.
Today, with emerging interest in a balanced, holistic,
and quality life, the concept of experiences has emerged.
These experiences are based on not only consumers but
also employees, volunteers and anyone involved with an
organization. Marketing today is about integrating people
into the organization and creating high-quality leisure
service experiences.
Even though the concept of marketing existed for many
years, this did not mean all types of organizations bought
into integrating it. Over the past 40 years, marketing has
been more aggressively written about, talked about, and
practiced. Yet, the leisure industry has not followed these
same beliefs about marketing during this time period. Jerry
Bear (1981), during an educational session at the National
Recreation and Park Association conference, stated
Marketing is a technique that is a whole management and organizational philosophy that needs to
be addressed by park and recreation organizations.
Marketing is so much more than just selling and
promoting and advertising. It is creating, building,
and maintaining relationships… with the target
markets in order to achieve our organizations
objectives.

Marketing is the engine, or the heart, of a company
Kelley Davidson, Wintergreen Resort

Yet, many in the leisure service industry were not quite
ready for these thoughts, as it wasn’t until years later the
concept was more accepted by leisure industry professionals.
Havitz (2000) suggested marketing’s tenure in the
leisure service industry is only 20 years old and many still
debate its use. Although more proﬁt-oriented leisure organizations have used marketing as a tool, the level of integration has varied by organization size, interest, and marketing
knowledge as well as the amount of competition for business that exists. There are many reasons the leisure industry
has not readily accepted marketing as an organization
function, including the following:

1. Literature failed to mention the leisure service
industry until 20 years ago and primarily
focused on manufacturing industries.
2. Not all nonproﬁt organizations felt the need to
develop business skills and not all had the
ability or background to integrate marketing
successfully.
3. It has only been since the 1990s that marketing
outcomes were required of accredited recreation
academic programs, therefore professionals
did not have the background needed.
4. Public organizations felt they could not adopt
marketing practices—their mission was to serve
everyone in a geographic area. They could not
be perceived as an organization that focused
on speciﬁc markets and employed marketing
practices.
5. Many leisure and tourism organizations believe
they are integrating marketing, yet few have
approached it from a 21st century perspective.
Evidence suggests organizations are ready to integrate
marketing now more than ever. Although, as McLeisch
(1995) stated
Traditionally, marketing has not been a popular
subject in nonproﬁt circles… However, with
ﬂourishing competition in the nonproﬁt world,
marketing and its attendant strategies must be
taken into account to ensure the success—even the
survival—of most nonproﬁt organizations. (p. 4)
Some leisure and tourism professionals indicated a variety of reasons why marketing is misunderstood in the
industry in Table 1.2 .

Marketing Defined Today
People think of marketing as pure fluff They think it
is really easy and anyone can do it
Lynne Ike, Van Andel Arena
Pick up ten books on marketing and you will discover few
people agree on what marketing has evolved into today. In
fact, few have ever agreed on the deﬁnition of marketing;
however, what should be apparent is the existence of a
similar theme in the message. Today, marketing has evolved
to build on the relationship concepts of the 1990s and
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expanded to include people throughout every aspect of the
organization. Those labeled “customers” are not the only
ones within the marketing realm. Today, marketing is
…integrating effective strategic, operational and
communication concepts and practices driven by
various people that inﬂuence an organization and
practiced by everyone within an organization (e.g.,
customers/guests, employees, volunteers, board
members, donors, suppliers). These practices will
ultimately deliver high-quality leisure experiences
that reach and exceed the expectations of the people
they serve while achieving organization objectives.
Marketing is a systematic process that controls an
organization’s activities in such a way that people’s needs

Table 1.2
rgani ations

ntegrating Marketing

are efﬁciently identiﬁed and ﬁlled. Schultz (1999) suggested marketing is the way in which an organization is
operated and managed: “It’s not done’ or carried out’ by
marketing people, but conducted by the entire organization”
(p. 8). The distinctions between a business plan and a marketing plan are slowly eroding. Historically, a marketing
plan would be a component of a business plan. More often
now, marketing and business plans include similar if not
the same elements. Marketing is more often viewed as a
central activity within an organization. Further, strategic
marketing plans combine the practices of strategic planning and marketing, which creates a uniﬁed approach or
one system to identify the organization’s needs and establish a plan for accomplishing organization objectives. The
following provides an approach to marketing today that
describes the strategic relationship:

pinions of How Marketing Is Misunderstood

Type of Organization

Marketing Misunderstandings

Country Clubs

Everyone needs to be involved in the marketing program and make sure staff
understands the plan, ob ective, and direction you are headed in with all the
details.
e think that we put things out and people read them.

Parks and Recreation Departments

People don t view it as necessary.
In leisure services, we have traditionally ust put things out on the street thinking
people would ust come, and we haven t taken a real business approach to it.
The time and planning involved and how it all relates to each other on making
the whole plan work It s not ust handing out flyers. ou have to have a coor
dinated effort.

Indoor

thletic Complex

Limited by money.

Spa

Not enough money to spend, competition, and little time to capture audience.
People think marketing is pure fluff

rena

Really easy and anybody can do it.

Professional Basketball Team

That it is fun filled, slap people on the back, let s take somebody out to lunch,
let s blow up some balloons and have a party type of a persuasion.

Hotel

People try to classify people into little niches and not everyone fits into those
niches.

Camp

It s not incredibly important.

Golf Course

How to evaluate marketing decisions to prove the investment was worth it.

Special Event Company

Today we are marketing a lifestyle.

Resorts

That advertising goes directly into sales.
The various components that are involved with Internet marketing and mea
suring the return.
e have to reali e that we re all part of a big picture and individual departments
cannot ust market themselves They need to understand the broader view.

Marina

That an organi ation can ust put up a sign and people will come, and that
employees aren t important to marketing when actually uality employees are
most important.

Corporate Recreation

Marketing to the wrong target audience and not using the best avenue to
reach them.
http://www.sagamorepub.com/products/marketing-leisure-and-tourism
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• If the circus is coming to town and you paint a
sign saying “Circus Coming to the Fairgrounds
Saturday,” that’s advertising.
• If you put the sign on the back of an elephant
and walk him through town, that’s promotion.
• If the elephant walks through the mayor’s
ﬂowerbed, that’s publicity.
• If you can get the mayor to laugh about it, that’s
public relations.
• And, if you planned the elephant’s walk, that’s
marketing.
The expanding nature of the people involved in organizations resulted in the need for marketing to play a central
role to ensure a consistent brand message is communicated
with various audiences. Gummesson (1999) suggested as
many as 30 different relationships exist within an organization. Historically, the people of concern to marketing
have been the customer or consumer. This has grown to
include any people with which the organization intends to
be involved or has been involved. Strategies must be in
place to address all their unique needs and issues. Some
have a direct role within the organization, including employees, customers or guests, and those who govern or
provide economically to the organization. Others more
indirectly inﬂuence an organization’s actions (e.g., suppliers, environmental groups).
Quality has emerged as a foundation of the marketing
concept. Leisure and tourism organizations recognize that
poor delivery of the leisure experience will negate all efforts
toward reaching people. One negative experience in a
leisure and tourism organization will impact ten people
directly because the person who has the negative experi-

ence will tell that many people directly. The impact is
expanded, however, as those ten people will in turn tell ten
others, who will tell ten others, and so on. Ultimately 250
people learn about the poor service experience. More
money can be spent on ways to reach new consumers, but
ultimately any amount of money spent will have little impact when so many others are personally telling people why
they should not engage in the experience at YZ leisure
organization. On the other hand, organizations focused on
exceeding the expectations of those they serve create a network of “salespeople” encouraging others to participate.
In today’s leisure and tourism environment, marketing
includes for-proﬁt, nonproﬁt, and public perspectives.
Because marketing is objective based, any type of leisure
and tourism organization beneﬁts from this approach. The
organization’s objectives can be people-related (e.g., serving
the teen market in a community), funding-oriented (e.g.,
raising 75,000 to build a new playground), or proﬁt-driven
(e.g., netting 20 more proﬁt than last year). Regardless
of the proﬁtability status, all organizations can apply strategic marketing principles to their organization.
Marketing has evolved to become a centralized function in organizations. Webster (1995) found integrating
marketing efforts and developing a marketing culture in
173 service organizations produced greater marketing
effectiveness. This concept is undertaken by ﬁrst thinking
about the way an organization is created. Organizations
ﬁrst develop products and services based on customer need.
Once these are established, funding, through stockholders
or other means, is acquired prior to providing the product
or service to targeted audiences. Finally, employees are
hired to provide these offerings. The role of marketing
today is to integrate all these activities. This relationship
is highlighted in Figure 1.1.

Product/service
based on
customer need

Employees

ver
people could be impacted by this alumni event
at the College of illiam and Mary, if ust one person has
a poor experience.

Marketing

Figure 1.1
rgani ation Creation
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Marketers have started to realize that falling employee engagement i.e., dissatisﬁed employees is
damaging external brand perceptions: the delivery
is not matching up to the brand promise. So they
are starting to lay claim to territory traditionally
held by human resources—employee relations.
The growing popularity of employee or employer
branding is testimony to marketers’ attempts to
adapt the tools and techniques traditionally used
to motivate and engage customers to secure the
engagement and commitment of an internal audience. (p. 23)
Cony (2002) further suggested the importance of viewing
staff as a target audience.
Other publics involved with the organization are those
that inﬂuence the operation. These may be board members,
shareholders, donors, nonusers, or anti-users (people who
object to your organization operations, e.g., environmental
group objecting to golf course development by wetlands).
This holds true with other relationships within an organization, through ownership or leadership, and other vested
parties such as volunteers and donors.
Marketing is used for a variety of functions in an organization, including the following:

organizational chart that integrates marketing, would resemble the organization creation in Figure 1.1 where
marketing would inﬂuence and impact all aspects of an
organization (Figure 1.2).
The more traditional organizational chart placed marketing’s role as one additional function within an organization. Marketing’s role was similar to the programming,
ﬁtness, or human resources department function. Historically, organizations have used marketing in a support role.
Those within the programming department would solicit
the assistance of the marketing department when they
needed to develop a ﬂyer to promote the new fall classes to
be offered, the ﬁtness department may ask for marketing to
help with a brochure highlighting their offerings, and human resources may have asked marketing to write the classiﬁed advertisement for the new director position available.
This use of marketing, however, is more reactionary. The
programming and ﬁtness departments made decisions about
their offerings without the support of marketing. In this
case marketing was simply viewed as a means to communicate with consumers, and it was not used in a strategic
way. Marketing could have provided insight and data to
each department to support their objectives.
Piece-meal marketing efforts in leisure and tourism
organizations will not produce desired outcomes. Webster
(1995) found those organizations with developed marketing cultures produced better results from their marketing

Customers

• gathering information and data
• aiding in product, service, program, and facility
development

Ma

• communicating with targeted and other markets
• developing relationships with people within and
outside of the organization

• identifying and capitalizing on opportunities
• establishing the organization’s image or brand

Human
resources

Director
general
manager

rketing

• managing crises

rketing

Ma

Marketing has historically been concerned with consumer issues alone. This approach is viewed as limiting
however and not the most effective for organizations.
Viewing employees and volunteers as those subject to marketing processes is a recent phenomenon. Simms (2003)
stated

ntegrating Marketing

• assisting in funding
• creating consumer-based experiences
• exceeding the expectations of those served
within an organization
Marketing provides resources to and supports all
functions and departments within an organization. An

Figure 1.2
Integrated rgani ational Chart
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The Role of Marketing

efforts. This culture suggests the entire organization places
emphasis on the marketing function and the way in which
employees adopt marketing practices. Figure 1.3 provides
a more traditional organizational chart and shows marketing’s historic role in leisure and tourism organizations and
an integrated approach to marketing where the marketing
function supports all areas strategically and operationally.
Beirne (2004) suggested organizations are moving from
decentralized marketing to integrating marketing within
departments, such as operations, sales, and ﬁnance.
Leisure and tourism organizations have begun to more
aggressively include marketing functions within their
organizations. A variety of leisure organizations indicated
they have recently changed the way they approach marketing. These comments are highlighted in Table 1.3.

Back in the early 1990s, McKenna (1991) suggested marketing had become “a way of doing business” (p. 69); it
was no longer simply a function. Further, he noted the marketing was in everyone’s job description. No longer was
it limited to those with marketing titles. An organization’s
culture was one that embraced marketing practices.
This attitude, however, has not been prevalent in leisure and tourism organizations. Marketing has not become
fully integrated in leisure and tourism organizations, and
is often viewed as one of many functions within an organization. Even though marketing should be a function in
everyone’s job description, there is doubt that every employee’s job description has this responsibility listed (if an
organization has even provided job descriptions!).
It is common in leisure and tourism organizations to
see one to three people assigned to the marketing function.
Even though a person within the organization acts as the
one responsible for “marketing,” his or her role is to ultimately coordinate marketing efforts throughout an organization— It is everyone’s role to understand they are
ultimately responsible for the organization’s success and
all play a role in the marketing effort. Tew-Johnson, Havitz,

Understand and recognize that this is the wave of the
future Dan Davis, Avondale Community Recreation

Traditional

rgani ational Chart

General manager/director

Maintenance

ccounting

itness

pdated

Programming

Human
resources

Marketing

rgani ational Chart

General manager/director

Marketing

Maintenance
Figure 1.3
Traditional and

pdated

ccounting

itness

Programming

Human
resources

rgani ational Charts
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and McCarville (1999) stated all personnel must understand and embrace the complex process of marketing if an
organization is to be successful in the long run.
Everybody should be a marketing person regardless
of their job description Don Schappacher, Owner
and President, American Hospitality Management

The person or persons responsible for the marketing
function within a leisure and tourism organization varies.
The two distinct responsibilities of marketing—strategic
and operational—may be completed by the same or different persons. Size and complexity of the organization are
often determining factors on how many people are involved
with these activities. Some duties may be shared by outside organizations as well (e.g., an advertising organization may design all the promotional materials).
The strategic elements of marketing center around
understanding what is currently happening in the organization and within the environment. It is determining which
markets to focus toward to achieve the organization’s

Table 1.3
rgani ations

ntegrating Marketing

objectives. The strategic side of marketing sets goals and
objectives to directly address the organization’s needs and
priorities. Conversely, the operational side of marketing
makes these objectives a reality.
Marketing is geared toward not only customers but also
other markets. Examples of additional markets of concern
include employees, volunteers, boards of directors, nonusers, donors, and suppliers. The second difference is the
expanding number of tools available to assist in marketing
communications. These tools include event promotions,
public and community relations, internal marketing,
stewardship, advertising, sponsorship, and direct sales.
We focus marketing actions toward our 500-person
volunteer force, as they are the key to us successfully
serving youth Daniel Varner, Think Detroit

Strategic responsibilities for marketing lie with
someone who has access to all organization information.
Esler and Sutton (2003) suggested the new marketing
executive views marketing as “a science enabled by art”

pinions of Recent Marketing Changes

Type of Organization

Recent Marketing Changes

Country Club

ssistance with internal marketing.

Parks and Recreation Departments

dded full time marketing person. Three and a half years ago we did not have
a marketing department, person or anyone.

Indoor

Strategies

thletic Complex

Campus Recreation Program

Suggestion from members of what they want to see each works on marketing
efforts in their area.

Spa

Competition

rena

Communicate with all departments because previous marketing department
was isolated.

Minor League Baseball

It is more of an image campaign.

Professional Basketball Team

bsolutely, we ve gotten much more aggressive and strategic.

Hotel

Technologically. Marketing is the most important thing you can possibly do that
nobody knows about. ou are a secret until you re unlocked. Consumers have
become a lot more educated.

Camp

There are more regional/geographic differences in people. More technological.
More competition for kids time.

Golf Course

Technology

Resorts

rgani ations are no longer trying to be everything to everybody
more targeted. Marketing is more competitive.

Marina
Corporate Recreation

greater emphasis today on hiring and training employees.
Information needs to be more concise today.
http://www.sagamorepub.com/products/marketing-leisure-and-tourism
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and has duties that are “broader than ever.” The “science”
part of marketing recommends the professional in this role
must have business and ﬁnancial knowledge. Further, Esler
and Sutton stated for many companies this will be a new
way of looking at the role of marketing and the time has
come for a “dramatic turnaround and a marketing-led
transformation…” (p. 5). Some of the new set of skills
required include the following:

• networking between the various groups (e.g.,
employees, stockholders, customers)
• acting as voice of the customer
• representing image of organization
• analyzing data and converting this information
into action, develops customer experiences
• integrating all in marketing efforts and develops
the plan

Real Life Story:
Crystal Mountain Resort
Integrates Employees
Thirty six holes of exceptional golf, splendid accom
modations, superb downhill and cross country skiing,
excellent food, state of the art conference facilities
and entertainment for the entire family are ust a
few of the reasons Crystal Mountain Resort is voted,
time and time again, a top resort in the Midwest.
secret behind their success is the approach they take
with integrating employees in the marketing process.
Every staff member is involved in marketing by
ensuring everyone is prepared every day to answer
guest uestions as well as provide exceptional guest
service.
hen employees arrive for work, they check in
at the time clock and pick up their nametag, a resort
trail guide and a weekly activity guide. The trail guide
highlights every area of the ,
acre resort the
activity guide highlights the resorts offerings for
guests that week. Employees are better able to pro
vide uality service and prepared to answer the most
common uestions. The organi ation s expectation
is established, and every employee is e uipped to
handle uestions. They have taken responsibility for
marketing their resort.
ith a marketing staff of
prepared on any
given day and at any time to share information about
guest activities and services, it is no wonder they are
recogni ed for their efforts. They have found a sim
ple yet very effective way to ensure employees are
integrated in the marketing process.

First, the strategic role of marketing professionals is to
believe philosophically in the importance of marketing,
represent these beliefs through practice, and the engage others involved in the organization. Marketing professionals
coordinate and integrate marketing information from all
areas within an organization to develop effective strategies for each area to achieve their objectives. They further
develop and assess all organization information, which
leads to the creation of a future plan from which the organization operates. Williamson (1999) suggested even
though organizations develop strategies, it does not mean
they should not be prepared to identify and select strategic
options for the future. Being prepared for the future and
potential changes means an organization can reposition
itself more quickly than others.
The second role within marketing involves the “art”
of marketing—the operational decisions. These duties
within marketing act as a support function that provide a
level of expertise for consistent messages/communication
with all publics. These duties include taking the future
plan and creating marketing communications that allow
an organization to achieve their objectives. This person
must possess skills at developing, implementing, and
evaluating operational ideas. Figure 1.4 highlights the role
of a marketing professional within a leisure and tourism
organization.
Examples of speciﬁc duties of a marketing professional
include the following:
Strategic Duties
1. Coordinates meeting with all publics to develop
organization objectives.
2. Shares information on current organization
status and future trends.
3. Provides data on employee, customer, board
member, supplier, and volunteer satisfaction.
4. Conducts a competitive analysis to determine
organization’s competitive edge.
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hy the Sudden Change

Operational Duties
1. Creates brochures for staff recruitment.
2. Evaluates impact of attending trade shows.
3. Implements radio station promotions.
4. Supports staff training for preparing to serve a
new market (e.g., seniors).
Leisure and tourism professionals view marketing as
an important job responsibility. Analyzing over 75 professional job descriptions from various leisure and tourism
industries revealed that each had mentioned, at least once,
a marketing related responsibility. These ranged from
sales, public relations, and promotional duties.
Marketing’s role has become one that assists every area
within an organization. Today, marketing may provide
research about employee and guest satisfaction and may
reach various audiences to communicate organization messages through brochures to stockholders, employees, and
guests or customers. Marketing may provide strategies to
areas to reach audiences of concern (e.g., environmental
group does not like golf course development by wetlands).

So, why has marketing changed so dramatically in such a
short amount of time? The leisure and tourism market today
is highly competitive and customers have a wide range of
choices. They can choose between various activities, either
passive or active, whether inside or outside the home. Leisure time and money are spent on both leisure and nonleisure activities including making choices between such
things as taking a trip or buying new furniture, joining a
bowling league or watching TV. The competitive world for
leisure time and money is diverse and expanding. Organizations have become more sophisticated in their approach
to marketing as a result of these and other inﬂuences, such
as the following:
• increased competition
• challenging economy
• changing consumers
• funding challenges
• greater need for accountability
• advanced technology

Marketing is a very high priority Without marketing
our programs and services we don t have participants
or customers, and then we don t have jobs Jeremy
Rycus, Corporate Recreation

• enhanced globalization
Competition for consumer discretionary spending and
time has increased tremendously over the past decade.
People have more leisure choices than ever before because

Designs customer experiences

Develops brand image

Conducts market research

Strategic duties
Represent all publics

Marketing
duties

ormali es marketing plan

Operational duties
Develops creative actions

Evaluates actions

Implements actions

Figure 1.4
Duties of a Marketing Professional
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there are more providers of leisure services than ever before. People are selecting from nonproﬁts, for-proﬁts, and
public organizations for their leisure experiences. Many
public parks and recreation organizations offer ﬁtness centers as do for-proﬁt ﬁtness centers. Through the increased

spending of discretionary income, the leisure and tourism
industry has advanced its offerings to the consumer through
the years. Competition grows with each new business in an
attempt to gain those dollars. According to the U.S. Census
Bureau (1963, 1983, 2003), 19.484 million was spent on

Real Life Story: Canton Leisure Services Integrates Marketing
Canton Leisure Services CLS , an accredited commu
nity leisure and tourism organi ation, wanted to better
utili e marketing in their overall organi ation opera
tions. CLS had an
million annual budget to oper
ate different divisions for a community si e of
,
,
including a community center, five parks, two golf
courses, a senior center, a ban uet and conference
center, and a performing arts center. CLS is located in
a growing community where leisure is highly valued
by residents and administrators alike. Challenged by
the pressures of increased competition and providing
more services with increasingly stretched resources
e.g., budget cuts , CLS reali ed integrating marketing
practices would provide a resource to ensure they
could sucessfully address these challenges. s their or
gani ation and community continued to grow, CLS
had to operate differently than before to stay focused
on their goals including
. Create a sense of community and belonging.
. Provide premiere facilities.
. Develop and cultivate partnerships.
.

tili e resources efficiently and demonstrate fiscal
responsibility.

. Create a healthy community.
. Provide excellent customer service.
. Empower staff.
In the past two years CLS added two staff members
with marketing related duties in their ob descriptions.
These positions, however, evolved and the ob descrip
tions needed to reflect CLS s interest to integrate
marketing better throughout the organi ation and to
become more strategic in their marketing approach. s
a result, CLS decided to form a marketing committee
to determine how they would integrate marketing more
successfully. This committee was comprised of the CLS
director, area managers, one member from each divi
sion, the marketing and communication specialist, and
several employees from various positions and divisions.
The committee s ob ectives were as follows:

. Serve and satisfy more Canton residents.
s a result, the committee developed a list of actions
to achieve their ob ectives and integrate marketing.
These responsibilities were assigned to a committee
member to coordinate and report back at their regular
scheduled meetings. Their responsibilities were as
follows:
. Review and develop visual brand and ensure uni
formity in brand communication.
. Develop overall strategic marketing plan for CLS,
leverage organi ation strengths, reduce overlap,
and maximi e resources.
.

rite communication standards/guidelines.

. Integrate marketing throughout CLS:
a. Evaluate and revise marketing specialist and
communication specialist ob descriptions.
b. Clarify marketing roles and responsibilities of
all staff.
i. Train all staff on marketing concepts, tools,
internal processes and support.
ii. Develop an evaluation system and criteria
for staff to measure marketing related
responsibilities.
. Establish a process for developing, funding, im
plementing, and evaluating strategic marketing
plans in each division.
. Develop market research systems and support.

. Promote CLS overall to Canton residents.
. Develop the CLS brand as an organi ation
strength showing uniformity, yet uni ueness,
within all divisions.
. Support all CLS divisions with marketing resources
and activities.
. Coordinate marketing related activities between
divisions to better utili e CLS resources.
http://www.sagamorepub.com/products/marketing-leisure-and-tourism
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the leisure industry in 1960. By 1980 this number grew to
106.947 million and by 2000 this ﬁgure was 564.7 billion in the United States alone. Although one could debate
the types of businesses included within the leisure groups
measured, what cannot be debated is the overwhelming
investment of consumers in recreation and the growth of
leisure choices available to people.

ntegrating Marketing

Unfortunately, some organizations do not realize the
importance of marketing until a new competitor enters
the picture. Organizations that integrate marketing practices successfully are better prepared for the emergence
of a competitor. Failure to develop strategies makes an
organization ill-prepared to manage the challenges of competition and acheive organization objectives.

Real Life Story: Canton Leisure Services (continued)
s a result of these initial efforts, the ob descriptions
for the two staff were modified and their reporting
relationship changed from the two staff reporting to
different people, to both reporting to one centrali ed
source who communicated with all departments. Job
descriptions now focused on the actions to achieve
organi ation ob ectives.
Revised ob Description: Marketing Specialist
. Direct the development of annual organi ation and
division strategic marketing plans, and develop
ment plans for new offerings.
.

ssist individual s responsible for preparing and
implementating annual plans for approval by divi
sion directors and director.

. Conduct various tactical communication activities
as established in CLS Marketing Plan e.g., act as
sponsorship coordinator/liaison between organi a
tion and sponsors conduct direct sales activities
handle all donations, community relations, and
uality service efforts .
. Support divisions with tactical communication
plan activities as established in their respective
annual marketing plans.
. Conduct, evaluate, and communicate any organi
ation/division market research activities.
. Present regularly at organi ation and division
staff meetings regarding marketing update and
stay abreast of each divisions marketing activities.
. Consult with divisions as needed or re uested on
marketing related issues.

. Maintain website and identify opportunities for
enhanced communication.
. Develop key promotional materials for CLS n
nual Marketing Plan e.g., seasonal activity guides,
newsletter, brochures write and review copy.
. Conducts various tactical communication activities
as established in CLS Marketing Plan e.g., public
and community relations, internal marketing, and
advertising .
.

ssists with the development of organi ation and
division marketing plans making specific commu
nication plan suggestions.

.

cts as media liaison establishing media relation
ships and public relations opportunities for CLS
and all divisions. This includes identifying news
worthy events, writing press releases, producing
CCTV cable shows, developing video pro ects, etc.

. Maintains staff community relations assignments.
. Places all CLS and division advertisements in me
dia outlets to maximi e resources, money/trade.
. Consults with division directors/staff on promo
tional materials they develop that follows estab
lished guidelines.
. Negotiates with organi ations for publication of
materials identifies those organi ations CLS will
work with as approved vendor .
. Consults with divisions as needed on suggesting
tactical communication tools.

. Develop, train staff about, and evaluate Communi
cation Guidelines Manual.

. Purchases all promotional materials e.g., clothing
with logo, merchandise, giveaways, trinkets and
allocates to divisions as needed.

. Identify and establish opportunities for cross
marketing between/within divisions/organi ation.

. Supervises half time staff member to complete
graphic design activities.

.

ssist with the measurement of tactical marketing
effort implementation.

. Supervise Communication Specialist and ensure
division of duties are completed.
Revised ob Description:
Communication Specialist
. Review and approve all communication materials
developed within divisions e.g., advertisements,
press releases, flyers .

Even through CLS has ust begun to make the changes
necessary to integrate marketing success fully in their
organi ation they have begun the process and are
preparing for achieving their marketing committee
ob ectives. Instead of reducing the role of marketing
in their challenging times they reali e the importance
of further utili ing this function. They have employed
the practices established in this chapter and represent
how an organi ation can integrate marketing.
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As the economy continues to pose challenges to leisure
and tourism organizations, the roll of marketing must adapt
accordingly. In troubled economic times, marketing is
more important than ever as organizations must learn to be
more efﬁcient and effective. Marketing allows an organization to identify the most appropriate actions to take in
an effort to achieve organizational objectives in troubled
times. Yet, unfortunately, some organizations view this as
a time for marketing to be cut or eliminated from leisure
and tourism organizations, as they perceive marketing to
be a luxury instead of a necessity. Only in economically
prosperous times do some organizations support marketing.
Marketing is, however, a system that must be in place
during any economic time. Arnold (2001) interviewed
Hugh Taylor, Vice President of Marketing for Hilton International. Taylor supported that organizations should not
eliminate marketing budgets in difﬁcult ﬁnancial times,
but rather invest more aggressively. Like any critical function within an organization, during economically difﬁcult
times, it must also learn to be more efﬁcient.
Consumers have changed. Changing demographics,
increase time demands, and greater sophistication of
consumers have created the need for integrating marketing,
strategically, more than ever. Today, increased population,
longevity, potential workers, education, and persons with
disabilities all affect how an organization caters to consumers. According to the U.S. Census Bureau (2000) between 1990 and 2000 the U.S. population increased by
33 million people, 1.7 million of which relocated from
abroad. Two thirds of those relocating were noncitizens.
In 2000, 25 million men and 31 million women were aged
55 and older. Sixty-one percent of women ages 16 and
older were working or in search of a job. Workers with
higher levels of education have higher earnings. Forty-four
percent of Asians and Paciﬁc Islander, 25 years or older,
achieved at least a bachelor’s degree, compared to 28 of
White non-Hispanics, 17 of Blacks, and 11 of Hispanics. It has been determined that one in ﬁve adults live
with a disability. It is imperative for organizations to acknowledge these types of diversities to streamline their
marketing efforts.
Further, consumers are faced with increased demands
on their time. More people work outside the home than ever
before. They are busier with increased responsibilities of
children and home and have longer commutes. The development and popularity of catalog shopping, drive-through
services, technology simpliﬁers like cell phones, personal
ﬁtness, service companies, and reduced vacations trips are
a result of changes in consumers.
Funding issues and greater need for accountability
are prevalent in most organizations today. With increased
pressure from the public to reduce taxes and exercise ﬁscal

constraint, many communities have faced the challenge of
reducing public services such as recreation (Glover, 1999;
Hastad Tymeson, 1997). Historically, local government
has relied heavily on taxation to support programs, facility
operations, and support services. While the cost of providing services has increased, local property taxation has
not. It cannot increase proportionally, especially in the light
of tax limitation initiatives in many states. Also, there is
greater competition among local government departments
for tax dollars and it is becoming increasingly harder to
convince the public to support all these services with increased tax dollars (Artz Bermont, 1970; Dubois, 1991;
Hastad Tymeson, 1997; Schmid, 1995). The demand for
what are considered essential services (generally identiﬁed
as police and ﬁre protection as well as sanitation services)
takes precedence over the funding of recreation services.
As a result, public recreation departments have had to ﬁnd
new ways of maintaining programs and services while
managing a decreasing budget. Hastad and Tymeson (1997)
suggested these challenges have forced organizations to
be more creative in the ﬁnancing and delivery of recreation services.
However, funding challenges are not unique to public
leisure and tourism organizations. Support for voluntary
contributions such as those needed by the YMCA or other
quasi-public leisure organizations are in high demand and
competition for these contributions is greater than ever.
Private and for-proﬁt organizations also struggle with
funding issues. Increased taxation, prohibiting tax laws,
and greater competition have resulted in continued ﬁnancial challenges to create a desired proﬁt or develop enough
interest to maintain services (e.g., private country club,
corporate recreation programs).
Technological advancements are challenging organizations like never before. Increased access to the Internet
created additional competitors for leisure time, money, and
interest. Technology has advanced access between consumers and organizations. It has allowed gathering of
consumer data at unprecedented levels (Ballantyne,
Christopher Payne, 2003). According to the U.S. Census
Bureau (2000), 57 of students had access to computers
at home and at school. Eighty-eight percent of families
with a household income of 75,000 or more had at least
one computer, 79 of which had one or more persons who
used the Internet. Because of this
Providers must think through how these technologies will impact not only the delivery of the
products/service offering but how it will impact
everything from customer interface points to actual
product design. Marketing will need to be redeﬁned and dynamic to adapt to the new technolo-
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gies and be responsive to the customer. (Nykiel,
2001, p. 83)
Truax and Myron (1998) projected that marketing would
take “the spotlight,” as a discipline in the new millennium
for various reasons, including “the speed of change in the
market place requires greater responsibilities” (p. 11).
Enhanced globalization and access to a greater
range of consumers has also impacted leisure organization
interest in marketing. Ballantyne, Christopher and Payne
(2003) suggested:
In global and deregulated open markets, there are
no certain prescriptions for marketing success that
can be based on our past experience in relatively
stable market systems. Open market conditions
create higher levels of change and complexity
within and between organizational boundaries.
Establishing more open relationships with key
customers, suppliers and other stakeholders can
be seen as strategies for recreating stability, thus
opening up value-creating opportunities in new
ways. (p. 161)
These issues have been the most impactful to the desire
of leisure and tourism organizations to invest in marketing.
Hyland (2004) cited that during the past two years
e-commerce increased by 53 where 44 billion was spent
in 2002. However, there are still those who have yet to
apply marketing practices that incorporate technology.

Barriers To Applying
Marketing
Many leisure and tourism organizations believe they apply
marketing practices. But not all integrate these activities
throughout an organization. There are three basic premises
as to why leisure and tourism organizations fail to integrate
marketing. The ﬁrst is fear: fear of not having the skills
and not knowing how to apply and integrate marketing;
fear of investing and producing minimal results; and fear
of making an investment in time, money, and energy that
doesn’t provide results.
Another barrier is disbelief (or skepticism/doubt) in
the impact of marketing. The belief that marketing will not
help the organization improve; the belief that marketing
only costs money and is too mysterious and risky to make
an investment.
The ﬁnal barrier is no need. When organizations feel
there is no need to integrate marketing because they already have enough business, they are doing ﬁne the way
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they are. Why change what isn’t broken? The safety of
operating under the status quo is comforting to many organizations; yet, they are unprepared for the future.
Generally, these fears and disbeliefs are partially the
fault of past marketing efforts. Those who have implemented marketing practices have not always done a good
job proving its worth to an organization, and may not
have always applied marketing practices correctly, hence
creating fear. Not all marketing activities have produced
results, hence creating disbelief. Finally, not all organizations have been shown the value of integrating and applying marketing within their organizations.
This text intends to remove fear and disbelief—to
increase conﬁdence and certainty when integrating marketing practices and techniques successfully. It will identify
ways to maximize marketing opportunities, even with
limited funding, and show ways to measure the return of
the investment.
The most misunderstood concept in leisure marketing?
People believe if you build it, they will come
They don t view marketing as necessary Ann Conklin,
Canton Leisure Services

hy Is Marketing
Important
It wasn’t all that long ago that marketing wasn’t a priority
of any organization. After all, marketing has only been
around a short time. Leisure industries vary in their acceptance and utilization of the concept of marketing. AppiahAdu, Fyall, and Singh (1999) found the value of the
increased importance in the airline industry. They determined that a strong marketing culture produced better
business performance.
Marketing provides organizations the opportunity to
continue to look at their offerings from a proactive approach. Organizations value the integration of marketing
for several reasons, including the following:
• it provides focus toward achievable outcomes
• it allows for consistency in messages shared
• it improves and is focused on all relationships
(not just customers alone)
• it integrates the organization
• it is cost-effective (even though it costs money!)
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Components of
Effective Marketing
There are two foundational issues related to effective leisure
and tourism marketing. The ﬁrst is based on an organiza-

Leisure service philosophy

Evaluation
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An abundance of books are available for leisure and tourism
organizations to consult regarding marketing topics like
social marketing, relational marketing, public sector
marketing, nonproﬁt marketing, and services marketing.
This book approaches the marketing concept in a practical,
systematic way. It applies principles from each of these in
one uniform fashion, suggesting that the concept of marketing itself is not unique, but the objectives of the organization are. Ultimately, all leisure and tourism organizations
want to enhance the quality of life for people through the
leisure experience. This is what makes the delivery of
leisure and tourism experiences unique—what sets them
apart from other service experiences. Marketing leisure
and tourism experiences, whether from a for-proﬁt, nonproﬁt, or public organization should be approached similarly. Hence, the need in the leisure industry is to have a
book that deals with all the speciﬁc issues within the leisure experience. Each type of leisure and tourism organization will always have different objectives, but this will
not impact the marketing process it will only ensure that
each organization makes different decisions.
Further, the distinctions historically created between
public and private, nonproﬁt and for-proﬁt leisure and
tourism organizations, is slowly blending. Past differences
implied these organizations operated differently from one
another and did not apply the same business practices. This
is changing.
The differences in these types of organizations today
lie largely in reporting relationships. The funding of these
types of organizations is narrower than ever. Historically,
private and public nonproﬁt leisure organizations relied
on taxation, grants, and/or donations to secure operating
and capital budgets. Today, more rely on user fees and
charges, which is more similar to for-proﬁt organizations.
What they all have in common is the way in which they
operate. Every organization, regardless of proﬁt status has
speciﬁc objectives from which to guide the decisions of
the organization. There is no difference in applying marketing principles in these organizations.
Rosenstein (1995) found that nonproﬁt organizations
did not apply marketing capabilities beyond the basic of
levels. Comparing private and public nonproﬁts suggested
the private organizations used marketing tools more often
than the pubic nonproﬁts. Some have felt each discipline
should apply related marketing techniques—that is, those
who sell services should reﬂect on service marketing texts,
those involved with providing social goods, social mar-

keting texts. However, it is suggested that the only differences between these type organizations is their differing
objectives (Academy for Educational Development, 2001).
What is different between various leisure and tourism
organizations are goals and objectives, the market(s) to
attract, the message to communicate, and the way in which
they are reached. The systems an organization creates to
analyze, develop, implement, and evaluate will be unique.
No two marketing plans are ever the same, regardless of
proﬁt status. What is also unique to marketing the leisure
and tourism industry is just that, the fact that all marketing
is related to leisure and tourism issues. Figure 1.5 highlights
the marketing process for all types of leisure and tourism
organizations.
Marketing is complex and ever-changing. A number of
models and methods have been developed to help individuals and organizations apply marketing practices in an
effort to simplify this process. These models have grown,
changed, and expanded throughout the past decades to
reﬂect a science that is in place today. This book is designed
based on the components of this model.
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Applying Marketing to
For Profit and Nonprofit
Organizations

Strategy
analysis

Market
research

Communication
decisions

Implementation

Quality

Figure 1.5
Components of Effective Leisure and Tourism
rgani ation Marketing
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tion’s and an individual’s leisure service philosophy. This
model presumes professionals delivering leisure and tourism
services have adopted a principal that suggests the delivery
of these services is to create experiences that beneﬁt the
consumers served. This may be to enhance the quality of
people’s lives in some fashion. These issues are further
clariﬁed in Chapter 2, The Marketing of Leisure and
Tourism Experiences.
The base consideration that overrides effective marketing decisions is the premise that all activities are driven
by quality service standards. Each step in the marketing
process must commit to and practice the belief that the role
of the organization is to embody quality practices in everything it does. It is not just a consumer focus; it is a premise
that applies to consumers, employees, boards of directors,
vendors, facilities, policies, procedures, etc. It is not just
limited to people. Quality service involves every aspect of
an organization from the products, services, and experiences it provides to the standards (e.g., cleanliness, hiring)
and processes it creates (e.g., policies/procedures). Chapter
3 further addresses this component of marketing.
Chapter 4 introduces a formal process for applying
each of these components in a leisure and tourism organization. Enabling Marketing Action provides practical
application of these principles through formal market
planning. Further, it addresses issues of particular concern
to leisure and tourism organizations, including funding
marketing efforts and measuring the impacts of these
marketing decisions.
If a solid leisure service philosophy and quality service
commitment are the foundations of effective marketing,
then market research is the heart of the marketing process.
Research is needed throughout the marketing process
and provides assistance to each phase within marketing.
Research addresses issues related to understanding demographic and leisure trends, needs of targeted markets, satisfaction of employees, volunteers, and customers, and if the
10,000 per month billboard was worth the investment.
Having staff with skills in analyzing and developing
research to aid in marketing decision-making is a vital component within a leisure and tourism organization. Chapter
5 highlights basic research processes and issues.
Chapters 6 through 8 are dedicated to developing
skills in strategic analysis. Anyone can spend a marketing
budget, but not everyone can be successful at it. Therefore
the key to effective decisions is analyzing and developing
a strategy based on sound principles and evidence. During
this phase, analysis of the current organization occurs,
including understanding current systems, issues, and future
plans. An assessment also occurs of the outside/external
world, such as understanding leisure trends, legal issues,
and technological developments. Based on these ﬁndings,
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targeted markets are then developed. In Chapter 7 the
process for target market creation is outlined identifying
techniques for selecting appropriate markets. Once determined, organizations can develop a formal strategy for
marketing. Chapter 8 highlights ways in which an organization can position themselves and develop or enhance
the brand image. It is in this chapter that an organization
learns to develop speciﬁc target market objectives. From
these objectives, communication decisions are then based.
Once an organization identiﬁes what they want to
occur they then determine how they will accomplish it.
Chapter 9 identiﬁes the process in which an organization
partakes to acknowledge and develop a strategic action
plan, focusing on achieving the target market objectives.
Chapters 10–14 provide insight into the marketing, promotional and communication mix decisions that need to
be made in an effective marketing plan. The marketing mix
is ﬁrst addressed in this phase and related to the experience.
Speciﬁcally, leisure and tourism organization offering
decisions incorporate product, service, program, facility,
distribution issues related to location and the Internet, and
pricing considerations. Next, brand image and promotion
decisions are made, followed by the various tools used to
communicate with the targeted audiences in the communication mix. These tools include public and community
relations, advertising, sponsorship, stewardship, selling,
and internal marketing. These chapters highlight techniques
for effective use of each decision and tool is shared helping
organizations make successful decisions to achieve target
market objectives.

Apply

hat

ou

now

1. Interview and investigate a leisure or tourism
organization’s approach to integrating marketing
and compare it to the process discussed in this
chapter.
2. Solicit marketing deﬁnition examples from textbooks or documents of previous decades and
compare them to this chapter’s discussion on
the topic.

ey Terms
Integrated marketing
Marketing
Marketing plan
Operational marketing
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Quality service
Strategic marketing
Target market
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Review Questions
1. What is the deﬁnition of marketing today?
2. How has marketing changed over the last ﬁve
decades?
3. What is the role of marketing and why can all
leisure and tourism organizations beneﬁt from it?
4. What are the six changes in emphasis toward
marketing?
5. What are the three barriers of effective
marketing?
6. What is the value of strategic marketing decision
making?

I-Advertising offers a moderated discussion on all aspects
of Internet advertising, including online media planning,
media buying, campaign tracking, industry trends and
forecasts, creative development, cost estimates, advertising sales, and other aspects related to the promotion of a
business on the Internet through an ongoing new media
campaign.
http://www.internetadvertising.org
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