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UNDERSTANDING	
  
DESTINATION	
  MARKETING	
  

Putu	
  Diah	
  Sastri	
  Pitanatri	
  (SAS)	
  
www.diahsastri.com	
  

What	
  is	
  a	
  des<na<on?	
  

What	
  is	
  marke<ng?	
  

What	
  is	
  des<na<on	
  marke<ng?	
  	
  

Service	
  characteris<c	
  

Needs,	
  wants	
  and	
  demands	
  

Marke<ng	
  goals	
  

WHAT	
  IS	
  A	
  DESTINATION?	
  
DESTINATION	
  

•  A single entity – one product 
•  Many products – comprising of every kind of 

tourism organisation and operation 
•  Socio-cultural entity – its history, people, 

traditions, way of life 
•  A  concept – in the minds of tourists and 

potential visitors 

Bierman (2003) a country, state, region, city 
or town which is marketed or markets itself 

as a place for tourists to visit 

WHAT	
  IS	
  MARKETING?	
  

A	
  Philosophy	
  

An	
  AGtude	
  	
  	
  

A	
  Perspec<ve	
  

A	
  Management	
  
Orienta<on	
  

A	
  Set	
  of	
  Ac<vi<es,	
  
including:	
  

	
  Products	
  

	
  Pricing	
  	
  

	
  Place	
  

	
  Promo<on	
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  Marke<ng	
  =	
  process	
  by	
  which	
  a	
  firm	
  
profitably	
  translates	
  customer	
  needs	
  into	
  

revenue.	
  

the	
  science	
  and	
  art	
  of	
  exploring,	
  crea<ng,	
  and	
  
delivering	
  value	
  to	
  sa<sfy	
  the	
  needs	
  of	
  a	
  target	
  
market	
  at	
  a	
  profit.	
  	
  Marke<ng	
  iden<fies	
  needs	
  
and	
  desires.	
  It	
  defines,	
  measures	
  and	
  quan<fies	
  
the	
  size	
  of	
  the	
  iden<fied	
  market	
  and	
  the	
  profit	
  
poten<al.	
  It	
  pinpoints	
  which	
  segments	
  the	
  

company	
  is	
  capable	
  of	
  serving	
  best	
  and	
  it	
  designs	
  
and	
  promotes	
  the	
  appropriate	
  products	
  and	
  

services.	
  Kotler	
  2003	
  

DESTINATION	
  MARKETING	
  

•  Des<na<on	
  marke<ng	
  is	
  the	
  process	
  of	
  
communicaAng	
  with	
  poten<al	
  visitors	
  to	
  
influence	
  their	
  desAnaAon	
  preference,	
  
intenAon	
  to	
  travel	
  and	
  ul<mately	
  their	
  final	
  
desAnaAon	
  and	
  product	
  choices	
  (sustainable	
  
tourism,	
  2016)	
  
–  Improve	
  the	
  aVrac<veness	
  of	
  the	
  des<na<on;	
  
– Posi<on	
  the	
  des<na<on	
  or	
  the	
  tourism	
  products	
  on	
  
the	
  market	
  place;	
  

Why	
  desAnaAon	
  markeAng?	
  

10	
  

DEMAND	
   OFFER	
  

Why	
  desAnaAon	
  markeAng?	
  

12	
  

WHY?	
  Excess	
  of	
  
offer	
  

Higher	
  
compe<<on	
  

New	
  
mo<va<ons	
  

Change	
  in	
  
consumers’	
  
behavior	
  

Product	
  
specializa<on	
  



8/16/16	
  

3	
  

Service	
  CharacterisAc:	
  	
  
Five	
  I's	
  of	
  Services	
  

1.   Intangibility	
  (lacks	
  physical	
  existence	
  or	
  
form)	
  

2.   Inventory	
  (Perishability)	
  
3.   Inseparability	
  of	
  ProducAon	
  and	
  
ConsumpAon	
  

4.   Inconsistency	
  (Variability)	
  
5.   Involvement	
  

This is a Need 

•    

	
  	
  	
  

Needs	
  -­‐	
  state	
  of	
  felt	
  
depriva<on	
  
including	
  physical,	
  
social,	
  and	
  
individual	
  needs.	
  

This is a Want 

Wants	
  –	
  Needs	
  
become	
  wants	
  
when	
  they	
  are	
  
directed	
  to	
  specific	
  
objects	
  that	
  might	
  
sa<sfy	
  the	
  need.	
  

This is Demand 

  
Wants Buying Power 

“Demand”	
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The marketing concept 
states that businesses 

MUST satisfy customers' 
needs and wants in 

order to make a profit.  

The	
  Basic	
  Concept	
  

MARKETING	
  
GOALS	
  

1.  Customer satisfaction and (service) quality  

2.  Stimulation of market exchanges and 
customer retention 

3.  Branding of services, products, and companies 

There	
  are	
  three	
  main	
  objec<ves	
  that	
  are	
  followed	
  by	
  the	
  
marke<ng	
  discipline:	
  

MARKETING	
  GOALS	
  

1.	
  Customer	
  saAsfacAon	
  and	
  (service)	
  quality	
  

è	
  customer	
  saAsfacAon	
  

delivered	
  (perceived)	
  service/
product	
  

expected	
  service/product*	
  <
è	
  customer	
  dissaAsfacAon	
  

delivered	
  (perceived)	
  service/
product	
  

expected	
  service/product*	
  ≥

*	
  requires	
  a	
  “posi<ve	
  expecta<on”	
  

MarkeAng	
  Goals	
  

2.  Stimulation of market exchanges and customer 
retention 

-  Customer satisfaction is a main determinant for 
stable and voluntary buying relationships 

-  Compliance management plays an important role in 
retaining customers 

-  Stimulation of market exchanges and customer 
retention is supported by a strong service/product/
company brand 

MarkeAng	
  Goals	
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3.	
  Branding	
  of	
  services,	
  products,	
  and	
  companies	
  

Brand	
  contacts	
  	
  
by	
  Gronroos	
  (2000),	
  p.288	
  

MarkeAng	
  Goals	
  

#PesonaIndonesia	
  
#WonderfulIndonesia	
  

www.indonesia.travel.com	
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QUIZZZZ…	
  
Quiz	
  

•  What is destination?  
•  What is marketing? 
•  What is destination marketing	
  
•  What are the differences between needs, wants 

and demands? 
•  Describe the Marketing Goals! 
•  What are the five I’s of Service? 

NEXT	
  WEEK’S	
  ASSIGNMENT	
  

•  Brief paper about marketing 
evolution 

•  Definition, theories, etc 
•  References 
•  Latest by Saturday  

Please	
  send	
  assignment	
  to:	
  sastri.stpbali@gmail.com	
  
Subject:	
  TugasDDP(MarkeAng	
  
EvoluAon)_Kelas_Nama_NIM	
  


