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THE STUDY OF EMPLOYING KIPLING’S METHOD ON THE ANALYSIS OF
MARKETING MIX FACTORS THAT BEING FOCUSED BY TOURISTS WHEN TRAVELING
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ABSTRACT

Kipling’s Method is about employing six questions’ concepts related to “Who, What
Where, When, Why and How”, for collecting and analyzing data effectively.
The current study employed Kipling’s Method to explore the marketing mix factors
that were focused by tourists when they decided to visit a particular tourist
destination. The marketing mix factors employed were related to 7Ps, which consist
of Product, Price, Place, Promotion, People, Process and Physical Evidence.
According to 7Ps, it was aimed to completely obtain the tourists’ requirements that
might probably be the information for local tourism executives for planning and
providing particular products and services. Due to the good tourism plan and great
satisfaction, sustainable and beneficial tourism might probably be really happened
to all sectors in society. Furthermore, the tourist information obtained could be
used for the tourist development plan. The application of Kipling’s Method was
described in details on the marketing mix factors, 7Ps, and a prototype
of questionnaire was also provided as an example (on Products and Services) for
those who were interested in this field, to apply and/or adapt depending on their

relevant context.
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