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Abstract

Sun/Lost City's position as the pre-eminent resort in Africa was threatened in the 1990s when its monopoly on gambling in South
Africa was removed. In response to the new competition, the resort embarked on a research program to explore what marketing
actions it should pursue. As part of this overall program, this project involved conducting personal interviews with 302 visitors to
Sun/Lost City, South Africa. The study was intended to explore the potential of using the interface between bene"ts and constraints to
identify optimum target markets among existing visitors. The interview instrument contained 20 bene"t items and 14 constraint items.
Results of factor analyses showed a four-factor solution on the bene"t items and a three-factor solution on the constraint items. The
domain mean scores were used to group respondents into three constraint and three bene"t clusters. The clusters were described by
selected behavioral variables. The two sets of clusters were cross-tabulated to produce nine market segments. From among these, four
potential target markets were identi"ed as being likely to o!er the best return on marketing e!ort. ( 1999 Elsevier Science Ltd. All
rights reserved.
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1. Introduction

The Sun/Lost City vacation complex in South Africa is
the biggest resort in Africa, and one of the world's largest,
most comprehensive visitor attractions. It includes four
major hotels; numerous restaurants; extensive entertain-
ment, with regularly scheduled world renowned per-
formers; cinemas; an extensive array of high quality
outdoor recreation facilities, including the Gary Player
Country Club golf course where the annual Million Dol-
lar Skins international professional golf challenge is held;
a large water park; and many other attractions. The
unique selling feature of Sun/Lost City was that it held
a monopoly on gambling in South Africa. However, in
the late 1990s, the South African government indicated it
would grant 40 new gaming licenses to other licensees,
which would end Sun/Lost City's monopoly.

To this point, Sun City's primary target market has
been gamblers. The resort's gambling position is well-
established and, even with the new competitors, it is
likely to remain pre-eminent. However, it seems likely
that while the gambling market may be expanded by the

new licensees, the competition will result in some erosion
of Sun City's visitation numbers. Thus, the government's
decision caused the resort to consider how it could move
from this concentrated strategy to a di!erentiated strat-
egy, which would attract visitors whose primary interest
extended beyond gambling. The challenge is somewhat
akin to that which confronted Las Vegas in the late 1980s
and 1990s.

There is an aphorism in the marketing "eld which
states that it is more e$cient to generate increased busi-
ness by securing repeat purchase or higher spending from
existing clientele, than by trying to generate similar rev-
enues from new customers. With this in mind, Sun City
was supportive of this research e!ort to explore what
marketing actions the resort should undertake to expand
revenues accruing from its existing visitor base.

The selection of the segments of existing visitors on
which the resort should focus its e!orts to compensate
for the anticipated erosion of its core gambling visitors,
was perceived to be the central challenge because it
in#uences, and in some instances will directly determine, all
the subsequent marketing decisions that will be made re-
garding each thing such as type of services, entertainment
and facilities o!ered; pricing; and promotion. In short,
the selection of these target markets is likely to dictate
where the resort's future investments should be made.
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The study reported here used a market grid analysis to
identify the target markets on which Sun City should
focus (Cromptom & Lamb, 1986). This approach ana-
lyzes a potential market by using a grid with di!erent
characteristics of the market speci"ed on the horizontal
and vertical axis. The two axes used here were perceived
bene"ts and perceived constraints. The approach is sim-
ilar to that reported by Tian, Crompton, and Witt (1996),
who integrated constraints and bene"ts using a matrix
approach for the purpose of identifying responsive target
markets for a museum attraction. This study extended
Tian et al.'s work in two ways. The "rst was contextual in
that it tested the utility of the approach at an interna-
tionally renowned resort, rather than at a local museum.
Second, it embraced a broad array of travel-related inde-
pendent variables (travel planning period, duration of
stay, amount of money spent, decision set sizes, informa-
tion e!ort and travel motivations) whose potential as
useful descriptors was explored, rather than the more
traditional socioeconomic variables which were used in
the Tian et al.'s study.

The generic purpose of this study was to further ex-
plore the potential of segmenting a tourism market by
integrating bene"ts and constraints as a means of en-
hancing a resort's competitive position. The study's more
speci"c purpose, from the perspective of Sun/Lost City,
was to identify potential avenues which would enable the
resort to retain and enhance its pre-eminent competitive
position in South African tourism in the light of a rapidly
changing gambling environment.

The selection of perceived bene"ts and perceived con-
straints as the matrix axes was stimulated by Witt's
(1992) suggestion that interaction between bene"ts and
constraints is the fulcrum around which better under-
standing of decision making revolves. He argued that
studies which focus only on the role of constraints in the
decision process are incomplete, and that more e!ort
should be invested in integrating perceived constraints
with the concepts of destination image, attributes, and
other psychological outcomes.

Some studies have conceptualized or operationalized
bene"ts in terms of social psychological outcomes that
are derived from interactions with a destination's at-
tributes. (Crompton, 1979; Gitelson & Kerstetter, 1990;
Shoemaker, 1989). However, others have operationalized
bene"ts as being visitors' evaluations of attributes (Shoe-
maker, 1994) and this was the approach preferred at Sun
City. This perspective is similar to that of destination
image studies which typically focus on a destination's
attractions or facilities in their operationalization of im-
age. (Goodrich, 1978; Hunt, 1975; Fakeye & Crompton,
1991; Haahti & Yavas, 1983).

A number of studies have reported why people are
constrained from visiting their preferred destination
when they have some positive feelings toward it. Con-
straining situational factors have been shown to be deci-

sive at the point in the decision process where intention
to visit is cemented into a "nal choice (Woodside &
Lysonski, 1989). Crompton and his colleagues (Crom-
pton & Ankomah, 1993; Um & Crompton, 1992) pro-
posed that while evaluation of alternative destinations in
the early consideration set is in#uenced by expected
bene"ts from the destinations' attributes, the evaluation
of alternative destinations in the late consideration set
in the decision process is primarily in#uenced by
constraints.

Traditionally, it was assumed that constraints inhib-
ited visitation. However, more recently, some authors
have suggested that individuals may formulate negoti-
ation strategies to surmount primary perceived con-
straints (Crawford, Jackson & Godbey, 1993; Jackson,
Crawford & Godbey, 1993; Scott, 1991a,b). Examples
may include: adjusting schedules; using time, money, and
energy more e$ciently to free-up opportunities to par-
ticipate; and becoming better informed of opportunities.
It has been reported that individuals who exhibit the
characteristics associated with high involvement with
a tourist attraction are most likely to successfully modify
or reshape their perceived constraints by decreasing their
relative importance in order to facilitate pursuit of de-
sired activities (Crawford et al., 1993; Jackson et al., 1993;
Norman, 1995; Scott, 1991a,b).

The adoption of a negotiation strategy stems from
a belief that the bene"ts derived from visitation will
compensate for the perceived constraints. The result is
that they are then surmounted. Thus, some researchers
have emphasized the usefulness of viewing constraints as
a characteristic on which to base segmentation (Norman,
1995; Jackson, 1993). For example, Jackson (1993) de-
rived constraint domains by a clustering procedure and
demonstrated the usefulness of di!erentiating them by
participants' ages and patterns of leisure activities. Sim-
ilarly, Norman (1995) clustered constraint items relating
to a summer vacation trip and di!erentiated groups on
the basis of individuals being relatively unconstrained,
being highly constrained, and reporting a high level
of constraints but continuing to participate at an
unconstrained level.

2. Methods

Data were collected by personal interviews using
a standardized instrument with a convenience sample of
302 visitors to Sun/Lost City. A convenience sample is
a procedure in which a researcher's convenience forms
the basis for selecting a sample of units (Parasuraman,
1986). The number of interviews and the inability to use
a probability sample were a function of the study's re-
source constraints and the non-availability of a known
sampling frame. Each interview took between 30}40 min
to complete and all respondents who agreed to participate,
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Table 1
Factor loading and reliability scores of Sun/Lost City attribute domains

Item statements Factor 1 Factor 2 Factor 3 Factor 4

Entertainment domain
6. A wide variety of types of food 0.72
5. A wide variety of recreational activities 0.68

14. Good recreational opportunities 0.64
10. A wide variety of entertainment 0.60
12. Food outlets that are good value for money 0.57
20. Outdoor recreational activities 0.51
19. Indoor recreational activities 0.47

Infrastructure domain
2. A good internal transportation system 0.78
1. High quality sta! 0.76
3. Good car parking arrangements 0.72
4. Accommodation which is good value for money 0.61
7. Friendly employees 0.61

Physical environment domain
15. Pleasant weather 0.63
13. A relaxing atmosphere 0.47
8. Attractive scenery 0.40

18. Safety 0.55

High proxles Sun/Lost City entertainment opportunities Domain
16. High quality gambling opportunities 0.40
9. Golf courses that are good value for money 0.67

17. A wide range of cultural activities 0.59
11. Good opportumities for wild life viewing 0.55

Cronbach alpha 0.86 0.84 0.69 0.62
Eigenvalues 7.3 1.8 1.2 1.2
Per cent of variance 36.6% 8.8% 6.2% 5.9%

persevered until the completion of the interviews. Ap-
proximately one-third of the interviews were conducted
in Afrikaans and two-thirds in English. The interviews
were conducted in three di!erent locations at the resort:
The Valley of Waves, Welcome Center, and Vacation
Club. Respondents were shown authorization to conduct
the interviews from the management of Sun/Lost City
and Sun International, its parent company, but they were
assured that the interviewer was not an employee of the
organization. The interviewer explained that the resort
was interested in learning guests' views, so it could im-
prove the services o!ered to them. Three well-trained
female graduate students assisted in conducting the inter-
views, which were undertaken on both weekdays and
weekends. Refreshments were provided to those who
were interviewed.

Twenty items embracing bene"ts available in the form
of Sun/Lost City attractions were developed, and re-
sponses to them were measured on 7-point Likert-type
scales (Table 1). On the basis of management input and
interviewers' observations it was believed that the 20
items represented all the major attributes at the resort.
The scale items were derived from three previous studies
undertaken at Sun/Lost City, in which the items were
selected through qualitative interviews and their scale
reliability was tested (Saayman & Botha, 1994; Botha

& Saayman, 1995; Botha, 1996). The bene"t scale in-
cluded items relating to the domains of Infrastructure,
Entertainment, Physical Environment, and Wildlife
Viewing.

Respondents were also presented with 14 constraint
items which used a similar scaling format, with the 7-
point Likert-type scales ranging from extremely unim-
portant to extremely important. The literature shows
that constraint items pertaining to travel to a destination
are likely to be similar irrespective of the destination. The
items used to measure constraints were derived from
three published sources (Tian et al., 1996; Crawford et al.,
1991; Searle & Jackson, 1985), and were perceived by the
resort's management as being appropriate in the Sun
City complex.

3. Results

A factor analysis with varimax rotation of the expected
bene"ts from the 20 destination attributes indicated that
a four-factor solution was appropriate (Table 1). Al-
though the per cent of variance of the last three factors
was low, each of the factors met Kaiser's (1974) criter-
ion of an eigenvalue exceeding 1. The four domains
were named: Entertainment; Infrastructure; Physical
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Fig. 1. Cluster centers of the three clusters on Sun/Lost City attribute
domains.

Environment; and High Pro"le Sun/Lost City Entertain-
ment Opportunities. The Cronbach alpha coe$cient
measuring the internal consistency of the whole scale was
0.88. Cronbach alphas within each domain ranged from
0.62 to 0.86.

A K-means clustering procedure was used with the
grand means on each domain serving as input. The
algorithm is used to group respondents into mutually
exclusive cluster groups using nearest centroid sorting
(Aldenderfer & Blash"eld, 1984). The number of cluster
groups is subjectively decided on the basis of interpreta-
tion and the number of cases within each cluster. Thus,
three-, four-, and "ve-cluster solutions were undertaken.
The three-cluster solution appeared to be most coherent
and interpretable (Fig. 1). The three clusters were charac-
terized as a group who sought relatively low bene"ts
from high pro"le entertainment, but high bene"ts from
the other attributes (Cluster 1); a group who sought high
bene"ts from all attributes (Cluster 2); and a group who
sought lower bene"ts from all domains and especially
from infrastructure (Cluster 3). A series of chi-square tests
and one-way ANOVA tests were subsequently conduc-
ted on selected independent variables (Table 2) seeking
di!erentiating characteristics of the clusters. These vari-
ables have been recognized as important descriptors in
the tourism marketing literature. The results are reported
in Table 2. The following analyses provided descriptors
of the distinguishing characteristics of visitors associated
with each cluster.

Cluster 1 sought relatively low benexts from high proxle
entertainment, but high benexts from the other attributes:
This cluster contained 20.5 per cent of the sample. Its
members tended to be relatively short stay tourists and to
make relatively little e!ort to acquire information. This
group's motivation scores tended to fall between those of
the other two clusters.

Cluster 2 sought high benexts from all attributes: This
group included 47.7 per cent of the sample. The cluster
consistently exhibited the highest motivation sources,

con"rming that people who perceived higher bene"ts
from a destination were likely to report stronger positive
motivations for going there. Cluster members tended to
stay for between 3 and 6 days, and their average length of
stay was signi"cantly longer than that of those in the
other two groups.

Cluster 3 sought lower benexts from all dimensions and
especially from infrastructure: This group included 31.8
per cent of the sample. Its members showed a relatively
high inclination to invest e!ort in seeking information,
but showed consistently lower motivation levels than the
other two groups. The lower motivation and lower bene-
"ts scores probably account for them staying for signi"-
cantly shorter periods than the other two groups.

A factor analysis of the 14 constraint items revealed
that a three-factor solution was appropriate (Table 3).
The three domains were named: Synchronizing with Sig-
ni"cant Others; Cost; and Fear. The Cronbach alpha
coe$cient indicated the internal consistency of the whole
scale was 0.82. Cronbach alphas within each domain
ranged from 0.87 to 0.91.

A review of results from the K-means clustering pro-
cedure suggested that a three-cluster solution was the
most coherent and interpretable (Fig. 2). The three clus-
ters were named: high constraints (Cluster 1), medium
constraints (Cluster 2), and low constraints (Cluster 3).
Again, a series of chi-square and one-way ANOVA tests
were undertaken on selected independent variables to
identify distinguishing descriptors for the clusters. The
independent variables were associated with tourists'
travel patterns such as planning period, duration of stay,
amount of money spent, set sizes, e!ort for information,
and motivations. These variables have been popularly
used in the tourism marketing literature. The results are
reported in Table 4.

Cluster 1 perceived high constraints: This group com-
prised 19.1 per cent of the sample. A substantial propor-
tion of its members stayed for 7 days or more, which was
longer than the other two groups. These group members
had signi"cantly smaller early and late set sizes than
those of the other two clusters, indicating that they more
clearly knew their preferred destinations through their
knowledge or experience. This group made the greatest
e!ort to solicit information and consistently exhibited
the highest motivation levels. Thus, the strong motiva-
tion of these group members may overcome the
constraints they perceive on traveling to Sun/Lost City
resort.

Cluster 2 perceived medium constraints: This group in-
cluded 52.7 per cent of the sample; but had a relatively
high proportion of members who spent less than 1000
rand at the resort and a low proportion who spent over
3000 rand.

Cluster 3 perceived low constraints: This group com-
prised 28.2 per cent of the sample. They tended to stay for
a shorter duration. This cluster's members made the least
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Table 2
The relationship between Sun/Lost City attribute clusters and selected independent variables

Independent variables Attributes clusters

Cluster 1 Cluster 2 Cluster 3 F-value or
Chi-square

Prob.

(20.5%) (47.7%) (31.8%)

Planning period
1 week or less 35.5% 31.3% 30.2% 5.14 0.27
2}8 weeks 46.8% 36.1% 38.5%
9 weeks or more 17.7% 32.6% 31.3%

Duration of stay
2 days or less 38.7% 29.9% 45.8% 15.14 0.00
3}6 days 32.3% 42.4% 20.8%
7 days or more 29.0% 27.8% 33.3%

Amount of money spent
less than R1000 43.5% 36.1% 34.4% 2.06 0.91
R1001}R1999 8.1% 10.4% 10.4%
R2000}R2999 17.7% 16.0% 18.8%
R3000 or more 30.6% 37.5% 36.5%

Early set size 4.18 3.99 4.01 1.84 0.16
Late set size 3.68 3.53 3.47 2.19 0.11
Di!erence of set size 0.89 0.90 0.88 0.67 0.51

E!ort for information 2.22a 2.84b 2.96b 3.16 0.04

Motivations
Escape personal/social pressures 5.40a 5.92b 4.79c 38.65 0.00
Social recognition/prestige 4.07a 4.84b 4.26a 8.49 0.00
Socialization/bonding 5.62a 6.19b 5.27c 28.71 0.00
Self esteem 4.35a 5.44b 4.32a 29.75 0.00
Learning/discovery 4.87a 5.56b 4.70a 16.84 0.00
Regression 4.55a 5.39b 4.51a 17.55 0.00
Novelty/thrill 4.99a 5.63b 4.93a 14.44 0.00
Escape from crowds 5.44a 5.90b 5.04c 20.41 0.00

Note: a, b and c indicate the source of signi"cant di!erences.

e!ort to seek out information. Additionally, these group
members showed relatively less motivation than the
other two groups did, indicating that they were less likely
to return to Sun/Lost City, even though they perceived
relatively low constraints to such trips. Further, this
group reported the largest average early and late set sizes,
indicating that the range of destinations they seriously
considered was fairly large and making the probability of
return visits to Sun/Lost City less likely.

4. Discussion

It has been reported that attitudinal variables such as
image or preference for a destination have greatest
impact at the initial stages of a destination selection
decision (Woodside & Lysonski, 1989; Crompton &
Ankomah, 1993; Um & Crompton, 1992). Image or pref-
erence for a destination often is operationalized by
measuring perceptions of key attributes at a destination,
since bene"ts primarily spring from the ability of a desti-
nation's attributes to satisfy a potential tourist's speci"c
motives (Um & Crompton, 1992). Thus, an evaluation of

bene"t attributes is central to the formulation of the early
consideration set and very in#uential in the formation of
the late consideration set. However, it has been shown
that situational constraints act as inhibitors in the "nal
destination selection process and typically exercise a de-
terministic in#uence (Woodside & Lysonski, 1989;
Crompton & Ankomah, 1993; Um & Crompton, 1992).
In Crawford, Jackson, and Godbey's constraint model
(Crawford et al., 1991), strong preference (strong antici-
pation of receiving bene"ts from destination attributes) is
postulated to compensate for the inhibiting in#uence of
all three types of constraints, that is, structural, intraper-
sonal, and interpersonal constraints. Thus, people who
anticipate receiving a high level of bene"ts from interac-
tion with a destination's attributes are most likely to
negotiate away their perceived constraints. On the other
hand, people who expect relatively few bene"ts from
interacting with the destination's attributes are likely to
make little e!ort to surmount constraints to visit the
destination.

Hence, from a resort destination's perspective, under-
standing the nature of the interface between bene"ts and
constraints could be a critical element in selecting the
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Table 3
Factor loading and reliability scores of constraints domains

Constraints items Factor 1 Factor 2 Factor 3

Synchronizing with signixcant others domain
4. Di$cult to get others to go

with me
0.69

9. Too di$cult to synchronize
enough free time with others who
holiday with me

0.79

11. Need to compromise may
preference with that of others who
holiday with me

0.83

10. In#uence of friends/family 0.77
12. Amount of e!ort involved 0.65

Cost domain
7. Cost of accommodation on site 0.80
8. Cost of attractions there 0.76
1. Cost of travel to the place 0.84
6. Distance from home 0.55
3. Not enough time 0.69

Fear domain
13. Lack of self-con"dence 0.87
14. Fear of traveling so far 0.86
2. Fear of crime there 0.57
5. Concern about my health 0.69

Cronbach alpha 0.91 0.87 0.87
Eigenvalues 5.46 1.90 1.43
Per cent of variance 39.0 10.2 7.1

Fig. 2. Cluster centers of the three clusters on constraint domains.

target markets in which it will compete and to which it
will allocate resources. In this study, the interface was
examined through the mechanism of a matrix which was
created by cross-tabulating the three bene"t clusters with
the three constraint clusters to create nine potential
market segments from which target markets could be
selected. This is shown in Table 5.

Those in bene"t cluster 3 anticipated receiving sub-
sequently fewer bene"ts from their visit to Sun/Lost City,
than those in clusters 1 and 2 (Fig. 1). From Sun/Lost

City's perspective, the most desirable constraint group
was cluster 1, even though it reported the highest level of
constraints, because its members stayed for relatively
long periods of time, spent relatively large amounts of
money, invested more intensive e!ort in information
search, showed a higher level of motivation, and were
likely to be receptive to promotional e!orts since they
were much more likely to solicit information than were
members of the other constraint clusters. This group was
regarded as most likely to be able to engage in repeat
visits to Sun/Lost City because of these characteristics
which exemplify a high level of involvement. The poten-
tial viability of this group is suggested by Norman's
(1995) "ndings that those who perceived a high level of
constraints continued to engage at a relatively uncon-
strained level in vacation travel. This group is considered
as having the motivation to negotiate through the
perceived constraints.

The most responsive constraints cluster is likely to be
the members of cluster 3 since they reported the lowest
constraint scores. If high levels of bene"ts are not per-
ceived, then constraints are likely to act as inhibitors to
visitation (Ajzen & Driver, 1992; Young, 1983; Witt
& Goodale, 1981). Thus, all else equal, those with low
perceptions of constraints on travel are likely to travel
more frequently than those who perceive their level of
constraints to be higher. Thus, cluster 3 may be easiest to
penetrate if appropriate pull attributes are created
to stimulate additional bene"ts, because this group is
characterized as having relatively low constraints.

The four selected target markets are identi"ed in Table
5 and they comprise 35.6 per cent of the Sun/Lost City
tourists sampled in the study (1.7 per cent for target
market 1; 10.4 per cent for target market 2; 8.4 per cent
for target market 3; 15.1 per cent for target market 4).
They are consistent with the principle that a viable target
market should be su$ciently large to make investment in
marketing e!ort worthwhile (Crompton & Lamb, 1986).

Target market 1 is comprised of highly constrained indi-
viduals who expressed relatively little interest in high pro-
xle entertainment, but sought high benexts from the other
attributes. This is relatively small in size, but its potential
high value makes it worthwhile to pursue. Members of
this target market indicated that there were relatively
high constraints inhibiting their visit to Sun/Lost City,
but they sought a high level of bene"ts in the generic
entertainment, infrastructure, and physical environment
domains. The group showed relatively little interest in
high pro"le entertainment at the resort, such as gamb-
ling, wildlife viewing, gol"ng or cultural activities. This
target market's members have relatively high levels of
motivation. Marketers at Sun/Lost City may usefully
provide them with more information, since members
appear to be relatively inexperienced visitors. The target
market members are likely to be responsive to special
strategies such as providing package travel, discounted
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Table 4
The relationship between constraints clusters and selected independent variables

Independent variables Attributes clusters

Cluster 1 Cluster 2 Cluster 3 F-value or Chi-square Prob.
(19.1%) (52.7%) (28.2%)

Planning period
1 week or less 35.1% 29.9% 34.5% 2.75 0.60
2}8 weeks 31.6% 40.1% 41.7%
9 weeks or more 33.3% 29.9% 23.8%

Duration of stay
2 days or less 28.1% 29.3% 41.7% 9.76 0.04
3}6 days 24.6% 38.2% 31.0%
7 days or more 47.4% 32.5% 27.4%

Amount of money spent
less than R1000 31.6% 43.9% 28.6% 11.15 0.08
R1001}R1999 8.8% 11.5% 8.3%
R2000}R2999 14.0% 14.6% 23.8%
R3000 or more 45.6% 29.9% 39.3%

Early set size 3.93a 3.99a 4.18b 3.09 0.05
Late set size 3.30a 3.50b 3.76c 10.64 0.00
Di!erence of set size 0.86 0.89 0.91 2.62 0.07

E!ort for information 3.94a 2.62b 2.20b 16.42 0.00

Motivations
Escape personal/social pressures 5.56 5.41 5.51 0.51 0.60
Social recognition/prestige 5.44a 4.37b 4.13b 17.51 0.00
Socialization/bonding 5.85 5.70 5.91 1.31 0.27
Self esteem 5.28a 4.78b 4.75b 3.39 0.04
Learning/discovery 5.57a 5.15b 4.88b 5.47 0.00
Regression 5.37a 4.80b 4.96 4.07 0.02
Novelty/thrill 5.72a 5.10b 5.37 6.77 0.00
Escape from crowds 5.59 5.56 5.50 0.12 0.89

Note: a, b and c indicate the source of signi"cant di!erences.

Table 5
Selected target markets derived by cross-tabulating destination attribute and constraint clusters (n"298)!

Bene"ts (%) Cluster 1 Cluster 2 Cluster 3 Per cent of
the sample
(n"298) (%)

Constraints (%) (%) (%) (%)

Cluster 1 Target market 1 Target market 2
8.8" 54.4 38.2 52.7
8.2 21.8 63.2

Cluster 2 19.7 42.0 36.8 19.1
50.8 46.5 22.1

Cluster 3 Target market 3 Target market 4
29.8 53.6 16.7 28.2
41.0 31.7 14.7

Per cent of the sample (n"298) 20.5 47.7 31.9 100

!X2"18.10, df"4, p(0.001.
"The "rst number in each cell is the row per cent, the second number is the column per cent.

fees, or a detailed itinerary, which will encourage them to
overcome their perceived constraints.

Target market 2 is a highly constrained group who sought
high benexts from all attributes. These group members

sought all the attributes o!ered by Sun/Lost City, even
though they perceived constraints to be high. Promo-
tional strategy could focus on reinforcing and reminding
them of the bene"ts o!ered at the resort, especially the
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resort's high pro"le entertainment opportunities. Mar-
keters could o!er discounted prices for frequent users,
adjust entertainment schedules to better suit them, or
o!er packages of accommodation, meals, and entrance
fees. The organization of charted tour buses and dis-
counted accommodations may be e!ective in helping
them surmount constraints.

Target market 3 consisted of visitors who were lightly
constrained and who sought relatively low benexts from
high proxle entertainment, but high benexts from the other
attributes. This group seeks high bene"ts from general
attributes, not special attributes. Visitations from this
target market depend on the strength of bene"ts per-
ceived to be available at Sun/Lost City, since they do not
perceive major inhibitors to making a trip there. A diver-
si"cation in the array of services, facilities and entertain-
ment is likely to appeal to this segment. This group
reported investing low e!ort in seeking information.
Thus, they should be contacted frequently. The data
indicate that they do not tend to stay for a long duration,
but are highly motivated. This means that the target
market members are unlikely to spend large amounts at
Sun/Lost City on each trip, but they are potential
frequent repeat visitors if they are given enough good
reasons by the resort to go there often.

Target market 4 is comprised of lightly constrained visi-
tors who sought high benexts from all attributes. This
target market is the largest of the four and it appears to
be the easiest of the four for Sun/Lost City managers to
penetrate further, because its members seek high bene"ts
from all attributes but perceive a low level of constraints.
Marketers should inform them of attractive coming
events and maintain frequent contact. The data indicated
that they did not stay for a long duration, but were highly
motivated. There may be value in creating more attrac-
tions to encourage a longer stay because they seek high
pro"le entertainment.

The study reported here was intended to be only one
small part of a comprehensive market research e!ort
which would reach out to non-visitors in di!erent geo-
graphical areas, past-visitors, and incorporate on-site
interviews and focus groups in addition to the visitor
interviews reported here. Final strategic investment and
repositioning decisions would be made only after results
from all these e!orts were evaluated and interpreted.

This study integrated perceived bene"ts from visiting
Sun/Lost City with perceived constraints. Since these
are core elements in the decision process, it was
postulated that they were likely to be a powerful basis
for e!ective segmentation. An e!ort was made to explore
the interface between bene"ts and constraints, to extend
it to identi"cation of those target markets likely to be
most responsive to investment, and to demonstrate the
utility of this approach in e!orts to maintain market
share and pro"tability in a climate of rapidly injected
competition.
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