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Introduction

• The Lecturers

• main team: Dr Eirini Vlassi and Professor Dr Andreas Papatheodorou

• The Delegates and their Background

• The Course

• aims and objectives
• structure

• Housekeeping

• schedules, interaction, breaks, etc.
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Overview ‐A Little Story…

Tourism is an international industry consisting of interrelated businesses operating 
across the globe and competing against each other despite the geographical 
distance that separates them.

As the tourism sector is characterized by increased risk due to its intangible 
characteristics, Strategic Tourism Marketing functions are crucial in: 

• differentiating and branding the tourism product; 

• building enhanced experiences from tourism services and destinations;

• enabling customer/tourist engagement; 

• increasing loyalty to tourism service providers and destinations; and 

• optimizing the allocation of tourism marketing resources and budgets.

In the post COVID-19 world, strategic tourism marketing becomes of essence in 
redefining the business narrative of both tourism service providers and destinations. 
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Outline of the Unit (1/4)

1. Tourism Industry at a Glance

• Understand the international-global nature of the tourism business

• Understand the interrelation that exists between the hospitality and travel 
industries.

2. Principles of Marketing

• Define marketing

• Describe the passing from the marketing to the strategic concept

• Describe marketing’s role today

• Analyze marketing’s customer orientation

• Outline the marketing process
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Outline of the Unit (2/4)
3. Service Characteristics of the Tourism Industry

• Define services 

• Discuss the service culture

• Outline the service characteristics of hospitality and travel industries

• Introduce the service management concepts

• Explain the internal marketing process

• Highlight the importance of service- and experience-driven approaches

4. Marketing Environment

• Outline elements of a company’s micro-environment

• Highlight the role of macro-environment forces

• Introduce the role of ICTs in tourism

Page  5

Outline of the Unit (3/4)

5. Consumer Behavior
• Outline and explain the factors influencing consumer’s behavior
• Discuss consumer decision-making process
• Highlight the role of ICTs in the consumer decision-making process

6. Product Design
• Define the terms product and product levels
• Present a branding strategy
• Outline the steps of product development
• Introduce product life cycle strategies

7. Distribution Channels
• Discuss distribution channels in hospitality and travel industry
• Focus on channel behavior and organization
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Outline of the Unit (4/4)

8. Marketing Communications

• Introduce promotion mix and discuss the factors that influence 
communication mix decisions.

• Analyze communication process

• Outline and discuss in depth the steps in developing effective 
communications
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1. Tourism Industry at a Glance

Objectives:

• Understand the international-global nature of the tourism business

• Understand the interrelation that exists between the hospitality and travel 
industries

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 8
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Tourism Industry: Key Statistics (1/2)
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Tourism Industry: Key Statistics (2/2)
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The World’s Best Airport is Doha 
Hamad Airport
(Source: SKYTRAX, 2021)

The World’s Best Airline is Qatar Airways
(Source: SKYTRAX, 2020)

The Best Hotel in Europe and UK is Anassa
in Cyprus
(Source: Conde Nast Traveller, 2022)

Tourism Industry as an International Business

Top 100 airports:

Top 100 airlines
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Hospitality and Travel industry

Tourism Industry

Hospitality Industry Travel Industry

Important factors shaping consumer’s destination choice set 

interdependent

Is Emirates selling 
plain seats?
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QUIZ: Where is this Airport located?

Figure out how the global nature of 
industries involved in tourism affect 
the island’s tourism development?
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Video: Greek tourism industry gears up for 
tough post‐Covid‐19 summer

13

14



8

Strategic Tourism Marketing and E-Business
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 23 – 24 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

2. Principles of Marketing

Objectives:

• Define marketing

• Describe the passing from the marketing to the strategic concept

• Describe marketing’s role today

• Analyze marketing’s customer orientation

• Outline the marketing process

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 15

The purpose of a business is to create and maintain satisfied, profitable 
customers. 
• customers are attracted/retained when their needs are met 
• customers talk positively to others about their satisfaction 

Some hospitality managers act as if today’s profits are primary and customer 
satisfaction is secondary. 
• this attitude eventually sinks a firm as it finds fewer repeat customers and 

faces increasingly negative word of mouth 

Successful managers understand that profits are best seen as the result of 
running a business well rather than as its sole purpose. 

When a business satisfies its customers, they will pay a fair price for the product, 
which includes a profit for the firm.

A Customer‐Oriented Marketing Approach (1/2)

Page  16
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In today’s hospitality/travel industry, the customer is global and is king or queen. 

Customers can enhance or damage business performance through the purchase 
choices they make and the positive or negative comments they make to others. 

Successful hospitality companies know that if they take care of their customers, 
market share & profits will follow. 

A Customer‐Oriented Marketing Approach (2/2)

Page  17

The Marketing Process: Basic Framework 

Create value for the customers and build customer relationships 

Capture value from 
the customers in 
return

Understand the 
marketplace and 
customer needs 

and wants

Design a customer‐
driven marketing 

strategy

Construct an 
integrated marketing 

program that 
delivers superior 

value

Build profitable 
relationships and 
create customer 

delight

Capture value from 
customers to create 

profits and 
customer equity

Source: Kotler et. al. (2017)
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Consumer needs and wants are fulfilled through a market 
offering. 
• a product that is some combination of tangible, services, 

information, or experiential product components 

Understand the 
marketplace and 
customer needs 

and wants

Marketing Concepts: Tangibles, Services,  Experiences

In the hospitality industry, the intangible 
products including customer service and 
experiences are more important than the 
tangible products. 
• a market offering includes much more 

than physical goods or services

Page  19

One of the biggest management challenges is to increase 
product value for their target market. 

Value is the sum of the tangible and intangible benefits and 
costs (monetary and nonmonetary). 

Satisfaction reflects customer’s judgment of a products 
performance in relationship to expectations.

Understand the 
marketplace and 
customer needs 

and wants

Marketing Concepts: Value and Satisfaction
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Customer expectations are based 
on past buying experiences, the 
opinions of friends, and market 
information. 
Marketers must set the right level of 
expectations.

• if they set expectations too low, 
they may satisfy those who buy 
but fail to attract new customers 

• if they set expectations too high, 
buyers will be disappointed 

Understand the 
marketplace and 
customer needs 

and wants

Marketing Concepts: Customer Expectations

Page  21

Exchange is the act of obtaining a desired object from 
someone by offering something in return. 

Marketing consists of actions taken to build and maintain 
desirable exchange relationships with target markets.

Beyond attracting new customers and creating transactions, 
the goal is to retain customers and grow their business with 
the company.

Marketing Concepts: Exchanges and Relationships

Understand the 
marketplace and 
customer needs 

and wants

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage  22
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Design a customer‐
driven marketing 

strategy

Marketing
management

can be defined as the
art and science of 
choosing target 

markets and building 
profitable 

relationships with 
them.

Marketing manager’s
aim is to find, attract, 
keep and grow target 
customers by creating, 

delivering and 
communicating 

superior customer 
value. 

To design a winning marketing 
strategy two important 
questions require answers:

• What customers will we 
serve? (what is our target 
market)?

• How can we serve these 
customers best? (what is 
our value proposition)?

The company wants to select only customers that it can serve well and profitably 

Page  23

Design a customer‐
driven marketing 

strategy
Deciding who to serve?

Market is divided into segments of customers (market segmentation) and
then some of the segments are selected.

Page  24
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Design a customer‐
driven marketing 

strategy
Deciding how to differentiate

and position yourself?

A company’s value 
proposition is the set 
of benefits or values it 
promises to deliver to 
consumers to satisfy 

their needs.

Page  25

What philosophy should guide a company’s 
marketing efforts/strategies?

Design a customer‐
driven marketing 

strategy

Collaboration Globalization Creative Society

Three forces shape the landscape of marketing 3.0

Management approaches people as human 
beings with minds, hearts and spirits. 

Page  26
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Construct an integrated 
marketing program that 
delivers superior value

Target Customer

Deliver Value

Marketing Mix

Product (need‐satisfying 
offering)
Price (charge for the offer)
Place (make the offer 
available)
Promotion (communicate 
with customer about the 
offering) 

Page  27

Build profitable 
relationships and create 

customer delight

By adding financial benefits to the customer relationship:
• airlines offer frequent‐flyer programs
• hotels give room upgrades to their frequent guests

By adding social as well as financial benefits, turning customers into clients:
• a company’s personnel works to learn individual customers’ needs and wants
• products and services are individualized & personalized

By adding structural ties to the financial and social benefits:
• airlines developed lounges & limo service 

for their first‐class customers
• hotels provide personalized welcome 

messages on the guest’s television

Page  28
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Build profitable 
relationships and create 

customer delight

It is important to develop relationships selectively, 
determining which customers are worth cultivating

Low Frequency High Frequency

High Profitability Try to get this 
customers to come 
more often

These are your 
best customers, 
reward them

Low Profitability These customers 
will follow 
promotions. 

Some of them have 
the potential to 
become more 
profitable.

Page  29

Source: Kotler et. al. (2017)

Build profitable 
relationships and create 

customer delight
CRM is an important concept of modern marketing.

It involves managing detailed information about individual customers,
carefully managing customer’s touchpoints in order to maximize loyalty.

A customer touchpoint is any occasion a customer encounters the brand & product, 
in actual experience, personal/mass communication or casual observation.

CRM has taken on a broader meaning as an overall process of building and 
maintaining profitable customer relationships.  By delivering superior customer 
value & satisfaction, it deals with all aspects of acquiring, keeping, and growing 
customers.
Page  30

Customer Relationship Management
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Air Travel Touchpoints according to IATA

Page  31

Customer Touchpoints in the Social Media Era

Social Media contribute to the creation of  multiple 
touchpointswhereby tourists can interact with the 
firm, other travelers and communities.

Touchpoint can be categorized into:

• Brand‐owned (e.g. site, social media)

• Partner‐owned (e.g. partners’ distribution 
channels)

• Customer‐owned (e.g. blogs, social profiles)

Page  32

31

32



17

Strategic Tourism Marketing and E-Business
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 23 – 24 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Capture value from 
customers to create 
profits and customer 

equity

Capture value in 
return, in the form of
current and future 
sales, market share, 

and profits.

or

superior customer value

Highly satisfied customers

Loyalty and retention

The firm creates:

lo
n
g‐
ru
n
 in
te
rn
s

Market share of customers

Customer equity

Further Reading

Page  33

• When United filed for bankruptcy in 2002, the only part of its operations that 
was making money was its FFP.

• Qantas reported more than $1.1 billion in partner payments in the 12 months 
to 30 June 2011. 

• The largest FFPs in the USA (related to American, Delta and United) generate 
more than $1 billion each annually.

Capture value from 
customers to create 
profits and customer 

equity

Source: IATA

F
u

rt
h

er
 R
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d

in
g
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Loyalty and Retention
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3. Service Characteristics of the Tourism Industry

Objectives:

• Define services 

• Discuss the service culture

• Outline the service characteristics of hospitality and travel industries

• Introduce the service management concepts

• Explain the internal marketing process

• Highlight the importance of service- and experience-driven approaches

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 35

Defining Services

“Any activity or benefit that one party can offer to 
another which is essentially intangible and does not 
result in ownership of anything. Its production may or 
may not be tied to a physical product.” 

Kotler et. al. (1996)

Page  36
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The Service Culture

• focuses on serving and satisfying the customer.

• should be included in business mission.

• starts from top management and flows down.

Page  37

Service Characteristics of the Hospitality and 
Tourism Marketing

Fu
rt
h
e
r 
R
e
ad

in
g

• Intangibility (Services cannot be seen, tasted, felt, etc. before purchase)

• Inseparability (Services cannot be separated from their providers)

• Variability (Quality of services depends on who provides them and when, 
where, how etc.)

• Perishability (Services cannot be stored)

Page  38

“Globally, travelers want to see pictures, they like to book 
properties that win awards, and they like to read the 
most recent reviews to get a fresh perspective.” –
Barbara Messing, Chief Marketing Officer, TripAdvisor
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The Service Profit Chain links employees and customers’ satisfaction.

The five links of the chain are:

Internal service quality – employee selection and training, quality of work 
environment, support of front desk employees etc.

Satisfied and productive service employees – satisfied, loyal, hardworking 
employees.

Greater service value – effective and efficient customer value creation and 
service delivery.

Satisfied and loyal customers – satisfied customers who remain loyal, repeat 
purchase and recommend the service to others.

Healthy service profits and growth – superior firm performance.

Page  40
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Types of Marketing

Company

CustomersEmployees
Interactive Marketing

Source: Kotler, Bowen and Makens (2014 )

Page  41

Internal Marketing

Employee 
satisfaction

Customer 
satisfaction

Customer 
dissatisfaction

employee 
satisfaction

Creates

Reduces

A moment of truth is when employee and customer have contact

Employees are part of the product

Page  42
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Internal Marketing Process (1/2)

A service culture should be developed: 
is a culture that supports customer 
service through policies, procedures, 
reward systems, and actions. 

The organizational chart should be 
turned upside down. Everyone works 
to serve customer needs and not to 
please the boss.

Service culture provides employees 
with the right attitude, knowledge, and 
communication skills to deal with non‐
routine transactions.

Corporate 
management

General 
managers

Department 
heads

Supervisors

Line 
employees

Customers
Corporate 

management

General 
managers

Department 
heads

Supervisors

Line 
employees

Customers

Conventional
Organizational

structure

Service-oriented
Organizational

structure
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Internal Marketing Process (2/2)

A Marketing Approach to Human Resource Management is important and 
includes:

• creating jobs that attract good people, 

• hiring the right people for the right job,  

• stressing teamwork, 

• continuous training, 

• implementing a reward system.

Dissemination of Marketing Information to Employees: Customer‐contact 
employees need to be aware of about upcoming events, ad campaigns, new 
promotions, etc.
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Moving from the Product Economy to the Service Economy

Product 
Economy

Service 
Economy

Experience 
Economy

1950 1980 1990

Driver of Economy Product Service Experience

Economic Function Make Deliver Stage

Role of Company Manufacturer Seller Stager

Role of Consumer User Client Guest

Interaction B2C B2C B2C

Role of Value Value for money Value in exchange Economic Value

Products are 
tangible  

Services are 
intangible

Experiences are 
memorable

ICTs era

Source: Neuhofer and Buhalis (2018)
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The Service Dominant Logic
Consumer has an active role in experience production by using ICTs.

Companies facilitate the necessary prerequisites that allow customers to 
get involved and co‐create their own value. 

Consumer is now an active co‐creator of experience and value.

Value does not pre‐exist in products and services.

Through the use of ICT collaboration process occurs between:

• Companies (B2B)

• Companies and Consumers (B2C)

• Consumers (C2C)
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The Co‐Creation Journey

Co‐creative management 

Managers should understand the roles of co‐creators in the ecosystem and 
respond in real time to the changing needs of employees, stakeholders, 
consumers etc. 

Employee Experience

Firm should enhance employee experience within organization through 
engagement with other employees, consumers and stakeholders.

Customer Experience

Employees and consumers work closely to co‐create sophisticated products.

Source: Ramaswaby, 2009
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4. Marketing Environment

Objectives:

• Outline elements of a company’s micro-environment

• Highlight the role of macro-environment forces

• Introduce the role of ICTs in tourism

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 48
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Microeconomic environment

The microenvironment consists of factors close to the company that affect its 
ability to serve its customers.

Suppliers
Marketing 

Intermediaries
Customers

Company

Competitors

Public

Major Actors
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Source: Kotler et. al. (2017)

Principles of Hotel Marketing

• Marketing managers must work closely with top management and the various 
company departments. 

• Top management sets the company mission, broad strategies, objectives, and 
policies. 

• Marketing decisions must be made within the strategies and plans made by top 
management.

• The finance department is concerned with finding & using funds required to carry 
out the marketing plan. 

• Accounting has to measure revenues & costs to help marketing know how well it 
is achieving objectives.

• Housekeeping is responsible for delivering clean rooms sold by the sales 
department.
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CEO

Human Resources

Finance and 
Business 
Support

External Relations

Assets and 
Technology

Operations
Marketing and 

Sales

Organizational Chart of Copenhagen Airport

Source: Halpern and Graham (2022)
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Organizational Chart of Changi Airport

Changi Airport 
Group

Changi Airports 
International

FinanceCorporateCommercial
Air Hub 

Development
Airport 

Management

Source: Halpern and Graham (2022)
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Existing Competitors

The marketing concept that holds a successful company must satisfy the needs 
and wants of consumers better than its competitors.

A company should monitor three variables when analyzing each of its competitors:

• share of market: The competitors’ share of the target market.

• share of mind: The percentage of customers who named the competitor in 
responding to the statement: Name the first company that comes to mind in this 
industry.

• share of heart: The percentage of customers who named the competitor in 
responding to the statement: Name the company from whom you would prefer 
to buy the product.
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Video: Tourism in Australia
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Existing Competitors

Every company faces four levels of competitors:

Product form competition: A company can view its competitors as other 
companies offering similar products & services to the same customers at a similar 
price.

Product category competition: A company can see its competitors as all 
companies making the same product or class of products.

General competition: A company can see its competitors more broadly as all 
companies supplying the same service.

Budget competition: A company can see its competition even more broadly as 
all companies that compete for the same consumer dollars.
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Budget Competition
Driving my own car

General Competition
All types of transportation

Product Category
Competition

All airline categories

Product Form
Competition

Low Cost Carriers
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Suppliers are firms & individuals providing resources needed by the company 
to produce goods & services.

Examples:

Airlines 

Airports
Air Traffic Control
Fuel Suppliers

Ground Handlers
Aircraft Manufacturers

Global Distribution Systems

Suppliers

Page  57

Airport Services Humberside Airport East Midlands Airport

Passenger search In‐house Outsourced

Hold baggage In‐house Outsourced

Access control In‐house Outsourced

Trolley circulation In‐house In‐house

Fire Service In‐house In‐house

Car park operations In‐house Outsourced

Cleaning In‐house Outsourced

Passenger Handling In‐house Outsourced

Baggage Handling In‐house Outsourced

Freight Handling In‐house Outsourced

Fuel Supply In‐house Outsourced

Air traffic Control In‐house In‐house

Source: Halpern and Graham (2022)
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Marketing Intermediaries

• Marketing intermediaries help the company promote, sell, and distribute 
its goods to the final buyers. Some hotel intermediaries are travel agents, 
wholesale tour operators and hotel representatives.

• Marketing services agencies are suppliers that help formulate & implement 
marketing strategy & tactics. These include public relations agencies, 
advertising agencies and direct mail houses.

• Financial intermediaries are banks, insurance and credit companies and 
firms that help hospitality companies finance transactions or insure risks.

Can indirectly be considered as 
airport intermediaries

Page  59

Intermediaries Promoting Airports (1/2)
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Intermediaries Promoting Airports (2/2)

Page  61

Hospitality Consumer Types:  

Group meetings the company or organization may 
conduct or arrange

Individual travelers traveling for leisure, medical 
needs & gatherings like reunions and weddings.

Business travelers traveling to represent their 
company

Customers are individuals or firms that buy goods 
and services an organization produces to satisfy 
their needs and requirements. 
Source: Halpern and Graham, 2013
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Customers
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Publics or Stakeholders

A public is any group that has an actual or potential interest in or impact on an 
organization’s ability to achieve its objectives.

• Financial publics: Banks, investment houses, and stock holders are the major 
financial publics.

• Media publics: Newspapers, magazines, and radio & TV.
• Government publics: Government departments, agencies etc.
• General public: A company needs to be concerned about the general public’s 

attitude to its products & activities. 
• Citizen‐action publics: consumer organizations, environmental groups, 

pressure groups etc.
• Local publics: neighborhood residents & community organizations. 
• Internal publics: include workers, managers, volunteers, and the board of 

directors. 
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Stakeholder Group Stakeholders

Aviation industry
Include airports, airlines, aircraft and engine manufacturers and air 
navigation service providers (such as NATS in the UK).

Customers Include passengers, airlines, retailers and other tenants.

Employees
Include staff that work for the airport, Heathrow Express and other 
businesses.

Government
The government plays an important role in shaping the business 
through legislation and policy setting.

Local communities
Include those people affected by airport operations, including those 
employed at the airport.

NGOs
Include community groups and national organizations often taking a 
particular interest in environmental issues.

Regulars Include Civil Aviation Authorities and Competition Authorities

Suppliers
Include companies that supply goods and services needed to operate 
the airport.

Stakeholders at Heathrow Airport

Source: Halpern and Graham (2022)
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The company and all of the other actors operate in a larger macro‐environment 
of forces that shape opportunities and pose threats to the company.

Macroeconomic Environment

Page  65

Source: Kotler et. al. (2017)

Future Competitors as Part of the Macroenvironment

Two forces that affect the competition are the distinct abilities of companies to 
enter and exit markets.

• entry barriers prevent firms from getting into a business. 
Hotels have moderately high barriers of entry, due to costs of building 
a hotel & scarcity of good locations.

• barriers to exit prevent them from leaving. 
Hotels that cannot meet their debt payments, taxes, and other fixed 
costs, but can produce enough gross profit to partially offset these 
fixed costs, may operate at a loss rather than close their doors.
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Demographic Environment

• Demography is the study of human populations in terms of size, 
density, location, age, gender, race, occupation, and other statistics.

• The demographic environment is of major interest to marketers 
because it involves people, and people make up markets

• Marketers keep track of demographic trends and developments in 
their markets at both home and abroad.
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Timeline of Generations

Page  68
Source: Cmglee, CC BY-SA 4.0, https://commons.wikimedia.org/w/index.php?curid=91612069
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Born between 1946‐1964

Spend about $2.3 trillion annually.

Reach peak earning and spending 
years, the boomers are a lucrative 
market for eating out, travel and 
entertainment, spas & other leisure 
activities.

According to the Travel Industry 
Association of America, half of all 
U.S. adults took adventure vacations 
within the past five years.
–some 56% of these travelers were 
boomers
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Born between 1965 ‐1980

Having grown up during times of recession and corporate downsizing, they developed 
a more cautious economic outlook. 

They care about the environment and respond favorably to socially responsible 
companies.

They have brought us the quality movement and enjoy menus combining familiar 
with unique.

They look for something different in vacations,
which means they spend more than boomers.

They are notoriously uncomfortable with 
generic global brands and demand 
alternative brands to those patronized 
by their parents, the baby boomers.
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Generation X
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Younger Millennials are just beginning to wield their buying power, while 
older ones have graduated from college and moving up in their careers.

One thing all of the Millennials have in common is their utter fluency and 
comfort with computer, digital, and Internet technology.

Each Millennial segment constitutes a huge and attractive market.
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Generation Y ‐Millennials
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Marketing to Generation Z (born between 1997 and 2012)

Sell experiences, not products

Video, video, video

Rethink that major influencer campaign

Engage with customers and Highlight your dedication to privacy

Video: A Kayaker’s Solo Adventure In India

With over 8 million subscribers on its YouTube channel, Red Bull has several 
playlists, including a series called Red Bull Travel Vlogs. Collaborating with 
vloggers, Red Bull regularly posts active lifestyle videos with everything from 
skydiving over Lake Tahoe to base jumping the Italian Alps.

Let’s watch the video: 
https://www.youtube.com/watch?time_continue=30&v=Z_O2_M1E7e4&feature=
emb_logo
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One‐way marketers can segment is by forming precise age‐specific segments 
within each group.

Source: Tripadvisor, 2016
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Generation Marketing
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Marketers face increasingly diverse markets as operations become international 
in scope.

Examples of diversities:
• National and cultural heterogeneity
• Disabled People
• Lesbian, Gay, Bisexual and transgender population.
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Increasing Diversity

Video: What do you Travel For?
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A Better educated Population

Page  81

This includes factors affecting consumer purchasing power & spending patterns.
Marketers must pay close attention to major trends and consumer spending patterns both across and 
within their world markets.

Major economic trends in US:
• Changes in income
• The Global environment

Income 
Growth

Boom in Stock 
Market 

Increase in Housing 
Values

Increase in levels of 
debt

1
9
9
0
s

2
0
0
0
s

Collapse in housing 
markets

Eliminated opportunities to 
borrow home equity + 
increased gasoline prices
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Economic Environment (1/4)

Financial Pressure 
& COVID‐19 Pandemic
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Economic Environment (2/4)

Source: ABTA
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Source: ABTAPage  84

Economic Environment (3/4)
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Source: ABTA
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Economic Environment (4/4)

Natural Environment (1/2)

The natural environment involves natural resources needed as inputs by 
marketers or that are affected by marketing activities.

Marketers should be aware of several trends in the natural environment like:

• growing shortages of raw materials

• increased pollution, as industry almost always damages the natural 
environment

• increased government intervention in natural resource management.
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“The main impacts of climate change on the Greek islands include decreased water 
availability with lower precipitation levels, higher land and sea temperatures, sea level 
rise, reduced crop yields, increased risks of drought, biodiversity loss, higher incidence of 
forest fires, and increased frequency and intensity of heat waves. The expected 
additional stress on water resources in the face of climate change coupled with rising 
demand for water from multiple users (agriculture, tourism, households) is a critical 
challenge facing the Greek islands.….. the cumulative cost of climate change for drinking 
water supply has been estimated for Greece as between 0.9 % of GDP to1.3% of GDP for 
the period 2041‐2050.”
Source: Institute for European Environmental Policy, 2013
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Natural Environment (2/2)

Technological Environment
The most dramatic force shaping our destiny is technology.
Products taken for granted today were uncommon or simply did not exist thirty years 
ago (cell phones, copiers, fast‐food chains, personal computers, jet airplanes, all‐suite 
hotels, and DVD players)
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ICTs in Tourism

WEB 1.0 Phase WEB 2.0 Phase

Guidebooks and 
Advertisements
Guidebooks and 
Advertisements

Pre-web phase

Advertisements 
and Guidebooks 
on the web

E-Word-of-Mouth
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ICTs influence and Form Tourism Experience

• By generating big data that can induce to a more personalized experience

• By enabling customer participation

• By creating multiple touchpoints whereby tourists can interact with the firm, 
other travelers and communities

• By changing consumers behavior (e.g. tourists spread their experiences while 
consuming the services and not after trips)

• By generating and sharing multimedia content (e.g. videos, photos) 

Page  90

89

90



46

Strategic Tourism Marketing and E-Business
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 23 – 24 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Source: VisitBritain, 2016

Technology Ownership among International 
Travelers in the UK

Respondents: 11.400
Page  91
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Information and Communication Technologies

WEF Travel and Tourism 
Competitiveness Index
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Video: Tourism Australia

Page  96

95

96



49

Strategic Tourism Marketing and E-Business
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 23 – 24 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Political and Legal Environment
Marketing decisions are strongly affected by developments in the political 
environment.

The institutional framework (legislation and regulation) affecting 
business has been enacted for three reasons:

• First, it protects companies from each other.
• Second, it aims to protect consumers from unfair business 

practices.
• Third, regulation also aims to protect society’s interests 

against unrestrained business behavior.

Greece Overnight Stay 
Tax:

UNESCO Decision 
concerning Venice:

Page  97

Beyond written Laws and Regulations there are Social Codes and Rules 
of Professional Ethics

“Waste management and recycling

We aim to reduce the amount of waste that has to go to landfill and we have
a goal to recycle 50% of waste by 2020 at our main bases in Heathrow and
Gatwick.

Non‐recyclable waste from Heathrow and Gatwick is processed through a
waste‐to‐energy plant. We also reuse as many materials as we possibly can
including office furniture, computer and communications equipment.

We recycle as much on board waste as is allowed within the constraints of
environmental and legislative rules. Working with our catering partners we
are constantly attempting to reduce the amount of catering waste produced
from flights.”

British Airways, 2018
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Cultural Environment

The cultural environment includes institutions and other forces that affect a society’s 
basic values, perceptions, preferences, and behaviors.

Core beliefs and values are passed on from parents to children and are reinforced by 
schools, churches, business, and government.

Secondary beliefs and values, however, are more open to change.

Marketers have some chance of changing secondary values but little chance of 
changing core values.

Each society contains subcultures, groups of people with shared value systems based on 
common life experiences or situations (teenagers and working women are all separate 
subcultures who share common beliefs, preferences & behaviors)

To the extent that subcultural groups have specific wants and buying behavior, marketers 
can choose subcultures as their target markets.
Page  99

Use of an environmental scanning plan has proven beneficial to many hospitality 
companies. The steps are:

• determine the environmental areas to be monitored
• determine how the information will be collected, including information 

sources, frequency & who will be responsible
• implement the data collection plan
• analyze the data & use them in the market planning process

Part of the analysis is weighing importance of trends to keep them in proper 
perspective.

Information must be reliable, timely & used in decision making

Researchers must put less emphasis on data & more on the interpretation of 
those data.

Environmental Scanning
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Source: WEF (2022)

International Tourism Competitiveness (1/2)

Source: WEF (2022)

International Tourism Competitiveness (2/2)
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5. Consumer Behavior

Objectives:

• Outline and explain the factors influencing consumer’s behavior

• Discuss consumer decision-making process

• Highlight the role of ICTs in the consumer decision-making process

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 103

Consumer Behavior Model

It is important for marketers to understand how stimuli change into responses

Source: Kotler, Bowen and Makens (2014)
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A typology of motivators in tourism
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Motivators and 
different types of 
visitor attractions
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Personal Characteristics affecting Consumer Behavior

Page  107
Source: Kotler et. al. (2017)

External determinants of tourist behavior
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Personal 
determinants 
of tourist 
behaviour
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Example: 
The 
“green 
tourist”
Issues that 
may concern 
the “green 

tourist” 1/3
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The motivation of the “Green Tourist” 2/3

• The need to protect the environment

• A desire to feel good about his/her behaviour as a tourist

• A wish to improve his/her image among his/her friends

Page  111

Consumer Behaviour and the “shades of green” 
3/3
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National & Cultural 
Characteristics

Culture: is the most basic determinant of a person’s wants and behavior. It 
comprises the basic values, perceptions, wants and behavior that a person 
learns in a society.

(The greater concern about health and fitness resulted in menu 
changes in restaurants)

Social Class: are relatively permanent and ordered divisions in a 
society whose members share similar values, interests, and 
behaviors. In some nations indicators of social class can 
be income, education, wealth etc. In other nations social 
class is something into which one is born.

Read about social 
classes of Britain.
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Social Factors
Consumers’ Groups

• Membership groups: groups with direct influence on a person’s behavior.

• primary groups like family and friends and secondary groups (more formal) like 
professional groups, trade unions) 

• Reference groups: direct or indirect points of comparison or reference

• Aspirational groups (groups to which they do not belong but they want to)

• Opinion leaders (people within a reference group who due to their skills, knowledge, 
personality etc. have social influence on others)

• Online Social Networks

Family

Social Roles and Status

• Role consists of activities that a person is expected to perform (daughter, wife 
etc.)

• Status is the general esteem given to a role by society. People choose products 
to show their status.
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Personal Factors

Age and Life‐Cycle Stage

Occupation

Economic Situation

Lifestyle is a person’s pattern of living as expressed in his or her activities, 
interests, and opinions

Personality is a person’s distinguishing psychological characteristics that lead 
to relatively consistent and enduring responses to his or her environment

Self‐Concept is the complex mental pictures people have of themselves, also   
known as self‐image.
Page  115

Psychological Factors (1/3)
Motivation

Needs become motives when they 
arise to a certain level of intention. 

Psychological theories of human 
motivation:

Maslow’s Theory of Motivation: 
Sought to explain why people are 
driven by particular needs at 
particular times

Herzberg’s Theory: A two‐factor 
theory that distinguishes 
dissatisfiers (factors that cause 
dissatisfaction) and satisfiers 
(factors that cause satisfaction)
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Psychological Factors (2/3)
Perception

A motivated person is ready to act but his/her actions will 
be influenced by his/her perceptions of the situation. In the 
same situation two people with the same motivation can 
act differently.

People can emerge with different perceptions of the same 
object because of the three perceptual processes:

Selective Attention: Consumers are constantly bombarded with information and 
will screen out stimuli

Selective Distortion: Messages do not always come across in the same way 
the sender intended. There is a tendency to twist information 
into personal meanings and interpret information in a way that fit 
our preconception.

Selective Retention: People will forget much of what they have learnt but they will end to
retain information that supports their attitudes and beliefs
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Psychological Factors (3/3)

Learning describes changes in an individual’s behavior arising from experience

a person holds about something. (When consumers experience a product they 
learn about it)

A belief is a descriptive thought that a person holds about something.  

Attitude is a consistent evaluation, feeling, and tendency towards an object or 
an idea
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Buyer Decision Process (1/2)

The person recognizes his/her 
need and is motivated toward 
objects that will satisfy it.

Sources of information:
• Personal
• Commercial
• Public
• Experiential
• Word‐of‐mouth

Need 
recognition

Attitudes of 
others

Unexpected 
situation 
factors

Information 
search

Evaluation 
of 

alternatives

Purchase 
decision

Post 
purchase 
behavior
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Source: Kotler et. al. (2017)

Buyer Decision Process (2/2)

Most buyers evaluate multiple attributes, 
each of which is weighted differently.

At the end of the evaluation stage, purchase 
intentions are formed.

Need 
recognition

Attitudes of 
others

Unexpected 
situation 
factors

Information 
search

Evaluation 
of 

alternatives

Purchase 
decision

Post 
purchase 
behavior

The smaller the gap 
between customer’s
expectations and perceived 
performance, the greater 
the customer’s satisfaction
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Planning, decision‐making and booking cycle of international 
leisure visitors to Britain
In spring 2016, VisitBritain commissioned new research in 20 
markets to understand the holiday decision‐making process.
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Social Networks’ Use in Travel Decision‐Making Process

Pre-Travel During-Travel Post-Travel

• Explore destination
• Share information
• Comment and 

discuss

• Seek information 
• Share their real 

time experiences
• Communicate and 

engage

• Share stories, photos
• Write recommendation 

and reviews
• Communicate with 

other visitors
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6. Product Design

Objectives:

• Define the terms product and product levels

• Present a branding strategy

• Outline the steps of product development

• Introduce product life cycle strategies

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 123

Product and its Levels (1/4)

The core
product

Supporting
products

Facilitating
products

The augmented
product

Physical
environment

Customer interaction
with other customers

Customer 
interaction

with 
service 
delivery
system

Customer
coproduction
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Source: Kotler et. al. (2017)
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The Core Product is what the buyer really buys and 
is a package of problem‐solving services.

Facilitating Products are goods or services that 
must be present for the guest to use the core 
product.

Supporting Products are extra products offered to 
add value to the core product and help to 
differentiate it from the competition.

They must meet or exceed customer expectations
to have a positive effect.

The Augmented Product includes accessibility, 
atmosphere, customer interaction with the service 
organization, customer participation, and 
customers’ interaction with each other.

The core
product

Supporting
products

Facilitating
products

The augmented
product

Physical
environment

Customer interaction
with other customers

Customer 
interaction

with 
service 
delivery
system

Customer
coproduction
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Product and its Levels (2/4)

Physical environment can be the customer’s 
reason for choosing, or not choosing, to do 
business with an establishment. 

Can serve as:

• attention creating medium

• a message‐creating medium

• an effect‐creating medium

• a mood‐creating medium

Customer Interaction with the Service Delivery 
System in three stages:

• Joining stage is when the customer makes 
the initial inquiry contact

• Consumption phase takes place when the 
service is consumed

• Detachment phase is when the customer is 
through using a product and departs

The core
product

Supporting
products

Facilitating
products

The augmented
product

Physical
environment

Customer interaction
with other customers

Customer 
interaction

with 
service 
delivery
system

Customer
coproduction
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Product and its Levels (3/4)
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Customer Interaction with Other Customers 
Hospitality organizations must manage the 
interaction of customers to ensure that some 
do not negatively affect the experience of 
others

Customer Coproduction

• Increase capacity

• Improve customer satisfaction

• Reduce costs

The core
product

Supporting
products

Facilitating
products

The augmented
product

Physical
environment

Customer interaction
with other customers

Customer 
interaction

with 
service 
delivery
system

Customer
coproduction
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Product and Its Levels (4/4)

Product Development Stages

Idea 
generation

Idea 
screening

Concept 
development

Marketing 
strategy 

development

Business 
analysis

Product 
development

Test 
marketing Commercialization
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Product Life‐Cycle

• Product development: Sales are zero and investment costs mount

• Introduction: Slow sales growth and profits are non existent

• Growth: Rapid market acceptance and increasing profits

• Maturity: Slowdown in sales growth and profits level off or decline

• Decline: Sales fall off and profits drop

Page  129

Case Study: Airline Branding during COVID‐19
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7. Marketing Communications

Objectives:

• Introduce promotion mix and discuss the factors that influence 
communication mix decisions.

• Analyze communication process

• Outline and discuss in depth the steps in developing effective 
communications

© Dr. Eirini Vlassi & Prof. Dr. Andreas Papatheodorou MBA Aviation ManagementPage 131

Marketing communications are the means by which firms attempt to inform, 
persuade, and remind consumers, directly or indirectly, about the products and 
brands they sell.

A promotion mix consists of different modes of communication:

• Advertising (printed ads, brochures, posters, leaflets, TV ads etc.) 

• Sales promotion (coupons, samples, premiums etc.)

• Events and Experiences (festivals, factory tours, company museums, street 
activities etc.)

• Public relations (Press kits, speeches, seminars, company magazine etc.)

• Direct Marketing (telemarketing, E‐mail, mail etc.)

• Interactive Marketing (social networks, blogs, web sites etc.)

• World‐of‐Mouth and e‐WOM (social networks, blogs etc.)

• Personal Selling (sales presentations, samples, trade shows etc.)

Promotion/Marketing Communications
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Integrated Marketing Communication

” Integrated Marketing 
Communication is the 
coordination and integration of all 
DMO’s external communications 
and promotions to increase their 
effectiveness and consistency. This 
is much superior than using each 
IMC’s component separately and 
independently” Morrison, 2013

The goal of IMC is:
• to deliver a consistent and positive 

message to everyone
• to build strong customer relationships

IMC

Advertising

Personal 
Selling

Public 
Relations

Sales 
Promotion

Digital 
Marketing

Merchandising
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Benefits of IMC

• IMC offer greater consistency in communication messages

• IMC enhance impact as messages are repeated 

• IMC’s different components can supplement each other

• IMC’s different components can be applied and serve different 
customer buying stages
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IMC Different Components can be applied into Different 
Customer buying Stages according to UNWTO
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Roles of IMC Components (1/2)

Advertising

Informing

Persuading

Reminding

Sales

Promoting to travel 
trade, associations 

etc.

Providing info to 
event planners and 

travel trade

Maintaining a 
personal relationship 
with important clients

Gathering info on 
competitors

Public 
Relationships

Maintaining a 
positive public 

presence

Enhancing 
effectiveness of other 

IMCs components

Handling negative 
publicity
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Roles of IMC Components (2/2)

Merchandising
• Sampling (FAM trips, site investigation 

teams etc.)
• Travel Shows and Exhibitions (ITB, 

WTM etc.) 
• Merchandising material for display 

(printed guides, maps etc.)
• Educational seminars
• Audio Visual Material (for travel shows, 

media) 

• Convincing people to 
visit destination for the 
first time

• Increasing off-peak 
demand

• Increasing people in 
periods that events take 
place

• Encouraging travel 
trade to sell destination

• Facilitating travel trade 
intermediary marketingSales Promotion

• Coupons
• Price off
• Recognition programs etc.
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Digital Marketing Venues

• Websites

• E-mails 

• Social Network Sites

• Traveler review sites

• Blogs

• Online Advertising

• Mobile Phones
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Steps in developing Effective Communications

Identify the right target audience

Determine Objectives

Design Communications

Select Channels

Establish Budget

Decide Media Mix

Measure Results

Manage integrated 
communications
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Awareness Knowledge Liking

PurchaseConvictionPreference

Source: Lavidge and Steiner (1961)
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Determine Communication Objectives
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Factors influencing Promotion Mix (1/3)

Type of Product and Market (consumer vs business market)

Hospitality firms use advertising and sales promotions when market to final 
consumers while they spend more on personal sales when targeting other 
companies

Push VS Pull Strategy

Producer
Retailers and 
wholesalers

Consumers

P
us

h 
S

tr
at

eg
y

Producer marketing 
activities (personal 
selling, trade etc.)

Reseller marketing 
activities (advertising, 
sales promotion, etc.)

Producer
Retailers and 
wholesalers

Consumers

Producer marketing activities (advertising, sales promotions etc.)

Demand Demand

P
ul

l S
tr

at
eg

y
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Factors influencing Promotion Mix (2/3)

Buyer Readiness State

Promotional tools have different effect at different buyer readiness stages.

• Advertising is important in the Awareness and Knowledge stage

• In Liking, Preference and Conviction stages personal selling is more 
important

• In the Purchase stage sales calls and sales promotion are more important

Product Life Cycle Stage
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Factors influencing Promotion Mix (3/3)

Product Life Cycle Stage

Introduction Growth Maturity Decline

Advertising 1 1

Events and Experiences
1 1

Personal Selling
2 (to gain distribution 

coverage)
1

Sales Promotion 3 (to induce trial) 1

Word of Mouth 1

Public Relation

Interactive Marketing 3 (to induce trial) 1
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Defining Word‐of‐Mouth (WOM)

WOM is defined as: 

“all informal communication from consumers directed to other consumers 
about the ownership, usage or characteristics of goods and services or their 
seller.” Westbrook, 1987

“The information imparted by a consumer or individual other than the sponsor. 
It is sharing information about a product, promotion, etc., between a consumer 
and a friend, colleague, or other acquaintance.” American Association of 
Marketing
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Defining e‐WOM

e‐WOM is defined as:

“all informal communication directed at customers through Internet‐based 
technology related to the usage or characteristics of particular goods, services 
and their sellers.”  Litvin et al., 2008 

“Information about goods, services, brands, or companies to other consumers 
communicated through the Internet (through e.g., reviews, tweets, blog posts, 
“likes,” “pins,” images, video testimonials).” American Association of Marketing
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E‐WOM in Tourism

E-WOM takes the form of consumer generated reviews concerning:
• Destinations 

• Hotels

• Restaurants

• Airlines etc.

Reviews may be posted on:
• Supplier website

• Review sites

• Online travel agents

• Travel blogs

• Social Networks 
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E‐WOM Interactivity and Scope

Blogs and Virtual 
Communities

Newsgroups

Websites, review 
sites

Chatrooms

E-mail
Instant emails or 

messages

Asynchronous Synchronous

Many-to-many

One-to-many

One-to-One

Level of Interactivity

C
o

m
m

u
n

ic
at

io
n

 S
co

p
e

Source: Sigala (2018)
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Is that a Review ?
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Social Networks’ Use in Travel Decision‐Making Process

Pre-Travel During-Travel Post-Travel

• Explore destination

• Share information, 
etc.

• Comment and 
discuss

• Seek information 

• Share their real 
time experiences

• Communicate 
and engage

• Share stories, photos

• Recommend and 
review

• Communicate with 
other visitors
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Information sharing 
Sender

Information searching 
Receiver

E‐WOM as a Goal‐Oriented Behavior

The motives that drive senders to share content online can be:
• Helping service provider
• Helping other consumers
• Need for enjoyment
• Social benefits
• Empowerment 

The goal is:
Influencing others

Manchester restaurant Rudy's 
hits back at scathing TripAdvisor 
review complaining it was 'too 
busy'
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Outcomes Resulting from Communication

• Reach – The percentage of the target market exposed in the communication

• Frequency – Number of exposures

• Recall – Asking the target audience whether they remember the message and 
what points they recall 

• Recognition – Asking the target audience to recognize the message among 
others 

• Behavior Change – How many people bought the product or visited the store 
because of the communication

• Cost – Return on Investment
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National Tourism Organizations and Marketing 
Communications in the COVID‐19 Era (1/3)

• In the short term, NTOs will have a vital role to play in being a provider of clear, 
practical and trustworthy information on ‘how to plan your visit and travel safely.’ 
At a time when travelers are wary and local people are concerned about the 
spread of COVID-19, NTOs must also help to encourage responsible behavior 
among travelers, and respect for the public health measures in place.

• In the longer term, branding, marketing and promotion will be an important part of 
NTOs’ toolkits in executing the new vision and strategy described above. In line 
with the long-term trend away from ‘destination marketing’ towards ‘place 
marketing’, national tourism branding and promotion is likely to become part of a 
broader country brand narrative and should be informed by a much broader 
range of stakeholders from beyond the tourism sector.

Page  153
Source: European Travel Commission (2020)

The current situation also presents a major opportunity to:

• Reassess all existing online and offline marketing activities, to ensure that 
they are consistent with the national strategy on sustainable tourism.

• Emphasize those aspects of the country’s tourism offering and identity that 
are related to nature, health and wellbeing, and in doing so, respond to 
consumers’ desire for healthy, outdoor activities. This aligns strongly with one 
of the three pillars of the Experience Europe Brand Strategy.

• Engage with the domestic market by working with major travel and tour 
operators to stimulate domestic demand and build loyalty for the longer term. 
It will also be essential to attract travelers who take sustainability seriously, 
while encouraging sustainable practices to existing visitors.

• Nurture a long-term relationship with young, climate-conscious Generation Z 
travelers from domestic and neighboring markets, which could pay  dividends 
in transitioning to a sustainable tourism ecosystem.
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National Tourism Organizations and Marketing 
Communications in the COVID‐19 Era (2/3)

Source: European Travel Commission (2020)
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National Tourism Organizations and Marketing 
Communications in the COVID‐19 Era (3/3)

Source: European Travel Commission (2020)
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