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Preface

Many emerging economies are turning to tourism as the new economic
generator and are not sparing efforts at developing their tourism poten-
tials. This has heightened competition among tourist destinations.
However, emerging economies also have to compete with the well-
established destinations in North America, Australia, and Europe. The
ability of emerging economies to compete favourably on the interna-
tional tourism market is constrained by a number of crises including ter-
rorism, political unrest, natural disasters, pandemics, and accidents,
which tend to affect the image and attractiveness of such destinations. In
addition, emerging economies suffer from institutional and structural
deficiencies as well as marketing challenges occasioned by the emergence
of new tourist destinations, disintermediation in the distribution system,
inadequate ICT infrastructure, changes in consumer behaviour, and frag-
mentation of the tourism industry. Addressing these challenges calls for a
well-coordinated management and marketing strategy.

The tourist destination is evolving, and new developments have impli-
cations for destination marketing in emerging economies. The debilitat-
ing effects of COVID-19 call for a new approach to destination marketing
in emerging economies. Also, advances in ICT have given rise to new
concepts such as digital marketing, collaborative marketing, social media
marketing and green marketing, e-tourism, and virtual tourism
(v-tourism), which has led to the emergence of the concept of smart
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Vi Preface

destinations. The Internet offers destination marketing organizations
(DMOs) a more cost-efficient option for reaching out to a global audi-
ence through social media and other digital platforms. Thus there is the
need for a book that synthesizes and addresses all the issues confronting
emerging economies in their destination marketing efforts. However,
most of the texts on tourism destination marketing and management
reflect destinations in more advanced countries. The body of knowledge
on destination marketing in the context of emerging economies is patchy
and scattered. This book seeks to bring all the destination marketing
issues and concepts relating to emerging destinations together in a single
book. Readers will understand all the nuances and contemporary issues
and developments in the field of destination marketing as applied to
emerging economies.

It is important to acknowledge the fact that emerging tourist destina-
tions have unique characteristics and peculiar challenges which have
implications for destination marketing. This book highlights the destina-
tion marketing challenges, best practices, and strategies relevant to emerg-
ing economies.

Cape Coast, Ghana Ishmael Mensah
Selangor, Malaysia Kandappan Balasubramanian
Selangor, Malaysia Mohd Raziff Jamaluddin
Manila, Philippines Gina Alcoriza
Bandung, Indonesia Vanessa Gaffar

Selangor, Malaysia S. Mostafa Rasoolimanesh
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Nature and Scope of Destination
Marketing in Emerging Economies

Ishmael Mensah, Mohd Raziff Jamaluddin,
Vanessa Gaffar, Gina Alcoriza,
Kandappan Balasubramanian,
and S. Mostafa Rasoolimanesh

Introduction

Emerging economies, which are also known as emerging markets, are
low- or middle-income economies with high economic growth potential.
However, they are usually less stable and imperfect with regard to the
efficiency and impartiality of their markets due to lapses in their
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institutional frameworks, which are commonly known as institutional
voids (Meyer et al. 2016). They are countries that are transitioning from
the developing phase to the developed phase. These economies have lots
of potentials and have become increasingly important in the global econ-
omy in recent years. Emerging economies have also become very impor-
tant as tourist destinations. Tourism growth over recent years has largely
been driven by emerging economies (Kester & Croce, 2011). Emerging
tourist destinations are becoming particularly attractive to tourists from
the key generating markets in North America and Europe because they
have comparative advantages in cultural, ecological and other alternative
tourism products. In spite of this, emerging economies are far from
achieving their full potentials, as they are confronted with many chal-
lenges, which hinder effective destination marketing. Because emerging
destinations have to compete with the well-established tourist destina-
tions and battle with the adverse impacts of crises such as the COVID-19
pandemic, emerging destinations have to adopt more innovative and
strategic approaches to destination marketing.

For emerging destinations to achieve their full potentials, they must
strive to be competitive in the global tourism market. This requires desti-
nation marketing organisations (DMOs) in emerging economies to
develop and execute a well-thought-out marketing strategy. This intro-
ductory chapter tackles the foundational issues of emerging economies,
emerging tourist destinations and destination marketing. The chapter
focuses on issues such as the definition of concepts of destination market-
ing, tourist destination and emerging economies; the geographical scope
of emerging economies; as well as features of emerging tourist destina-
tions, destination marketing challenges of emerging tourist destinations,

G. Alcoriza
University of Santo Tomas—Legazpi, Manila, Philippines
e-mail: gina.alcoriza@ust-legazpi.edu.ph

K. Balasubramanian ¢ S. M. Rasoolimanesh
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destination mix and destination marketing organisations in emerging
economies. The chapter also sets the tone for the rest of the chapters,
examining the implications of the issues discussed for destination mar-
keting in emerging economies.

The Tourist Destination

The concept of tourist destination became popular in the post—World
War II period when most countries started opening their borders for
people and trade. The tourist destination has been defined as a system.
According to Tinsley and Lynch (2001, p. 372), it is a “system containing
several components such as attractions, accommodation, transport, and
other services and infrastructure”. Others have defined the tourist desti-
nation as a geographical area (Beirman, 2020; Buhalis, 2000). Buhalis
(2000) describes a destination as a geographical region serving integrated
services to tourists and composed of a combination of the tourism prod-
ucts or the places with distinct natural attractiveness and properties that
may be appealing to the tourists. Thus, a tourist destination is a geo-
graphical space in which several tourism resources exist. These include
attractions, infrastructure, equipment, service providers, other support
sectors and administrative organisations whose integrated and coordi-
nated activities provide tourists with the experience they expect from the
destination (Fyall et al., 2019). The geographical elements of Leiper’s
(1995) tourism system model (Fig. 1.1) can be used to explain the scope
of the tourist destination. The geographical elements include (a) the
traveller-generating region, (b) the tourist destination region and (c)
transit route region.

The traveller-generating region (or home region) refers to the place
where the tourists come from. It is the generating market that stimulates
and motivates travel. The transit route region includes both the short
period of travel from the tourists’ home region to the destination and
other places on the way that the tourists may stop to visit. The tourist
destination region is one of the most important elements in the whole
tourism system. It is composed of suppliers who cater for the needs of the
tourists, physical resources which are crucial for attracting tourists, the
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Departing Tourists

Tourist
Destination
Region

Traveller
Generating
Region

Transit Route

Returning| Tourists

Attractions

Access
Accommodation
Amenities
Activities
Available packages

Travel Intermediaries
Marketing Activities

Transport and
Communication
Channels

Environments: Physical, technological, social, cultural,
economic and political

Fig. 1.1 The tourism system. (Source: Adapted from Leiper (1995))

management of the destination and the provision of quality service,
which is vital for improving the images of destinations and motivating
tourists to visit. The tourist destination functions as a “pull” factor and
provides the space and resources for tourism activities at the destination.
It provides tourists with a variety of attractions, activities and memorable
travel experiences.

Elliott (1987) argued that the destination is multifaceted, including
service, size, location, ownership, market and, most importantly, the
actor-network relationship. Offering this multifaceted set of products
and services is, therefore, a prerequisite for creating attractive destinations
(Cracolici & Nijkamp, 2008). Ritchie and Zins (1978) identified eight
dimensions of destination attractiveness, namely nature and beauty; cul-
ture and social characteristics; sport, recreation and education facilities;
shopping and commercial facilities; infrastructure; the cost of living; atti-
tudes towards tourists; and accessibility of the destination. Other factors
that have been found to contribute towards the attractiveness of a desti-
nation include attractions and activities (Ritchie & Crouch, 2003), acces-
sibility of a destination (Kim, 1998), the host community (Kim et al.,
2012) and entertainment (Pullman & Gross, 2004).
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However, for most emerging economies, their natural resource endow-
ments have served as the main sources of attraction to tourists. Tang and
Rochananond (1990) examined the attractiveness of Thailand as a tourist
destination and found that natural beauty and climate, culture and social
characteristics, cost of living and attitudes towards tourists were the more
favourable attributes. Dickman (1997) coined the abbreviation 5As to
describe the destination mix, namely attractions, access, accommodation,
amenities and activities. However, a sixth element—available packages—
has been added to the mix to make it 6As (Buhalis, 2000). Attractions are
the locations, people, activities and things that draw visitors to a destina-
tion. Attractions could be in the form of natural and cultural landmarks,
historical sites, monuments, zoos and game reserves, aquaria, museums
and art galleries, gardens, architectural buildings, theme parks, sports
facilities, festivals and activities, animals and people (Benckendorft,
2014). Access is the transport infrastructure and technology that enable
people to reach their destination. Accommodation includes all forms of
lodging or place of stay that caters for the needs of tourists regularly and
at any time (Silaban et al., 2019). These include hostels, hotels, inns,
boarding houses, rest houses and lodging houses. Amenities are the sup-
port facilities or infrastructure that can fulfil the needs and desires of
tourists (Dewi et al., 2017). Singh et al. (2015) noted that there are four
types of amenities, namely tourist infrastructure (accommodation facili-
ties, facilities for arrivals servicing, tourist information and trails), para-
tourist infrastructure (transportation facilities—roads and transport
points), local facilities (communal and public transport, trade and service
facilities) and gastronomy and accompanying facilities (sport, leisure,
entertainment). Activities can be described as tourism products that can
build a portfolio or image for the country (Sharafuddin, 2015). Available
packages refer to the availability of services bundled by intermediaries that
promote the tourist destination. The United Nations World Tourism
Organization (UNWTO, 2007) has indicated that the tourist destina-
tion is shaped by attractions, public and private amenities, accessibility,
human resource, image and character, and price. The tourist destination
concept has evolved tremendously since the 1990s with concepts like
destination management, destination competitiveness, destination image
and destination marketing.
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Destination Marketing

There is now a recognition that what tourist destinations offer is not just
a combination of various goods and services in a geographical unit, but
rather the experience of visiting a specific destination (Fyall et al., 2019).
Destination marketing is a type of marketing that seeks to promote a
destination (town, city, region, country) with the view to increase the
number of visitors (Lomanenko, 2018). Destination marketing can be
defined as a proactive, visitor-centred approach to the economic and cul-
tural development of a destination that balances and integrates the inter-
ests of visitors, service providers and the community (Wang, 2011). It is
also defined as a management process through which the national tourist
organisations and/or tourism enterprises identify their selected actual and
potential tourists; communicate with them to ascertain and influence
their wishes, needs, motivations, likes and dislikes, at the local, regional,
national and international levels; and develop and adapt their tourist
products with the view to achieving optimal tourist satisfaction, thereby
fulfilling their objectives (3G Learning, 2015). It is about engaging with
key players to drive awareness of the destination, thereby driving interest,
increasing tourist arrivals at the destination. Destination marketing is a
managerial process, demand-driven research, advertising and communi-
cation activity wherein the focus is on enticing potential external
consumers.

Destination marketing is now acknowledged as a pillar of the future
growth and sustainability of tourism destinations in an increasingly glo-
balised and competitive market for tourists (UNWTO, 2011).
Destination marketing as a management tool is a form of market-oriented
strategic planning and hence as a strategic approach to place develop-
ment rather than a promotional tool (Blumberg, 2007). Destination
marketing covers all the activities from conception of ideas to realisation
of profits. The scope of destination marketing can relate to the functions
of marketing as well as the roles and responsibilities of the destination
marketing organisations (DMOs) that revolve around customer satisfac-
tion (Roshani, 2020) and as the main vehicle to compete and attract visi-
tors to their distinctive place or visitor space (Pike & Page, 2014).
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Destination Marketing Mix

Marketing activities play an essential role in determining the competitive
position of a tourist destination; thus, various marketing mix elements
need to be optimised. Marketing mix is a strategy of an organisation to
do the tasks in offering its product and influence the demand (Bakhshi,
2007; Kumar & Sharma, 2009). Some experts (see, e.g. Kotler et al.,
2008; Lilien, 1994) have recommended the use of marketing mix models
for decision-making. This is also true for emerging tourist destinations.
The classical marketing mix model consists of 4Ps, namely product, price,
place and promotion (McCarthy, 1975). However, this has been criti-
cised for not including uncontrollable external environmental factors.
Thus, the marketing mix has been extended into 7Ps, adding people,
process and physical evidence to the mix.

However, tourism destinations’ distinctive characteristics have com-
pelled some experts to propose other elements of the marketing mix, such
as Morrison’s (2009) 3Ps (partnership, packaging and programming).
Similarly, Bao (2018) argues that partners, passion and the presentation
should be added to the list to complete the traditional 7Ps. Nevertheless,
tourism destination marketers need to find the right combination of mar-
keting mix elements to offer suitable products to meet the right target
markets and attract tourists. A case in point is the marketing mix strategy
of Indonesia, which won the best destination marketing award in 2016
from Travel Weekly Asia. The marketing mix strategy of Indonesia
involved the application of a promotion strategy by the Ministry of
Tourism, which resulted in Indonesia winning. The strategy applied by
the institution to promote Indonesia as an attractive tourism destination
was Branding-Advertising-Selling (BAS), which was intensively con-
ducted to significantly project the “Wonderful Indonesia” image between
2015 and 2016. This strategy increased Indonesia’s position on the travel
and tourism competitiveness index from not available (NA) to 47 out of
144 countries during the period. Indonesia’s marketing strategy also
focused on Bali, Jakarta and Batam-Bintan, applying the 3As, namely
attractions, accessibility and amenity. The success of this strategy was fol-
lowed by the design of an intensive promotional strategy to market ten
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new priority destinations to target 20 million tourists in 2019.
Furthermore, as noted by Amran (2015), the government issued dereg-
ulation policies to attract international tourists, for instance, by (a)
issuing a free visa regulation for international tourists from 169 coun-
tries, (b) permitting cruise ships to embark and disembark from
Indonesian harbours and (c) issuing clearance approval for a yacht to
enter Indonesian Territorial Waters (Clearance Approval for Indonesian

Territory—CAIT).

Destination Marketing Organisations

Destination marketing organisations (DMOs) have become vital for
coordinating the activities of emerging tourist destinations. The UNWTO
(2007) categorised them into three, namely national tourism authorities
(NTAs), regional provincial or state DMOs (RTOs) and local DMOs.
Tourist destinations are generally managed by DMOs. According to
Destinations International, a DMO is an organisation representing a par-
ticular destination and supporting local community’s long-term develop-
ment through travel and tourism strategies. Moreover, the UNWTO
(2007) states that DMOs are responsible for managing and marketing
destinations. The main functions of DMOs are marketing and ensuring
that tourist destinations remain competitive (Pike & Ryan, 2004; Volgger
& Pechlaner, 2014; Wang, 2008) by providing a collective platform for
marketing destinations to tourists.

According to Timareva et al. (2015), DMOs play a role in organising
and integrating all destination mix elements such as events, facilities,
transportation, infrastructure and hospitality resources, based on long-
term travel and tourism planning strategies. The strategy employed by a
DMO usually includes image building, branding, marketing and com-
munication, with the aim of attracting tourists to a destination. In the
rural tourism destination context, Adeyinka-Ojo (2014) suggests that a
DMO is a network management organisation that plays a role as network
manager (Volgger & Pechlaner, 2014), especially in coordinating with
industry and collaborating with tourism destination stakeholders (Wang,

2008). The primary goals of a DMO are to provide mutual benefits for
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Table 1.1 Summary of the activities of the DMO categorised as either EDM or IDD

External destination marketing Internal destination development
activities activities

Web marketing Visitor management

Events, conferences and festivals Information/research

Cooperative programmes Coordinating tourism stakeholders
Direct mail Crisis management

Direct sales Human resources development
Sales blitzes Finance and venture capital

Trade shows Resource stewardship

Advertising Quality of the visitor experience

Familiarisation tours
Publications and brochures

Source: Arbogast et al. (2017)

various stakeholders, market the tourism products of a destination, posi-
tion the destination, improve the host community’s well-being, build
brands and ensure tourists’ loyalty towards tourist destinations. To achieve
these goals, DMOs need to collaborate and share the same visions with
the host community, an important stakeholder that creates a tourism des-
tination experience (Bhat & Gaur, 2012). Overall, DMOs need to ensure
that internal communication and socialisation run effectively; thus, the
stakeholders hold on to the shared destination vision and are committed
to developing tourist destinations (Bregoli, 2013).

The responsibilities of DMOs should include both an “external desti-
nation marketing” (EDM) function and an “internal destination devel-
opment” (IDD) function. The EDM function is meant to include all
activities aimed at attracting visitors to the destination. These activities
have an external orientation in that they aim to influence the actions of
persons outside the destination. IDD activities are described as encom-
passing all other forms of activities (apart from marketing) undertaken by
DMOs to develop and maintain tourism in the destination. The function
of destination development is internal in that the activities are aimed at
initiatives internal to the destination (Arbogast et al., 2017) (Table 1.1).

DMOs as a vehicle for tourism destination management and develop-
ment are unlikely to be able to claim too much responsibility for destina-
tion management, but they can play an important part in the management
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of the destination product (Blumberg, 2007). DMOs seek to attract
more tourists to a destination. Today, DMOs, according to Corak and
Zivoder (2017), have a complex task to ensure sustainable destination
development through optimal use of resources and welfare of the local
community and achieve competitiveness in a fast-changing social and
economic climate. Furthermore, the DMO, as the leading entity in the
tourism destination, has a crucial role in promoting a greater engagement
of the tourism sector, its industries, as well as policy and decision-makers
with sustainable development. DMOs should align their policies and
actions with the 2030 Agenda for Sustainable Development and the
Sustainable Development Goals (SDGs) (UNWTO, 2019). This will
allow them to maximise tourism’s contribution to all the 17 Goals and in
particular to the SDGs where tourism is specially included: (a) Goal 8:
decent work and economic growth; (b) Goal 12: sustainable production
and consumption; and (c) Goal 14: life below water. Within this context,
DMOs are called upon to incorporate the 17 SDGs in their plans and
policies and to monitor their implementation on an ongoing basis in
order to ensure compliance with the final goal of maximising the contri-
bution of tourism destination to the SDGs.

The responsibility of a DMO is not only limited to planning, market-
ing and promotion but also coordinating various developmental activities
(Presenza et al., 2005; Ritchie & Crouch, 2003). For destinations to
remain competitive, DMOs must play an important role of marketing,
promoting, building favourable images and providing information about
tourist destinations (Prideaux & Cooper, 2003). Pike (2004) stated that
the function of a DMO relates to human resources, politics, destination
policy and strategy, finance and budgeting, destination branding, tour-
ism assets and attractions, destination communication, promotion and
monitoring of performance. Heath and Wall (1992) also have a different
perspective on the function of DMOs, stating that the main tasks of
DMOs are strategy formulation, promotion of stakeholders’ interest,
product development and marketing.

DMOs’ success indicators are divided into two aspects: external and
internal performances. Marketing is part of the external performance,
while internal performance could be measured by coordination of desti-
nation stakeholders (Ritchie & Crouch, 2003; Presenza et al., 2005) to
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create quality, satisfying and memorable tourist experiences (Gartrell,
1988). The success can be achieved by managing networking, transpar-
ency, resources and professionalism, which are essential for effective coor-
dination and integration of the DMO and other stakeholders (Volgger &
Pechlaner, 2014). In the fourth industrial revolution era, technology
development encourages DMOs to use online platforms such as websites
and social media to build the image of and promote destinations
(Molinillo et al., 2018). In Singapore, for instance, the DMO and tour-
ism board aim to change the image of the country, which is one of the
biggest hubs in Southeast Asia, from a “stopover” destination to a real
tourist destination. To achieve this goal, a strategy that involves sharing
real stories of residents and local experts about the attractions in Singapore
has been employed. The campaign is conducted on microsites, exposing
potential tourists to cultural attractions including food, and the unique-
ness they will experience when they visit Singapore. In this case, the
DMO and the tourism board, with the help of media experts, created an
original and memorable experience for tourists visiting Singapore.

Nevertheless, some DMOs, especially in emerging economies, are
confronted with a number of challenges. Perhaps, the greatest challenge
is the fragmented nature of the tourism industry, with varied interest
groups, which makes coordination of the activities of various stakehold-
ers towards the realisation of shared goals a very daunting task (Laws
et al., 2011). There are also problems with weak institutional structures
and government bureaucracy, which result in ineficiencies and delays in
decision-making. Waitt (1996), for instance, examined the destination
marketing of Korea post-Olympic Games 1988 and found that the gov-
ernment bureaucracy was an obstacle to Korea becoming the leading des-
tination, even though the country had received attention worldwide from
the successful hosting of the Olympic Games.

Features of Emerging Economies

Though there is no commonly accepted definition of emerging markets
(Arnold & Quelch, 1998), they could be described as low- or middle-
income economies with high economic growth potential. They are
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countries that are transitioning from the developing phase to the devel-
oped phase. Emerging economies are also known as developing coun-
tries. Emerging economies have shifted from agriculture and export of
raw materials to industrialisation and have invested in a more productive
capacity. Several countries fall into this category. However, in the context
of this book, they include the newly industrialised economies in East Asia
such as Korea, Taiwan, Hong Kong and Singapore (Asian NIEs); Brazil,
Russia, India and China (BRICS); Mexico, Indonesia, Nigeria and
Turkey (MINT); Colombia, Indonesia, Vietnam, Egypt, Turkey and
South Africa (CIVETS); Countries of Central and Eastern Europe,
including the former Soviet Union, China and Mongolia (Transition
economies); and the new emerging economies of Africa, namely
Botswana, Ghana, Kenya, Mozambique, Nigeria, Tanzania, Uganda and
Zambia. Emerging economies differ significantly from developed coun-
tries in terms of their cost and factor conditions; their stages of economic,
social and political development; as well as their business systems
(Enderwick, 2007).

Sunje and Civi (2008) describe an emerging market as a market within
the political borders of an independent state that has a lower level of eco-
nomic development, transitional economy and society, a high rate of eco-
nomic growth and a huge future growth potential.

Atadil et al. (2017) describe emerging markets in the context of tour-
ism as both emerging sources and destination markets. Emerging econo-
mies exhibit a lot of potentials, including a rapid pace of economic
development, high growth potential, trade liberalisation and a free mar-
ket economy. These economies have become increasingly important in
the global economy in recent years. Emerging market economies
accounted for close to 70% of global output growth and just over 70% of
global consumption growth during 2010-2015 (International Monetary
Fund [IMF], 2014). It has been projected that by 2035, the GDP of
emerging markets will permanently exceed that of all advanced markets
(Wilson & Purushothaman, 2003). It has been forecasted that by 2050,
the BRIC economies, namely Brazil, Russia, India and China, will over-
take developed countries such as the United States, Japan, Germany, the
UK, France and Italy (Wilson & Purushorthaman, 2003). This has been
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attributed to the strong competitive challenge from domestic firms in
these emerging markets (Ramamurti & Singh, 2009).

In spite of this, emerging economies are confronted with many chal-
lenges which hinder them from achieving their full economic and tour-
ism potentials. These include informality and less developed government
and regulatory infrastructure (Marquis & Qian, 2014; Marquis et al.,
2011); lapses in institutional frameworks (Meyer & Peng, 2016); inade-
quate commercial and physical infrastructure (Sunje & Civi, 2008); sus-
ceptibility to external conflicts, coups and internal tensions (Hiatt &
Sine, 2014); less transparency; state intervention and high volatility of
key economic, political and institutional variables (Xu & Meyer, 2013);
as well as a youthful population, expanding workforce and rapid urban-
isation (Marquis & Raynard, 2015). These socio-economic challenges,
coupled with the impacts of crises, have significantly impacted the efforts
of DMOs in their efforts at competing in the global tourism industry.
Technological advancements, structural changes in the tourism market,
economic downturn, war and terrorist threats, climate change, natural
disasters as well as epidemics and pandemics have resulted in crises that
affect DMOs in fundamental ways (Gretzel et al., 20006).

Tourism Prospects of Emerging Economies

Tourism has become one of the most important sectors in many emerg-
ing markets (Singh, 1997). For these economies, tourism has become a
major source of economic growth and foreign income (Norwak et al.,
2003). The UNWTO (2015) projects that arrivals in emerging destina-
tions between 2010 and 2030 will increase at twice the rate of the
advanced economies, and this will account for a 57% share of the market.
Africa, the Middle East, and especially Asia and the Pacific regions are
expected to grow faster. Compared to the emerging economies, the
growth rate in tourist arrivals in mature destinations in the developed
economies of Northern and Western Europe, and North America will be
comparatively slower during the coming two decades.

As a result of these prospects, many governments of emerging econo-
mies are leaving no stone unturned at developing their tourism
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industries. This is also because emerging markets enjoy a huge cost and
price advantage from tourism (Enderwick & Nagar, 2011). Tourism
growth globally, over recent years, has largely been driven by emerging
economies (Kester & Croce, 2011).

Tourism in emerging markets has drawn increasing attention (Cohen
et al., 2014). Emerging tourist destinations have increasingly become
attractive to tourists from the key source markets in North America and
Europe due to their natural and cultural attractions, which offer suitable
alternatives to the traditional attractions in advanced countries. Many
destinations in South East Asia, Africa and Latin America offer cultural,
heritage and natural attractions, which appeal to Western tourists who
are in search of novelty and exotic experiences. Hitchcock et al. (2009)
describe this as the search for something different, with tourists prioritis-
ing new natural and cultural environments. Emerging economies have a
comparative advantage in their natural endowments, including climate,
wildlife and cultural resources. They offer a rich supply of attractions and
natural resources that appeal to the main source markets in Europe and
America. According to Laws (1996), the shift in tourists” interests towards
destinations in Southeast Asia, Africa and the Pacific is a reflection of
changes in tourists’ preferences. Emerging economies must capitalise on
these shifts in preferences by leveraging their competitive advantage in
cultural and natural attractions.

Challenges of Marketing
Emerging Destinations

Despite their huge potentials in the global tourism market, emerging
economies are confronted with a myriad of challenges that impede suc-
cessful destination marketing. Tourism-related challenges confronting
emerging economies include the absence of a national tourism organisa-
tion (NTO), poor coordination among institutions, non-prioritisation of
the tourism industry by government, insufficient use of ICT, lack of
proper marketing and promotion, inadequate human resources and poor
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tourism infrastructure (Arshad et al., 2018; Kimbu, 2011). According to
Mitchell (2006), the most apparent challenges facing the tourism indus-
try in developing economies include poor infrastructure; poor product
development and management; poor marketing; poor linkages within
the local economy; poor institutional and technical capabilities; and
shortage of suitable, qualified and skilled personnel. The preponderance
of crises, including financial crisis, natural disasters and epidemics in
emerging markets, is a major drawback to destination marketing. These
crises do not only render destinations unsafe for travel but also cast a slur
on the image of such destinations. Over the past decade, emerging econ-
omies have had a disproportionate share of crises, including the tsunami
in the Indian Ocean basin, SARS pandemic in the Asia Pacific region,
Ebola epidemic in West Africa and political unrests in North Africa and
the Middle East.

The technological dependency of emerging markets (Wu & Pangarkar,
20006) is also a major constraint to destination marketing, especially in
the COVID-19 era when almost everything has been moved to the vir-
tual space, and there has been the emergence of virtual tourism and smart
destinations. The inadequacy of ICT infrastructure in most emerging
economies renders them uncompetitive in the global tourism market.

There is also a problem with the images and the tourism product offer-
ings of some destinations in emerging economies. Third World destina-
tions face major difhiculties in creating favourable destination images and
are often portrayed negatively in international tourism marketing, espe-
cially in terms of context and content (Dieke, 2010; Echtner & Prasad,
2003). Images influence actual travel behaviour (O’Leary & Deegan,
2005), so the association of destinations in the developing world with
crude and negative images tend to affect tourist arrivals in those destina-
tions. Finally, emerging economies have not made significant strides in
differentiating their tourism product offerings (Shani et al., 2009). Daye
(2010) laments that destinations such as the Dutch Caribbean islands are
mainly undifferentiated in terms of their tourism product offerings and
also in terms of general consumer awareness of those destinations.
However, destination positioning and clarity of destination image are fac-
tors that significantly influence the competitiveness of tourist destina-
tions (Dwyer & Kim, 2003).
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Structure of the Book

The book is composed of 13 chapters, further organised under 3 sections
(Parts I, IT and III). Part A, which is entitled “Destination Attributes and
Features”, is composed of the first four chapters. In Chap. 1, Ishmael
Mensah, Mohd Raziff Jamaluddin, Vanessa Gaffar, Gina Alcoriza,
Kandappan Balasubramanian and S. Mostafa Rasoolimanesh introduce
readers to the concepts, prospects and challenges of destination market-
ing in emerging economies. Vanessa Gaffar examines the marketing mix
strategies of emerging tourist destinations using Indonesia as a case study
in Chap. 2. This is followed by an analysis of special events as destination
marketing strategies in emerging economies in Asia by Raziff Jamaluddin
in Chap. 3. The section ends with an assessment of the competitiveness
of emerging tourist destinations by Emmanuel Gamor and Ishmael
Mensah in Chap. 4.

Part B, which comprises four chapters, is labelled “Travel Behaviour
and ICT Applications in Destination Marketing”. The section begins
with an analysis of the travel decision-making process and motivations
for travel to emerging tourist destinations by Benjamin Appiah Osei in
Chap. 5. In Chap. 6, Eunice Amissah, Evelyn Addison-Akotoye and
Sarah Blankson-Stiles-Ocran examine the issue of service quality, tourist
satisfaction and destination loyalty in emerging economies. Christopher
Mensah, Richmond Sakyi and Mavis Adjoa Forson provide an overview
of destination distribution systems and disintermediation in emerging
economies in Chap. 7. The section ends with an examination of the prog-
ress of information technology’s applications in destination marketing in
emerging economies by Kandappan Balasubramanian and S. Mostafa
Rasoolimanesh in Chap. 8.

Part C is entitled “Destination Marketing Process and Activities”.
There are five chapters in this section (Chaps. 9, 10, 11, 12 and 13).
The section begins with an examination of the approaches to market
segmentation, targeting and positioning of emerging tourist destina-
tions, with reference to the Maribojoc Bohol area of the Philippines by
Maria Criselda G. Badilla in Chap. 9. In Chap. 10, Ishmael Mensah
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examines the use of homecoming events for diaspora tourism promo-
tion in emerging economies, using the Year of Return 2019 campaign
in Ghana. The impacts of destination branding slogans on tourist arriv-
als in the Philippines is analysed by Reil G. Cruz and Joy Sheelah B. Era
in Chap. 11. This is followed by an evaluation of the opportunities and
challenges of the “One Belt One Road” as a globalisation strategy for
ASEAN destinations in Chap. 12. The final chapter (Chap. 13) com-
pletes the section with an examination of the issue of marketing emerg-
ing tourist destinations during crises and pandemics by Ishmael Mensah.

Conclusion

Tourism destinations are becoming competitive as more and more desti-
nations look to tourism as the new economic generator, replacing activi-
ties in agriculture, mining and manufacturing (Goeldner & Ritchie,
20006). This is especially the case with emerging economies that have to
compete with the well-established destinations in North America,
Australia and Europe. The fact is that tourist destinations in emerging
economies are confronted with a number of issues, including crises like
terrorism, political unrest, natural disasters and epidemics, as well as
institutional and structural deficiencies, which tend to affect the image,
attractiveness and marketing efforts of DMOs of such destinations.
Addressing these challenges calls for a well-coordinated management and
marketing strategy. The tourist destination is very dynamic and new
issues have emerged in contemporary times, which have implications for
destination marketing in emerging economies. These include the emer-
gence of new tourist destinations, destination branding, disintermedia-
tion in the distribution system, application of ICT, changes in consumer
behaviour and collaboration. This book addresses these issues by explain-
ing the concepts and drawing practical examples from emerging econo-
mies. This book aims to highlight the destination marketing challenges,
best practices and strategies relevant to emerging economies.
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Marketing Mix Strategies of Emerging
Tourist Destinations: The Case
of Indonesia

Vanessa Gaffar

Introduction

The tourism market is a set of relationships between demands and offers,
focused on the exchange of goods and services, utilising money (Cirikovi¢,
2014). The differences between tourism marketing and other services are
(a) products provided are transportation, hospitality and recreational
experiences; (b) tourists should travel to the place of production (destina-
tion) instead of moving the product to the customer; and (c) the portion
of the time and expenses spent on travel are mostly for recreation and
tourism experience purposes (Middleton et al., 2009; Srinivasan, 2009).
To provide optimum experiences to the tourism market, tourism market-
ers should employ various combinations of marketing mix elements tai-
lored to the requirements of the tourism target market (Pomering et al.,
2011). The success of the tourism destination depends on its ability to
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manage and adapt the marketing mix to suit the demands of the tourism
market. In the tourism industry, marketers can combine various market-
ing mix elements to differentiate their market offerings, which eventually
form the desired brand positioning that leads to a competitive position
(Cirikovi¢, 2014).

The concept of the marketing mix was first introduced by Neil Borden
in 1953. He proposed 12 elements of the marketing mix, namely product
planning, pricing, branding, channels of distribution, personal selling,
advertising, promotions, packaging, displays, servicing, physical han-
dling, and fact-finding and analysis. However, only four elements known
as the 4Ps were further developed by McCarthy (1960), namely product,
price, place and promotion. Then, in 1981, Booms and Bitner added 3Ps
to the marketing mix elements for service marketing, namely people,
process and physical evidence. The adaptation of the service marketing
mix resulted in a specific marketing mix for different service industries,
including tourism, that has distinctive characteristics. Therefore,
Morrison (2009) added 3Ps for tourism, namely partnership, packaging
and programming. Apart from the existing elements of the marketing
mix, it is essential for tourism destination marketers to find the appropri-
ate marketing mix combination, which enables them to offer products
that meet the requirements of their target markets and attract the atten-
tion of tourists. In this chapter, ten elements of the marketing mix,
namely product, price, place, promotion, people, process, physical evi-
dence, partnership, packaging and programming, are discussed in rela-
tion to Indonesia as a tourist destination.

Marketing Mix Elements for Emerging
Tourist Destination

As mentioned earlier, the tourism industry has different characteristics
from other service industries and, therefore, possesses specific marketing
mix elements. This section explains each element of the tourism market-
ing mix and its application, particularly in the context of emerging tour-
istdestinations. Emerging tourist destinations refer to tourism destinations
in emerging economies, a term given to developing countries that have
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some characteristics of developed markets but do not fully meet their
standards. Emerging economies have relatively rapid economic growth,
supported by their tourism industry, which is known as an emerging
tourism destination (Benjamin, 2010).

Product

A product is anything to be offered to a market that might satisfy a want
or need (Kotler & Keller, 2006). In the tourism industry, destinations
managed by the government or the private sector can be categorised as
products. The destination offers a composite product that includes ele-
ments such as attractions and accommodation services, and tours can
also be classified as a product (Pomering et al., 2011). Thus, the tourism
product is an assembly of tourism attractions (Nouri & Soltani, 2015),
complex physical resources, activities and services, which, when com-
bined with natural resources, will create the desired experiences (Cirikovi¢,
2014). According to Fyall and Garrod (2005), a tourism product is a
combination of attractions and its environment, services and facilities,
accessibility and imagery perception provided by the destination.
Tourism products should be tailored to meet the wants and needs of
tourists. One of the key objectives of destination marketing organisations
(DMOs) is destination positioning, which is the impressions of the des-
tination that exist in the minds of customers and its uniqueness from
competing destinations. In terms of international tourism, the product is
a destination that is rich in natural, cultural or some other features that
serve as an attraction. Therefore, national protected areas and national
heritage are important for attracting international tourists. Destinations
are tourism products that offer various experiences to consumers, com-
prising several components in the destination mix (Buhalis & Costa,
2005), namely attractions (natural, man-made, artificial, purpose-built,
heritage and special events), accessibility (entire transportation system
comprising routes, terminals and vehicles), amenities (accommodation
and catering facilities, retailing and other tourist services), available pack-
ages (prearranged packages by intermediaries and principals), activities
(all activities available at a destination and those to be carried out during
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the visit) and ancillary services (various services used by tourists such as
banks, telecommunications, post, newsagents, hospitals, etc.).

In Indonesia, for instance, sports tourism is a developing tourism
product that involves various sports, followed not only by professional
athletes but also by amateurs. Existing natural potentials such as moun-
tains, cliffs, caves, waterfalls, tropical forests, rivers and lakes provide
opportunities for various sports activities, ranging from mountain climb-
ing, rafting, rock climbing, mountain running, paragliding, skydiving,
bicycle racing, surfing and other sports. Besides, Indonesia has been able
to hold various international sports competitions, such as Bintan
Ironman, Tour de Singkarak, Sumbawa Pro Surfing and MotoCross/
MXGP. These international sports events help in the development of
sports tourism that creates strategic collaboration between tourism and
sports and has high economic value for the country, regions and local
communities. Through sports tourism, tourists also directly experience
the local culture and traditions. Several sports tourism destinations in
Indonesia are popular, such as the Raja Ampat and Wakatobi areas as a
paradise for international diving, Bintan Island for racing, cycling and
swimming, Borobudur for the heritage marathon, Singkarak for the Bike
Marathon Tour de Singkarak, Nias as surf spots that bring in interna-
tional surfers and Bali as the venue for various yoga festivals.

Price

Price is the amount of money charged for obtaining, consuming and
using a product (Fyall & Garrod, 2005) that affect consumer demand
and choice among competing brands (Avlonitis & Indounas, 2007;
Kotler & Keller, 2006). Pricing of services is more difficult to implement
than the pricing of products (Amzad et al., 2012), as is the case in the
tourism industry. Pricing tourism products is a very sensitive issue, con-
sidering the fact that, during a period of intense competition, a high price
may decrease sales and affect total income, but the price should be able to
cover production costs and generate profits (Cirikovi¢, 2014). Factors
such as the increasing level of competition, changes in demand and tastes
of tourists, and increase in unemployed extensive capacities should be
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considered by companies engaged in the tourism sector in determining
the appropriate price (Cirikovi¢, 2014).

The price charged to tourists usually includes transportation service
fees to and from a destination and other costs such as accommodation,
tour services, food and beverage, and entertainment. The price charged
for foreign tourists should include currency conversion following the
exchange rate and the comparative price of a similar destination in their
home country (Dwyer & Forsyth, 2011). Price is influenced by several
factors, such as the state of the economy, as well as the monetary and fis-
cal policies of a country. It can be concluded that price is one of the fac-
tors of resource allocation and positioning of a tourism organisation
(Cirikovi¢, 2014). The cost of travel to a tourism destination is deter-
mined by several factors such as inflation and the overall price level,
exchange rates, wage costs, taxes, infrastructure and environmental costs,
productivity performance of the tourism industry, export booms and
Dutch disease (Dwyer & Forsyth, 2011). According to Dwyer and
Forsyth (2011), the price factor in the context of tourism is the tourism
cost charged to visitors, including the level of differentiation of the price
of goods and services across different countries, for example airline tick-
ets, airport taxes, tour services, food and entertainment, fuel prices, taxes
in the country (which can be passed on to tourists) and the relative cost
of accommodation. Price competitiveness is one of the key indicators for
assessing the competitiveness of tourist destinations. In this regard, the
Association of Southeast Asian Nations (ASEAN) as a whole has a price
advantage compared with parts of the rest of Asia and elsewhere in the
world (World Economic Forum, 2012). However, within the ASEAN,
Singapore was adjudged the most competitive and surpassed only by
Brunei and Indonesia (Henderson, 2015).

The current pandemic situation has brought travel and tourism to a
standstill. Thus, the World Travel and Tourism Council has stated that
the losses from the tourism industry in 2020 were around $2.7 trillion.
As an attempt to revive the tourism industry, destinations are focusing on
domestic tourists. This requires several strategies, including a price adjust-
ment strategy. In Indonesia, the Ministry of Tourism and Creative
Economy is recently collaborating with Garuda Indonesia Airline and the
hotel industry to prepare packages offered at a low price to attract
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tourists, particularly domestic tourists, when the destination is reopened.
The concept of staycation has become popular during the time of the
COVID-19 pandemic since people have been reluctant to travel far.
Thus, they have been directed to travel to places not far from their homes,
such as spending their time staying and having recreation in hotels not far
from their homes. Offering various packages at low prices for overnight
stays becomes the main attraction for local tourists.

Place

The next element of the marketing mix is place. Kotler et al. (2017) stated
that a place in the concept of tourism marketing is a place that tourists
can visit for simple pleasures that are not available at home. Place in the
context of a destination marketing mix is a distribution channel for tour-
ism products or services” accessibility (Noo-urai & Jaroenwisan, 2017),
which comprises a set of activities undertaken to make the products more
accessible and available to target consumers based on location and acces-
sibility (Magatef, 2015). On the other hand, Middleton et al. (2009)
suggested that place in tourism is access to a tourism product, confirma-
tion in terms of bookings and reservations, and payments. Furthermore,
the distribution of tourism products and services should be followed by
promotions, such as trade shows, web pages, resellers, direct messages and
travel destinations.

Kotler et al. (2017) stated that the concept of place in a distribution
channel from hospitality or a travel distribution system includes travel
agents; tour wholesalers; specialists; hotel representatives; national, state
and local tourist agencies; consortia and reservation systems; global dis-
tribution systems (GDSs); the Internet; and concierges. Bao (2018)
revealed that the places where customers buy tourism products can vary
widely. Travel agents, tour operators and tour wholesalers are some exam-
ples of the tourism distribution channel. The development of the digital
era and technological advances have encouraged the establishment of the
online travel agent (OTA). It enables tourists to book a travel package
such as tourist attractions, accommodation and transportation on a
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single website. An online travel agent is a website on the World Wide
Web dedicated to fulfilling the travel needs of potential tourists. OTAs
mainly contain details on travel prices of transportation and accommoda-
tion, with various reviews from tourists who have visited these tourist
attractions and accommodations.

Indonesia has several OTAs that are quite popular with tourists. Some
of them are Traveloka and Tiket.com, which have excellent utility for
tourists in independently designing the desired tour. The existence of
these two local OTAs provides competition to one of the most popular
OTAs in the world—Agoda. This is motivated by the abundant features
provided by Traveloka and Tiket.com, which are beneficial to tourists
while travelling to tourist attractions, such as the top-up feature, cinema
tickets, Internet charging abroad and other features that are not available
on Agoda. The price difference between Agoda and Traveloka, and Tiket.
com is relatively significant. Agoda displays the price before tax at the
beginning of the display, but there is a change if you choose one of the
products needed. On the other hand, Traveloka and Tiket.com display

the sum of the price included with tax and admin fees.

Promotion

Promotion is one of the essential tools in the marketing mix concept.
Rahman et al. (2019) stated that promotion is an activity that explains to
the market about the company’s products. The essence of promotion in
the concept of tourism or destination marketing, as specifically defined
by Islam (2020), is that promotion in tourism is an element of a market-
ing mix intended to inform customers about the products or services and
create a brand image about the destination and a position in a competi-
tive market. Besides, the promotion also aids tourism businesses to create
positive images. Moreover, Keji and Xuebao (2020) defined the concept
of promotion as an activity to create awareness, to maintain, to introduce
new products and to increase brand value and service quality. There are
various elements of the promotion mix, such as advertising, public rela-
tions, personal selling, sales promotion and direct marketing, which are
used to communicate customer value and build relationships persuasively
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(Kotler et al., 2017). Meanwhile, Islam (2020) added online banners,
social media marketing blogs, newsletters or travel promotion videos as
elements of the promotion mix.

Indonesia employs branding, advertising and selling (BAS) strategies
in promoting its tourism. “Wonderful Indonesia’ and the ‘Charm of
Indonesia’ constitute a branding package carried out by the Ministry of
Tourism and Creative Economy as an effort to promote the beauty of
tourism in Indonesia to attract visits by foreign and local tourists. Due to
the development of the tourism industry 4.0, also known as the digital
era, the Ministry of Tourism has been implementing digital marketing as
one of the most effective promotional media for disseminating informa-
tion about tourism in Indonesia. The branding, advertising and selling
(BAS) strategy is a promotional strategy carried out by the government
followed by a strategy of paid media, owned media, social media and
endorser (POSE). The government has been collaborating with various
media and several international public figures who have significant influ-
ence on Instagram to participate in developing tourism promotion in
Indonesia.

People

People play a significant role in service delivery and influence buyers’
perceptions. People are very important in the marketing process of any
product or service. In the context of the tourism industry, people are not
producers, but the products themselves (Bao, 2018). According to
Othman et al. (2019), people refer to those involved in service delivery,
including those involved in providing service to customers directly or
indirectly. Most services require direct interaction between customers
and contact personnel, which greatly affects the customers’ perception of
service quality (Assistant & Sciences, 2015). People cannot be separated
from the entire service process. The focal points of people, particularly in
the hospitality sector, are behaviour, quality control and personal selling
(Rahman et al., 2019). The physical appearance, dressing code, attitude,

behaviour, knowledge or competencies, and skills have the strongest
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impact on customers perceptions of tourism offers and experiences
(Bao, 2018).

People are a key element in a customer-centred company and a way to
differentiate variables through products, services, channels and images
(Nouri & Soltani, 2015). People are service providers playing a role as the
company representatives and are key to the quality of the customer expe-
rience. Nowadays, many companies provide specific training to employ-
ees, improving interpersonal skills and customer service with a focus on
customer satisfaction to ensure that the services provided are of high
quality (Bao, 2018).

The Indonesian government and the Ministry of Tourism and Creative
Economy have implemented six strategic steps in an effort to accelerate
the recovery of the tourism sector and creative economy in Indonesia
from COVID-19. The fourth strategy carried out is the onboarding digi-
talisation programme for creative economy actors. In 2020, this onboard-
ing programme reached 4 million participants, and the Ministry of
Tourism and Creative Economy targets this programme to reach 10-15
million tourism and creative economy actors in 2021. This onboarding
programme aims at improving capabilities and competencies and not
only scaling up in terms of human resources only but also encouraging
tourism human resources and the creative economy to produce quality
products (Sofia, 2021).

Process

Process involves the actual procedures, mechanisms and flow of service-
delivered activities, service delivery and operating systems (Zeithaml
et al., 2006). In a tourism context, the process could describe the follow-
ing activities: moving away from paper-based ordering to digital ordering
and account management systems; production of alternative forms of
energy, such as sun or wind; supply chain management for food, beverage
and workforce; use of low-carbon emission modes of transportation, such
as electric or hybrid motorised vehicles to move visitors to, in and from
their destinations; and have effective use-minimisation and recycling
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systems, particularly in environmentally critical locations, such as islands,
national parks and protected areas (Pomering et al., 2011).

Process is a system that assists organisations to flow the activities and
services delivered to customers and assists customers in making compari-
sons of different services and products that ultimately contribute to the
final purchase decision (Nouri & Soltani, 2015). The process has several
indicators, as suggested by Nouri and Soltani (2015), namely govern-
ment policies in the tourism sector, programmes that suit the needs of
tourists and ease of process for buying holiday homes. Ray et al. (2017)
argued that process can be measured by personnel participation in serv-
ing guests, ease of reservation and government sanction. A different opin-
ion was stated by Yi (2018), who argued that there are several elements of
the process, namely service, experience, access, loan/renewal automation,
and telephone or online assistance. Another opinion from Soni (2018)
stated that processes can be measured by policies, procedures, mechanisa-
tion, empiricism, customers, customer direction and flow of activities.
Srinivasan (2009) stated that the process in tourism includes (a) planning
and anticipating trips, (b) trips to locations/areas, (c) recollection and (d)
travel planning packages.

Process in tourism is one of the stages of providing services to tourists.
During the COVID-19 pandemic, the tourism ministry carried out
countermeasures in all tourist destinations in Indonesia, starting from
service quality and promotion to guaranteeing the safety and cleanliness
of the tourist attractions. The Ministry issued a cleanliness, health, safety
and environmental sustainability (CHSE) programme to support the
Indonesian government in implementing the health protocol. Using a
mask in every tourist destination, washing hands before entering a tourist
destination and physical distancing that applies to every employee and
tourist constitute one of the applications of CHSE in each tourist
attraction.

Physical Evidence

Service is often intangible, and customers cannot judge that the service
is of good quality before they purchase it. Thus, customers use envi-
ronmental elements as important proxies to evaluate service quality
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(Kushwaha & Agrawal, 2015). The service environment is also called ser-
vicescape or physical evidence. Physical evidence is a term that describes
the real aspects of the product experience, such as physical attributes and
facilities (Kwok et al., 2020). In the context of tourism, physical evidence
depends on the travel experience, place of residence and comfort (Kwok
etal., 2020). The appearance of buildings, landscaping, vehicles, interior
furniture, equipment, staff members, uniforms, signs, printed materials
and other visible cues serve as physical evidence of a company’s service
quality (Lovelock & Wirtz, 2010). Physical evidence in tourism is essen-
tial both at the individual company level and at the broader destination
level (Pomering et al., 2011).

Yi (2018) suggested that there are several elements of physical evi-
dence, namely the environment, buildings, buses, books, lighting and
websites. Meanwhile, Soni (2018) stated that physical evidence can be
measured by the environment, furnishing, colour, layout, noise level,
facilitating goods and tangible clues. Hiransomboon (2012) measured
physical evidence, using elements such as having a beautiful building, a
beautiful interior decoration, a beautiful surrounding, the required full-
scale facilities, a unique building and a decorative character, as well as
being clean. Ray et al. (2017) used three indicators to measure the ele-
ments of physical evidence, namely rest houses, guides, room service
facilities, attractive environments of mediation and rural recreations.
Wilson and Bitner (2016) stated that physical evidence comprises servic-
escape and other tangibles. Servicescape itself comprises exterior facilities
(exterior design, signage, parking, landscape and surrounding environ-
ment), interior facilities (interior design, equipment, signage, layout, air
quality/temperature, lighting, floor coverings and aromas/scents) and vir-
tual environment (web-page design, webcams, photographs, 360-degree
views and online chat facilities). Other tangibles include business cards,
stationery, billing statements, reports, employee dress, uniforms and
brochures.

The Ministry of Tourism and Creative Economy of the Republic of
Indonesia seeks to develop tourist destination facilities in Bali to improve
the quality of the tourism sector through the Tourism Destination
Revitalization Program. There are still several tourist destinations in Bali
with inadequate amenities. The main focus of the revitalisation activities
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is to improve the amenities in many tourist attractions in Bali, in the
form of repairing toilets and adding other facilities to support the cleanli-
ness, health, safety and comfort of tourists through the implementation
of strict health protocols. The Bali Tourism Destination Revitalization
Program was started in early November 2020 in one city and eight dis-
tricts in Bali. Support for the revitalisation of Bali tourist destinations was
adjusted to the priorities and needs of each tourist destination. Cleanliness
and health are very important for tourists. Further activities to reactivate
the accommodation of health workers in Bali tourist destinations were
also carried out. This revitalisation programme is in line with current
tourist trends because hygiene and health factors are important in increas-
ing tourist confidence (Zuraya, 2020).

Partnership

One criticism of the service marketing mix model is the absence of a
partnership element. Therefore, in the context of tourism, partnerships
are an important element that should be included in the marketing mix.
Marketers agree that there is a real change in the service industry towards
using partnership marketing that is more connected, strategic and effec-
tive as a new tool (Salman et al., 2017). Partnerships are about parties
working together and brands operating together to reach new customers
through a win-win campaign. Marketers agree that there is a real shift in
the service industry towards using more connected and strategic partner-
ship marketing as a new, effective tool in the marketing mix. Partnerships
are essential not only as a determinant of the success of packaging and
programming efforts but also for achieving a holistic systems approach to
address the unwanted ecological and sociocultural footprints of tourism.
Partnerships can be used to ensure that sustainability resonates along the
tourism value chain. The problems of coordination, collaboration and
partnership are now at the forefront of much tourism research in finding
new solutions to resource management and destination development
problems. Destination partnerships are defined as a synergistic relation-
ship between the DMO and other organisations or individuals inside or
outside the destination (Sotiriadis & Shen, 2017). The purpose of
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partnership is to generate consensus and harmony, leading to new oppor-
tunities and innovative solutions (Graci, 2013).

Furthermore, Pomering (2017) argued that there are two types of part-
nerships—internal and external. Internal partnerships depend on inter-
nal marketing and human resources management and may include an
employee suggestion system. External partners include traditional mem-
bers of the company’s value-delivery network, such as suppliers, channels,
customers and other parties that help the company to achieve its goals.

ASEAN Borderless is an idea that was carried out by three tourism
ministers in the Association of Southeast Asian Nations (ASEAN),
namely the Indonesian Minister of Tourism, Arief Yahya, the Thai
Minister of Tourism and Sports, Kopkarn Wattanavrangkul, and the
Philippine Minister of Tourism, Wanda Teo, in 2018. They all pushed for
the issue of Visit ASEAN @ 50, making Southeast Asia a single destina-
tion. The purpose of this idea was to attract foreign tourists to visit
ASEAN countries by making ASEAN a single destination. One example
of its implementation is in Singapore, which has qualified airlines and
transportation management so that Southeast Asia makes Singapore
Airlines its regional airlines. On the other hand, Singapore or other coun-
tries in ASEAN that are not prominent in their natural and cultural
resources can visit destinations in Indonesia to form a mutual relation-

ship (Rakyat, 2017).

Packaging

Packaging is a technique for combining two or more elements of the
marketing mix, such as combining different products into a single pack-
age. In this case, the term packaging does not mean a new product but
rather as a combination of services and products that are interrelated with
one another into a package and offering it at a single price, which gener-
ally includes resort ticket offers, hotel rooms, flight tickets, destination
tickets and any product at a tourist destination (Morrison, 2013). In the
tourism industry, packaging is done with the aim of increasing tourist
visits by creating price quotes using a special package pricing strategy that
is more affordable than purchasing these products separately (Morrison,
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2013). From another point of view, packaging can also be interpreted as
a collection of tourist desires presented in a complete package to assist the
tourists to undertake tourism activities (Vainikka, 2016). In reality, pack-
aging is not only done by the DMO but also travel and tour companies,
as well as tour operators, and can be created independently by the tourists
themselves.

The packaging is an indicator or benchmark which tourists use to
determine the effectiveness of a tour package. Morrison (2013) divided
the packaging indicator into two perspectives, consisting of the tourist
point of view and the company point of view. From the tourist point of
view, five indicators are considered as appropriate benchmarks to mea-
sure the effectiveness of the tour package. These indicators are the ability
to budget for trips, added value, assurance of consistent quality, conve-
nience and satisfaction. From the point of view of the tourism company,
the seven indicators which are considered appropriate benchmarks to
measure the effectiveness of the tour package are appeal to specific mar-
kets, new target markets, business forecasting, off-peak seasons, customer
satisfaction, efficiency and partnering opportunities. Wang et al. (2007)
mentioned five indicators in tour packages, which include accommoda-
tion, transportation, shopping arrangements, tour leaders and local
guides. According to Riikkénen and Honkanen (2013), there are six
main elements in tour packages, namely tour operator services, flight ser-
vices, environment, accommodation services, pre-tour services and air-
port services. There are different types of tour packages that are based on
the special interests of tourists. Some of them are pleasure tourism pack-
ages, cultural tourism packages, recreation tourism packages and adven-
ture tourism packages.

Indonesia is one of the emerging economies that has a variety of unique
and valuable tourist destinations to be marketed and packaged into
attractive tour packages. The Indonesian government and other stake-
holders are very supportive of the development of the tourism industry.
Various tour packages have been designed by tour operators and travel
agents to attract tourists. One of the special tour packages is a halal tour
package, which includes various tourist attractions and activities con-
nected with halal, since Indonesia is one of the largest Muslim countries
in the world. In 2019, Indonesia was in the first rank of the world halal
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tourism as a global halal travel destination by the Global Muslim Travel
Index (GMTT). This has led to the development of halal tour packages in
Indonesia, which is more Muslim friendly by adapting products and ser-
vices to properly serve Muslim tourists.

Programming

Programming can be defined as the development of a special programme
that has various output activities, such as special events and festivals that
aim at making tourists spend more in a tourist destination (Morrison,
2013). Programming is an important component of tourism activities in
a tourist destination. Programming is included in the packaging of the
tourism product to attract potential tourists, and it becomes an added
value to be considered in a tour package. The relationship between pack-
aging and programming makes these two terms a strong and most effec-
tive strategy for bringing in potential tourists if they are properly designed
and actualised.

A programming indicator is a benchmark that is also used to deter-
mine the effectiveness and efficiency of a special programme or activity
organised during a tour. According to Morrison (2013), programming
has eight indicators used as benchmarks, namely participants’ experi-
ences, excitement, aesthetics, learning and understanding, trip satisfac-
tion, entertainment, richer experiences and satisfaction of special interest.
According to Ayob and Said (2010), four indicators in programming
related to a festival or special event include generic features, specific
entertainment features, information source and comfort amenities. There
are various types of programming in the tourism industry to be consid-
ered by potential tourists in choosing the desired type of programmings,
such as festivals, special events and special activities.

Currently, the Ministry of Tourism and Creative Economy of the
Republic of Indonesia, together with the Directorate General of
Immigration, Ministry of Law and Human Rights, is formulating a long-
term visa. Unlike the previous visitor visa, the long-term visa has a longer
period of five years that can be renewed. The trend of digital nomads is
currently rife all over the world. One of the causes is the COVID-19
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pandemic, which has changed people’s lifestyles. Those who initially had
to work in an office became free without being limited by space and time.
This trend is considered very appropriate to be applied in Bali, consider-
ing that Bali has natural beauty and is equipped with adequate telecom-
munications infrastructure. This long-term visa is one of the main
preconditions so that more digital nomads in the world will consider Bali
as their second home. Besides, more people are now working from home.
Bali offers a healthy lifestyle, properties that are in good condition and
more affordable culinary delights. With so many foreign tourists making
Bali their ‘second home’, the property business in Bali is expected to grow
(Khairunnisa, 2021). This programme provides tourists with a unique
opportunity that urban Bali will never experience. Tourists can help vil-
lagers while on vacation in Bali and get to know the deeper Balinese
culture and heritage.

Conclusion

The marketing mix is a series of strategies employed by marketers to fulfil
the needs of their target markets. Each element in the marketing mix is a
series that has continuity with one another. One of the marks of success
of the tourist destination is its ability to formulate an optimal marketing
mix policy to support the tourism activities and attract potential tourists
to visit the country. In this case, the Indonesian Ministry of Tourism and
Creative Economy, which is responsible for formulating tourism policies,
has developed a marketing mix strategy to assure the success of all the
programmes designed. How the Indonesian government matches each
element in the marketing mix with its target market will lead to a strong
brand positioning. This strategy could be adopted by other emerging

tourist destinations.
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Special Events and Destination
Marketing Strategies in Emerging
Economies in Asia

Mohd Raziff Jamaluddin
and Wan Soraya Wan Abdul Ghani

Introduction

Special events are regarded as a part of the travel product and have
been considered vital to the tourist sector, as they add value to the
destination. Meanwhile, sporting events account for a sizable portion
of global tourism and have developed into a powerfully dynamic niche
market, as enthusiasm and involvement in sports have increased in
recent years and gained popularity. Destination management organiza-
tions have been engaging in special events to brand and reinforce the
local image. Thus, defining the event’s position in destination market-
ing would assist destination managers in developing strategies to
encourage tourism growth and strengthen the destination’s
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competitive edge. This chapter delves further into the evolution of
destination marketing strategies, including the roles of destination
marketing organizations (DMOs) and case studies from emerging
economies. The first part of the chapter covers destination marketing
that looks into the growth in the Association of Southeast Asian
Nations (ASEAN) and a case study of Tourism Malaysia, the DMO for
Malaysia. The chapter then examines the importance of special events
as tourism growth catalysts. The three types of special events namely
local events, major events and mega-events are discussed. The chapter
then focuses on sporting events by taking two case studies, specifically,
the Republic of Korea and Malaysia.

Destination Marketing Strategies

Sotiriadis (2021, p. 42) defines destination marketing as “a continuous,
sequential process through which a DMO plans, researches, implements,
controls and evaluates programs aimed at satisfying tourists’ needs and
wants as well as the destination’s and DMO?s visions, goals and objec-
tives”. According to Kruja (2018), destination marketing strategy is a
common research subject because it provides a variety of opportunities,
like (a) the development and implementation of research programmes
that track, evaluate and clarify key market trends and conditions; (b)
guide performance reporting programmes that provide reliable and effec-
tive programme assessments; (c) the management of a communication
programme; (d) DMOs will serve as a point of contact for government
officials and tourism industry leaders in the creation of cooperative mar-
keting programmes. Foris et al. (2020) noted rapid shifts in tourism
demand and consumption, intensified competition and the advent of
new tourist destinations. They added that the implications of informa-
tion technology development necessitate a new approach to implement-
ing modern management techniques to ensure effective destination
marketing strategies.

The Association of Southeast Asian Nations (ASEAN, 2017) strives to

place and brand the region as a single destination, reducing consumer
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uncertainty and ensuring clarity. As the plan progresses, the challenge for
ASEAN is to promote subregional destinations and routes with more
inclusive and measurable results. ASEAN (2017) has identified a number

of threats, including global trends and forces such as:

¢ Tourism growth

¢ Technological advancements
¢ Sharing economy

* Rapid urbanization

¢ Increasing uncertainty

* Changing visitor expectations

¢ Demographic changes

The most critical force, as noted by ASEAN (2017), is to meet chang-
ing visitor expectations because visitors are able to recognize and demand
constantly evolving and emerging experiences, such as safety and security,
and culinary tourism. Furthermore, the Organisation for Economic
Co-operation and Development (OECD, 2018) projected that the visi-
tor economy will change as income and education levels in developing
markets increase, gender imbalances are addressed, the global population
continues to age and new consumer groups emerge. Consequently,
Millennials and Generation Z will become important drivers of mobility,
and their travel habits will cause significant changes in the tourism
industry.

Destination Marketing Strategies:
Tourism Malaysia

From the first blueprint in 1966 to 2015, Tourism Malaysia’s marketing
and promotion strategies focused on increasing tourist arrivals in the
short term and establishing a strong image in the long term (Hussin &
Buchmann, 2019). It is worth noting that the grand launch of Visit
Malaysia Year 2014 coincided with the launch of a digital marketing
campaign that centred on leveraging digital assets to maximize presence
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in the digital sphere, growing and sustaining a good relationship with
fans and followers on social media, and eventually turning them into real
tourists or repeat visitors (Tourism Malaysia, 2014). As reported by the
Standing Committee for Economic and Commercial Cooperation of the
Organisation of the Islamic Cooperation [COMCEC] (2015), Tourism
Malaysia discovered that with shifts in traveller behaviour as a result of
advances in digital technology, including prevalent mobile communica-
tion, 24/7 communication activities, the power of visual information,
travellers’ gain from search engine advancements, common location-
based services, and with the abundance of causes, platforms and media
influencing the decision-making phase, the traveller experience has
become more complex.

Digital marketing platforms used by Tourism Malaysia include a
YouTube channel, web TV, social media, Tourism Malaysia website and
an official mobile travel application. It was reported that the digital mar-
keting campaign programme had recorded over 12.5 million views
(Tourism Malaysia, 2014). The shifts in traveller behaviour require
DMOs to make use of mobile application features. Tourism Malaysia
used the “Trip Planner Mobile App” to provide travellers with personal-
ized, inspiring and practical information about Malaysia, including
things they could do while in the country. The most important aspect is
that it allows travellers to prepare an itinerary that includes information
about tourism sites.

Websites have long been a common feature of destination marketing.
The website for Tourism Malaysia presents a vivid and colourful picture
of Malaysia in 16 languages. Tourism Malaysia has interactive websites,
which use a lot of visual presentation, information content and commu-
nication tools to enable visitors to explore the available information. The
picture of nature on Tourism Malaysia’s website is fascinating and inter-
esting. According to Hamid et al. (2017), this indirectly influences peo-
ple’s decision to travel to Malaysia. The study also discovered that the
photo gallery’s colour and design make it easy to visualize the
destination.

Interestingly, Tourism Malaysia (2016) launched a sales campaign at
the beginning, middle and end of the year to promote shopping tourism
in Malaysia. In 2016, a social media icon named “Miss SHOPia” was
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created to help Tourism Malaysia develop a stronger online social media
presence. The icon has grown into the ultimate shopping buddy, guiding
consumers on the latest fashion trends, when and where to shop, what to
watch out for and how to get the most out of their shopping experience
in Malaysia (Tourism Malaysia, 2016). Miss SHOPia was used in adver-
tising materials such as street buntings, posters, t-shirts, accessories, lug-
gage tags and notebooks, in addition to having her own website.
According to Heras-Pedrosa et al. (2020), the destination should focus
on the brand formation and promotion by demonstrating, persuading
and attracting visitors to the destination.

Special Events

People travel thousands of miles to meet up with friends and colleagues
for face-to-face meetings and other events. The importance of meetings
and events makes like-minded individuals meet, learn and get involved in
formal and informal activities. As a result, the mass gathering of people
for events has advanced from a merely societal concept to a business-
related concept. The idea of hosting events has changed the way destina-
tion marketing organizations (DMOs) coordinate and promote the
events industry as one of the sub-sectors in the tourism industry. From a
social perspective, events enhance the awareness of the destination brand
image, foster cultural exchanges and promote local culture preservation
(Wan & Jin, 2019). As mentioned by Getz (1989), special events are a
distinct form of tourist attraction that ranges in size from mega-events
like the Olympic Games and the World Fair to smaller-scale events that
are held at parks and facilities.

Consequently, Getz (2008) described a special event as a spatial-
temporal phenomenon, with each one being distinct due to interactions
between the environment, individuals and management systems, includ-
ing design elements and the programme. Nguyen (2017) mentioned that
special events are unique events that can be considered a significant com-
ponent of the tourism industry and viewed as an industry by local gov-
ernments that generate them. Getz (2008) noted that the main element
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SPECIAL EVENT
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> Convention,& Exhibition
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Sports & Recreation
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Event Entertainment
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Fig. 3.1 The progress of mass tourism events

of a special event is “be there to truly enjoy the experience”. He further
elaborated that from the event organizer’s perspective, special events are:

* One-time or infrequently events that are organized outside of the
sponsoring or coordinating body’s daily programmes or activities.

* An occasion for leisure, social or cultural activity outside of the usual
range of options or outside the daily experience of the customer
or visitor.

As shown in Fig. 3.1, special events are classified based on the number
of attendees, the categories of participants and the extent to which they
are covered.

Local Events

Looking at the pyramid of events, the local event, which caters to domes-
tic tourists, is the first and perhaps the smallest-scale event. It is usually
organized by the local event managers with the help of the local commu-
nity. According to Mihajlovi¢ (2017), the primary goal of a local event is
to appeal to the entertainment needs of the local community. These activ-
ities do not only help the economy but also raise local pride and
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self-awareness, foster tolerance and facilitate participation in sports and
cultural events. Mihajlovi¢ added that local activities were typically
planned as part of the local government’s mission to foster social and
cultural diversity. They are often held in public places such as parks,
streets and schools, and they are organized by a variety of community
organizations with the help of volunteers. This form of event generally
attracts a small number of foreign tourists who came to engage in cultural
activities. Malaysia, as one of the emerging economies, is recognized as a
multicultural country that has established itself as Asia’s tourism hub
(Tourism Malaysia, 2016). Culture and creative economy have developed
rapidly across the world in the twenty-first century in response to demand.
This rise in demand can be attributed to the increasing middle class and
disposable income around the world.

Since 1999, Tourism Malaysia, Malaysias DMO, has used the
“Malaysia Truly Asia” campaign to celebrate Malaysia’s diversity and to
offer diversity in the highly competitive Southeast Asian tourism market,
which is primarily centred on beaches, shopping and nightlife (ISC,
2020). At the heart of the “Truly Asia” campaign are the multi-ethnic
rituals of traditions, beliefs and religions. Malaysia has taken advantage of
its festivals and events to diversify its tourism products. Colours of
Malaysia, also known as Cizrawarna by locals, has been one of Malaysia’s
most important cultural festivals since 1999, showcasing the country’s
rich customs and culture, traditional dance and music, arts and crafts,
and a wide range of local foods. Citrawarna, which has been catering to
domestic tourists since 1987, has been revitalized, thanks to the “Malaysia
Truly Asia” campaign. In 2012, Citrawarna was patronized by more than
20% of the foreign tourists who visited Malaysia to experience the mul-
ticultural performances and the unique culture of the country. Aside
from that, more than 60% of the visitors were under the age of 35 years
and had an annual income of less than US$1000. The survey also discov-
ered that locals rely on television for information, while foreign visitors
rely on brochures and posters as sources of information. According to
Tourism Malaysia (2016), different themes are used as branding strate-
gies for Citrawarna, with the idea of “Myth and Folklore” and the theme
“Unleash the Moment, Unfold the Stories” used in 2016 to highlight the

various folklores of Malaysian states.
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Major Events

The major events, on the other hand, are more appealing to international
audiences and cater to niche markets. A major event is typically coordi-
nated by local event organizers with the involvement of various local
agencies. OklobdZija (2015) defined a major event as a large-scale event
that generates strong public attention and media coverage. According to
him, a major event aims to attract a large number of visitors, especially
those who are sports-oriented, with an international reputation and a
clearly established competition structure. Mihajlovi¢ (2017) noted that
major events aim to raise tourists’ interest in a particular destination or
area. Andersen et al. (2015) suggested that sporting events are typically
treated as major events because they are coordinated in the city centre
arena and have a new perspective on how to view the destination as regu-
lar leisure activities. However, OklobdZija claimed that a major event
could harm the destination’s reputation because tourists will be more
interested in the event than in the destination itself, which will have no
long-term effects, and a major event will not be able to attract enough
tourists if the destination is unknown.

Malaysia Major Events (MME), a division of Malaysia Convention
and Exhibition Bureau (MyCEB), was formed to identify, promote,
encourage and support the staging of viable international events in
Malaysia (MyCEB, 2015). With the primary goal of boosting Malaysia’s
economic growth and profile, MME is also tasked with identifying and
supporting major event bids in sports, arts, lifestyles and entertainment.
The division also assists home-grown and home-hosted events, in order
to further improve Malaysia’s global appeal as the region’s destination of
choice for major events. Though MME’s most important marketing
strategy is event bidding, it also engages in other marketing activities such
as advertisement and promotional campaigns, which have also played a
significant role in establishing Malaysia as a major event destination. For
instance, MME advertised in industry magazines for worldwide coverage
and also ran the “Malaysia Like Never Before” campaign in the Meetings,
Incentives, Conventions and Exhibitions (MICE) market (MyCEB,
2018). The production of sales and marketing collateral is another
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important aspect of brand marketing, with exhibition sales info kits/fact-
sheets and MyCEB info kits being distributed at roadshows and network-
ing events. As a result, ten international events with nearly 20,000
international participants were secured in 2018, with a cumulative pro-

jected tourist expenditure of US$6.4 million (MyCEB, 2018).

Mega-Events

Mihajlovi¢ (2017) suggested that mega-events are planned events that
have a national economic effect and attract a large amount of media cov-
erage. Miiller (2015) proposed that mega-events are ambulatory, fixed-
duration events that draw (a) a large number of visitors, (b) have a large
mediated range, (c) have high costs and (d) have major impacts on the
built environment and community. As noted by Kim and Kang (2020),
mega-events are projected to benefit host cities in a number of ways,
including increased city branding, economic benefits, non-infrastructure
benefits and revenue from ticket sales and tourism. Kim and Kang added
that profits from tourism (resulting from a better city image) are the most
highly anticipated contributions of mega-events from which local com-
munities will benefit. In emerging economies, the government offers
financial grants to the mega-event organizers through the tourism minis-
try and the regional government in order to speed up the development of
home-grown mega-events.

Again, the Malaysia Convention and Exhibition Bureau (MyCEB)
plays a key role in promoting mega-events. MyCEB was given a critical
role in positioning Malaysia as a leading mega business events destination
under the Entry Point Project (EPP) 10 of the Tourism National Key
Economic Area in the nation’s Economic Transformation Programme
(ETP), which was launched in 2010 (MyCEB, 2020). According to the
report, MYR3.9 billion in additional gross national income, 16,720 new
jobs and 2.9 million business event visitors were among the major bene-
fits of the mega-events business in Malaysia. Thus, recognizing the com-
petitive environment is one of MyCEB’s strategies for achieving the status
of a mega-event hub in Malaysia.
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Sporting Events as Special Events

Sporting events have become an important segment of the tourism indus-
try. It has become one of the fastest-growing segments of the tourism
industry. Through a cooperation agreement formed in 2001, the World
Tourism Organization (WTO) and the International Olympic Committee
(IOC) recognized sports and tourism as important for mutual under-
standing, thereby bringing considerable attention to the sector. According
to Pitts and Stotlar (2013), the sports industry comprises individuals,
companies and organizations interested in developing, supporting, pro-
moting or organizing any sport-related activity, experience or business
venture. The sports industry has also produced segments such as leisure,
wellness and betting. Sporting activities have long been recognized as an
important component of sports tourism, and hosting one can provide a
destination with additional benefits due to their popularity (Khor et al.,
2019). Along with this growth, destination marketers are paying special
attention to the strategy of trying to distinguish the destination’s image
and gain international recognition through hosting sporting events (Wafi
et al., 2018). The sporting events have attracted the interest of scholars
who want to take a more systematic approach to research on the issue. It
is backed by well-developed tourism literature that dates back to the early
1990s and has expanded exponentially since 2000 (Getz, 2012).

Sports tourism events offer an exciting opportunity to brand cities as
preferred tourist destinations and to provide growth prospects for local
economies due to the fact that sport tourism events play a critical role in
defining national and local tourism offerings, as well as converting desti-
nations into attractive event-driven economies (Knott & Hemmonsbey,
2015; Siyabulela, 2016). There have been criticisms that organizing
sporting events at the international level is a waste of money because the
financial requirements of hosting such events are immense (Mapjabil
et al., 2017). Sporting events are typically held in various locations,
resulting in varying levels of tourist activity during the event. Mapjabil
etal. (2017) suggested five dimensions of sporting events as follows:
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¢ 'The duration of the event

* Preparations before the tournament
* Media coverage

¢ Sponsorship

e Individuals involved

Sporting events, such as the Olympic Games, World Cup,
Commonwealth Games, NFL Super Bowl, Grand Slam and Formula
One Grand Prix, are the most popular sporting events globally. In con-
trast to other special events, sporting events attract the most media atten-
tion. The event usually lasts for more than a week and, in some cases, the
entire calendar year. For example, the Olympic Games lasts for more
than two weeks, while the World Cup lasts for one month. The hosting
city has to spend a lot of time and money to prepare for the events, so it
is necessary to host them over a long period of time. The duration of the
event helps the hosting city obtain a return on investment in the form of
a short-term increase in economic activities and trade, especially in the
course of the event. Besides, improvements in facilities and infrastructure
and the addition of more hotels and resorts tend to have a long-term
effect on the tourism sector in the hosting city.

Mapjabil et al. (2017) noted that before a sporting event takes place in
a given state or region, the host may make detailed arrangements in terms
of sports facilities, accommodation for participants, venue maintenance,
transportation and a variety of other activities. To ensure the welfare of
the athletes and delegates, the host must also provide support personnel,
including volunteers and equipment operators. A site suitability assess-
ment should be conducted at the venue, including ground conditions,
traffic and pedestrian paths, topography and the location of available
facilities, such as water, electricity and audience capacity (Kent County
Council, 2016). Furthermore, Kent County Council (2016), among oth-
ers, suggested that (a) clear communication lines should be established
and maintained throughout the planning stage and during the event; (b)
all bookings, decisions and transactions prior to the event should be put
into writing to ensure clarity and to provide a record; and (c) targets and
deadlines for the period leading up to the event should be set to ensure
the key stages are not missed.
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Mapjabil et al. (2017) have added media attention as another dimen-
sion of sporting events. Previously, print and electronic media were the
media through which events were marketed. A creative company was
commissioned to run the coverage and assess the effectiveness of the
advertising programme for the sporting event. While social networking is
a common tool for engaging with followers, there is no real strategy for
using social media to engage sports fans. As Nufer (2016) points out,
there is no real evidence of past sporting events that used social media for
event promotion and participation, despite many sponsored brands
attempting to share views with fans. Furthermore, due to the small num-
ber of spectators at the stadia and the sports industry’s lack of marketing
enthusiasm, attracting fans through social media became a secondary
focus (Sato et al., 2018). However, social media will be used as the strate-
gic communication tool that is able to profile followers for future market-
ing purposes. Most notably, digitalization has made it possible for sports
fans to access content outside of venues (Deloitte, 2020).

Sponsorship is the most significant consideration in the execution of a
sports event. As Mapjabil et al. (2017) point out, in the concrete, obtain-
ing sponsorship for an organization enables the organizer to prepare a
financially viable event. Official sponsors, such as television networks,
beverage manufacturers, airlines, telecommunications companies, auto-
mobile companies, energy products and household brands, can generally
spend a large amount of money on sponsorship for branding purposes.
Sponsorship in sporting events is unique, as indicated by Deloitte (2020).
He pointed to core aspects of sports sponsorship, and one of them is the
effect of recent technological breakthroughs on the industry.

Additionally, Mapjabil et al. (2017) proposed individuals involved in
sporting events as the final dimension. Athletes, team managers, coaches,
physiotherapists, team officials and other delegates are all engaged in
sporting events. As demonstrated by the Olympic Games, the overall
number of people participating may be tens of thousands. The sports
competitors (athletes and delegates) and spectators are the two main
groups of people who attend sporting events (Hover et al., 2016). Sports
participants from the host city are critical for promoting social impact in
the form of indirect benefits of the sporting event. Individuals involved
are essential for the host destination to gain in terms of expenses and
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post-event tourism, as the probability of spreading positive word of
mouth is the most lucrative long-term effect of sporting events (Lintumaiki
et al., 2020).

Sporting Event as a Catalyst for Special
Events in Asia

From 2018 to 2022, the Asian continent has been the focal point of
sporting events. The 2018 Winter Olympics in Pyeongchang marked the
start of the Asian continent’s busiest time of hosting sporting events.
With two mega-events, the 2018 Winter Olympic Games and the 2019
World Swimming Championships, the Republic of Korea has established
itself as one of Asia’s most successful hosts of sporting events. Similarly,
Japan is Asia’s most active host of sporting events, organizing a number of
sporting events in 2019. In 2019, Japan hosted three major sporting
events: the Rugby World Cup 2019 (RWC2019), the 24th Women’s
Handball Championship and the Volleyball World Cup. The ability of
Japan to host three major sporting events in the same calendar year
resulted in huge cash inflows, bolstering Japan’s position as one of the
world’s most powerful economies.

The Rugby World Cup 2019 (also known as RWC2019) brought in
more than US$3 billion in revenue to the 12 cities that hosted the tour-
nament. Approximately 400,000 foreign spectators visited Japan during
the tournament and spent an average of US$4000 during their stay (Asia
Outlook, 2019). The high cost of living, as well as exorbitant entrance
tickets and hotel rates, could not deter fans from coming to watch the
game. During the RWC2019, Japan generated over 25,000 jobs with just
a modest investment in infrastructure (Asia Outlook, 2019).

In 2020, Japan was to host the second most prominent sporting event
in the world, the summer Olympic games. Tokyo Olympic 2020 was
going to be Japan’s second time hosting the Olympics. Tokyo had under-
gone major infrastructure development that laid the foundations of mod-
ern Japan since the 1964 Olympic games. The Olympic 2020 was the
most long-awaited sporting event of the year due to Japan’s ability to
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exhibit groundbreaking displays and advanced technologies. However,
due to the COVID-19 pandemic, the event was rescheduled to 2021.

Apart from Japan, China has also played an important role in the host-
ing of sporting events. Beijing Olympic 2008 illustrated China’s emer-
gence as a global economic force, as well as shifting people’s perceptions
of China’s old political views (China Business Review, 2008). China was
depicted as a peaceful, civilized, harmonious and modern nation at the
Beijing Olympics. China spent nearly US$40 billion on infrastructure,
paving the way for other sectors such as advertising, media, movies, the
Internet, mobile and portable devices, renewable energy, sports and tour-
ism (China Business Review, 2008). Beijing will also host the Winter
Olympics for the first time in 14 years in 2022.

In 2022, Qatar, a small Arabian Gulf nation with a population of 2.8
million people, will host the world’s largest sporting event, the football
World Cup. The World Cup will be held in the Middle East for the first
time in history. Qatar, which is 828 times smaller than China, will host
more than 500,000 football fans worldwide. The development of facili-
ties is still ongoing, with eight state-of-the-art stadia set to open soon. A
total of 64 football matches will be played throughout the month-
long event.

Sporting Events: A Case of the Republic
of Korea

Sporting events offer major benefits to the host city, as exemplified by
The Republic of Korea, which is popularly known as South Korea. South
Korea was founded in 1945, following the end of World War II. The
country was governed by the military after achieving independence in
1948, before transitioning to a full liberal democracy in the 1980s. Due
to social and political instability, South Korea was one of Asia’s poorest
countries at the time. In the 1970s, South Korea started to prioritize
heavy industries and a strategy of export-based industrialization. To sup-
port its manufactured products, the country began to establish diplo-
matic relations with more developed nations.
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The year 1988 marked the start of South Korea’s transformation into a
modern country. South Korea, a third-world country with a land area of
100,210 km?, was the first third-world country to host the world’s largest
sporting event, the Olympic Games, in 1988. The event took place on a
420-acre land in the heart of the city. The construction of an integrated
city that connected the Olympic venues and the airport through high-
ways and metro trains was completed. High-rise ofhice buildings, homes,
housing areas and digital networks have all been designed in more urban
areas (International Olympic Committee, 2018). Seoul’s image had
changed dramatically since 1988, when it was transformed from a quiet
administrative capital to a booming metropolis with a population of over
10 million people.

In comparison to Japanese products, Korean household brands at the
time lacked performance. The Olympic games of 1988 offered a platform
for brands such as Daewoo, GoldStar, Pro-Specs and Lotte to develop
their brands. The goods were able to break into the foreign market due to
sponsorship and licensing. Seoul Olympic 1988 raised over US$3.3 bil-
lion in sales and provided 20,744 new jobs in terms of economic impact
(International Olympic Committee, 2018). The Seoul Olympic Games
of 1988 had a huge impact on South Korea. The automobile industry was
also improved as a result of facilitating movement within cities. The cre-
ative and entertainment industries benefited as well. Many agencies were
established as a result of marketing, sponsorship and licensing activities,
which recruited local celebrities and talents, resulting in the formation of
Korean Pop Culture. Furthermore, in 1988, South Korea’s annual trade
exceeded US$100 billion for the first time. Before the Seoul Olympic
Games in 1988, South Korea was a developing country. In reality, South
Korea’s GDP was comparable to that of Malaysia in the 1970s. South
Korea’s GDP per capita rose significantly in the year leading up to the
1988 Olympic Games (1985-87) and was two times higher than
Malaysia’s GDP per capita after the Games.

The Olympic Games in Seoul in 1998 were a crucial factor in South
Korea’s tourism growth. The high-speed rail system that linked Korea’s
major cities boosted domestic tourism. Following the Olympics, many
people travelled to Seoul to see the event venue as well as the modern city.
Furthermore, the upgraded airports resulted in improved connectivity
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and frequency of flights to Seoul. The high frequency of outbound flights
operated by Korean Air and Asiana Air resulted in an increase in out-
bound tourism. From a mere 1 million tourists in 1980 to over 3 million
tourists in 1990, the number of visitors increased by threefold.

Other tourism sub-industries arose as a result of Seoul’s rapid post-
Olympic growth. Korean culture and historical values were actively pro-
moted as tourism products. The MICE industries were also created, and
Seoul Metropolitan is now noted for such events. Tourist arrivals figures
had been increasing year after year before the outbreak of COVID-19,
with 2019 recording a 14% rise from 15.3 million to 17.5 million visi-
tors (Statista, 2020).

Sporting Events: A Case of Malaysia

Malaysia was inspired to host the 1998 Commonwealth Games after the
success of the Seoul Olympic Games in 1988. The Commonwealth
Games was held in Asia for the first time in history. The Games served as
a catalyst for infrastructure development in Kuala Lumpur, Malaysia’s
capital. The new airport was established on the outskirts of the city as
part of a long-term strategy to expand the area’s satellite cities. Highways
and light rail transport were used to improve the link between major
urban areas and the event site. With the main event arena that can handle
up to 85,000 fans, the purpose-built sporting complex became the focal
point of the games.

With the inaugural Le Tour De Langkawi in 1996, Malaysia’s hosting
of international sporting events began a few years before the 1998
Commonwealth Games. Since then, Langkawi has been the epicentre of
sporting events. The Langkawi Development Authority (LADA), a spe-
cialized government agency charged with planning Langkawi’s develop-
ment as a tourist destination, developed the proposal to host the
international sporting event. Because of the minimal impact of tourism
on the island, sports tourism has become the primary product for attract-
ing foreign visitors. Langkawi is surrounded by 99 islands in the Andaman
Sea. Langkawi’s geographical features, including scenic views and a lush
green backdrop, make it an ideal venue for sporting activities. Almost
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every month, sporting events centred on the beach and outdoor sports
are held. In order to maintain Langkawi’s natural beauty, sporting events
are also favoured as tourism products.

The major sporting events held in Langkawi had a robust economic
effect on the island’s tourism industry. The International Federation
Muay Thai Championship 2014 (IFMA2015), for example, was the first
to be held outside Thailand. The event drew a more significant number
of foreign tourists than domestic visitors. Foreigners made up about 52%
of the attendees, who spent an average of nine days in Langkawi. During
their stay in Malaysia, the bulk of the foreign attendees spent around
US$2400. The foreign attendees set aside half of their total budget for
their stay in Langkawi, and the other half was spent in Kuala Lumpur
before returning to their home countries.

Ironman Langkawi is the most popular sporting event in Langkawi.
Each version of the triathlon has drawn over 1000 participants. The most
common age group at [ronman Langkawi is those between the ages of 26
and 40, who accounted for more than 60% of the total athletes. About
32% of the athletes travelled to Langkawi with at least two or three other
people and stayed for five to ten days. Approximately 93% of the athletes
said they stayed in a hotel.

For instance, during the Ironman 2014 edition, international athletes
spent an average of US$2321 during their stay in Langkawi.
Accommodation, tour activities and shopping were the top three expenses.
For meals and car rentals, the bulk of the athletes paid at least US$25 a
day. Overall, the event created a direct effect of US$0.4 million from
participation fees and a US$2.3 million indirect impact on Langkawi’s
economy. Using this as an example, it comes as no surprise that sporting
events are Langkawi’s main tourist product, with at least one event held
every month.

Conclusion

In a nutshell, sporting events enhance the destination marketing strategy
and have a long-term effect on the tourism industry. Because of their
direct and indirect economic impacts, sporting events are a major
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tourism segment for emerging economies. This chapter has provided
some case studies on sporting events and destinations in Asia by examin-
ing the marketing and economic effects of sporting events on the nation’s
economy. The findings could help the government allocate funds to pro-
mote sporting activities and boost tourist destination services by empha-
sizing target marketing campaigns.
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Competitiveness of Emerging
Economies as Tourist Destinations

Emmanuel Gamor and Ishmael Mensah

Introduction

The competitiveness of a destination is “its ability to increase tourism
expenditure, to increasingly attract visitors while providing them with
satisfying, memorable experiences, and to do so in a profitable way, while
enhancing the wellbeing of destination residents and preserving the natu-
ral capital of the destination for future generations” (Ritchie & Crouch,
2003, p. 2). The competitiveness of emerging economies in the global
tourism market has become even more imperative, as many countries
have intensified efforts at gaining a share of the market. However, the
competitiveness of tourist destinations depends not only on the ability to
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attract and satisfy tourists but also on how that results in the improved
well-being of host communities. Emerging economies have comparative
advantages in their natural and cultural resource endowments, but that
alone does not guarantee competitiveness. What is important is how the
destination can use these resources effectively by creating and managing
other facilities, services, and infrastructure as well as providing the right
policy framework for tourism development. Despite their huge tourism
potentials, emerging economies have not yet managed to fully exploit
their tourism potential (Sanches-Pereira et al., 2017) due to some chal-
lenges such as poor infrastructure, ineffective marketing, poor linkages
between tourism and other sectors of the local economy, weak institu-
tional and technical structures, and lack of qualified personnel. Thus, the
development of attractive destination resources, branding, formulation
of regulatory policies, planning, and adoption of technology are critical
success factors for emerging economies seeking to remain competitive in
the global tourism market. This chapter delves into issues relating to the
competitiveness of emerging destinations and the implications for mar-
keting. Specifically, the chapter looks at the concept of destination com-
petitiveness, comparative and competitive advantage of emerging
destinations, the competitiveness of tourist destinations in emerging
economies, factors influencing the competitiveness of emerging destina-
tions, and critical success factors in destination marketing in emerging
economies.

Destination Competitiveness

The competitiveness of a tourist destination is considered a crucial factor
for its success (Buhalis, 2000; Dwyer & Kim, 2003). It is the competi-
tiveness of a destination that ultimately determines its attractiveness to
both tourists and investors. Destination competitiveness has, therefore,
become a very important issue, which constantly engages destination
management organisations (DMOs) and governments. The need for des-
tinations to be competitive has become even more imperative due to the
heightened competition in the global tourism marketplace. The increas-
ing competition among tourist destinations has been attributed to the
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emergence of many new destinations, including emerging economies
onto the market while the main generating markets remain unchanged
(Acemoglu & Robinson, 2012; Candela & Figini, 2012). The situation
has been worsened by recent crises, including economic recession, natu-
ral disasters, and pandemics like COVID-19. This has placed tourism
destinations under extreme pressure to differentiate themselves from
competitors, become unique and recognisable, and remain competitive
(Kre$i¢ & Prebezac, 2011).

Competitiveness has been described by Dwyer and Kim (2003) as a
multifaceted concept. In view of this, it could be examined from different
perspectives, such as products, companies, sectors of the economy, or
national economies, in both the short and long run (Omerzel, 2006).
Competitiveness is the degree to which a country or an organisation pro-
duces goods and services that meet the standards of the market (especially
the international markets) while at the same time maintaining and
enhancing the benefits in terms of real income to its citizens, managers,
or shareholders (Krugman, 1994; Waheeduzzaman, 2011). However, in
the context of the tourist destination, competitiveness has been viewed
mainly from the supply side to include the ability of the tourist destina-
tion to attract and satisfy tourists by delivering better products and ser-
vices compared to other competing destinations (Aqueveque & Bianchi,
2017; Crouch & Ritchie, 1999; Dwyer & Kim, 2003), and maintain and
improve its market share and competitive position (Alseiari et al., 2019;
d’Hauteserre, 2000). In this vein, Dwyer and Kim (2003) posit that a
competitive destination has to be more successful than competitors in
various aspects of the overall tourist experience. Thus, the competitive
advantage of a destination lies in the strength or ability of the destination
to provide a quality experience to visitors (Ritchie & Crouch, 2003).

A competitive destination has also been described as a destination that
is price competitive (Dwyer et al., 2000). Dwyer et al. (2000) described
destination competitiveness as encompassing price differentials coupled
with exchange rate movements, productivity, and qualitative factors
which affect the attractiveness of a destination. However, because desti-
nations have different stakeholders including host communities, com-
petitiveness should not only be viewed from the perspective of tourists
and tourism businesses alone. It must include the broader socio-economic



72 E. Gamor and |. Mensah

and environmental impacts of tourism at the destination. In this vein,
Ritchie and Crouch (2003, p. 2) provide a more all-encompassing defini-

tion of the competitiveness of a destination as:

its ability to increase tourism expenditure, to increasingly attract visitors
while providing them with satisfying, memorable experiences, and to do so
in a profitable way, while enhancing the wellbeing of destination residents
and preserving the natural capital of the destination for future generations.

Thus, the competitiveness of a tourist destination does not only depend
on its ability to attract tourists over the long term but also depend on its
ability to protect its tourism resources and enhance the quality of life of
its citizens (Rey-Maquieira & Ramos, 2006). Destination competitive-
ness must reflect in the economic prosperity and quality of life of the resi-
dents of a country (Buhalis, 2000; Crouch & Ritchie, 1999; Dwyer &
Forsyth, 2003; Dwyer & Kim, 2003). Dwyer and Kim (2003, p. 372)
emphasise that the ultimate goal of a destination’s competitiveness is “to
maintain and increase the real income of its citizens, usually reflected in
the standard of living of the country”. This is especially important for
emerging economies, where the creation of sustained and quality jobs,
enhanced local economic growth, improved social well-being, and
improved living standards are usually overlooked in favour of tourism
investments and revenue.

Indicators of Destination Competitiveness
Models of Destination Competitiveness

The basis for competitiveness is Porter’s (1990) diamond model of com-
petitiveness. Porter provided four broad attributes of competitiveness of
an industry or a company, namely, factor conditions, referring to the
supply of skilled labour or infrastructure; demand conditions; related and
supporting industries; and firm strategy, structure, and rivalry. Based on
Porter’s (1990) model, Crouch and Ritchie (1999) developed a concep-
tual model of destination competitiveness. In their model, they identified
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four main determinants of destination competitiveness, namely the core
resources and attractions of a destination including climate, special
events, and tourism facilities; supporting factors and resources such as
infrastructure; destination management, including the activities of desti-
nation management organisations (DMOs); and broader situational con-
ditions such as safety, government policies, and environmental
circumstances which could negatively affect competitiveness (Crouch &
Ritchie, 1999; Ritchie & Crouch, 2003). Crouch and Ritchie (1999)
further developed a comprehensive list of indicators that combine subjec-
tive consumer and objective industry indicators for each of the compo-
nents, which culminated in a composite destination competitiveness index.

Crouch and Ritchie’s (Crouch & Ritchie, 1999; Ritchie & Crouch,
2003) competitiveness model provided a good basis for the development
of the integrated model of destination competitiveness by Dwyer and
Kim (2003). Dwyer and Kim pointed out that a major weakness of the
Ritchie and Crouch’s conceptual model was its neglect of demand-side
determinants of competitiveness and its focus on supply-side elements.
They, therefore, proposed a more holistic set of indicators of destination
competitiveness which were categorised into five subgroups, namely,
endowed resources, such as mountains, landscapes, and cuisine; support-
ing factors, including infrastructure, service quality, and accessibility;
destination management, such as marketing strategy and safety regula-
tions; situational conditions such as crimes, and global economic condi-
tions; and demand factors, including awareness, perception, and tourist
preferences.

In practical terms, the competitiveness of tourist destinations has been
conceptualised variously. Different measures have been used to gauge
destination competitiveness because of the varied interpretations placed
on the concept. According to Kozak and Rimmington (1999), in general
terms, there are two distinct approaches to measuring destination com-
petitiveness: the use of “hard data” and “soft data”. Hard data refers to
objectively verifiable data such as tourist arrivals, tourism receipts, market
share, tourist expenditure, and employment, while soft data refers to sub-
jective data such as quality of tourism services, the authenticity of cul-
ture, and tourist satisfaction. There appears to be no agreement as to the
number of indicators that should be used to measure the competitiveness
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of tourist destinations. The competitiveness of tourist destinations is
derived from a combination of several factors including economic, politi-
cal, psychological, social/cultural, environmental, and increasingly more
important, technological factors (Mulec & Wise, 2013). Bernini (2009)
provides four main factors, namely, demand conditions, such as the qual-
ity, level, and nature of tourist interest; local factor conditions, such as a
destination’s natural resources and location; tourism-related and support-
ing industries; and government policies for supporting communities with
information and infrastructure. Previous studies on destination competi-
tiveness have employed a plethora of factors, including destination
resources and destination management, as well as demand, socio-
economic, political, and environmental factors. According to Kozak et al.
(2009), tourists choose destinations by comparing these factors among
various destinations.

Perhaps the most comprehensive set of indicators for gauging the com-
petitiveness of a destination is the travel and tourism competitiveness
index (TTCI), which was developed by the World Economic Forum
(WEF) in 2004. It consists of a set of 14 pillars categorised into three
subgroups, namely travel and tourism regulatory framework; travel and
tourism business environment and infrastructure; and travel and tourism
human, cultural and natural resources. The travel and tourism regulatory
framework subgroup has five pillars, namely, A1 (Policy rules and regula-
tions), A2 (Environmental sustainability), A3 (Safety and security), A4
(Health and hygiene), and A5 (Prioritisation of travel and tourism). The
travel and tourism business environment and infrastructure subgroup
also has five pillars, namely B1 (Air transport infrastructure), B2 (Ground
transport infrastructure), B3 (Tourism infrastructure), B4 (ICT infra-
structure), and B5 (Price competitiveness in the T&T industry). The
third subgroup (travel and tourism human, cultural, and natural
resources) has four pillars, namely, C1 (Human resources), C2 (Aflinity
for travel and tourism), C3 (Natural resources), and C4 (Cultural
resources). Based on the TTCI, the WEF ranks 124 countries
(WEE 2015a).
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Comparative and Competitive Advantage
of Emerging Destinations

The competitiveness of tourist destinations borders on not just the avail-
ability of resources and attractions, but also how the resources are har-
nessed and utilised. Thus, destinations need both comparative and
competitive advantages. Comparative advantages relate to the resources
that are available to a destination (resource endowments), while competi-
tive advantages refer to the destination’s ability to utilise the available
resources (resource deployment) (Crouch & Ritchie, 1999; Porter, 1990).
The comparative advantage of a tourist destination refers to its endowed
or inherited resources, including beaches, climate, mountains, wildlife,
heritage sites, and folklore, while competitive advantage refers to what
the destination has created to ensure the effective use of the resources
such as hotels, transport networks, events, the quality of management,
skills, and competencies of workers, and government policy. Comparative
advantage alone does not guarantee a destination’s competitiveness. A
destination with considerable resource endowments will require the req-
uisite superstructure and managerial know-how to take full advantage of
those resources. According to Crouch and Ritchie (1999), this means
that a country that is endowed with a wealth of resources might be less
competitive than a destination that lacks resources but uses the ones it
does have more effectively.

In spite of this, most emerging economies tend to capitalise on their
comparative advantages to remain competitive in the global tourism mar-
ketplace. In a study on the competitiveness of the South Banat District of
Serbia, core resources and attractors had the highest ratings out of four
competitiveness determinants, with gastronomy, multicultural ambience,
the richness of cultural and historical heritage, and climate having the
highest ratings (Kovacevi€ et al., 2018). Also, in a study on the competi-
tiveness of the Vojvodina region of Serbia, Mulec and Wise (2013) found
that though the region possesses much in terms of natural and cultural
resources, they concluded that more investments, marketing, strategic
management, and planning are needed to make the destination more
attractive to international visitors and to improve the region’s competi-
tiveness. In a comparative study of the competitiveness of the tourism
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industry in Serbia and Slovenia by Armenski et al. (2011), the results
showed that both destinations were considered to be more competitive in
natural, cultural, and created resources but were less competitive in des-
tination management with unfavourable demand conditions. The WEF
(2012) has indicated that though ASEAN as a whole has a price competi-
tive advantage compared with the rest of Asia and other parts of the
world, the region as a whole, except Singapore, has some flaws including
inadequate infrastructure, unsatisfactory sanitation, and environmental
degradation. Azarya (2004) asserts that international tourists’ desire for
experiencing different cultures, landscapes, and wilderness whilst remain-
ing in the familiar comforts and security of their home environment
worsens the competitive challenge in developing countries that lack ade-
quate supporting factors. This means that for emerging economies to
remain competitive, they must develop the requisite supporting super-
structure, formulate relevant policies, and manage their natural and cul-
tural resources more effectively. Singapore provides a classic case of how
an emerging economy could become competitive by capitalising on its
competitive advantage. Though Singapore is not endowed with abundant
natural resources, it ranks among the top ten countries regionally, in the
Asia Pacific region, according to the Travel and Tourism Competitiveness
Index (World Economic Forum, 2015a). Singapore’s impressive perfor-
mance is attributed to its planning excellence in a wide range of tourism-
related projectsincluding the modernisation of its economic infrastructure,
economic liberalisation and international openness, innovative manage-
ment in developing natural and cultural resources, and high-quality
human resources development (Ganguli & Ebrahim, 2017).

Competitiveness of Emerging
Tourist Destinations

It has been acknowledged that the destination competitiveness of emerg-
ing economies is imperative for the growth of their economies (Aqueveque
& Bianchi, 2017; Echtner & Ritchie, 2003). Through job creation and

revenue and income generation, tourism is seen as a vehicle for the
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attainment of socio-economic development in emerging economies. As a
result, many destinations from emerging regions of the world are attempt-
ing to develop and exploit their tourism potential to attract and cater for
visitors from both domestic and international markets (Aqueveque &
Bianchi, 2017). However, for emerging economies to derive the desired
benefits from tourism development, they must be competitive in the
global tourism market. Evidence from the TTCI, however, indicates that
the top ranks of the index are dominated by advanced economies, though
emerging economies have shown some promise in recent years (Table 4.1).

Table 4.1 Ranking of countries based on the travel and tourism competitiveness
index (2015-2019)

Rank
Country 2015 2017 2019 Increase/decrease in rank (2017-2019)
Spain 1 1 1 -
France 2 2 2 -
Germany 3 3 3 -
USA 4 6 5 Increase
UK 5 5 6 Decrease
Switzerland 6 10 10 -
Australia 7 7 7 -
Italy 8 8 8 -
Japan 9 4 4 -
Canada 10 9 9 -
Singapore 11 13 17 Decrease
Austria 12 12 11 Increase
Hong Kong SAR 13 11 14 Decrease
Netherlands 14 17 15 Increase
Portugal 15 14 12 Increase
New Zealand 16 16 18 Decrease
China 17 15 13 Increase
Iceland 18 25 31 Decrease
Ireland 19 23 26 Decrease
Norway 20 18 20 Decrease
Belgium 21 21 24 Decrease
Finland 22 33 28 Increase
Sweden 23 20 22 Decrease
UAE 24 29 33 Decrease
Malaysia 25 26 29 Decrease
Luxemburg 26 28 23 Increase

(continued)
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Table 4.1 (continued)

Rank

Country 2015 2017 2019 Increase/decrease in rank (2017-2019)
Denmark 27 31 21 Increase
Brazil 28 27 32 Decrease
Korea Rep. 29 19 16 Increase
Mexico 30 22 19 Increase
Greece 31 24 25 Decrease
Taiwan, China 32 30 37 Decrease
Croatia 33 32 27 Increase
Panama 34 35 47 Decrease
Thailand 35 34 31 Increase
Cyprus 36 52 44 Increase
Czech Republic 37 39 38 Increase
Estonia 38 37 46 Decrease
Slovenia 39 41 36 Increase
Malta 40 36 35 Increase
Hungary 41 49 48 Increase
Costa Rica 42 38 41 Decrease
Qatar 43 47 51 Decrease
Turkey 44 44 43 Increase
Russian Federation 45 43 39 Increase
Barbados 46 58 a -

Poland 47 46 42 Increase
South Africa 48 53 61 Decrease
Bulgaria 49 45 45 -
Indonesia 50 42 40 Increase

2Not covered due to insufficient data
Sources: WEF, TTCI (2015b, 2017, 2019a)

Since 2015, Singapore has been the most competitive emerging economy
based on the TTCI, as it was ranked 11, 13, and 17 in 2015, 2017, and
2019, respectively. The best performing emerging economies are mainly
found in the Asia Pacific region, where countries like China, Hong Kong
SAR, Singapore, and Malaysia ranked relatively high. The only African
country ranked among the top 50 in 2015 was South Africa, but it
dropped to 61 in 2019. Experts have predicted that inbound tourism in
the Asia Pacific region will grow at a faster pace than in the advanced
economies in the coming decades. The United Nations World Tourism
Organization (UNWTO) predicted that arrivals will have increased by
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331 million to 535 million in 2030 (UNWTO, 2011). However, the
COVID-19 pandemic which virtually grounded tourism to a halt in
2020 will seriously hamper the realisation of this projection. Emerging
economies will need more time to recover from the devastating effect of
COVID-19. Qiu et al. (2021) posit a recovery of tourism in the Asia
Pacific in 2020, ranging from 10% to 70%, that will serve as the basis for
full recovery in the subsequent years, as conditions improve gradually.
Emerging economies accounted for only US$ 486 billion out of the US$
1260 billion international tourism receipts in 2016 (Goffi et al., 2019).
In spite of these, emerging economies have not yet managed to fully
exploit their tourism potential (Sanches-Pereira et al., 2017). Several fac-
tors hinder the competitiveness of emerging tourist destinations. These
include poor infrastructure, lack of new product development and man-
agement, ineffective marketing, poor linkages between tourism and other
sectors of the local economy, poor institutional and technical capabilities,
and shortage of skilled and qualified personnel (Mitchell & Faal, 2007).
Tourism has been developed in most emerging economies without an
integrated plan and attention to the environmental impacts and impacts
on local communities (Gofh et al., 2019). There is also the problem of
lack of coordination and stakeholder collaboration, which makes coordi-
nating the efforts of a variety of independent stakeholders towards a com-
mon goal a difficult task (Laws et al., 2011). However, for the sustainable
competitiveness of tourist destinations to be realised, major stakeholders
at the destination including national tourism organisations, DMOs, and
local tourism business operators must work together. This is due to the
composite nature of the tourist product and the multidimensional struc-
ture of the industry.

Dwyer and Kim (2003, p. 399) opine that “there is no single or unique
set of competitiveness indicators that apply to all destinations at all
times”. Emerging economies are in a unique position; therefore, the indi-
cators for gauging the competitiveness of more established destinations
may not be suitable for such economies. The major tourism destination
competitiveness models have been developed purposely for the advanced
countries and therefore did not take into consideration the peculiar needs
of emerging economies (Azzopardi & Nash, 2016). The TTCI, for
instance, may be useful to large countries that are capable of targeting
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diverse market segments because their size and resources afford them the
capability to pursue such strategies, but smaller destinations tend to pur-
sue a more selective targeted marketing strategy and are only interested in
information that will enhance their competitiveness in certain specific
market segments (Croes, 2010; Crouch, 2008).

Malaysia, for instance, has specifically targeted Middle Eastern tourists
to the country through its “Look East” policy and its religious connec-
tions to those countries. The former Prime Minister Tun Dr Mahathir
capitalised on the vacuum created in the aftermath of the 11 September
2001 attack on the USA, as Middle Eastern tourists felt uncomfortable
travelling to Western countries due to the mistreatment they received. As
a result, Malaysia has become one of the favourite alternative vacation
destinations for Arabs (Ibrahim et al., 2009). Another country that has
capitalised on its comparative advantage to target a specific market seg-
ment is Ghana. Ghana has capitalised on its comparative advantage in
resources and attractions relating to the transatlantic slave trade (TAST)
to target the African diaspora. Among the TAST resources are slave cas-
tles which are world heritage monuments, other landmarks and relics,
special events like PANAFEST, and the historical connections with the
African Diaspora through the Pan African movement, which was cham-
pioned by the first president of Ghana, Dr Kwame Nkrumah.

The reality is that countries have different challenges and priorities as
they evolve from resource-based to knowledge-based economies. Thus,
the principal factors that contribute to global competitiveness, for econo-
mies at different levels of development differ (Porter et al., 2001). Most
emerging economies are resource-based and, therefore, their main sources
of competitiveness are their natural resource endowments. As a result, the
indicators of competitiveness of more established destinations may not
sit well with the peculiarities of emerging economies. In a study on the
destination competitiveness of Chile, by Aqueveque and Bianchi (2017),
awareness and promotion of the destination in foreign markets were con-
sidered very relevant for destinations in emerging economies. They, there-
fore, recommended that future analyses of destination competitiveness in
developing countries must include this aspect of competitiveness.

COVID-19 has had a significant impact on the global economic,

political, and social systems. Since its declaration as a worldwide
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pandemic by the WHO in March 2020, it has negatively affected the
tourism sector, as it gradually grounded international travel to a halt.
Emerging destinations suffered significantly from the pandemic. For
instance, a major activity that attracts tourists to South Africa, the 51st
edition of The Two Oceans Marathon”, was cancelled (Swart & Maralack,
2020). The desire to travel dropped by 50% in Asia, while in Europe and
America, it dropped by some 30% (Gallego & Font, 2020). The
COVID-19 pandemic has caused fear globally, impacting destination
competitiveness. Destinations that are able to reach herd immunity
through vaccination, together with the health and safety protocols, will
be more competitive than other destinations. Emerging destinations in
this era are more likely to become less competitive, considering the
COVID-19 situation. In view of the vaccination cover, the USA has
46.23% of the population vaccinated against COVID-19, Spain has
31.13%, and Canada has 42.29% as of 13 May 2021. However, emerg-
ing economies have lower coverage of vaccination. For example, Brazil
has 16.04%, Ghana, 2.74%, India, 10.08%, Hong Kong, 12%, and
South Africa, 0.77% (U.S. Department of Health & Human Services,
2021). With this, the emerging economies are less likely to be competi-
tive with respect to tourist safety and other health protocols related to

COVID-19.

Factors Influencing the Competitiveness
of Emerging Destinations

The continuous attempt to improve destination competitiveness due to
the changing nature of destinations rests upon varied reasons and factors
(Cronjé & du Plessis, 2020). The multiple goals of competitiveness make
it difficult to conceptualise (Gofh et al., 2019). As such, various factors
are usually ascribed to the realisation of the competitiveness of a tourist
destination as shown in Fig. 4.1. Emerging destinations are heteroge-
neous and target different travel market segments, and factors relating to
their competitiveness are also varied, yet little attention has been given to
the elements that determine the competitiveness of emerging
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Fig. 4.1 Destination competitiveness model. (Source: Ritchie and Crouch (2003))

destinations. As a result, most of the determinants of the competitiveness
of tourist destinations in the literature are largely based on studies in the
developed economies, although emerging economies are gradually domi-
nating the international tourism marketplace (Gofh et al., 2019).

Competitiveness arises from the position that a destination occupies in
the global travel market due to its performance and the potential to attain
a higher position with all the strategies employed (Gofh et al., 2019;
Kovaclevi€ et al., 2018; Papp & Raffay, 2011; Ritchie & Crouch, 2003).
The elements of competitiveness are categorised into major determinants
including environmental uniqueness and sustainability (Gofh et al.,
2019; Hassan, 2000), institutional linkages and prices (Heath, 2002),
demand conditions (Dwyer & Kim, 2003), and performance (World
Economic Forum, 2019). However, performance models such as the
TTCI have often been criticised by researchers as being vague and do not
address the practical issues relating to competitiveness (Kovacevi€ et al.,
2018) especially in emerging economies.

To thrive in the ever-competitive environment, emerging economies
need to understand the approaches and factors used in measuring their
level of competitiveness and develop appropriate strategies for improving
their positions. The factors influencing destination competitiveness in
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emerging economies relate to both the comparative and competitive
advantages (Magombo et al., 2017; Papp & Raffay, 2011) and go beyond
the attributes of the destination. These factors help destinations to iden-
tify what contributes to their strongest and weakest position on the mar-
ket. The following paragraphs present major factors acknowledged to
influence destination competitiveness in emerging economies.

Core Resources. Resource endowment is one of the main factors easily
identified and used as a measure of the competitiveness of destinations.
They are made up of natural and created resources (Ritchie & Crouch,
2003), which serve as the main pull factor that attracts tourists to a des-
tination. Unique attributes of a destination usually come from inherited
resources (Dwyer & Kim, 2003) that afford the destination a competitive
edge over other destinations. The resource endowment of a destination
refers to the essential tourism resources or attractors such as the flora,
fauna, climate, and landscape. Michael et al. (2019) argue that because
essential resources of a destination have a significant influence on the
destination’s competitiveness, core resources cannot be overemphasised.
Gofhi et al. (2019) are of the view that the main tourism resources and the
services provided to tourists offer value and form the main motivation
behind travel for tourism activities. Core resources include the physiog-
raphy and climate, special events, entertainment, and activities, as well as
the culture and history of a destination (Ritchie & Crouch, 2003).
Therefore, the uniqueness of core resources is used as differentiating and
competitive factor relative to other destinations (Salinas Ferndndez
et al., 2020).

Supporting Factors. The core resources function well with the help of
supporting factors. These factors make the travel to and stay in a destina-
tion comfortable and memorable, and provide a foundation for success-
ful industry development (Ritchie & Crouch, 2003). Enright and
Newton (2004) claim that the support factors include destination infra-
structure, educational institutions, and accessibility. Hospitality, quality
of service, accessibility, and market ties also play an important role in the
competitiveness of a destination as support factors (Crouch, 2011; Dwyer
& Kim, 2003; Heath, 2002). Good roads, airports, bus systems, and
telecommunications, among others, propel the appeal and increase the
chance of a destination being chosen over its competitors. A destination
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that is perceived as friendly and warm makes tourists feel welcome.
Hospitality, therefore, is a very important social factor that determines
the competitiveness of a destination. Similarly, the linkages that destina-
tions build with source markets such as diaspora relations between Ghana
and the USA, and complementary linkages with other destinations such
as the reliance of Macao SAR on Hong Kong SAR, contribute to the
competitiveness of a destination. In general, the supporting factors are
deemed very important (Salinas Ferndndez et al., 2020) in determining
competitiveness through establishing a strong and successful industry.

Situational Conditions. Building, maintaining, and amplifying a solid
image and capability of satisfying tourists is important to destinations.
Hence, it is important to consider factors that can negatively change the
effect of core attractors and supporting factors towards destination com-
petitiveness. Also known as amplifying and qualifying factors (Ritchie &
Crouch, 2003), the situational conditions include factors of the macro
environment and the operational environment such as location, opera-
tional capabilities of tourism businesses, safety and security, technology
readiness, and price competitiveness (Kovacevi¢ et al., 2018). Situational
factors can either improve or limit the competitiveness of a destination
(Enright & Newton, 2004; Salinas Ferndndez et al., 2020). Currency
exchange rate, the legal regulatory environment, and level of visitor safety
and security are some of the factors that can negatively influence the
competitive position of a destination if not well managed.

Destination Management. To successfully maintain a competitive edge
over other destinations, DMOs need to carefully and systematically
examine the services and resources that place their destinations at a
unique and advantageous position over other destinations (Dwyer &
Kim, 2003; Hassan, 2000; Heath, 2002). As Khalifa (2020) acknowl-
edges, diligent management of destinations supports their competitive-
ness. Destination management is a multifaceted activity that involves
destination planning, destination marketing, destination management
organisation, managing the environment, human resource development,
crisis management, visitor management, and resource stewardship
(Crouch, 2011; Dwyer & Kim, 2003; Ritchie & Crouch, 2003). These
activities, according to Crouch (2011), are carried out collectively by
organisations and individuals in the interest of promoting the brand,
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image, and enhancing the position of the destination through well-
coordinated planning and organisation of human resource and sustain-
able development. In this case, it is important to guard against devaluation
and deterioration of the resources to ensure prolonged benefits to desti-
nations. To do so, training and development and commitment to the
environment is an important issue to consider.

Creating Competitive Emerging Destinations:
Critical Success Factors

Many governments in developing economies are focusing on tourism as
a source of foreign exchange earnings, which is vital for improving their
economies (Kankhuni, 2020; Khalifa, 2020). Thus, understanding the
critical factors of destination competitiveness among emerging econo-
mies is important for tourism development. For emerging economies to
fully exploit their tourism potentials and remain competitive, their desti-
nation marketing strategies should be informed by some critical success
factors including attractive destination resources, branding, regulatory
policy, planning and development, and technology adaptation.
Attractive Destination Resources. The competitiveness of emerging des-
tinations depends on the uniqueness and attractiveness of tourism
resources which are the main reasons for visiting such destinations
(Ferreira & Perks, 2020; Kovacevi¢ et al., 2018; Michael et al., 2019;
Ritchie & Crouch, 2003). These include the attractions, activities, and
special events. These constitute raison d'etre for choosing one destination
over another (KovaCevi¢ et al., 2018; Ritchie & Crouch, 2003).
Destination attributes are central to the competitiveness of destinations
because they form the pivot around which tourism activities revolve and
the basis of the experience acquired by the tourist. Thus, without attrac-
tions, there will be no need for people to travel to certain destinations.
Also, the environmental and climatic conditions of an area enable certain
activities and events and, thus, tend to attract tourists to such destina-
tions (Ferreira & Perks, 2020). Notably, the climate of the tropics and the
Mediterranean region attracts tourists from temperate zones (mostly
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developed economies) at certain times of the year. To this end, the avail-
ability of unique resources contributes to the competitiveness of emerg-
ing economies.

Emerging economies are usually endowed with unique natural
resources and activities that attract visitors. These include nature-based or
water-based activities, festivals, lakes, mountains, idyllic climate, flora,
and wildlife. To gain a competitive advantage, emerging economies
should develop these core resources as their main attractions. Indeed, in
most emerging economies such as Malawi, Serbia, Ghana, and UAE,
tourism is driven by attractive resources, activities, and events (Kankhuni,
2020; Kovacevi¢ et al., 2018). In the UAE, for instance, the tourism
resources of the destination, including historical buildings in heritage vil-
lages and cities, rocky mountains, and religious buildings like the Sharia
Mosque, are viewed as one of the most important determinants of its
competitiveness (Michael et al., 2019). Similarly, Kovacevi¢ et al. (2018)
argue that gastronomy, multicultural ambience, and the richness of the
Serbian culture and historical heritage determine Serbia’s competitive-
ness. Also, in the Autonomous regions of Madeira, activities that are
interrelated with artisan culture are extremely important to the competi-
tiveness of the region (Teixeira & Ferreira, 2019). More so, special events
such as festivals, conventions, and exhibitions rank among the top factors
accounting for the competitiveness of emerging economies (Cronjé & du
Plessis, 2020; Gofh et al., 2019).

Tourism Services and Infrastructure. The second critical success factor
identified is the quality of infrastructure and tourism services. The trans-
port network in a destination contributes to its competitiveness in the
market. This factor depends on the political will and the strategic plan-
ning of the government of the destination. As noted by Michael et al.
(2019), the availability and accessibility of hotels, restaurants, retail ser-
vices, and the quality of road and railroad networks, sanitation, quality of
electricity supply, quality of health care, improved internet access, and
water supply are pertinent to the gaining advantage over competitors in
the market. Recent literature has shown that supporting services, together
with general and tourism infrastructure such as the availability of air-
ports, the number of air, water, and road connections that facilitate inter-
national arrivals, and tourism superstructure, play a very crucial role in
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enhancing the attractiveness of an emerging economy as a tourist destina-
tion (Cronjé & du Plessis, 2020; Michael et al., 2019).

To Cronjé and du Plessis (2020), infrastructure and its development
have been identified by multiple scholars of both developed and emerg-
ing economies as crucial to the success of destination competitiveness.
Destinations with good and accessible infrastructure and other services
have gained an advantage as very competitive destinations. Kim, Arcodia,
and Kim (2019) point out that infrastructure contributes to memorable
and relaxing holidays for tourists who visit Thailand, especially for medi-
cal tourism, and if South Korea develops its infrastructure, it will become
more competitive in Asia. In a similar tone, KovaCevi¢ et al. (2018) posit
that tourism services such as food and accommodation services, and
transport and taxi services are rated as top competitive determinants of
South Banat district in Serbia.

In recent years, safety has been a major considering factor in tourist
decision-making. The location and safety of a destination have become
important indicators of competitiveness for emerging economies in the
travel market (Kovacevi€ et al., 2018). Empirical studies show that infra-
structure is not a major concern for the developed economies, but a main
driver of competitiveness in developing economies (Cvelbar et al., 2016).
Without the infrastructure, tourist destinations in developing economies
will not be attractive. However, most emerging destinations are con-
fronted by inadequate general and tourism infrastructure. While a few
emerging economies such as Singapore, UAE, Korea, Egypt, and Malaysia
have leveraged their infrastructure development to achieve competitive
advantage (Ganguli & Ebrahim, 2017; Khalifa, 2020; Michael et al.,
2019; Nilashi et al., 2019), many emerging economies (including Serbia,
Malawi, Hungary, Brazil, and Bulgaria) are battling with deficient accom-
modation capacities and structures, poor international connectedness,
and poor general infrastructure among others (Kankhuni, 2020;
Magombo et al., 2017; Pejanovi¢ et al., 2017), which decrease their com-
petitive potential as emerging destinations.

Branding. Blain et al. (2005) posit that branding is important for cre-
ating memorable experiences. The competitiveness of emerging econo-
mies is driven by brands such as using slogans, and strategies aimed at
attracting a specific market (Goffi et al,, 2019; Kankhuni, 2020).
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Successful emerging economies such as UAE, Korea, and Singapore have
used strategic branding and marketing to gain a competitive advantage in
the travel market (Ganguli & Ebrahim, 2017; Kim et al., 2019; Michael
etal., 2019).

Different aspects of branding have been used to strengthen the unique
image of emerging economies and to differentiate them from other desti-
nations. Slogans have particularly been employed to differentiate destina-
tions. Examples of these brand slogans include “The Warm Heart of
Africa’-Malawi, “The Gateway to Africa’- Ghana, “Passion Made
Possible” and “Singapore Medicine”- Singapore, “Definitely Dubai”-
UAE, and “Asia’s World City”-Hong Kong. Kankhuni (2020) argues that
the use of a slogan is enough to set one destination apart from the other.
However, empirical research has revealed that though communication of
core brand names is good, symbols or logos also play a critical role in the
competitiveness of emerging economies (Ganguli & Ebrahim, 2017).
Logos also establish brands and enhance their competitiveness through
differentiation. Emerging economies usually embark on ineffective mar-
keting and branding campaigns. Poor marketing and branding in emerg-
ing economies are the results of a myriad of issues including, funding
challenges, poor stakeholder collaborations (Kankhuni, 2020), low mar-
ket orientation (Aqueveque & Bianchi, 2017), and poor business climate
(Kovalevi€ et al., 2018). There is, however, the recognition that if better
branding and marketing strategies are established, emerging economies
will improve their competitiveness in the travel market (Kankhuni, 2020).

Pricing. Price factors that include elements such as cost of transport
services, tourist entertainment, accommodation, entry fees, visa fees, and
food and beverage represent another important indicator of competitive-
ness, especially in emerging economies. Dwyer et al. (2000) assert that
price differentials and the movement of exchange rate play a role in the
attractiveness of a destination or otherwise. Evidence suggests that prices
of tourism services and products form an essential component in the
overall competitiveness of a destination because of the price sensitivity of
tourism (Enderwick & Nagar, 2011) and may change over time (Plessis
& Saayman, 2018). Xie and Tveteras (2020) are of the view that price
competitiveness makes a destination more attractive. As emerging econo-
mies such as Malaysia, Singapore, and Thailand seldom emphasise price
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in their rapidly growing medical tourism, these markets basically com-
pete on prices (Enderwick & Nagar, 2011). Emerging economies have
the challenge of high prices of tourism and hospitality services, which are
not competitive in comparison with developed destinations. Therefore,
emerging economies, including Thailand and India, attempt to enhance
their competitiveness using price competitive tourist packages (Enderwick
& Nagar, 2011; Kim et al., 2019). In Africa, some economies pay atten-
tion to the price-demand dynamics to enhance their tourism competitive
advantage. An example is South Africa, which capitalises on the law of
demand such that it relies on the influence exerted on tourism products
and package prices by the fluctuation in fuel and electricity prices. These
prices improved in 2017. Subsequently, the increase in prices of tourism
products and services was deemed acceptable by tourists (Plessis &
Saayman, 2018). Other economies including Uganda, Ghana, and
Nigeria can increase their attractiveness with price-competitive strategies
(Ennin, 2017; Marcus et al., 2017), as they hold comparable attractive
tourism resources, services, and infrastructure. However, most emerging
economies are bedevilled by high cost of production which culminates
into high prices, rendering such economies less price competitive in the
ever-competitive tourism market.

Government Policy, Planning, and Development. Across emerging econ-
omies in Africa, Asia, America, and Oceania, the policies pursued by the
majority of governments tend to influence the flow of tourists and the
attractiveness of the destinations. Studies by Mishra et al. (2016) show
that governance is a very critical determinant of the competitiveness of
emerging economies. In line with this, Ganguli and Ebrahim (2017) and
Nilashi et al. (2019) affirm that consistent and integrated policy struc-
tures that are executed among various stakeholders are critical to the
competitiveness of emerging economies. Policies play an important role
in attracting investment, improving tourism and general infrastructure,
and facilitating travel to emerging destinations such as UAE, Singapore,
and Malaysia. In Singapore, the government created the National
Interagency made up of the Singapore Economic Development,
International Enterprise Singapore, and the Singapore Tourism Board to
encourage foreign direct investment, improve the capacity and people-
oriented services to engage, and promote the local medical enterprises
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through international marketing and branding campaigns that meet the
global medical tourism market. The government of Malaysia developed a
policy geared towards the development of infrastructure including trans-
portation, and hotels in readiness for tourism. In addition, the govern-
ment of UAE established the Ajman Strategic Plan for Tourism
2015-2021 that ensures the provision of value-added services, enhance
operational effectiveness, and sustainable growth of tourism. These poli-
cies positioned the destinations in a very competitive position over other
destinations.

Policies that foster sustainable tourism development are important for
the competitiveness of emerging tourist destinations because the sustain-
ability of emerging destinations is an important element for their com-
petitiveness (Gofhi et al., 2019; Khalifa, 2020). Thus, strategic planning
and practices guided by structured and focused policies improve the
competitiveness of destinations in emerging economies (Gofhi et al.,
2019). It has been suggested by Lubbe et al. (2019) that having stricter
policies that work improves competitiveness by reducing unsustainable
activities that negatively affect the enjoyment, safety, and uncertainty in
emerging economies. Similarly, Kankhuni (2020, p. 15) considers that to
improve competitiveness, emerging economies must establish “a strong
platform that encourages collaborations between government and the
private sector and general citizenry”. Policies can help to govern strategic
leadership, planning, and practices to improve competitiveness (Khalifa,
2020). However, emerging economies are usually characterised by poor
policy formation and implementation (Kankhuni, 2020). The political
willpower to implement policies that have already been formulated is
important to encourage adherence to the law and a single focus of all
stakeholders in the given destination (Nilashi et al., 2019). An example is
the outstanding competitive achievement attained by Singapore through
international openness and economic liberalisation policies (Ganguli &
Ebrahim, 2017). Such active demonstration of the willpower of govern-
ments encourages all stakeholders in a destination to have a unidirec-
tional focus for the attainment of competitive advantage, yet emerging
economies are known to have poor stakeholder collaboration at all levels
of destination management.
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Human Resource Development. The human factor of a destination is an
important determinant in the competitiveness of emerging destinations.
Nilashi et al. (2019) found that the human resources of emerging econo-
mies are among the critical elements in destination management for
competitive readiness. The human factor of a destination, according to
Nilashi et al. (2019), is essential for making visitors feel comfortable and
enjoy their stay while operating and manipulating other technological
and environmental factors to improve or maintain the destination’s com-
petitiveness. Ganguli and Ebrahim (2017) and Heath (2002) also affirm
that having a large pool of skilled human resources with varied expertise
stands an emerging destination a good chance to improve its competi-
tiveness by delivering quality service. The human characteristics of a des-
tination are linked to the image that the destination has. Therefore,
human resource development is a crucial activity for every DMO.

Skilled employees are needed in every destination to offer the human
touch to tourists” experience. The interactions and services rendered in
tourism-related organisations are very important to the creation of mem-
orable experiences among tourists such that the hiring of high-quality
skilled service personnel is important to give a destination a competitive
advantage over its competition. The UAE, for instance, has capitalised on
the efficient labour market and highly trained and educated service per-
sonnel to gain a competitive edge in the tourism labour market (Michael
etal., 2019). Unfortunately, most emerging economies lack proper skilled
human resources.

Technology. Technology readiness is important for destinations in
today’s competitive world. Management of destinations through state of
the art is very important to help develop innovative products that add
uniqueness to the attraction and improve what the destination has to
offer in terms of attractive resources. In addition, it facilitates stakeholder
collaboration and helps to build a sustainable and competitive destina-
tion, which has become very important. Kankhuni (2020), Kovacevi¢
et al. (2018), Michael et al. (2019), and Nilashi et al. (2019) agree that
emerging economies need innovative technologies with effective and effi-
cient information systems to advance their competitiveness. These are
more important regarding the fact that the technology readiness of a des-
tination (Nilashi et al., 2019) will ensure proper responses to the demand
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condition, quality services, and memorable experiences (Aqueveque &
Bianchi, 2017). Therefore, organisations in emerging economies are to
continuously develop and/or implement innovative technologies that
enhance information sharing, communication, productivity (Porter,
1990), and, in effect, the competitiveness of the destination. Currently,
advancement in technology has made it possible for destinations to com-
municate and market their unique offerings and for potential tourists to
plan, search for information, compare alternatives, buy travel packages,
and experience travel and tourism by the touch of a button. Though
internet penetration and access to ICT have increased, emerging destina-
tions still have difficulties in capitalising on such opportunities.

Conclusion

For emerging destinations to remain truly competitive in the global tour-
ism market, DMOs must create favourable images, develop their tourism
resources, and ensure greater stakeholder collaboration. The fierce com-
petition among tourist destinations around the world makes it necessary
for destinations to adopt marketing activities that create favourable
images, reduce perceived risks and costs, and create memorable travel
experiences (Blain et al., 2005). This enhances the visitor-destination
connection and the destination’s image to differentiate it from others.
Though emerging economies are endowed with natural and cultural
resources, these alone do not determine the competitiveness of destina-
tions (Ganguli & Ebrahim, 2017). The underdevelopment of natural and
cultural resources, coupled with poor communication, and the lack of
new product development and diversification in emerging economies as
well as the high level of prices of tourism services and products render
them less competitive (Ferreira & Perks, 2020; Kankhuni, 2020).
Emerging economies must enhance their tourism resources with the req-
uisite facilities, infrastructure, and superstructure. Moreover, collabora-
tion among various stakeholders at the destination helps to determine a
common goal, brand identity, and a more focused marketing agenda with
a suitable market pricing strategy. Besides, the right regulatory policies
should be formulated to guide the entire destination development and
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marketing process. More so, in this digital age, information search is an
important element in tourist decision-making. Thus, for a destination to
be competitive, it has to brand and market itself successfully, online and
through other digital platforms. Finally, in the current global situation,
travellers’ safety (especially from COVID-19) is very important. Emerging
destinations are to strive to be more competitive by reaching herd immu-
nity through vaccination. With this, tourists will feel safe in emerging
destinations and, hence, will consider such destinations for vacations and
other tourism activities during and post COVID-19 pandemic recov-
ery period.
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