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Preface

The development of research in tourism marketing should first be analysed by situating the
appearance and evolution of the discipline of marketing in time (Bigné, 1996). The aca-
demic conceptualization of marketing has gradually evolved during the course of the 20th
century (Bartels, 1988). Marketing was initially conceived as a set of activities concerned
with the distribution of products from producer to consumer. Since then several conceptions
of marketing have appeared (AMA, 1960) resulting in the intense debate of the 1970s,
which led to an identity crisis in marketing (Bartels, 1988) and the subsequent considera-
tion of the application of marketing to non-profit organizations. A large number of these
ideas crystallized in the definition of the American Marketing Association in 1985, which
emphasized the role of marketing by extending its sphere of action to create exchange and
satisfy individual and organizational objectives, both in goods and services and idea. 

In the 1980s, the emergence of services marketing as a sub-discipline becomes a
notable extension of marketing (Brown, Fisk, & Bitner, 1994; Vargo & Lusch, 2004). In
the US, service firms such as airlines, financial services, health services and telecommu-
nications started a stage of great competition during the 1980s (Brown et al., 1994), with
encouraging academics and practitioners to better understand service marketing. During
the 1980s, Berry (1983), a service marketing researcher, was the pioneer in introducing the
“relationship marketing” term which, together with a higher customer orientation via the
added-value concept, has evolved to the new definition of marketing (Keefe, 2004). Kotler,
Bower, and Makens (1996) define marketing as “a social and managerial process by which
individuals and groups obtain what they need and want through creating and exchanging
products and value with other” (p. 8). Nowadays, the American Marketing Association
(AMA, 2004) defines marketing as “an organizational function and a set of processes for
creating, communicating and delivering value to customers and for managing customer
relationships in ways that benefit the organization and its stakeholders”.

In a similar vein, the importance of marketing was becoming widely recognized within
the tourism industry and academics in the late 1980s (i.e., Coltman, 1989; Middleton, 1988;
Witt & Moutinho, 1989). The more demanding customers and global competition need to
know the specific characteristics of their clientele and reach them in the most effective ways
(Witt & Moutinho, 1989). Tourism products as services are traditionally featured as intan-
gible, heterogeneous, with temporary ownership, perishable and inseparable. Additionally,
tourism differs from other services in the following terms (Seaton & Bennet, 1996): tourism
is more supply-led than other services, frequently a multiple product involving cooperation
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between several suppliers, extended product experience with no predictable critical evalua-
tion point, a high-involvement product to its customers, a product partly formed by the
dreams and fantasies of its customers and a fragile industry susceptible to external forces
beyond the control of its suppliers. Marketing within tourism becomes “the application of
the marketing process to the specific characteristics which apply to tourism industry and its
products” (Gilbert, 1989, p. 78). Tourism organizers and marketers need to understand these
features in order to commercialize its products. These issues are discussed in this book,
emphasizing the importance of marketing in tourism. Quoting Jefferson and Lickorish
(1988), one may emphasize that “the marketing concept can and must be embraced by all
organizations engaged in tourism, whether they are commercial or governmental” (p. 35).

Previous studies have analysed the evolution of research and recent developments in
tourism marketing. From an international point of view, we would like to refer to a study,
which reviews all tourism marketing articles in two international tourism journals —
Annals of Tourism Research (ATR) and Tourism Management (TM) — during the period
1995–2003. Taking into account this sample, Bigné (2005) identified key research topics
of tourism marketing publications using the categorization used in the Journal of
Marketing (i.e., marketing environment, marketing functions and research in marketing).
Research in the marketing environment, which includes market and demand analysis, con-
sumer behaviour, macro environmental issues, as well as social responsibility, has attracted
profuse attention by tourism researchers. Particularly, consumer behaviour becomes the
more relevant topic in both international journals, with 59.3% and 37.5% of the marketing
papers published in ATR and TM, respectively. Additionally, the study of marketing func-
tions is, after marketing environment, the second research area with highest attention of
tourism marketing publications, especially in TM. Within this category, during the
1995–2003 period, research in management and planning, product and marketing strategy
have been the main topics published in the mentioned journal. Until 2003, less research
has been applied to the influence of new technologies in marketing, pricing and sales pro-
motion, among others. 

A recent study focused on papers published in selected hospitality and tourism journals
for the period of 2002–2003 reinforces the conclusion of the key role of understanding
consumer behaviour in tourism marketing research (Oh, Kim, & Shin, 2004). Although the
mentioned study is included in this book, we would like to highlight their main findings to
better understand the content of this book. Together with consumer behaviour, notable is
also the studies of marketing management, planning and/or strategy functions. Based on
the review studies, these authors underline that new technologies in tourism marketing are
emerging as viable research topics in the discipline. Findings show that studies of market-
ing theories, philosophies and research methods were under-researched across the journals
than topics related to marketing environment and functions. Taking into account previous
papers, which analyse the developments in tourism marketing research (Bigné, 2005; Oh
et al., 2004), the pattern of fundamental issues undertaken in tourism marketing can be
reflected in the contents of this book as it is explained below.

The papers presented in this book focused on issues both well-established in tourism
marketing research (i.e., consumer behaviour) as well as other growing topics in tourism
marketing literature (i.e., information technology in tourism, sustainable tourism market-
ing). In Akyaka, Turkey, during 20–22 May 2005, a successful International Tourism
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Marketing Conference (ITMC), first edition, focused on “Perspectives in Tourism
Marketing” was held. This new academic event was jointly co-ordinated by Mugla
University, Turkey and the Universitat de Valencia, Spain. The novelty of the ITMC rep-
resents an important contribution for the tourism marketing research arena, which will be
biennially organized. The aim of this ITMC represents an attempt to explore, analyse and
evaluate the state of the art in tourism marketing from an international perspective. As
such, the first edition of this conference brought together researchers, PhD candidates, pol-
icy makers and practitioners, providing a forum for the discussion and dissemination of
themes related to perspectives in marketing of travel and tourism. 

In the ITMC, 17 papers, selected on the basis of a reviews process by the scientific
committee, were presented spanning a broad four main themes in Tourism Marketing.
Based upon the discussion that took place in Akyaka and co-chairs’ comments, authors
revised their papers before submitting them for a strict review one further time prior to the
publication in this book. The structure of the book is based upon the inclusion of an intro-
duction and four main parts, namely IT marketing, destination competitiveness, image
measurement and consumer behaviour. There is a brief introduction for each part prior to
the discussion of specific chapters just to make the readers familiar with their content. 

● In recent years, tourism marketing has gone through strategic changes with the advances
in new technologies, the pursuit of a relationship approach with customers and suppli-
ers, as well as the importance of sustainability issues in marketing. Societal orientation
in tourism marketing considers the needs and wants of the tourists but does not ignore
the long-term economic, environmental, social and cultural interests of the local popu-
lation (Coltman, 1989). This part examines, in the first part, several applications of the
information technologies and changes shaping tourism marketing (i.e., IT in tourism
marketing and sustainable tourism marketing). 

● Because most tourism activities take place at destinations and they form a mainstay in
the tourism product, this topic has played an active role in the international tourism mar-
keting literature (Ashworth & Goodall, 1990; Heath & Wall, 1992; Pike, 2004). The
prominent place of destinations in the tourism system has attracted attention at the
ITMC. As such, the second part of this book explores in greater detail destination mar-
keting and competitiveness, with four interesting contributions (i.e., competition models
for tourism destinations, and crisis management). 

● The third part comprises a comprehensive analysis of market segmentation, with four
chapters stressing current applications of this relevant topic in tourism marketing. As a
result of increasing fragmentation of international mass markets into hundreds of micro-
markets, each with different needs and life styles, target marketing is increasingly tak-
ing the form of micromarketing (Kotler et al., 1996). The fundamental attention towards
segmentation can be justified, as it is a prerequisite for selective market operation. When
targeting marketing efforts to selected segments, “one can reduce the competitive pres-
sure that would prevail if all products and services were indiscriminately offered to the
same market” (Teare, Mazanec, Crawford-Welch, & Calver, 1994, p. 99).

● Finally, the fourth part, which concludes this book, demonstrates the special attention of
consumer behaviour in tourism marketing. Consumer behaviour is an eclectic field
involving dynamic interactions of affect, cognition, behaviour and the environment by



which human beings conduct the exchange aspect of their lives (Mattila, 2004). Earlier
studies have emphasized the indispensable concern of consumer behaviour in marketing
(Moutinho, 1987; Witt & Moutinho, 1989). A recent review of consumer behaviour
across tourism journals in the period 2002–2003 underlines that the topics seem to fall
in the general categories of destination choice/image, segmentation and decision-mak-
ing or choice (Mattila, 2004). In this book, segmentation has been dealt in a special sec-
tion due to the interest for tourism marketing research. Applied to different settings
(i.e., theme parks, destinations and travel agencies), the consumer behaviour section
analyses specific topics referring to cognitive and affective variables, taking into account
cultural issues. Particularly, the chapters of this part cover key related aspects of con-
sumer behaviour (i.e., motivations, emotions, loyalty, satisfaction and value). 

The book starts with the presentation of an introductory part on an overview of 223 mar-
keting-oriented articles published in tourism and hospitality journals within the period of
2002–2003. Oh, Kim and Shin, as the authors of this timely and well-deserved study,
attempt to identify contemporary marketing issues and practices which are emerging in the
industry whereas they are missing in the academic studies or not addressed at a greater
extent. The review includes summaries of research topics, industry applications and meth-
ods of study design and data analysis. Significant research trends are identified and dis-
cussed to raise issues for future research. Included are also the industry-specific current
trends and issues that dictate immediate research attention. The gaps between tourism and
hospitality marketing research and the industry’s research needs are addressed to encourage
additional research on neglected topics. As the authors already note, “… as a result, a num-
ber of marketing issues were found to be worth noting and to warrant systematic inquiries”. 

The findings of the research indicate that one-third of the reviewed articles focus pri-
marily on marketing management, planning and strategy functions. It is also apparent that
research on market segmentation, positioning and targeting gained a greater interest in the
journals than any other marketing topics. Nevertheless, such topics as advertising, personal
selling, empowerment and training did not get much attention. Topics dealing with mar-
keting theories, philosophies and research methods are also among the other issues which
need to be taken into consideration in the future studies of tourism and hospitality mar-
keting. In its conclusion, the authors confess that the tourism and hospitality marketing
research is still in its infancy to meet the practitioners’ demand with regard to the topical
diversity although one may see a growing number of studies carried out and published in
the academic journals.

From the academic point of view, such studies are missing to make a strong contribu-
tion to the development of theories in respect to the field of tourism and hospitality mar-
keting despite the fact that this field of discipline borrows theories heavily from those on
pure marketing or psychology. Theory development is also important as is drawing impli-
cations for the practice. Success in the former brings success in the latter. The authors fur-
ther suggest that future research needs to make a substantial contribution to the literature
as well as to the successful development of the industry for the sake of resources that we
invest in conducting a study. Therefore, the researchers could take a more questioning and
critical role on taking the marketing research to a further stage. An improvement in the the-
oretical background on practical papers would be a top priority of the tourism researchers
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of the future. The text concludes with further general suggestions for future tourism and
hospitality marketing research. 

We hope that you will enjoy reading this book and using it in developing the scope of
tourism marketing to make further progress. 

Metin Kozak and Luisa Andreu
The Co-Editors
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Chapter 1

Introduction: Tourism and Hospitality
Marketing Research — Update and
Suggestions1

Haemoon Oh, Byeong-Yong Kim and Jee Hye Shin

Introduction

This part aims to review recent significant developments in hospitality and tourism mar-
keting research and practices. To this end, we first reviewed 223 marketing-focused arti-
cles published in eight journals in 2002–2003, four of the journals being rather
“hospitality-oriented” (hereafter, “hospitality” journals) and the other four rather “tourism-
oriented” (“tourism” journals). The hospitality journals included Cornell Hotel and
Restaurant Administration Quarterly, International Journal of Hospitality Management,
Journal of Hospitality & Leisure Marketing, and Journal of Hospitality & Tourism
Research. The tourism journals were Annals of Tourism Research, Journal of Travel
Research, Journal of Travel & Tourism Marketing, and Tourism Management. While the
journals were selected rather subjectively according to the purpose of this study, they were
in line, if not the same, with the “major” journals reviewed by Bowen and Sparks (1998,
p. 125) for similar review purposes. Thus, this study could serve as an extended update on
Bowen and Sparks’ (1998) review that focused on nine topical areas of “hospitality” mar-
keting. The review results are presented by study subjects investigated and research meth-
ods employed and several significant research trends are identified for additional
discussions in later sections.

Second, the study attempts to identify contemporary marketing issues and practices that
were active or emerging in the hospitality and tourism industries but that have not yet been
systematically addressed in the reviewed journals. A variety of trade magazines and Websites
was scanned and reviewed the research issues and priorities put forward by relevant organi-
zations such as the American Hotel & Lodging Foundation, Hospitality Sales & Marketing

1This part was also published in the International Journal of Hospitality Management, 2004, 23(5), 425–447.
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Association, and Marketing Science Institute. This review effort emphasized sources from
non-profit organizations more than those from private marketing research companies, with a
particular attention given to generalized industry-wide issues. As a result, a number of mar-
keting issues were found to be worth noting and to warrant systematic inquiries.

Finally, the part summarizes and contrast academic research with industry marketing
trends to highlight the marketing issues to be tackled in upcoming hospitality and tourism
research. The significant trends appearing in the reviewed marketing studies also are criti-
cally considered to develop general suggestions for future research. Throughout this study,
the term “significant trend” is defined as a general tendency or inclination in both the con-
tent and frequency of hospitality/tourism marketing research that is likely to have a major
effect on or meaning for subsequent hospitality/tourism marketing research and practices.
The part concludes with a general call for domain-specific marketing theory development
and knowledge accumulation through growing hospitality and tourism research.

Literature Review

A total of 223 marketing articles (97 from the four hospitality and 126 from the four
tourism journals) were reviewed and classified into topical areas and the results appear in
Table 1.1.2 The scope of marketing is broad and still evolving (see Day & Montgomery,
1999; Kerin, 1996), which challenged the task of selecting marketing-focused articles
from all studies published in the eight journals. We relied on the classification scheme that
had been used by Journal of Marketing for its published studies and added relevant sub-
categories to several subject areas so as to improve clarity and applications. For example,
in Table 1.1, all the sub-categories of consumer/traveler behavior and management, plan-
ning, and strategy were newly added based on topical focus and relatedness. Similar to
Bowen and Sparks (1998), the sub-categories and articles were sorted according to the
deemed major focus of the category and article in case of possible cross-classifications. As
such, the category and article classification of this study is to be viewed rather flexibly.

Table 1.1 reveals that more than a third of the marketing articles (34.4%) were devoted to
studying consumer/traveler behavior, evidencing a vibrant growth of research on consumer
behavior in the discipline when compared to about 20% reported by Bowen and Sparks
(1998). Of these, studies examining satisfaction, complaint behaviors, and service failure-
recovery had the strongest representation, followed somewhat distantly by those investigat-
ing target product/service/destination perceptions and evaluations. These patterns were
consistent between the hospitality and tourism journals. Note that the category of percep-
tions/performance evaluations did not include studies of service quality and delivery, which
was classified into a marketing function category, as they were believed to focus on service
design and offerings rather than consumers’ behavioral processes. Both journal sets were
absent of the studies that treated marketing ethics and social responsibility as the main theme.
They further show some minor area-specific differences in the other topics examined.

2Owing to space limitation, a complete list of the 223 articles is not provided in this study, but it is available from
the authors upon request.


