
(G) Goodfellow Publishers Ltd

Tourism Marketing for 
Small Businesses

Steven Pike



Published by Goodfellow Publishers Limited,   
26 Home Close, Wolvercote, Oxford OX2 8PS 
http://www.goodfellowpublishers.com

British Library Cataloguing in Publication Data: a catalogue record for this 
title is available from the British Library.
Library of Congress Catalog Card Number: on file.
ISBN: 978-1-911396-36-9
Copyright © Steven Pike, 2018
All rights reserved. The text of this publication, or any part thereof, may not 
be reproduced or transmitted in any form or by any means, electronic or 
mechanical, including photocopying, recording, storage in an information 
retrieval system, or otherwise, without prior permission of the publisher or 
under licence from the Copyright Licensing Agency Limited. Further details 
of such licences (for reprographic reproduction) may be obtained from the 
Copyright Licensing Agency Limited, of Saffron House, 6–10 Kirby Street, 
London EC1N 8TS. 

All trademarks used herein are the property of their repective owners, The 
use of trademarks or brand names in this text does not imply any affiliation 
with or endorsement of this book by such owners. 

 Design and typesetting by P.K. McBride, www.macbride.org.uk 

Cover design by Cylinder

(G)



Contents

Contents

1 Introduction 1
A bridge between theory and practice 2
Tourism and the visitor industry 4
The challenge of differentiating tourism services 9
Small business 10
Marketing orientation 12

 2 Destination Marketing Organisations 17
Destination competitiveness 18
Destination marketing organisations 23

3 Tourism Consumer Behaviour 35
Introduction  36
External influences on consumer behaviour 38
Internal influences on consumer-traveller behaviour 39
Needs and wants recognition 45
Purchase decision making 46
Travel/on-site experiences 48
Post trip reflections 49

4 Tourism Marketing Planning  53
Introduction  54
Situation analysis (Where are we now?) 55
Developing objectives (Where do we want to go?) 67
Tactics (How do we get there?) 69

5 Tourism Marketing Research 71
Introduction  72
Marketing decision problem 73
Formulating the marketing research question 74
Research design and data collection 75
Qualitative research methods 78



Tourism Marketing for Small Businessesiv

Quantitative research methods 82
Interpreting and presenting the findings 86
Limitations of marketing research 86

6 Designing Tourism Services and Experiences 89
Service-dominant logic 90
The experience economy 93
Disruption  95
Creative thinking is harder than critical thinking 96
Innovative experience failures 99
Designing memorable experiences 100

7 Tourism Branding 105
Differentiation 106
Branding as a co-creative process 109
The brand positioning process 113
Branding consistency over time 118
The brand name 118

8 Pricing Tourism Services 121
Value  122
Pricing  123
Pricing objectives and options 125

9  Promoting Tourism Services to Consumers  135
The role of promotion 136
Setting the promotion budget 136
The marketing communication process 138
Advertising  140

10 Digital and Social Media in Tourism  157
The digital media era 158
The rise in influence of social media in tourism 159
How travellers use digital and social media  160
Opportunities to use digital and social media  162

11  Tourism Public Relations and Publicity 173
Public relations (PR) 174
Media publicity 176
The story angle 177



Contents v

Media releases  180
The DMO’s visiting media programme 183
Negative publicity 186

12 Customer Relationship Management in Tourism 189
Customer loyalty 190
Loyalty rewards programmes 192
Repeat visitation to destinations 199
Stimulating word-of-mouth referrals 200

13 Tourism Distribution 207
Distribution of tourism services 208
Commission  208
The power of travel trade intermediaries 211
The range of travel trade intermediaries 213
Promoting to travel intermediaries 217

14 Tourism Marketing Performance Measurement 221
Marketing performance indicators 222
Longer term residual value of promotions 225
Benchmarking current performance  226
Evaluating advertising 226
Evaluating public relations and publicity 227
Evaluating digital and social media  228
Monitoring visitor satisfaction 231
Measuring branding performance 232

 Index 239



Tourism Marketing for Small Businessesvi vi

Acknowledgements

With thanks to my ‘inspirators’ …
�� my amazing children Jesse and Alexandra … arohanui (big love)…lel
�� my father, Don (7/12/27 – 2/12/17)
�� my travel gurus Le Cobbler and Fran…anni, amanti e bicchierie di vono non 

sono da contare
�� my surreal collaborator Faye…next welcome, what to do?
�� my gym buddies for the fun banter: Nerida, Angelique, Jo, Sean, Leesa, DJ Soji, 

Denise 
�� destinations…this book was written between November 2016 and December 

2017 at a number of destinations…in order of visitation…Brisbane, Mackay, 
Madrid, Algarve, Dubai, Burleigh Heads, Paris, Southampton, Bath, 
Amsterdam, Sydney’s Manly Beach, Rotorua, Auckland, London, Brighton.    
�� my charming editor Sally North


	_GoBack
		1	Introduction
	A bridge between theory and practice
	Tourism and the visitor industry
	The challenge of differentiating tourism services
	Small business
	Marketing orientation

		 2	Destination Marketing Organisations
	Destination competitiveness
	Destination marketing organisations

		3	Tourism Consumer Behaviour
	Introduction
	External influences on consumer behaviour
	Internal influences on consumer-traveller behaviour
	Needs and wants recognition
	Purchase decision making
	Travel/on-site experiences
	Post trip reflections

		4	Tourism Marketing Planning 
	Introduction
	Situation analysis (Where are we now?)
	Developing objectives (Where do we want to go?)
	Tactics (How do we get there?)

		5	Tourism Marketing Research
	Introduction
	Marketing decision problem
	Formulating the marketing research question
	Research design and data collection
	Qualitative research methods
	Quantitative research methods
	Interpreting and presenting the findings
	Limitations of marketing research

		6	Designing Tourism Services and Experiences
	Service-dominant logic
	The experience economy
	Disruption
	Creative thinking is harder than critical thinking
	Innovative experience failures
	Designing memorable experiences

		7	Tourism Branding
	Differentiation
	Branding as a co-creative process
	The brand positioning process
	Branding consistency over time
	The brand name

		8	Pricing Tourism Services
	Value
	Pricing
	Pricing objectives and options

		9 	Promoting Tourism Services to Consumers 
	The role of promotion
	Setting the promotion budget
	The marketing communication process
	Advertising

		10	Digital and Social Media in Tourism 
	The digital media era
	The rise in influence of social media in tourism
	How travellers use digital and social media 
	Opportunities to use digital and social media 

		11 	Tourism Public Relations and Publicity
	Public relations (PR)
	Media publicity
	The story angle
	Media releases 
	The DMO’s visiting media programme
	Negative publicity

		12	Customer Relationship Management in Tourism
	Customer loyalty
	Loyalty rewards programmes
	Repeat visitation to destinations
	Stimulating word-of-mouth referrals

		13	Tourism Distribution
	Distribution of tourism services
	Commission
	The power of travel trade intermediaries
	The range of travel trade intermediaries
	Promoting to travel intermediaries

		14	Tourism Marketing Performance Measurement
	Marketing performance indicators
	Longer term residual value of promotions
	Benchmarking current performance 
	Evaluating advertising
	Evaluating public relations and publicity
	Evaluating digital and social media 
	Monitoring visitor satisfaction
	Measuring branding performance

		I	Index

