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v

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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 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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1
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, 
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5

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 

1 Nature and Scope of Destination Marketing in Emerging… 
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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).

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

Transit Route
Traveller

Generating
Region

Tourist
Destination

Region

Attractions
Access
Accommodation
Amenities
Activities
Available packages

Returning Tourists

Departing Tourists

Transport and
Communication

Channels

Travel Intermediaries
Marketing Activities

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

1 Nature and Scope of Destination Marketing in Emerging… 
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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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