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170 OBJECTIVES

After reading this Unit, you should be able to:

understand why afifth P is necessary in tourism marketing,

e appreciate the importance of People, Process and Physical evidence assub elements of
the Fifth P,

e understand and appreciate the relationship of this P with customer satisfaction, and
e design strategiesto make the best use of the Fifth P in tourism and its marketing.

17.1 INTRODUCTION

The increased attention to the application of marketing in the services sector has brought
into question what the key components or elements of a Marketing Mix for servicesare, or
what they should be. If the elements chosen for a service are not comprehensive, thereisa
chance for the occurrence of agap between the market requirement and the firm's marketing
offer.

Thismakesit appropriate to reconsider the traditional MarketingMix of the 4 Ps (Product,
Price, Promotion, Place) in the context of marketing of services. Thetraditional mix hasbeen
derived from a much longer list of twelve variables designed by the Harvard School of
Business. Over time, the concept had gained acceptance and the mix was adopted to capture
the market.

There has always been a consistent debate on the Marketing Mix, and particularly in the
context of services. Some feel that, reduction of the list givesrise to a much wanted sense of
simplicity which may lead to the neglect of some key elements. Because of this, marketing
experts have added many more to the basic 4P fiamework and have felt the™need for a
different mix for services. Some had further classified the mix according to the types of
services; they have specified separate mix for banking and airlines. Some have suggested
different mix elements for professional services.
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There are three factors that determine whether or not an element hasto be included in an P,fc,,, and ,..,,,.f:.

organisation's marketing mix: Evidence

1) The leve of expenditure on a given ingredient in the Marketing Mix : It hasto be
determined that how important the element isin the organisation's overall expenditure.

2) The perceived leve of elasticity in consumer responsiveness : In cases of monopoly or
government bodies, prices are set externally, and thus cannot be included in the mix.

3) Allocation of responsibilities : This is so because, a well defined and well structured
Marketing Mix needs a very clear cut allocation of authority and consequentialy,
responsibilities.

Asthe 4Ps model is restrictive in application to the service industry, the need for including
the 5th P is being increasingly recognised. People, Processes and Physical evidence (5th P)
are those elementswhich demand special emphasisin servicemarketing. In addition tothese,
asall the elementsof Marketing Mixre-clve around customer satisfaction, thisis sometimes
considered asaseparate Marketing Mixelement by itself. ThisUnit explainsthe necessity of
havingFifth P, the three componentsof Fifth Pi.e. People, Processesand Physical Evidence,
and the use of Fifth P in tourism marketing.

17.2 WHY DOWENEED AFIFTH P ?

Essentially, Marketing Mix represents all those factors that need to be considered while
determining the marketing strategy. Since the choice of a marketing strategydepends upon
the organisation’s policies and objectives, the elements included in the Marketing Mix and
the amount of attention directed to each of them differs from organisation to organisation.
The type of service provided and the demand for it determinesthe Marketing Mix to avery
large extent.

. Intourism marketing, themain objectiveisto motivate more and more peopletovisit different
places thereby enhancing the image of the location/destination and also to increase the
revenues.

Intourism marketing, the product isintangible and it coversawide rangeof facilitiesprovided
to thetourists.

A product in tourism is the place of destination and what one may experience while
proceeding to vidt or while visiting the particular place. It includes the total package of
transportation facilities, food and accommodation facilities, specia attractions, etc. along
with the core product which may be, for eg.; templesin Madurai, Taj Mahal in Agra, or the
Himalayan backdrop in Darjeeling.

Pricing brings revenue to business. Pricing decisions in service marketing are crucial. They
play a very significant role in building an image for the service. Price also gives a hint or
assumed picture of the quality. A high priced service tends to be perceived asa high quality
service. For e.g.; afive star hotel accommodation may charge many times morethan itscost,
(i.e.; thecost incurred in producingthe service), asit tendstoincreasetheimagein the public.

In tourism marketing, some services, like providing information to tourists may be
government sponsored and hence may be fiee of cost. Other activities,saytransportation and
accommodation facilities may be charged according to the services provided.

Sometimes, there could be special considerations on price, asthere isa certain immediacy
ofdelivery. The pricescould be adjusted to the seasonal variationsin the demand and under
special situations, for eg.; discounts offered on bulk bookingsof tickets, etc.

Place refersto the location and the method of deliveryofservices. Asthe place of production
and rhe place of consumption of service are the same, the environment in which the service
isdelivered and how it isdelivered form a part of the perceived vaue and the benefits of the
service. Either the provider of the service or the consumer can go to the other's place or they
may transact at a third location.
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Promotion is essential to tourism marketing as it isto other products and services. It is
perhaps more relevant in this context as people rely more on the different promotional «
activitiesto make their decision.

The above four elements are very important in tourism marketing but are not adequate. For
example, there are other factors which affect the marketing strategies like the statutory
requirementsto be met by the foreign national sbef ore enteringacountry, special concessions
given by the government to vist certain locations from timeto time to encourage tourism,
the behavioral requirements of the employees, etc. al of which can be used effectively in
tourism marketing by effective planning. All these factors need to be considered separately
by payingadequate attention to each ofthese aspectsand so can be covered under aseparate
element of the Marketing Mix which may be termed asthe Fifth P.

Theimportance of People, Processesand Physical evidence and their marketingimplications
can be studied separately under this element termed Fifth P. 1t becomes all the more
important in tourism marketing to place specia emphasis on the Fifth P (especialy on
Physical evidence) as it will help in increasing the perceived value of the product which is
intangible by itself. Astourism isinvolved in the of fering of serviceswhich lead to satisfaction
of an individual needsfor visual delight, granduer and exotic senses, there should be agreater
stress on the Fifth P

17.3 TOURISM INDUSTRY AND PEOPLE "

When wetalk of people here, we refer to all those who are directlyor indirectlyemployed in
the service of the organisation and who play an important role in achieving the objectives set
by the firm.

People play a very important role in tourism marketing asin any other service organisation.
This is because consumers associate people providing the service as a part of the product
itself. The airhostesses in an Airlines, the tourist guides at a historic place, the waitersin a
restaurant etc. are the people who actually provide the service. They perform the essential
functions of:

e building and maintaining a favourable image,
e providing solutions when problemsarise,

e providing special help in case of need, and

e maintaining harmoniousrelationships, €tc.

In fact the entire image of the product depends on these people.

. 173.1 People As An Element Of MarketingMix

A few yearsago, if people were spoken of asan element of Marketing Mix, it would havebeen
considered a blunder. But in the recent fimes, there has been growing awareness of the role
of people in achieving the marketing objectives and the importance of paying adequate
attention to thisaspect isbeing realised. Thisistrue of all service providing organisations as
unlessthere are people to produce the services, there can be no serviceat all.

The qualityofthe service provided cannot be standardised asthere isalwaysa human element
and it dependson the state of the individual at that particular moment of providingthe service.
This makes it more difficult to control the service activities. Hence, this aspect demands
serious attention to ensure a satisfied customer. 1t should be remembered that most of the
jobsin tourism industry apparently are routine. However, if this routine isconverted into a
unigue experience for the customer, the organisation has achieved success. But thisisnot an
easy task and many organisations accept this asa challenge.

By viewingpeople asaseparate element of Marketing Mix, required attention can bedirected
tomaximise their efficiency. Stepscan betaken totrain the peopleto meet the specific needs
of their job, motivated to have customer orientation, and reward them to make the desired
contribution.



17.3.2 Roles People Play

The employees have to perform roles depending on the nature of job performed, their
position in the organisational hierarchyand the amount of contact they havewith the ultimate
customers. In tourism marketing, the extent to which the employees come in contact with the
customers determines the amount of attention that needsto be directed to them.

i)

Peoplein Maximum Contact With Tourists:

They are those employees who are directly involved in tourism marketing. They include
the receptionistsin tourism office. tourist guides, etc. These people come in contact with
awidevariety of potential customerswho desire information and advicson many tourism
related issues. It isessential for them to be well versed with all the information related
to the destination. The package tours organised by Government and other agencies,
specia attractions of different locations during specific periods of time, the probable
estimates of money and time requirs for each trip, and any other information that a
tourist might be interested in shouid be available with them.

These people should be well trained and motivated to serve the tourists on a day-to-day
basisin apleasant, responsive manner. They should be enthusiastic and friendly, with an
understanding of the needs of the different people and should have the capabilities of
advising them accordingly without underplaying or overplaying the importance of any
particular location based on their personal bias.

Utmost attention is to be directed at the employees in this category because first
impressions of the place and people of a locality tend to get formed in the minds of the
prospective visitorsat that point itself which are difficult to change later.

Peoplein Medium Contact With Tourists:

These are people who are not directly involved in encouraging and motivating potential
tourists but who play an important role in designing , dewloping and implementing
different marketing programmes depending on the needs of customers.

These people haveto conduct research, collect information, prepare brochuresand other
material for promotion, and their main responsibility isto bring thetourism marketeers
upto date on the latest trends.

The employees of this category should develop a sense of customer responsiveness,
understand the needs of different segmentsof touristsand try to guide them accordingly
by making all the necessary information available.

Remember that most of the buying decisions of customers are taken on the basis of
brochures. However, many principal suppliers are now promoting their products
through video films and slides, etc.

':i.i} Peoplein Minimum Contact With Tourists:

All the people who are involved in planning and development activitiesmay not come in
direct contact with the ultimate customers. Their responsibility isto design attractive
schemes and plan strategies for tourism-development at various-levels.

Coordinating the different activities of the organisation, internal marketing,liasion with
outside agencies, etc. form the basic responsibilities at thislevel.

Continuous feedback about the different programmes and activitiesisto be taken from

the people who are in direct contact with the customers so asto incorporate the changes
desired by the public from time to time.

The Fifth P : People,
Process and Physical

Evidence
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Check Your Progress-1

1) Explainthe need of the Fifth P in tourism marketing.

17.4 PROCESSIN THE TOURISM INDUSTRY

Processdenotesthe way in which a particular action iscarried out. Tourism marketingshould
take care of al the procedures, schedules, mechanisms, activities and routines which are
practised when the tour ison. You should remember that it isat the process leve that the
tourists' requirementsare actually met. Some of these processes are statutory in nature i.e.,
they require to be complied with due to the government rules and regulations; while some
others are practised to facilitate easy control of the different activities. For example, the
government may make it obligatory on the part of every tourist to furnish full particulars of
the person, nature of visit, etc. before entering a foreign country, the same particulars may
be asked in a hotel for record purposes.

The processesfollowed form a part of the service delivery system and the customersoften do
not differentiate between the processes and the product. For example, ifatourist ismadeto
wait for an undue length of time to get information from a tourism office, he tendsto remain
dissatisfied even if he getsall the required information at the end of delay.

17.4.1 Characteristicsof Processes

Any process can be analysed in terms of itscomplexity and divergence. Complexityrefersto
the nature and sequence of the different stepsto be followed in the processi.e. the variability
withina process to suit She different requirementsof customers.

i) Complexity : The wider the variety of services offered by an organisation the more
complex it issaid to be. Generally, these services are provided so asto meet the needs
of different segmentsofthe customer populationand aim at higher levelsof penetration
in amarket. For example, if atourism company isorganising a number of package tours
everyday to different locations in the country, at different price levelsto suit the needs
of both the economy and comfort oriented tourists, and aso taking care of their
accommodation and refreshment needs, it can be said to be indulging in complex
processes. They tend to be more customised in nature.



. . . . . The Fifth P : People,
If afirmdecidesto concentrate onlyonanarrow rangeofservices, it can besaidtofollow Process and Physical

a specialisation strategy. Stepsand activitiesare omitted from the service process and Evidence .
thistendsto make control easier. A tourism company which catersto the needs of only

economy travellers by providing transport and accommodation facilitiesin a limited

number of locations, it can be understood as being less complex Generally, these

programmes are more standardised and do not lend themselws to changes in needs of

particular customer groups.

{ii) Divergence: As stated earlier, divergence refers to the variability of the steps and
sequencesin aprocess. Limited divergence meansthe choice of acustomer isrestricted
but it also means higher control over the quality of service provided. This may result in
reduced costs, uniform service quality and improved serviceavailability. However, asit
results in a highly standardised service, personal touch, which isdesired by a number of
service consumers, may be absent.

An increased divergence of processesis followed when the approach istowards niche
positioning, and involves high customisation. A tourist company which caters to almost
any need of the customer, including helping foreign exchange transactions, flight
booking, etc., may be said to be highly diwrgent.

17.4.2 Customer Satisfaction

Processes should facilitate a service operation but at the same time they should not have a
negative effect on customer satisfaction. For example, if a potential tourist isasked to fill in
too many applications, and asked to satisfy too many regulations to acquire a visa for a
particular country, he may avoid visiting the country as such, though the tourist has the
capacity and willingnessto do so.

No amount of friendly approach and pleasant attitude on the part of marketing personnel
will overcome continued unsatisfactory process performance. It is necessary that the
processes are simplified and made customer friendly to ensure a satisfied customer.

If a serviceoperation runs smoothly, it may or may not be remembered by the customer for
ever, but ifhe/she getsdi ssati sfied with a process, thenegative imagetendstolast much longer.
Also, if one operation in a process is unsatisfactory to the customer, he tendsto be more
critical ofthe other operationsalso. All thisexplainsthe importance that needsto be attached
to the processes in tourism marketing to ensure a satisfied customer.

Remember, it is difficult to have a good image but easy to looseit. It is easy to earn bad
image but difficult tolooseit.

17.5 TOURISM INDUSTRY AND PHYS CAL EM DENCE

Physical evidence is wry much related to the product and hence is considered by many
authors as a sub-component of the product element and it has been argued that ‘as
advertising and personal selling areconsidered as sub-elementsin Promation, soalsoit is
enough to consider physical evidenceas a sub-element Of Product.’ Nevertheless, it isagreed
by al concerned that it is essential to devote special attention to the physical evidence in
Services Marketing MIx. Here let usconsider it asa separate component under the Fifth P
in Tourism Marketing Mix

17.5.1 Tourism And Physical Evidence

Ewrycustomer would like to see, evaluate and compare a product physically before making
a decision whether to-make the purchase or not. Asthe servicesare intangiblein nature, it is
amost impossibleto have a first hand, experience of the desired service before making the
final purchase. How much ewr a person tries to judge the quality of service by making
enquiriesand reading literature, a doubt still remains in mind asto the exact quality of the
serviceto be expected.

Thisismoretrue ofthe tourism product becausea potential tourist hastoestimatetheamount
of satisfaction he/she would deriw by visitinga particular place even before decidingto go,
especially, when one can choose from a number of options. 49
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The photographs, brochures and other information published by the tourism industry, word
of mouth publicity, prior experience in related areas, etc. will be the only source depending
on which a decision hasto be made. |

Physical Evidence isthat which can be easily associated with the product by the customer.
Asthe tourism product ishighly intangible, the place, the decor, the people, and everything
elseinthetourism officemayberelated tothe experience in store. For example, whentourists
vigt a historic place for the first time, they carry home not only the memories of beautiful
structure, but they also remember all other factors like transport facilities available, the
surrounding markets, the peopl€e's behaviour, etc. asone whole experience. All thisisa part
of the conscious effort on the part of the tourist to make the intangible experience more
tangible.

17.5.2 Types of Physical Evidence
Physical Evidence may be divided intotwo types:

e Essential,and
e Peripheral.

i) Essential Physical Evidence: Thisincludesall the basic requirementsthat are essential
to render the service. A wel equipped building with all the necessary tools and
information, good furniture, necessary transportation facilitiesto reach thearea where
serviceisprovided, etc. areall essential ifeffective serviceisto be provided. For example,
an Indian Tourism office in New York may project an image of exquisite grandeur to
attract the people there and convince them that they can expect much more when they
'Vigt India'

i) Peripheral Physical Evidence: Peripheral physical evidence haslittle value of its own.
A railway ticket hasno vaue in itself if the traveller missesthe train. Similarly, V.1.P.
passeslosetheir value oncethe time elapses whether they are used or not. Thissignifies
that the peripheral physical evidencetriesto bring an aspect oftangibilitytothe product
but it actually representsa right to experience the service at a later point of time.

It can be understood that physical evidence triesto provide an extent of tangibility.to the
otherwise intangible nature of the service.

176 SOME C’s

Besidesthe Pstoday certain Cs have also been added in services marketing - particularly in
relation to the tourism products. These include:

e Committment : This means that the producer or supplier of service as well as the
employees must be committed to tourism and the service being provided to the tourists.

e Cleanliness : Thisisamust for destinations, hotels, airports, railway stationsand trains
along with in the employees who are part of the service process.

e Communication : Thismust be clear and effectivewith no gapswhether verbal, written-
. or through telecommunications mode. Certain service situations require quick
communication.

e Crisis handling : Crisisin providing tourism services is not uncommon and they need
careful handling.
e Creativity: Thisisthe key to success in packaging or designing tourism services.

e Customerinvolvement : A tourist not only consumesthe service but also experiencesit.
Hence, customer involvement and participation in many tourist related servicesleadsto
enhancement of tourists enjoyment or satisfaction levels.



17.7 USE OF FIFTH P IN DESIGNING MARKETING
STRATEGIES

Inall the above Sectionswe haveseen theimportanceof each of the elements, Peopl e, Process
and Physical Evidence, alongwith thetraditional four Ps intourism marketing, makingatotal
of seven elementsto be included in the Marketing Mix. It is not enough just to be aware of
the importance. Efforts should be made to use them successfully in designing a marketing
strategy and to see that it isimplemented effectively, to get best results.

17.7.1 RelationshipMarketingIn Tourism:

Each of the elements of the Marketing Mix interact with each other and they should be so
developed that their resultsare synergicin nature. Hence, whiledevel opinga MarketingMix
strategy,the tourism marketeers need to consider the relationships between the elementsof
themix. Thisistermed 'Relationship Marketing.'

There are three degrees of interaction between the Marketing Mixelements. They are:

i) Consistency : Thisiswheretwoor moreelementshavealogical and useful fit. Intourism
marketing, product, physical evidence and place can be said to be consistent. Again,
promotion and people elements have a similar relationship.

i) Integration : It involvesan active harmonious interaction between the elements of the
mix. Ifthe different elementsare designed on their own without considering their effects

on the others, confusion and misuse of the resources may result.

iii) Leverage: It isconcerned with using each element to best advantage in support of the
total marketing mix.

17.7.2 Developinga M arketing Strategy

Since the most important relationship of an organisation iswithitstarget customers, customer
satisfactionisto be considered asthe basiswhile devel opingany marketing strategy.
]

In tourism the target markets may be domestic or foreign, economy oriented or comfort
oriented, young or old, adventurous or traditional, etc. The products offered and the
marketing strategy designed should betailored to the target at whom the efforts are directed.

Some of the questions that need to be answered before deciding on the tourism marketing
strategy may be listed asfollows:

i) What isthe basic objectiveof the organisation providingthe service ? Isit profit oriented
or purely service oriented? (for example, a government tourism development
organisation may function with a purely service oriented motto).

i) What are the target markets? or Which segments of the population isthe organisation
tryingto satisfy?

iii) What are the strengths and weaknesses of the firm? or how can they be used to the
organisation's advantage?

iv) What are the resources available ? and how can they best be utilised?

V)  What isthe nature and extent of competition existingin the environment ? and what are
the segmentsthat are neglected by the competitors 2, Can niche marketing strategy be
followed?

vi) What are the type of promotional activitiesrequired?

Once setisfactory answers are provided to al the above questions, asuitable strategy maybe
developed satisfying al | the conditions.

Let ustake an exampleofa particular situation and tryto develop asuitable Marketing Mix
Strategy.

TheFifth P : People,
Process and Physical
Evidence
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India Tourism Development Corporation (ITDC) has a basic objective of encouraging
tourism in the country. Government providesthe servicesrequired by the touristsso asto
motivate peopleto travel and assure them that their stay would be made comfortable and
their experience memorable. ITDC runs many hoteb, transport services, etc. The target
market includesany person who would liketo trawl and vist placesof interest.

Segmentation is done on the basisof age, income levd, life stylesand orientation towards
travelling,etc.

Different packages are developed to suit the different needs of the people. For economy
oriented, the packagemay includeatraw! on adeluxebusto thelocation, an accommodation
inan ordinarily furnished room, etc. Here,the emphasi sis more on the utilitythanon luxuries.
But for a person fiom higher income levd, it may include comfortsalong with the basic
necessities. Strengths of 1TDC include Government support which ensures a steady supply
of resources, easy availability of permissionsto enter new areas of operations, etc. Other
strengths are derived fiom awide network that operates all over the country which helpsin
adjustingto seasonal fluctuationsin demand at different locations, by reshuffling of resources.

ITDC’s main weaknesses stem fiom delaysin decision making due to bureaucratic set up
that existsin amost all government organisations. Thismay result in reduced emphasison
qualifyin servicesprovided. Thisweaknessmaybe overcome bydecentralisationof authority
and enforcingaccountability.

Competitionisomnipresent. There are many organisationscateringto the different needsof
tourists, bothin the organised and unorgani sed sector. Thereareall typesofhotels, transport
services, agents, etc., who compete with one or more services provided by ITDC. It isthus
wry difficultto fight all the competitorswith asingle strategy. The best way to deal with this
problem isby improving one's own standards so asto be ableto lead the competition.

The promotional activitiesdirect at attracting both domestic and international touriststo
travel extensively. Hence, stressis placed on the locationsand not on the servicesprovided
by the ITDC aone. Promotion is directed a al the segmentsand hence campaignsare
designed for different target groupsand launched through the different mediaaccordingly.

TheFifth P, People, Processand Physica evidenceare used effectively by trainingpeople to
becustomer oriented, toservewithasmile,tohel ptouristsinmaking a good choice, to provide
additional serviceslike hel pingthem in foreign exchange transactions, etc. Processis made
open to the publicto ensurdsimplicityin procedures, someof the activitiesare taken over by
the ITDC personnel themselws so asto reduce the tourists burdens. Also the element of
Physicd evidenceistaken care of by making the environment congenial, by furnishingthe
placesuitable, by publishing attractiveliterature on the different locationsand makingthem
availableto the tourists,etc.

Thus the whole marketing strategy of ITDC is directed at promoting tourism in India,
satisfying the needs of all segmentsof tourist population.

Check Your Progress-2

1) Wha arethe characteristicsof processes?

.................................................
.................................................
.................................................
.................................................
.................................................
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.................................................
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2) .How Physical evidence isimportant in tourism marketing? Process and Physieal
Evidence

L T T T
...............................................
............................

.............................................

................................................

strategy?

178 LET USSUM UP

In this Unit, we have seen the importance of the elements, People, Process and Physical
evidencein ServicesMarketingwith special referenceto tourism marketing,inrelationto the
other elementsof a conventional Marketing Mix.

Also, we have seen how each element plays an important role in contributing to customer
satisfaction.

It can be concluded by saying that tourism marketing will be incomplete and ineffectiveif
adequate attention is not paid to this Fifth P of the Marketing Mix along with the C’s
mentioned in the Unit.

17.9 ANSWERSTO CHECK YOUR PROGRESSEXERCISES

Check Your Progress-1

1) SeeSec.17.2
2) SeeSub-sec. 17.33

Check your Progress-2

1) SeeSub-sec. 17.4.1
2) See Sub-sec. 17.5.1
3) SeeSec. 177.
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ACTIVITIES FOR THIS BLOCK

Activity 1

Talk to 5 people who travel for pleasure. Try and find out the pereceived benefit or value
that they derive fiom their travel. Briefly comment upon this 'vaue.

Activity 2

Make a survey of the tourism services offered in your area. Y ou would note that the price
elasitcity of each isdifferent fiom the others. Which of the services surveyed by you is

1) Most Elastic
2) Least Elastic

Activity 3

Survey the literature of some hotelsand point out the differentiation in their products.

Activity 4

Assume you are atour operator and are planning to take a group of45 tourists to a game
sanctuary. Briefly list your fixed and variable costs.

Activity §

Inthelight of various strategies discussed in Unit 15how would you suggest to promote afast
food centre?



Activity 6

Mention the Distribution Channels you will adopt as a manager working in an airlines.

Activity 7

Prepare a promotion plan for a destination.

Activity 8

Prepare the product mix of a tour operator.

Activity 9

Collect all advertisements related to tourism appearing in a newspaper for a week. Compare
the products and services offered in them.
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