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ABSTRACT: Tourism Promotion and marketing strategies serve as the fundamental 

groundwork of marketing plans designed to fill market needs and reach tourism marketing 

objectives which have measurable results. It is possible to write a tactical marketing and 

promotional plan without a sound and well-considered marketing strategy, but without a sound 

marketing strategy a marketing plan has no foundation. A marketing strategy often integrates an 

organization's marketing goals, policies, and action sequences (tactics) into a cohesive whole. 

Marketing strategies are dynamic and interactive. They are partially planned and partially 

unplanned. The particular combination of the tourism marketing mix used by any organisation 

needs to offer it a competitive edge or differential advantage in the target market segment. This 

means that the marketer is creating something unique that the potential customer will recognise 

and value, and something that is distinguishable from competition. The edge or advantage may 

be created mainly through one element of the mix, or through a combination of them. 
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1.  Introduction 

Tourism, in turn, is an adjective that means something belonging or linked to tourism. This is 

concept refers to all the activities that people develop during their travel and stay in places 

outside their usual environment for a consecutive period of time not exceeding one year. 

The idea of tourism promotion refers to the dissemination of a place as a destination for tourists. 

It is important to note that the arrival of visitors in a city or a country generates revenues for the 

place, where the importance of the promotion and marketing of tourism.  

One can speak of tourist promotion campaign when it comes to highlight activities and 

businesses that are developed in order that potential travellers know the attractions of a 

destination and decide to plan a visit. These campaigns seek to disclose major natural, historical, 

cultural and other destination.  

1.1 Study Background  

The most important and central aspect of any marketing processes, activities or theories is to 

identify the different customer needs and satisfy his wants and needs (Bhatia, A. K. 2008). So it 

is the tourism marketing which applies much more sophisticated promotional techniques and 

strategies to know what the tourist want and how can satisfy his needs by means of the services 

rendered with planning, preparing, and experiencing his travel or packages.    

Since the nature and types of products offered by tour operators are different, the tourism 

products and services marketing are significantly different from the marketing of tangible 

products. In the tourism industry the marketing strategies that are effective and profitable for 

mass tour operators, may be substantially different than the strategies adopted by tour vendors or 

specialists. Therefore, it has become imperative for a tour operator to analyse logically what has 

been beneficial or productive for him in comparison to the other tour companies having the same 

tourism products, packages or destinations. It seems sensible to develop and adopt a well 

structured and systematic marketing plan for marketing of tourism products, packages and 

services. 

1.2. Research Problem 

For Effective tourism promotion and marketing of tourism services and products, it is essential 

that different segments of products are managed in tune with the changing habits and desires of 
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users. This may be helpful in offering and marketing a package holiday product or package tour. 

The marketing of tourism products and services is the major contributing factor to the growth of 

tourism industry. Therefore, a good knowledge about tourism products and services will be 

helpful to formulate most suited strategies for marketing the same. The present study is the 

analysis of the marketing strategies of Tourism products and services with special reference to 

the 7 Ps of the tourism marketing mix perspective  

1.3. Objectives of the Study 

1. To analyse the role of Tourism service marketing mix in formulating tourism promotion 

techniques and  marketing strategies for tourism products and services 

2. To identify applications and uses  of 7Ps perspective in determining marketing and 

promotional strategies for tourism products and services 

1.4. Study Design and Methodology 

This is a descriptive study in qualitative nature. The data and literature required for the study are 

collected mainly from secondary sources consists of magazines, journals, survey reports, 

brochures, booklets, books, published as well as unpublished research works, and tourism related 

literature published by various organisations. 

2. Tourism Promotion and Marketing strategy 

Promotional and Marketing strategy is a process that can allow an organization to concentrate its 

limited resources for the greatest opportunities available to increase sales and achieve a 

sustainable competitive advantage (Kotler, P. et al. 2004). A marketing strategy should be 

centred on the key concept that customer satisfaction is the main goal of marketing. A marketing 

strategy can serve as the foundation of a marketing plan which contains a set of specific actions 

required to successfully implement a marketing strategy (Fazili, A. I. 2006).  

A strategy consists of a well thought out series of tactics to make a marketing plan more 

effective. Marketing strategies serve as the fundamental underpinning of marketing plans 

designed to fill market needs and reach marketing objectives which have measurable results. It is 

possible to write a tactical marketing plan without a sound and well-considered marketing 

strategy, but without a sound marketing strategy a marketing plan has no foundation (Kotler, P. 

et al. 2004). A marketing strategy often integrates an organization's marketing goals, policies, 
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and action sequences (tactics) into a cohesive whole. Marketing strategies are dynamic and 

interactive. They are partially planned and partially unplanned.  

The most important objective of any tourist enterprise is to achieve maximum return to 

stakeholders. This will depend on a properly conceived marketing plan and strategy. In tourism 

marketing planning process it has been vividly described. Through the market segmentation 

process appropriate targets are identified and analysed. The marketing strategies attempt to 

penetrate and persuade the target markets through the marketing mix element namely promotion 

(Fyall, A., & Brain, G. 2006). Similarly the buying decisions of customers will be greatly 

influenced by certain elements of marketing mix which include product, price, place and 

promotion (Kotler, P. 2004).  

2.1. Tourism Marketing Mix 

Marketing strategies consists of a mixture of ingredients that has been called the marketing mix. 

Marketing strategies for tourism products can be formulated by analysing the elements in the 

marketing mix, which includes product, price, place and promotion. But various researchers 

commented that this 4 Ps concept of marketing mix developed by McCarthy in 1978 is 

insufficient for tourism marketing. As a result in 1981 Boomi and Bitner adopted a 7 Ps concept 

for marketing tourism. They added three more variables namely physical evidence, people and 

process. The particular combination of the tourism marketing mix used by any organisation 

needs to offer it a competitive edge or differential advantage in the target market segment. This 

means that the marketer is creating something unique that the potential customer will recognise 

and value, and something that is distinguishable from competition (McDonald, M., & Payne, A. 

1996). The edge or advantage may be created mainly through one element of the mix, or through 

a combination of them.  

3.  Service Marketing Mix Perspective Analysis with respect to Tourism 

3.1. Product Perspective 

In marketing or consumer centric-perspective, the product is an amalgam of benefits, utilities, 

and satisfaction. This is particularly sensitive in the tourism marketing context; where the 

consumer is buying into seem-less experience in which no boundaries are obvious to them 

between their accommodation, transportation and overall holiday experience. Hence, the 
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formulation of a sound product strategy is, of course, a challenging task before the tourist 

organisations. The product strategy involves quite a range of things that have a bearing effect on 

the buying decisions of the tourist, which includes products range, product mix, quality of 

product, product level, brand name, new product design and development and launching of the 

new product (Fazili, A. I. 2006). 

3.2. Price Perspective 

As far as the tourism products are concerned, the pricing decision strategy becoming more 

critical due to the increasing complexity of tourist markets and the high degree of product 

intangibility often reduces the number of alternatives basis for comparison by customers. The 

pricing of tourism products also have to take into account the complexity created by seasonality 

of demand and the inherent perishability of the product (Fazili, A. I. 2006). Therefore, when it 

comes to determining the pricing strategy to be adopted, a number of options exist. The key 

approaches to pricing in the tourism industry are: Cost-plus pricing, Marginal pricing, demand 

based (differential) pricing, Price skimming, Penetration pricing, Product line (port-folio) 

pricing, Business to business (supplier) pricing 

3.3. Place (Distribution) Perspective 

In the tourism context the place or distribution element of marketing mix means the routes of 

exchange through which a tourist accesses, books, confirms, and pays for a product or package. 

The two most common form of intermediary in the tourism industry are the tour operator and the 

travel agent. The tour operators bring together the essential components of a holiday and make 

those holiday products available through various out lets of distribution like traditional retail 

travel agents. In determining the most suitable strategy with respect to distribution, certain 

factors need to be considered. These include (Fyall, A., & Brain, G. 2006): 

a. The nature and particular characteristics of the market. 

b. The commitment of resources necessary to implement the strategy. 

c. The nature and intensity of competitor activity. 

d. The balance to be achieved between cost and control 

e. The overall portfolio of distribution channels used by the organisation with regard to 

number, type, cost and potential (Wahab, S. et al. (1976). 
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In tourism marketing, the two main strategic choices exist. The former is to adopt an intensive, 

selective or exclusive distribution strategy regarding outlet types and numbers, while the latter is 

to adopt a push or pull strategy which is fundamental to all tourism related organisations. A push 

strategy focuses on distribution outlets, urging them to sell to the tourist, while a pull strategy is 

directed at generating tourism demand and then sucked through the appropriate distribution 

outlets (Fazili, A. I. 2006). 

3.4. Promotion Perspective 

Among the elements of the marketing mix, it is the role played by promotion that has been 

instrumental to the growth of modern mass tourism. As with all elements of the marketing mix, 

however, integration with these elements is imperative for success. The same will be in the case 

of marketing communications, which represents the promotional elements of the marketing mix 

(Fazili, A. I. 2006).  . Therefore, when it comes to selecting the most appropriate strategy or 

techniques to convey the desired massage and induce a response from target markets, a variety of 

choices are at the disposal of tourism marketers, which include: Advertising, Personal selling, 

Public relations, Sales promotions, Direct marketing, Database marketing 

3.5. People Perspective  

The people element of marketing mix is significant because it contributes most to the variability 

of the tourism products from a service encounter context. This applies to interaction and 

relationships between tourists, employees of tourism organisations, and the host community at 

destination level. The interactions and relationships between these three key people group will 

impact significantly on the level of product satisfaction experienced by the visitor (Fazili, A. I. 

2006).  . So the marketing mix needs a through behavioural analysis with impetus on training, 

commitments, discretion and appearance of these three groups of people. 

3.6. Process Perspective 

In addition to people, the process element is frequently instrumental in the final delivery of the 

service encounter. Other essential components of the value chain such as booking system, 

payment system, queue management and visitor-flow techniques and the area of interpretation 

are examples for the process component of marketing mix in tourism context. In most instances 

of the tourism marketing the process element of the marketing mix is involved (Fazili, A. I. 
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2006).  . Instrumental to the effective delivery of the tourism product encounter, marketers 

required to make strategies to identify these incidents critical in engendering a positive 

experience outcome for tourists. 

3.7. Physical Evidence Perspective 

The final element of the extended marketing mix advocated by Boom and Binter is represented 

by physical evidence. In many aspects of tourism, the physical environment is a core component 

of the tourism product. Due to the intangible nature of tourism products, the physical evidence 

aspect of the marketing mix is more important to influence purchasing. The physical evidence is 

significant because of the under lying principle of simultaneous provision and consumption 

(Fazili, A. I. 2006).  

4. Conclusion  

The central aspect of a tourism marketing plan is the organisational objectives. Since, a tourism 

marketing plan provides a clear understanding of what the tour operator wants to achieve through 

marketing efforts, it is important as the tourism company is concerned to have a clear 

understating about its products, services and markets before developing a marketing plan.  

The tourism marketing plan is normally a short term plan which guides the tour operator for a 

particular period of time, usually one to three years. It provides a clear direction of the tourism 

marketing operations based upon a systematic approach to planning and action. It also 

coordinates the resources of the tour company to achieve the set targets. Recognising the 

importance of tourism marketing, tour operator develops the required mechanism to build 

effective tourism marketing strategies. It clear that how the marketing planning process will 

function and ensure that marketing activities match the resources, time requirements and 

objectives of the tour company.  

In the tourism marketing planning process, perhaps the most complicated problem is connected 

with the formulation of marketing strategies. Because the working effect of an appropriate 

strategy may directly related to the nature and type of the tourism products and services, such as 

which strategy is most beneficent for inbound tours or outbound tours or incentive tours. This is 

based on the ability of the product to provide a substantial return on investment. After identifying 
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the marketing strategies, tour operator develops annual media plan, advertising plan, sales plan, 

direct mail plan, telemarketing plan etc.  

References 

1. Fyall, A., & Brain, G. (2006). Tourism marketing: A collaborative approach. Viva Books 

2. Wahab, S. et al. (1976) Tourism marketing-  Tourism International Press 

3. Kamra, K, K., & Chand, M. (2002). Basics of tourism. New Delhi: Kanishka. 

4. Bhatia, A. K. (2008). International tourism management. New Delhi:  Sterling. 

5. Theodore, L. (1962). Innovations in marketing. New York: McGrew Hill. 

6. Weaver, D., & Laura, L. (2006). Tourism management (3rd ed.) Wiley Australia. 

7. Xavier, M. J. (1999). Strategic marketing – A guide for developing sustainable competitive 

advantage. New Delhi: Response Books. 

8. Middleton, V. T. C. (2001). Marketing in travel and tourism (3rd ed.). Oxford: Butterworth-

Heinemann. 

9. Kotler, P. et al. (2004). Marketing for hospitality and tourism. Singapore: Pearson 

Education. 

10. McDonald, M., & Payne, A. (1996). Marketing planning for services. Oxford: Butterworth- 

Heinemann.  

11. Fazili, A. I. (2006).  A study of marketing strategy of potential tourism products in Jammu 

and Kashmir. Unpublished Doctorial Thesis, Aligarh Muslim University, Aligarh. 

 

IJRDO-Journal of Business Management                        ISSN: 2455-6661

Volume-3 | Issue-11 | November,2017 | Paper-8 117          




