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NOW REAR N MIND
THAT TH\S 1S THE
VO\CE OF THE
CUSTOMER , AND
, NOT Mg SPEAKING...




The Marketing

Whether Marketing concept and
philosophy states that

“the customer iIs the King”
why treats him like

‘a deaf, blind and mute sleeping
beauty”






The STUDY

The between food perceptions

of and
estimate of tourists’ perceptions



Schematically the GAP

Gap =

VisSitors' perceptions
about food

providers’ estimate of
tourists’ perceptions

Ho: there is no difference between tourists’ perceptions and providers’estimate of tourists’ perceptions



Research Field




Ancient Olympia, Greece

An ancient Greek religious site dating
back 10 centuries B.C.

The birth-place of the Olympic Games.

The location of giant gold Statue of Zeus,
one of seven wonders of the world

Place where Olympic flame is still lit
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An UNESCO Heritage Site

It hosts one of the masterpieces of ancient .a "
Greek art, Hermes of Praxiteles. |
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Research methodology

Study
population

Samples

Sample size
Period

Variables

TOURISTS SURVEY

determined using
EUROSTAT and WTO

National and international
tourists, 15+ years old.

268

2 months

PROVIDERS SURVEY

determined using Tourism
Satellite Account of WTO.

Lists of the local chamber of
commerce. Owners or
managers.

95

2 months

Nationality, age, gender, education, income



Research methodology

Data collection

Sampling

Response rate

TOURISTS SURVEY

Personal interview using a
guestionnaire In 6
languages

Two  stages Random
sampling

71%

PROVIDERS SURVEY

Personal interview using
structured questionnaire

Inventory method

76, 5% response rate



Do they know
their
customers’

food
experiences?




Tourism trade at destination
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Cleaniness of place

3
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l Customers



High quality food

52,1
37
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Food variety of restaurant

4
43,5

38

33,5
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-

l Customers
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Competitive price of food

38,8
33
30,9
24,4
22,4
19.1
10.6
7,5
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Prompt service of
personnel

59,1
36,2
29.5 30,9
13.8
9.6 9.6
1** 2** 3** 4** 5**

l Customers



Friendliness of personnel

46,1
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Do they know B =SESE
customer? ' R &
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NATIONALITY

30

32,6
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UK

l Customers

French

German Greek Italian Spanish Nederlands



Results ...what that means ?

These are destination’s tourists Providers market for these tourists



http://pechemignon.files.wordpress.com/2008/06/stacey-baldwin.jpg

Results ...what that means ?

British tourists exhibit an
open mindedness
towards trying new foods
and seek out
establishments where
regional dishes are
served

but...

The French tourists
looking for ‘the quality
Greek experience’, and
want to eat and

drink what they consider to
be typically Greek foods
and drinks.
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Results

%

AGE

35 325

19-29 30-39 40-49 50-59 15-18

l Customers



Results ...what that means ?

These are destination’s tourists Providers market for these tourists

but...




Results

EDUCATION
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Results ...what that means ?

These are destination’s tourists Providers market for these tourists

DICTIONARY FOR

but...  YAWKEES

AND OTHER
UNEDUCATED PEOPLE

WHAT YOU CHANGE WHEN YOU
TAR HAVE A FLAT.

WHAT YOU ARE WHEN YOU
l“ST— DON'T KNOW WHERE YOU

ARE.

WANGS - B35




INCOME (monthly)

%

45 41.9

3000€ + 1500-3000 Lessthan 800€ 800-1499

l Customers l



Results ...what that means ?

These are destination’s tourists Providers market for these tourists

but...




Results Outline

The REAL Tourist of Olympia The PERCEIVED Tourist of Olympia

British French
Female Male
Young (19-39) Older

holds a university degree uneducated

monthly income exceeds |
3.000 euros. Poorer that he really Is.



The REAL Tourist of Olympia




The PERCEIVED Tourist of Olympia




The REAL Tourist of Olympia The PERCEIVED Tourist of Olympia




strategic fit
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False perceptions might lead to

ineffective decision making for
marketing segmentation, positioning

and marketing mix formulation.



Why this
happens ?




The Marketing Paradox

* While customers establish the totality of marketing

criteria*, the responsibility of interpreting those
criteria lies with the service provider.

« But that these viewpoints will always be distinct
(Johns, 1999).

(*) i.e., segmentation, targeting, quality and evaluation
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But \What That Means?

* Marketing researchers and managers should
Integrate the experience of the customer as a
standard

 The future lies in understanding the consumer,
his experiences and his evaluations.

* In line with the notion of “co-creation marketing”
(Vargo & Lusch, 2004)



 The provider must not only ask “what do | think
the customer needs” or “do | think my service is
of high quality”

but also

. attempt to put himself/ herself Iin the

position of the customer and then attempt to

answer those same gquestions
(Petters & Waterman, 1982)



Wear your and see the World!
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