CONTENT/TEACHING OUTLINE

UNIT D:  Marketing the Industry Segments

COMPETENCY:
4.00
Explain marketing strategies used by major segments 




of the travel, tourism, and recreation industry.

OBJECTIVE:
4.04
Explain the surface transportation industry.

A. Describe train travel in the United States.

1. Amtrak:  A semipublic corporation that provides passenger rail service in the United States.  Amtrak is the marketing name for the corporation.  Its official name is the National Railroad Passenger Corporation.

2. Amtrak receives some financial support from the government to stay in operation.  

3. The company currently serves 45 states in the US, owning tracks in some areas and paying freight railroads for the use of their tracks in other areas.

4. The expense of building high-speed rails has hindered Amtrak’s opportunity for growth and led to its general decline in many areas.  However, in the last few years, Amtrak has made several changes in its equipment to try to stay competitive.

5. Equipment used by Amtrak
a. Acela Express:  A high speed train which travels between Boston and Washington, DC.
(1) Business seats have been expanded to be comparable with first class accommodations on board a plane.

(2) Foot rests, reclining seats, and increased legroom are all features of this new train.

(3) Outlets for laptops are available, and conference tables are located on each car so that business people can meet before they get to their destination.

(4) Only business and first class services are offered on this train.

b. Metroliner service:  A high-speed electric train that runs between Washington, DC and New York City.  All seats on this train are reserved.

c. Auto train:  An overnight train that runs from Lorton, Virginia to Sanford, Florida carrying passengers and their automobiles/motorcycles.
d. Quiet cars.  In response to the conflicting demands of early morning commuters, Amtrak has added the quiet car.

(1) Some commuters want additional sleep or quiet time on the train without being disturbed by others making phone calls, answering pagers, holding meetings, and working on computers.
(2) On several routes, the quiet car designates no cell phones, pagers, or computers allowed.  The cars are marked so that there is no confusion among riders.

e. Food service.  Meals are not included in most train fares, so Amtrak has a lounge car that provides simple items (sandwiches, snacks, and beverages).  Passengers must get up to get their meals as there is no seat service.

f. Scenic trains.  For passengers not in a hurry who want to enjoy the ride, some of Amtrak’s routes lend themselves to the leisure traveler.  Particularly on the West Coast, the scenery is part of the attraction.

6. The reservation process
a. Passengers can obtain fare information at train stations, online, by calling Amtrak directly, or through airline Customer Reservation Systems.

b. Unreserved coach trains do not require reservations.
c. Overnight, long-distance, first-class, business-class, sleeping car accommodations, Metroliner, and Acela Express all require reservations.
7. Fares.  Amtrak passengers all pay a base fare for their seats.  Supplemental charges for upgrades are based on the length of the trip and the time of year.
a. Fares are not subject to frequent changes.
b. Passengers over age 62 receive a discount.
c. Children travel for half fare when traveling with a paying adult.
d. Some special discounts are offered online only.  These fares need to be paid by credit card and cannot be used in conjunction with any other discounts or specials.

e. Amtrak has developed some air/train packages to attract customers.
8. Trends in the rail industry
a. High speed trains

b. Privately operated short trip touring trains

B. Describe the car rental industry.

1. Car rentals in North America are greater than in the rest of the world combined.  In the US, the majority (90%) of car rentals are for corporate travel.   The largest firms are Hertz, Avis, Budget, Dollar, and Thrifty.

2. Driver qualifications.  Consumers actually have control of the product they are renting and can leave the premises with it, unlike other travel products.  Therefore, firms check very carefully about who rents these products before they take them away.  Customers must
a. Have a valid driver’s license

b. Meet age requirements.  The standard minimum age is 25, but may vary by company.  A parent may sign a “Guarantee Form” to enable a person under the age of 25 to rent a vehicle, but the parent assumes responsibility if anything happens.

c. Have proof of credit, usually in the form of a credit card.  A customer who does not have a credit card may be required to put down a substantial cash deposit.

d. Have a clean driving record

e. Accept personal responsibility for the car.  Car rental firms offer additional insurance to customers to help protect them from liability should an accident or mishap occur.

3. Categories of cars available for rental 

a. Reservations are taken according to the category of car.

b. If the rental location does not have the specified category available, the customer may receive a free upgrade.

(1) Economy – Hyundai Accent

(2) Compact – Ford Focus, Chevrolet Cavalier

(3) Midsize – Hyundai Sonata

(4) Full size – Ford Taurus

(5) Luxury – Lincoln Town car, Buick Park Avenue

(6) Premium – Mercury Grand Marquis, Buick LeSabre

(7) Mid-size SUV – Ford Escape

(8) Full-size SUV – Ford Expedition XLT

(9) Pickup – Ford Ranger

(10) Minivan – Ford Windstar

(11) Specialty

4. Rates for rental cars
a. Rates vary based on the size of the car, the length of the rental, and time of the week.

b. Rates include any mileage restrictions the company may have, though many companies offer unlimited mileage as part of the rate.

c. The company expects the vehicle to be returned in the same condition as when it leaves the lot.  A close inspection for scratches, dings, or dirt is made prior to rental and upon return.

d. Refueling charge.  Cars are issued with a full tank of gas and should be returned with a full tank.  The refueling charge is higher than a standard pump price to encourage driver to fill the tank before returning the car.

e. Additional driver fees.  If more than one driver will be operating the vehicle, information for all drivers must be registered with the company.  Some companies may apply an extra charge, while some just want the information.

f. Weekend discounts.  Since corporate rentals occur during the week, weekends tend to be slow.  By lowering rates on weekends, car rental companies are able to keep the cars moving.

g. Drop-off charges.  When a customer rents a car, it is assumed that they will be returning the car to the same location.  A drop-off charge is applied if the renter wants to leave the car in another location.
h. Corporate rates.  For companies that do a large volume of business with the rental company, reduced rates may apply.  These rates are confirmed in advance.
i. Overstays.  The time frame for returning a rental car is stated in 24 hour blocks (days) beginning with the hour of departure.  A traveler who keeps the car over the designated time may be assessed an extra day rate.  These rates are higher than the rental rate and are meant to be a deterrent to passengers keeping the vehicles for an extended period.

5. Car clubs
a. Car clubs.  Similar to frequent flyer programs, the car-rental companies have frequent-renter programs.  Example:  Hertz #1 Club
b. Membership is gained by filling out a form and being assigned a number.
c. The number allows the company to track a traveler’s rentals.  It also provides information about the customer, the credit card used, and the preferred model of car.  This can help expedite the rental process.
6. Rental customers
a. Business travelers who need flexibility to meet their transportation demands

b. Leisure travelers on vacation
c. People who need a temporary replacement vehicle
d. Individuals needing a larger vehicle (vans, trucks) for a specific time period or purpose
7. Trends in the rental car industry
a. Computerized navigation system

b. Future rental tied with the airline industry
C. Describe motor coach travel.
1. Friendly fare.  Travelers who purchase a ticket at least one week in advance can travel anywhere in the US for as little as $49 and no more than $119, one-way.

2. E-Savers.  By purchasing tickets online, riders save 10% for advertised locations.  These specials are only available on-line.
3. Children’s discounts.  A discount of 40% is allowed for children under age 12 traveling with a full rate passenger.
4. Seniors discount.  Passengers age 62 and older may request a 5% discount.  An ID verifying age is required.
5. Student discount.  Student Advantage cardholders are entitled to a discount up to 15% off the price of an unrestricted ticket.
6. Military discount.  Members of the military and their families may receive a 10% discount off the price of unrestricted tickets.  
7. Unrestricted fares.  Everyday prices are always available, right up to the time the bus departs.
8. Trends in the motor coach industry
a. Greyhound will accommodate groups of varying sizes for varying occasions.  They will provide transportation to major sporting events, attractions, and festivals.

b. As baby boomers continue to enter their senior years, they will become a major target market for motor coach travel.

c. Primary considerations will be service, quality and comfort.
d. Bus is the most popular mode of transportation for seeing America.
e. Motor coach is a safe mode of travel today.
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