Magellan Luxury Travel*
Introduction


Magellan Travel is situated in a major urban center in New England.  The business was founded in 1977 by Pamela Hall, wife of a wealthy local businessman.  Mrs. Hall, who had been a full-time homemaker, became bored after her children left home and was looking for an outlet for her time and energy.  She had always been interested in leisure travel, having made many trips to exotic destinations with her wealthy husband, and although she knew nothing about the professional aspects of the travel business, she persuaded her husband to advance the money to set up Magellan.


From the outset she relied heavily on expert travel agents for the day-to-day operation of the agency.  Having hired a fully qualified manager, she put together a pool of capable specialists, allowed them to negotiate flexible working arrangements, and was soon able to have her office open for business from 9:00 a.m. to 8:00 p.m. six days a week.


Magellan was oriented towards vacation rather than business travel.  In 1990, Mrs. Hall estimated that approximately 75 percent of the agency’s $6 million sales came from vacation bookings.  By employing only people who shared her own passion for travel, she was able to offer recent personal experience of most vacation destinations in which her clients were interested.  She positioned Magellan at the luxury end of the travel market, for trips outside the United States, although the company made some bookings for Arizona, Florida, and southern California, mainly during the winter months, and for Las Vegas year-round.


Each year Mrs. Hall asked her staff to prepare a breakdown of foreign travel bookings by destination.  The figures for 1990 are shown in Exhibit 21.1.  The main change over previous years was an increase in the number of booking to Eastern Europe, which she attributed to immigrants from those countries, returning home after the emergence of more normal diplomatic relations in the West.

Advertising


Magellan’s advertising took two forms.  First, Magellan had a database containing information on everyone for whom it had ever handled for a booking — whether the client was a business or vacation traveler, destination, price range, time of year, and so on.  In this way Magellan was able to target its mailings containing such information as new destinations and price deals.


Second, every week Mrs. Hall placed an advertisement in the travel and leisure supplement of the local newspaper.  The format was always a half-single column with a flattering photograph of Mrs. Hall at the top, and the copy was set in editorial style at the bottom of the ad.  She wrote the copy herself and changed it every week.  The tone was generally chatty and informal, usually giving details of the kind of exotic destination in which Mrs. Hall was principally interested.  In one month, for instance, she described taking a cruise up the Amazon, visiting archaeological sites in Turkey, staying in castles in Spain, traveling by jeep in Nepal, and taking a beach holiday in Bali.  She felt the format worked reasonably well, based on comments made by clients to whom she spoke, and she had no plans to change it.

* Written by Terence Nevitt (1992), Cases In Advertising Management.


At the same time, Mrs. Hall was not sure the clients she was attracting were actually those she was targeting.  She was surprised that the majority seemed to be in their fifties and sixties.  She also noticed that there were comparatively few bookings to the exotic destinations she wrote about in Magellan’s advertising, most clients preferring what she regarded as routine tourist destinations and opting for guided tours rather than independent travel.  Those who did travel independently seemed highly interested in bargain airfares and tended to avoid luxury hotels in favor of those more modestly priced.  The exception was honeymoon bookings, which Mrs. Hall felt was an area that could be expanded.  The agency did not keep a note of the proportion of bookings that were honeymoon travel, but the impression of the agents was that it was considerably less than ten percent of the total.  According to the agents, Magellan clients generally were well informed about travel matters, having often consulted guidebooks and airline schedules before coming to make their bookings. 

The American Express Global Travel Survey

Early in 1991, Mrs. Hall received a copy of a survey conducted by the Gallup Organization on behalf of American Express Travel-Related Services.  Gallup had conducted in-depth interviews with travelers from the United States, United Kingdom, West Germany, and Japan, although it was the results of the American interviews that interested Mrs. Hall.  The Gallup survey identified seven distinct themes that categorize traveler’s attitudes toward travel:  adventurousness, travel anxiety, information attentiveness, indulgence, independence, rest and relaxation seeking, and importance.  Explanations for each attitude theme are as follows:

Adventurousness:  This dimension encompasses the extent to which travelers desire novel experience in their travel.  People who value adventurousness score highly on the following components.

· New places to visit

· Trying new and different things

· Feeling compelled to try to see and do everything when visiting a new place

· Interest in different cultures

· Meeting people and making new friends

Travel Anxiety:  The anxiety dimension measures a traveler’s unease or discomfort when traveling.  Anxious travelers:

· Find the travel experience too stressful

· Have a lower interest in travel than do other travelers

· Worry about home when they are away

· Are more likely to be afraid of flying

Information Attentiveness:  This dimension measures the extent to which travelers rely on sources of information other than travel agents for their travel plans.  People who give priority to this characteristic are more likely to use maps and guide books and to pay closer attention to news stories about travel.

Indulgence:  The indulgence dimension measures a traveler’s desire to be pampered.  Travelers scoring highly on this dimension believe it is worth the cost to get extra attention and to travel first class.

Independence:  This dimension measures one’s desire to ‘go it alone.”  Independent travelers are:

· Confident in their ability to find their way around new places

· Unlikely to use travel agents

· Comfortable if important details are not arranged in advance

· Dislike the idea of group travel.

Rest and Relaxation Seeking:  This dimension represents the desire to get away from it all, including the desire to avoid anything that might involve travel decisions or stress.  Travelers scoring highly on this dimension:

· Like to visit the same place year after year

· Feel resting and relaxing is the way to spend a vacation

· Are unlikely to grow bored staying in the same place

Importance:  The importance dimension measures the priority place placed on travel.  Travelers who score highly on this dimension:

· Feel travel helps define who they are

· Enjoy impressing people with stories about their travels

· Feel they can tell a lot about people by the trips they take

· Feel they have to travel in order to enjoy life fully

Profiles of Travel Groups


Gallup’s analysis then sought to identify groups of travelers for whom a given set of dimensions appears particularly descriptive.  They identified five sets of people sharing a similar outlook toward travel as measured by the travel dimensions:  Adventurers, Worriers, Dreamers, Economizers, and Indulgers.  These groups were particularly interesting to Mrs. Hall.  Descriptions for each are as follows:

Adventurers:  People in this group value diversity in their travels and are motivated to seek new experiences.  They are constantly seeking new activities, cultures, and people.  They perceive themselves as being independent an in control in their lives.  Adventurers constitute 17 percent of U.S. travelers.  Some 57 percent of the group is male and 44 percent of its members are between the ages of 18 and 34.  They are generally better educated and more affluent than other travelers and take more frequent trips, averaging 3.8 in the 12 months preceding the interview.

Worriers:  Worriers comprise 13 percent of all U.S. travelers.  They find travel stressful and have to overcome a considerable amount of anxiety before they can enjoy their trips.  Travel is not very important to them, they are not particularly adventurous, and have very little confidence in their ability to make travel decisions and master their own travel arrangements.  They tend to be less educated and less affluent than other travelers.  They are predominantly female (57 percent) and tend to be somewhat older than travelers in other groups.  They tend to travel the least of the five groups, and their travel is much less likely to include air travel.  Only 29 percent of worriers had taken trips involving air travel in the previous 12-month period, compared to 42 percent for the other four groups combined.

Dreamers:  Dreamers constitute 24 percent of all U.S. travelers and are fascinated by travel as an experience.  Although they are convinced that travel can add meaning to life, and read and talk a great deal about it, their own travel experiences tend to be somewhat mundane.  They do not have a great deal of confidence in their ability to master the details of traveling and are somewhat anxious about the stresses that travel involves.  Perhaps because of this, their travel tends to be simpler and more oriented to relaxation than to adventure.  While 17 percent of Dreamers and 16 percent of total travelers had made five or more trips (either domestic or international) in the year preceding the survey, only 19 percent of Dreamers had taken three or more international trips in the previous three years compared with 30 percent of total travelers.

Dreamers have modest incomes and their education is comparable to that of other travelers.  The group is predominantly female (55 percent) and 43 percent of members are age 50 or over.

Economizers:  This group travels primarily because they need a break.  They are looking essentially for value and do not feel it worthwhile to pay extra in order to obtain special attention.  Travel is not an essential activity for them, and does not add meaning to their lives.  They see travel as a routine activity and a way to relax rather than as an adventure.  Economizers, who comprise 19 percent of U.S. travelers, agree with the statement that that “traveling first class is a waste of money, even if you can afford it.”  This reluctance to indulge themselves is not related to income since their typical income level is roughly equivalent to that of other travelers.  They have a modest level of education are slightly more likely to be men (53 percent) and tend to be somewhat older — 42 percent are age 50 or over.

Indulgers:  This group, which included 27 percent of U.S. travelers, likes to be pampered.  Travel is not an important experience in itself, but is a way that members of the group can indulge themselves.  They are willing to pay more for better service, and are not intimidated by the process of travel.  Not surprisingly, they do not find travel stressful.  Indulgers are equally divided between men and women and are better off financially than other travelers.  They are second only to Adventurers in the number of trips taken during the previous year (3.4).

As Mrs. Hall considered these group profiles, she wondered how she could use the information in her own marketing efforts.

Magellan Assignment

You are UFla Marketing & Advertising Consultants, a local agency that Mrs. Hall has turned to for input on Magellan’s present and future direction.  Using the information from the case, present Mrs. Hall with a three-page report that provides 1) a statement of the problem/challenge; 2) an assessment of critical factors organized into the traditional sections of a situation analysis; 3) an assessment the problems and opportunities faced by Magellan given the critical factors of the case; 4a) based on the P&O analysis, identify three recommended alternatives for solving the marketing problem with foreseeable risks, 4b) based on your final recommendation with justification, provide an accompanying target market profile and picture that represents the intended target group to give Mrs. Hall a better understanding of who Magellen should consider emphasizing with its marketing efforts.  The case is due on Tuesday, October 30.
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