
http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

Understanding the Sustainable 
Development of Tourism

Marketing for Sustainable Tourism

Contents
The role of marketing in sustainable tourism 4

Sustainable tourism marketing strategies for DMOs 8

Sustainable marketing strategies for tourism firms 12

Monitoring and evaluation by tourism firms 21

Published by Goodfellow Publishers Limited, Woodeaton, Oxford, OX3 9TJ 

-

(G)

4

Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234


http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234


http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

4 Marketing for Sustainable 
Tourism

Tracey Firth

Rationale
The aim of this chapter is to introduce and discuss sustainable tourism as applied to 
tourism and hospitality marketing. Students will explore the ways in which tourism and 
hospitality marketing can play a more responsible part in tourism sustainability. ‘Marketing 
is a social and managerial process by which individuals and groups obtain what they need 
and want through creating and exchanging products and value with others’ (Kotler et al., 
2005: 13). It is concerned with determining consumer needs and preferences, creating 
appropriate products, communicating information about products to consumers and 
advertising their benefits, in a sustainable manner. The knowledge, ethics and attitudes of 
stakeholders can have a major effect on the achievement of sustainable tourism objectives 
within individual businesses and within the broader tourism destination.

For tourism development to have sustainable outcomes, business operations must be 
sustainable. Sustainable development for business means ‘adopting business strategies and 
activities that meet the needs of the enterprise and its stakeholders today while protecting, 
sustaining, and enhancing the human and natural resources that will be needed in the 
future’ (IISD (Institute for Sustainable Development), 1994: 4). This chapter identifies how 
tourism marketing activities can contribute to the development of sustainable tourism.

Learning outcomes

 After the completion of this chapter the student should be able to:

Apply the principles of sustainable tourism to the marketing of tourism
Identify sustainable tourism marketing practices from the destination management 
organisation perspective
Identify sustainable tourism marketing practices from the tourism business perspective
Understand how the principles of sustainable tourism can be incorporated into the 
Strategic Marketing Systems model
Understand how market intelligence and market research can be used to monitor 
and evaluate destination and enterprise performance in progressing towards the 
achievement of sustainable tourism marketing objectives.
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4: Marketing for Sustainable Tourism 17

Industry insight – The Green Passport Campaign
The Green Passport Campaign is an initiative of the International Task Force on Sustainable 
Tourism Development aimed at accelerating the global shift towards sustainable consump-
tion and production. The Green Passport website introduces travellers to some of the 
things they can do to help make tourism a more sustainable activity.

 (http://www.unep.fr/greenpassport/)

Product strategy
-

-
et al

-

Green Globe, the -

Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234


http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

Understanding the Sustainable Development of Tourism18

Industry insight: ‘The Green Key’ accreditation scheme
The Green Key is an international eco-label for leisure organisations. It originated in 
Denmark for the hotel industry but now exists in 13 countries and incorporates hotels, 
youth hostels, conference and holiday centres and campsites. Organisations awarded the 
Green Key fulfil technical criteria, management criteria and criteria on communication. 
Onsite checks are performed regularly on all Green Key owners. The Green Key is unique 
among tourism eco-labels as it also focuses on environmental education. The firm’s staff, 
guests and suppliers all have a role to play in the achievement of the Green Key criteria. 
In each country a national steering group with representation from authorities, NGOs and 
business associations look after national Green Key activities and approves all applications 
from new Green Key businesses. Each business periodically receives a control visit from 
the national Green Key operator to ensure they are adhering to the accreditation criteria. 
Research suggests that Green Key businesses use up to 20% less electricity, 25% less energy 
for heating, and 27% less water per guest. 

(http://www.kmvk.nl/greenkey/about.lp)
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Market strategy

et al

Taking the product to the market

-
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Getting the market to the product
-
-

Positioning strategy

a distinct and valued place in the target customers’ minds 
(Kotler et al., 1996: 368).
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Monitoring and evaluation by tourism firms
Stakeholder analysis
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Internal monitoring processes

Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234


http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

4: Marketing for Sustainable Tourism 23

Review 
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Review questions

1

2

-3

References
Managing Sustainable Tourism: A Legacy for the Future

South Australian Tourism Plan 2009–2014 
at f

Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234


http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

Understanding the Sustainable Development of Tourism24

Sustainable Tourism: A Global Perspective

,

htm
Marketing Management: An Asian 

Perspective
Marketing for Hospitality and Tourism,

Sustainable Tourism: An Australian Perspective,

Marketing Leadership in Hospitality: 
Foundations and Practices

Marketing Perspective,
Developing Indicators for Urban Sustainability: A Focus on the 

Canadian Experience,

Marketing in Travel and Tourism, 3rd edn, 

Sustainable Tourism: A Marketing Perspective,

Monitoring for a Sustainable Transition: The 
Challenge of Developing and Using Indicators

Destination Marketing Organisations
Competitive Strategy: Techniques for Analysing Industry and 

Competitors
Marketing Leadership in Hospitality and 

Tourism: Strategies and Tactics for Competitive Advantage

Sustainable Tourism A Global Perspective

Conservation Ecology 3 3,

m

Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234


All rights reserved. No part of this publication may be reproduced, 
stored in a retrieval system, or transmitted, in any form or by any 
means, electronic, mechanical, photocopying, recorded or otherwise,
without the written permission of Goodfellow Publishers Ltd 

All requests should by sent in the first instance to  

rights@goodfellowpublishers.com

www.goodfellowpublishers.com

Chapter extract

To buy the full file, and for copyright

information, click here

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&st

oryID=234

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234
http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234
http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234
http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=234

