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ABSTRACT

This article proposes a novel model to optimize e-marketing planning in tourism sector, based on the con-
vergence among interactive digital television, mobile networks and cloud computing systems. The proposed
research approach is exploited, towards efficiently facilitating marketers to accomplish optimum e-marketing
data analysis and design effective mobile marketing strategies, targeting potential users under a person-
alized advertising scheme. This model also enables marketers to predict future purchasing patterns and
efficiently understand customers’ behavior. Collected e-marketing data, revealing customers’ preferences,
is optimally displayed to marketers, using emerging user-friendly interfaces based on cutting edge web
technologies, towards providing an actual mean to automatically customize services for individual market
segments in tourism sector. The applicability and usefulness of the system were tested by interviewing a
sample of hotel marketing managers, and the findings provide useful practical implications.

1. INTRODUCTION

Travel and tourism sector is one of the most
progressive industries in adoption of Information
and Communication Technologies (i.e. ICTs),
providing an ideal context to investigate the influ-
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ence of sophisticated systems in marketing. Such
technologies provide new business opportunities
in establishing, enhancing and commercializing
customer relationships to optimally understand
and fulfill requests from clients (Buhalis, 2003).
ICTs lead to flexible, market-oriented businesses
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and success depends on quick response to rapidly
changing customer needs, delivering the appro-
priate products to the targeted market segments
(Soteriades, Aivalis & Varvaressos, 2004). More
specifically, advances in interactive digital tele-
vision (i.e. iDTV) and Web technologies play a
vital role, towards improving data collection and
efficiently analyzing customers’ personal pref-
erences. iDTV offers emerging communication
networks that are able to support the provision of
multimedia and Web based services. In addition,
Internet Protocol Multimedia Subsystem (i.e.
IMS) is an emerging ICT solution, which can be
incorporated inimminent mobile networks, as well
as in iDTV systems, towards supporting the ef-
ficientcollection of customers’ personal data (e.g.
personal profiles data). On the other hand, cloud
computing is anew Internet paradigm thatenables
efficient sharing of data to achieve coherence and
economies of scale, while many businesses have
adopted this technology, realizing its benefits.
One vital sector for such businesses that stand to
benefit from cloud computing is the marketing
process, particularly in terms of delivering and
storing mission-critical data (Cruz, 2013a).

In this respect and according to this introduc-
tory section, this paper proposes a novel e-mar-
keting model, elaborating on the convergence of
cloud computing systems, mobile networks and
iDTV systems, in order to enable for efficient data
processing and analysis in tourism sector. The
proposed model facilitates tourism businesses and
organizations to track customers’ preferences and
subsequently provides them superior added value
via customized services. As a result, marketers
will be able to base much more cost effective
marketing decisions on a detailed knowledge of
the behavior and preferences of their existing or
potential customers. Towards enabling for an ef-
ficient information analysis and processing, data
mining methods are proposed, such as predictive
visual analytics, in order to optimally predict future
purchasing patterns. This article fills the gap based
ontechnology convergence and an actual develop-

ment of mobile e-marketing services in tourism
sector with an exploratory analysis. The principle
istocreate and maintain personalized relationships
with each customer, enhancing mutual benefit of
both parties, through individualized, interactive
and added value marketing services. The underly-
ing belief is that such personal relationships lead
toimproved customer acquisition, satisfaction and
loyalty, allowing better returns and a more effec-
tive marketing target to be achieved. In fact, the
portfolio of mobile marketing services based on
the proposed model, efficiently addresses various
cross-functional processes, such as campaign man-
agement, customer contact and lead management,
offer creation and delivery, contract management,
customer complaint and retention management,
as well as after sales services. In this framework,
section 2 presents a literature review, providing
related background information, while section 3
elaborates on the proposed cloud computing model
that is exploited to optimize e-marketing process
in tourism sector. Next, the methodology and the
results section follow. Finally, section 6 concludes
this paper, by discussing the implications and
highlighting the benefits of the proposed research.

2. LITERATURE REVIEW

2.1. Relationship
Marketing in Tourism

Quick variations on a very competitive environ-
ment make businesses, based on new technolo-
gies to primarily reconsider the way of selling
services or products (Ozgener & Iraz, 2006).
They have to implement innovative approaches
and use adequate tools to improve their marketing
activities, effectiveness and efficiency (Soteriades,
2012). Marketing is called to capitalize on the
emerging new tools and to enhance the relation-
ship between companies and consumers towards
adding value, improving service and ultimately
contributing to the profitability of businesses

941



14 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/a-cloud-computing-model-for-efficient-marketing-

planning-in-tourism/122987

Related Content

What 21st Century Students Want: Factors that Influence Student Selection of Educational
Leadership Graduate Programs

Lesley F. Leach, Pam Winn, Susan Erwinand Liza P. Benedict (2015). International Journal of Technology
and Educational Marketing (pp. 15-28).
www.irma-international.org/article/what-21st-century-students-want/129771

Luxury Product Decision-Making Strategy: Leveraging Social Media to Create the Emotional
Component of the Strategy

Gordon Bowenand Deidre Bowen (2018). Digital Marketing Strategies for Fashion and Luxury Brands (pp.
289-308).

www.irma-international.org/chapter/luxury-product-decision-making-strategy/191083

Regulatory and Marketing Challenges Between and U.S. and EU for Online Markets
Heiko D. Wijnholdsand Michael W. Little (2005). Advances in Electronic Marketing (pp. 229-246).

www.irma-international.org/chapter/regulatory-marketing-challenges-between-online/4784

Online Advertising Intermediary: How Online Advertising Works?

Payam Hanafizadeh, Mehdi Behboudiand Hamideh Mokhtari Hasanabad (2014). International Journal of
Online Marketing (pp. 29-38).

www.irma-international.org/article/online-advertising-intermediary/110173

Ethical Consumption in the Age of Generational Values: Navigating the Expectations of Gen Z
and Millennials

Md Mehedi Hasan Emon, Most. Sharmin Ara Chowdhury, Sharmin Jahan, Zerin Tasnimand Abu Bakar
Abdul Hamid (2026). Ethical Marketing for Shifting Consumer Behaviors and Values (pp. 235-266).

www.irma-international.org/chapter/ethical-consumption-in-the-age-of-generational-values/402614



http://www.igi-global.com/chapter/a-cloud-computing-model-for-efficient-marketing-planning-in-tourism/122987
http://www.igi-global.com/chapter/a-cloud-computing-model-for-efficient-marketing-planning-in-tourism/122987
http://www.irma-international.org/article/what-21st-century-students-want/129771
http://www.irma-international.org/chapter/luxury-product-decision-making-strategy/191083
http://www.irma-international.org/chapter/regulatory-marketing-challenges-between-online/4784
http://www.irma-international.org/article/online-advertising-intermediary/110173
http://www.irma-international.org/chapter/ethical-consumption-in-the-age-of-generational-values/402614

