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decisions/decisions process, 177
market structure and demand,
176-177
participants in, 177-178
Organizational culture, 270
Organizational demand, 176
Organizational factors, 178-179
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Pop-unders, 489
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Price-adjustment strategies, 308-312
discriminatory pricing, 308
time of purchase discounts, 309
volume discounts, 309
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Price-demand relationship. 297-298
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factors affecting, 299-302
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Pricing strategies, 289, 556-557
existing-product pricing, 307-315
new product pricing, 306-307
price changes, 318-321
price spread effect, 317
psychological pricing, 315-317
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Promotion, 20, 70, 358. See also Sales
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observational research, 127
online interview, 130-133
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311-315
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religious, and fraternal organiza-
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multi-day hiking, 519-520
religious pilgrimages, 519-520
segmenting and monitoring,
516-526
space tourism, 519
volunteer vacationing, 520
Trade areas, 572
Trade shows, 459
Training, 38
Training materials, 446-448
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VEFR (visiting friends and relatives)
market segment, 207, 525
Viral marketing, 357, 490
Visitor segments
business travelers, 524
classification of, 522-525
drifters, 522
education and religious travel, 525
explorers, 522
grief travel, 525
individual mass tourists, 522
organized mass tourists, 522
pass-through tourists, 525
pleasure travel, 524
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