
Unit 4 Market Environment Analysis for Destination 
Marketing Planning 

Topic

▪ Definition of market environment
▪ Characteristics of tourism market environment
▪ Destination marketing planning process and explanation 

of each elements in the process

*This unit spends around 2 weeks



Students should be able to:

▪ Explain the definition of market environment.
▪ Explain why tourism market environment should be of concern 

when doing tourism marketing.
▪ Recall what SWOT analysis and situational analysis are and how 

they are important in the tourism marketing planning process.
▪ Recall other components of work (in steps) in the tourism 

marketing planning process, and how they relate.
▪ Carry out a SWOT and situational analysis.

Objectives



Definition of Market Environment

A marketing term and factors and forces that affect a firm’s ability to 
build and maintain successful relationships with customers. 

➢ Micro (internal) environment - small forces within the company that affect 
its ability to serve its customers.

➢ Meso environment - the industry in which a company operates and the 
industry’s market (s)

➢ Macro (national) environment - larger societal forces that affect the 
microenvironment. 







Characteristics of Tourism Market Environment

Look at supply and demand sides?

Supply side/ production

▪ Tourism supply is heterogeneous.
▪ Product would not be produced without tourism demand (i.e. flights, hotels, 

travel packages)
▪ Tourism resource supply production is based on and influenced by 

destination carrying capacity.
▪ Tourism resource supply concern local context such as local places, events 

and people.
▪ Tourism resource supply concern knowledge- based environment.
▪ Tourism supply is defined by the importance of tourism receipts for the 

products visitors consume.
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▪ Tourism supply and demand development involves national 
tourism development policy.

▪ Tourism demand and supply reflects an importance of national 
services of infrastructure and facilities such as Taxi or other 
passenger transport, fuel station, restaurants, and many others 
more. 

▪ The life cycle of tourism supply involves destination life cycle.
▪ Tourism supply is interdependent.
▪ Tourism supply and service management involves various 

sciences such as logistics, CRM, site management.
▪ Tourism service is people- oriented.
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Demand side/ market

▪ Tourism demand is diverse.
▪ Tourism market is sensitive to changes occurred from internal/ 

demographic and external environment.
▪ Tourism market tastes and behavioral change through time.
▪ The life cycle of tourism demand involves destination life cycle.
▪ Tourism market has higher price sensitivity and elasticity of 

demand (price elasticity of demand measures the responsiveness 
of demand after a change in price)

▪ There is an issue of peak and off- peak demand and prices



Destination Marketing Planning 
Process





In steps and 
process
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To answer where we are now, we need to assess strengths, weaknesses, 
trends, challenges, opportunities and threats (SWOT) as these relate to 
marketing goals. This involves using environmental scan and situation 
analysis. 



DMO vision statement

▪ DMO vision statement creates a pathway for future marketing action 
for achieving destination vision. 

▪ DMO needs to define its own vision for the future in order to achieve 
the destination vision.

▪ In order to achieve that vision, DMO needs to cooperate with its 
internal and external stakeholders. 

▪ DMO vision statement should be more concrete than the destination 
vision statement, because the DMO will be accountable for achieving 
this vision. 



Destination vision statement for New Zealand

In 2015, tourism is valued as the leading contributor to a sustainable New 
Zealand economy.

(Tourism Strategy Group, Ministry of Economic Development, 2008)



Richmond (USA) DMO vision
To be a world- class organization known for our superior service ad 
innovative marketing.
(Richmond Metropolitan Convention and Visitors Bureau, 2012)

Townsville DMO vision
Townsville North Queensland will build a sustainable tourism industry 
through strategic partnerships that focus on marketing to targeted domestic 
and international customers and the development of suitable tourism 
infrastructure and product.
(Tourism Queensland and the Department for Tourism, Regional 
Development and Industry, 2008 - 2011)



Marketing goals should be “target- market and time- specific” 
and set for 3-5 years period.

Destination marketing goal

Tourism Victoria (Canada) marketing goals

▪ Increase tourism revenues by attracting visitors from both our short- haul 
and long- haul markets.

▪ Continue to maintain and build relationships with key tour operators, meeting 
planners and travel media through sales efforts in our key markets in North 
America, Europe and Asia.

▪ Match our key offerings and visitation drivers with the appropriate receptive 
geo-market (geographic market) in order to best deliver tailored messaging 
for that particular consumer.



Marketing objectives should: 

▪ Be measurable 
▪ Target market- and time- specific
▪ Indicate a quantified result
▪ Set for short- term
▪ Go along with the goals

Destination marketing objectives



Virginia Tourism Corporation marketing objectives for 2011

▪ Evolve the “Virginia Is for Lovers” campaign.
▪ Leverage media buys at least 3:1.
▪ Increase the number of unique visitors to Virginia.org to 6.5 million.
▪ Complete twenty new photo shoots to enhance and update image library.
▪ Generate $9 million in earned media.
▪ Generate 50,000 incremental leads through promotions and sweepstakes.
▪ Increase domestic sales leads by 5 percent.
▪ Increase international visitation from Canada and target overseas markets 

by 4 percent.
▪ Benchmark outdoor marketing plan.
▪ Increase film contacts by 5 percent.                                                                                         

(Virginia Tourism Corporation)



▪ DMO mission is articulated in the mission statement. 

▪ Mission is a broad statement about the organization’s business and scope, 
services and products, markets served and overall philosophy. 

▪ Mission statement is not a goal or objective, but rather it is a clear description 
of what the DMO does and who it serves. 

▪ DMO mission statements are sometimes confused with vision statements and 
goals. In fact, the DMO’s mission statement should be derived from the 
destination and the DMO vision statements and be consistent with the 
destination marketing goals.

DMO mission



Dubai Department of Tourism and Commerce marketing mission

To strengthen the Dubai economy through:
▪ The development of sustainable tourism.
▪ The provision of a unique visitor experience combining quality service and 

value for money in a safe environment for all our employees, contractors and 
visitors.

▪ The innovative promotion of Dubai’s commerce and tourism opportunities.
▪ The further development of partnership with our industry stakeholders.

(Dubai Department of Tourism and Commerce, 2012)



http://hotelmule.com/batch.download.php?aid=2489
http://hotelmule.com/batch.download.php?aid=2490


Padlet Activity: 
Find a vision of a DMO



SWOT analysis
What is it?

Padlet Activity: Find definition of 
SWOT analysis and how it is 

important in marketing?



SWOT analysis is:

SWOT stands for Strengths, Weaknesses, Opportunities, and Threats

▪ SWOT Analysis is a technique for assessing these four 
aspects of your business/ destination.

▪ SWOT analysis is a marketing plan approach that allows a 
diagnosis to be made of the past and present state of the enterprise 
or of its functional domains as well as of its relationships to the 
micro and macro environment.



The primary objective of a SWOT analysis:

▪ Businesses (enterprises, DMO and tourism authority) should perform a SWOT 
analysis before committing to any sort of company action, whether  exploring new 
initiatives, formulating (marketing) strategies, revamping internal policies, considering 
opportunities to pivot or altering a plan midway through its execution.

▪ Businesses (enterprises, DMO and tourism authority) use their SWOT analysis to 
discover recommendations and strategies, with a focus on leveraging strengths and 
opportunities to overcome weaknesses and threats.

▪ Businesses (enterprises, DMO and tourism authority) use their SWOT analysis to 
discover what their strengths and weaknesses are; to analyze their own resources, as 
well as analyzing and knowing external circumstances that may affect favorably and
unfavorably the achievement of the enterprise’s or organization’s proposed goals.

To help organizations develop a full awareness of 
all the factors involved in making a business 
decision.



Seizing opportunities

Minimizing weaknesses Counteracting threats

Addressing individual issues



Aspects we can look at when doing SWOT analysis

At business level

Aspects of strengths are the beneficial aspects of the organization or the 
capabilities of an organization such as human competencies, process 
capabilities, financial resources, products and services, customer goodwill and 
brand loyalty. Examples of organizational strengths are huge financial 
resources, broad product line, no debt, committed employees, etc.

Aspects of weaknesses in an organization may be depreciating machinery, 
insufficient research and development facilities, narrow product range, poor 
decision-making, etc. Weaknesses are controllable. They must be minimized 
and eliminated. Examples of organizational weaknesses are huge debts, high 
employee turnover, complex decision making process, narrow product range, 
large wastage of raw materials, etc.



Aspects of opportunities are factors that organization should be careful and 
recognize the and grasp them whenever they arise. Opportunities may arise 
from market, competition, industry/government and technology. Increasing 
demands in different segments of markets, digital trend, release of strict 
regulation, for example, are opportunities.

Aspects of threats arise when conditions in external environment put an 
organization into a situation in which there is a danger of loss, harm, or 
failure, and that affect the reliability and profitability of the organization’s 
business. This is worse when they relate to the organization’s weaknesses. 
Threats are uncontrollable. Examples of threats are unrest among employees; 
ever changing technology (threat for organizations that are not ready); 
increasing competition leading to excess capacity, price wars and reducing 
industry profits; etc.



SWOT Analysis of Tourism in 
Romania

Romanian Tourism Market Component of the Marketing Plan.pdf


SWOT Analysis of Tourism in Town 
of Drumheller



SWOT 
Analysis





SWOT Analysis for GMS (Greater 
Mekong Subregion) Tourism
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Looking inwardsLooking outwards
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How to enhance these strengths and 
take advantages from these 
opportunities?
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How to improve/ get rid of these 
weaknesses and prevent these threats 
not to affect the business/ or affect at 
minimum degree?



Environmental scanning
What is it?

Padlet Activity: Find definition of 
environmental scanning in marketing



An environmental scan pinpoints trends and potential challenges, 
opportunities and threats in the market environment. 

Environmental scanning

▪ legislation and regulation
▪ political situation
▪ economic situation
▪ social and cultural patterns
▪ environmental changes
▪ technological advances

These can be 
considered as 

analysis of 
opportunities and 
threats as well 

(external factors that 
organization cannot 

control)



Trends and Mega Trends that change the face of the tourism industry
For example:
• Demographics: older travelers drive tourism, LGBT
• Global competition
• Different travel behavior across the generations
• As more and countries rely on tourism for economic growth, competition is heating 

up.
• Developing countries ease visa rules to boost arrivals 
• Internet of Things, Digitalization’s influence on travel behaviour and travel 

marketing
• Hipsters and the new face of tourism, solo women travel
• Increasing growth of FIT, de-intermediary
• Heritage conservation mindset and travel trend
• Increase of domestic tourism
• Health tourism trend
• Political and security unrest in some countries
• Global trade merges











Over 42% of tourists use smartphones to plan their travels. Over 50% use smartphones for 
maps and navigation to restaurants and tourist sites. A 2016 TripAdvisor survey found that 
the smartphone has become a crucial part of any travel kit. 87% of Millennial travelers use 
smartphones on their trips. The rate is 73% among Gen Xers and 55% for Baby Boomers. 

Mobile apps are now the key to internet-enabled travel, displacing websites. The Google 
Play Store features over 100,000 mobile phone applications specifically for travel. The 
Google Maps app is a leader, providing easy geo-navigation and pinpointing tourist 
attractions, restaurants and accommodations. Many travel apps feature content sharing, so 
that fellow travelers and locals help keep visitors up-to-date and informed.



















▪ What have been the major trends in the past 3-5 years?
▪ What are the expected future trends in the next 3-5 years?
▪ Will these trends affect our destination and DMO (and companies in the 

industry) in the next 3-5 years?
▪ How will they affect our destination and DMO (and companies in the 

industry)?
▪ How will they affect competitive destinations and DMO (and how will they 

affect competitiveness of national tourism and individual companies in the 
industry)?

▪ How should our DMO (as well as companies in the industry) change its 
marketing approaches to adapt to these trends?

The questions to be asked:

To keep up with upcoming trends of the world and in the tourism industry and 
outside the industry (other dimensions), and respond to them, which will be 
appeared in your tourism marketing plan strategies



Situational analysis
What is it?

Padlet Activity: Find definition of 
situational analysis and how it is 

important in marketing



The six key techniques in completing a DMO situational analysis are:

Situational analysis

Key Six 
analysis





Use 10 AS or use the following dimensions:
• policy rules and regulation
• environmental sustainability
• safety and security
• health and hygiene
• prioritization of travel and tourism
• air transport infrastructure
• ground transport infrastructure
• tourism infrastructure
• ICT infrastructure
• price competitiveness in the travel and tourism industry
• human resources
• natural resources and cultural resources

Destination or product/ product development analysis:  



The 10 As of successful destinations
Criteria



Competitive analysis: (performance in the market) 

Ask tourists in order to know what other destinations tourists are also 
considering as their trips or future trips, or ask about tourists’ 
satisfactions towards the closest competitors of our destination. 

Also collect the information from secondary source to get idea of what 
the most popular destinations (our competitors) for our specific visitor 
market segments



Visitor market analysis: (market demand- existing and potential/ 
market behavior)

DMO should have a detailed market profile. Research for visitor 
market profile can be done on a monthly or quarterly basis every 
year, or for some DMO, they conduct visitor profile studies only once 
every 2 or 3 years.



The categories of information that should be provided by a visitor 
profile analysis include:

▪ Demographic and socio-economic characteristics
▪ Travel trip characteristics (e.g. trip purposes, length of stay, party size and 

composition, accommodation and transportation usage, etc.)
▪ Previous visit patterns (number and timing of previous trips)
▪ Revisit intentions (probability of return visit)
▪ Attraction usage and awareness
▪ Activity participation in destination
▪ Travel information sources used for trip to destination
▪ Media usage (TV; newspapers, magazines, Internet/ Social media, mobile, etc.)
▪ Trip satisfaction levels
▪ Likes and dislikes
▪ Suggested improvements to the destination.



Marketing position/ destination image analysis and branding:

Every destination needs to understand its image or position in the 
minds of past and potential visitors. 

Marketing plan analysis: 

Marketing plan analysis involves an objective assessment of the 
DMO’s past marketing plans. 

Evaluate

Measure

Effectiveness and results 
of the previous marketing 

plan



The three key questions to ask:
▪ How effective was the last marketing plan?
▪ Which activities and programmes worked?
▪ Which activities and programmes did not work?

Resident analysis:

Some destinations go further and conduct research on local resident 
attitudes or sentiments about tourism in their communities. This is 
especially important when tourism represents a very large part of 
the local economy and affects residents’ everyday lives. 



USP identification
What is it?

Padlet Activity: Find definition of 
USP identification and how it is 

important in marketing



DMO identifies how the destination is different from its competitors. 
We call this “Unique Selling Point” or “Unique Selling Proposition” 
(USP). USP will be in the marketing strategy.

USP Identification





A sustainable competitive advantage for a 
destination and its DMO would mean having 

the assets and/ or skills that meet the 
following conditions:

▪ They are valuable to visitors.
▪ They are rare among the destination’s current and potential competitors.
▪ They must be imperfectly imitable (cannot be easily copied). 
▪ There are no strategically equivalent substituted for the assets or skills. 
▪ Not rely on single market
▪ Diversity of tourism experiences to offer
▪ Catch up with trends (fast- changing)




