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Key Aspects of Tourism
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on Island Destinations
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Leeds Metropolitan University, UK

ABSTRACT

The decision of destination’s selection is almost always accompanied by hotel selection. Hence, it is
essential for tourism stakeholders to understand the marketing means’ correlation toward destinations
and hotels. In addition the purchasing behavior of consumers in tourism and hospitality needs to be
examined in order to give the ability to optimize marketing strategies and promotional campaigns. The
purpose of this chapter is to examine and present the perspectives on the island’s destination and hospi-
tality marketing held by consumers visiting Crete. The study’s contribution is based on the clarification
of consumers’ purchase behavior and consumerism patters in tourism with reference to destination and
hotel selection. It also gives an understanding for the marketing’s influential importance for tourism
purchases. The research was undertaken with departed tourists from Crete. As the research findings
revealed, the perspectives of tourists concerning destination and hospitality marketing may vary signifi-
cantly toward gender, age, education, and income. The research findings also indicate that younger and
more educated consumers seem to have better knowledge and higher use of Information Technologies.
On the contrary, elder people and those who are less educated are dependant to traditional ways of
advertising. Furthermore, income plays a significant role dealing with additional services, better ac-
commodation, and — in general — higher quality of provided products, whilst pricing policy still remains
crucial for all tourists, no matter their financial revenues. The chapter also provides suggestions for
further destination and hospitality marketing development, and information for the importance of each
marketing mean used to lure tourists to visit the destination.
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INTRODUCTION

The nature of tourism industry requires a sig-
nificant degree of coordination and collaboration
among the variety of different players in destina-
tion marketing (Hall, 2000; Roberts & Simpson,
1999). Tourism organizations at different levels
can be involved in marketing a destination (Wang
& Fesenmaier, 2007). As aconsequence the major
marketing tasks are elaborated and handled by
the convention and visitors’ bureaus (CVBs) or
similar entities that are charged with developing
an image, which will position their destinations
in the marketplace as a viable destination for
meetings and visitors (Gartell, 1988; Richie &
Crouch, 2003). In parallel, marketing has assumed
an increasingly important role in the hospitality
industry. The entrance of corporate giants into
the hospitality market transformed it “from a
mom-and-pop industry, where individually owned
hotels were the norm, into an industry dominated
by chains” (Kotler et al., 1999, pp. 7 - 8). These
chains operate in a highly competitive environ-
ment were aggressive marketing skills are needed
to win consumers.

In addition, marketing has become a funda-
mental aspect for business profitability since it
is considered as an enterprising vision and an
essential factor for success. The importance of
marketing have dramatically increased in recent
decades, and all organizations business areas use
various forms of marketing to make their offer and
to meet financial or non-profit targets (Shimp,
2003). AsMihart (2012, pp. 976-977) suggests, the
process of studying consumers “helps firms and
organizations to improve their marketing strategies
by understanding issues such as the psychology
of how consumers think, feel, reason, and select
between different alternatives and how marketers
can adapt and improve their marketing campaigns
and marketing strategies to more effectively reach
the consumer”.

Marketing a tourism destination is challenging
because of the variety of stakeholders involved in

the production and development. The destination
experience is essentially comprised of regions,
resources and amalgams of tourism facilities and
services which often do not belong to individuals.
Instead they represent a collection of both pro-
fessional and personal interests of all the people
who live and work in the area (Buhalis, 2000, p.
98). On the contrary, the challenge on marketing
tourism and hospitality enterprises focuses on
the gain of company’s competitive advantage and
the exploitation of the most prosperous path for
enterprising profitability. Even if the purposes
differ, both destinations and hospitality enterprises
need each other for their self existence.

According Crouchetal. (2009) the birth of new
industries such as tourism and its new or continu-
ously reformed products creates a necessity for
understanding and predicting consumer choice
behavior, whilst it typically presents customers
with conceptually or practically radical products.
In tourism, it is difficult to predict demand for
products and services because due to its radical
and continuous change there is little information
of established past market demand, and there are
no effective existing analogues that can be used
to estimate future demand (Moreau et al., 2001;
Wood & Lynch, 2002). In addition, tourist con-
sumers may have the intention to satisfy several
needs by purchasing a product. One more factor
that complicates the task of predicting purchasing
behavior and has to be taken under consideration
is that tourists may purchase different products
to satisfy the same need or people with different
needs may want to consume the same product
(Tangeland et al., 2013). All the above create
the necessity for the examination of the tourist
purchasing behavior and the influence of market-
ing in tourism consumerism. At the end of the
day, as Abela (2006) suggests the connection of
marketing and consumerism is very strong to be
ignored, since the growth of current consumerism
is directly connected with the growth of modern
marketing.

245



18 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/consumer-preferences-and-key-aspects-of-

tourism-and-hospitality-marketing-on-island-destinations/105839

Related Content

Mood Pattern for Savory and Confectionary Food Item Among Gen-Y Women From Social
Identity Standpoint
Swarna Rajesh (2019). Optimizing Millennial Consumer Engagement With Mood Analysis (pp. 118-156).

www.irma-international.org/chapter/mood-pattern-for-savory-and-confectionary-food-item-among-gen-y-women-from-

social-identity-standpoint/208433

A Framework for Cultural Localization of Websites and for Improving Their Commercial
Utilization

Radim Cermakand Zdenek Smutny (2018). Global Observations of the Influence of Culture on Consumer
Buying Behavior (pp. 206-232).
www.irma-international.org/chapter/a-framework-for-cultural-localization-of-websites-and-for-improving-their-commercial-

utilization/186338

Living Room Instead of Hotel Room: The Underlying Motivation of Peer-to-Peer Booking in
Airbnb and Hotels

Artur Martea (2022). Optimizing Digital Solutions for Hyper-Personalization in Tourism and Hospitality (pp.
255-274).

www.irma-international.org/chapter/living-room-instead-of-hotel-room/296197

Marketing Information Process on Children

(2017). Analyzing Children's Consumption Behavior: Ethics, Methodologies, and Future Considerations
(pp. 207-217).

www.irma-international.org/chapter/marketing-information-process-on-children/164559

Perfume Consumption in India: An Exploratory Study

David James Bamberand Clay Alex Gransden (2019). Exploring the Dynamics of Consumerism in
Developing Nations (pp. 76-100).
www.irma-international.org/chapter/perfume-consumption-in-india/221534



http://www.igi-global.com/chapter/consumer-preferences-and-key-aspects-of-tourism-and-hospitality-marketing-on-island-destinations/105839
http://www.igi-global.com/chapter/consumer-preferences-and-key-aspects-of-tourism-and-hospitality-marketing-on-island-destinations/105839
http://www.irma-international.org/chapter/mood-pattern-for-savory-and-confectionary-food-item-among-gen-y-women-from-social-identity-standpoint/208433
http://www.irma-international.org/chapter/mood-pattern-for-savory-and-confectionary-food-item-among-gen-y-women-from-social-identity-standpoint/208433
http://www.irma-international.org/chapter/a-framework-for-cultural-localization-of-websites-and-for-improving-their-commercial-utilization/186338
http://www.irma-international.org/chapter/a-framework-for-cultural-localization-of-websites-and-for-improving-their-commercial-utilization/186338
http://www.irma-international.org/chapter/living-room-instead-of-hotel-room/296197
http://www.irma-international.org/chapter/marketing-information-process-on-children/164559
http://www.irma-international.org/chapter/perfume-consumption-in-india/221534

