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This paper creates a Tourism Marketing Knowledge Grid and uses
it as a framework for the review. The grid reveals that extant
tourism marketing research has primarily focused on how service
promises are made and kept, and has mostly generated frame-
works to improve managerial decision making or provided insights
about associations between constructs. Strategic principles,
underpinned by the understanding of cause-effect relationships,
are rare. These findings point to exciting opportunities for future
research, including increased attention on enabling promises made
to tourists and development of strategic and research principles;
increased use of experimental, quasi-experimental and longitudinal
research designs, as well as unstructured qualitative designs; and an
increased focus on the study of actual behavior.
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Introduction

Our review of articles published between 2008 and 2012 in the leading tourism journals indicates
that 337 out of 1,088 articles (31%) cover marketing-related content. The Journal of Travel Research has
published the highest proportion of tourism marketing research (49%), followed by Tourism
Management (32%) and Annals of Tourism Research (14%). But what is the contribution of these articles?
Have all forms of marketing knowledge been adequately addressed? What type of marketing research
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methodology will best contribute to tourism marketing knowledge in the future? These questions
stand at the center of the present review article.

A framework of tourism marketing knowledge, the Tourism Marketing Knowledge Grid, is developed
and used to both take stock of past tourism marketing research and develop a future research agenda.
The grid classifies marketing-related tourism studies by content area (for example, research into des-
tination image) and the form of knowledge (for example, associations between constructs).

Content areas are based on Grönroos’ (2006) conceptualization of marketing as a process that con-
sists of making, enabling, and keeping promises to consumers. Grönroos is one of many marketing
scholars to have questioned traditional perspectives on marketing in recent decades. Grönroos pro-
poses a clear definition of marketing which consists of three content areas, making it particularly suit-
able for classifying tourism marketing contributions.

For the purpose of the grid, forms of knowledge are taken from Rossiter (2001, 2002) who postu-
lates the existence of five categories of marketing knowledge: concepts, structural frameworks, empir-
ical generalizations, strategic principles and research principles. Rossiter’s is the only existing
systematics of knowledge in marketing knowledge.

The review of tourism marketing knowledge is structured as follows: first, the two key constructs
used in this review (marketing and marketing knowledge) are discussed and defined. Next, the
Tourism Marketing Knowledge Grid is introduced. It combines marketing content areas and marketing
knowledge areas and creates a framework for the review of tourism marketing research. After describ-
ing the approach taken, a stock take is presented, starting with early pioneering work which provides
the building blocks for subsequent contributions. The section presents both an overview of tourism
marketing research contributions and prototypical contributions in all cells of the Tourism Marketing
Knowledge Grid. Finally, a section is dedicated to key areas of future work in the area of tourism
marketing.

What is marketing?

Marketing matches consumer needs and market offers (Lilien & Rangaswamy, 1998). How
marketing is perceived by consumers and suppliers is critical, because a discipline that aims to con-
nect consumers and organizations must be perceived as advantageous by both sides (Grönroos,
2009) to be effective. However, the predominant perception of marketing is negative. As Farmer
(1967) puts it: nobody wants their daughter to marry a marketing man. ‘‘For the past 6,000 years the
field of marketing has been thought of as made up of fast-buck artists, con-men, wheeler-dealers, and
shoddy-goods distributors’’ (p. 1), ‘‘What is ‘‘visible’’ about marketing is not the intriguing, truly exciting
research work in a variety of behavioral and technical areas. Instead, it is the picture of some pitchman
selling hair spray on television!’’ (p. 2). The roots of this disrespect can be traced back all the way to
Plato and Aristotle who felt marketers made money without adding value (Cassels, 1936).

The ‘‘marketing men’’ themselves traditionally viewed marketing as a toolbox for selling products,
and perceived themselves as mixers of ingredients who engage in ‘‘fashioning creatively a mix of mar-
keting procedures and policies in his efforts to produce a profitable enterprise’’ (Borden, 1964, p. 7). Borden
also argues that marketing managers mix 12 ingredients: product planning, pricing, branding, distri-
bution channels, personal selling, advertising, promotions, packaging, display, servicing, physical han-
dling, fact finding, and analysis. A shortened version is now widely known as the 4Ps, where product is
understood to encompass the development, design, branding, modification and elimination of prod-
ucts, price stands for setting the price for products considering costs, demand and competition, promo-
tion covers advertising, sales, promotion and public relations and place refers to distribution channels
decisions (McDonald, 2007).

Although Borden emphasizes the importance of the marketing manager understanding the market
and the reaction of the market (‘‘The skillful marketer is one who is a perceptive and practical psychologist
and sociologist,’’ p. 9), the interaction with the customer was not traditionally seen as being the key to
success. Instead, marketing was seen as primarily product based and transaction oriented (Grönroos,
1996).

The past few decades have been characterized by an ongoing debate about what marketing
theory is, which philosophical orientation is most appropriate, and whether it is art or science
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(Maclaran, Saren, Stern, & Tadajewski, 2010). At the beginning of marketing as a discipline stood the
identification of marketing functions (the functions school; Shaw, Jones, & McLean, 2010). This led to
several lists of such functions, ranging from three (Clark, 1922) to 120 (Ryan, 1935). Later, the
emphasis moved to the commodities being marketed (the commodity school), the groups of people
delivering marketing functions (the institutional school) and the place where marketing takes place
(the interregional trade school). In the middle of the 20th century new schools of thought emphasized
the managerial perspective on the seller’s side (the marketing management school; Jones, Shaw, &
McLean, 2010) and developed key marketing concepts which are still in use today, such as the marketing
mix (Borden, 1964), market segmentation (Smith, 1956), and the product life cycle (Wasson, 1960).
Two other schools that remain relevant are the consumer behavior school of marketing, which focuses
on the development of models of consumer behavior and relies heavily on psychological and sociolog-
ical theories, and the exchange school, which views marketing as the exchange of economic values.

Discussions about what marketing is continue. The school of relationship marketing (Sheth &
Parvatiyar, 1995) criticizes the exchange view, arguing that it fails to account for the importance of
the relational engagement between organizations and customers. The service dominant logic approach
(Vargo & Lusch, 2004) postulates that marketing is about the service-based co-creation of value, in
which intangible, dynamic resources are more important than tangible, static resources. Researchers
in service marketing in general (Zeithaml, Parasuraman, & Berry, 1985) and tourism marketing in spe-
cific (Calantone & Mazanec, 1991) have been aware of this co-creation process long before product
marketing. Because of the inseparability of production and consumption in services in general and
tourism in specific, the importance of managing expectations has always been obvious to service
and tourism marketers. Therefore, the following definition of marketing proposed by Grönroos
(2006) is particularly suitable to the tourism context:

‘‘Marketing is a customer focus
that permeates organizational functions and processes
and is geared towards
making promises through value proposition,
enabling the fulfilment of individual expectations created by such promises
and fulfilling such expectations through support to customers’ value-generating processes,
thereby supporting value creation in the firm’s
as well as its customers’
and other stakeholders’ processes’’ (p. 407).

Grönroos’ definition implies that: (1) value is not delivered by an organization, rather, the con-
sumer is the creator of value (value-in-use) and the firm ‘‘gets an opportunity to co-create value with
its customers’’ (Grönroos, 2009, p.353); (2) customers may not always wish to engage in a relationship,
so non-relationship based marketing continues to be important; (3) marketing cannot function effec-
tively as one organizational unit, instead a customer-focus attitude needs to guide the activities of the
entire organization; and (4) an organization’s marketing process consists of making promises to con-
sumers, enabling such promises and fulfilling expectations that consumers develop based on the
promises made.

Grönroos’ definition applies to both tangible products and intangible services because a vacation is
a promise (for example ‘‘an action-packed adventure’’) which can be kept or not kept like a promise
relating to a product (for example ‘‘an immaculately clean floor’’ as a result of using the ‘‘easy to
use and super-quiet’’ vacuum cleaner).

Grönroos’ promises management definition of marketing is adopted for the development of the
Tourism Marketing Knowledge Grid (Fig. 2). Knowledge generated through tourism marketing research
is therefore classified into the content areas of making, enabling or keeping a promise.

What is marketing knowledge?

Typical literature reviews focus on content, topic areas, or domains of application. Normally, they
do not consider that each topic area can be approached in many different ways and that how it is
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approached determines the form of knowledge that is generated. This, in turn, determines the way in
which study findings can be used for future academic work and in practice. An understanding of the
kinds of knowledge a scholarly discipline generates is critical for the ability to recognize the impor-
tance of any new contribution to the field and for reviewing the many decades of research. It helps
to determine whether certain kinds of knowledge are over-represented and, more importantly,
whether other kinds of knowledge are underrepresented and require more attention in the future.

The only systematics of marketing knowledge that has been proposed to date is that of Rossiter
(2001, 2002). Rossiter classifies marketing knowledge into concepts, structural frameworks, empirical
generalizations, strategic principles, and research principles (see Fig. 1).

Marketing concepts, the only first-order form of marketing knowledge, describe objects and give
them a name. Key marketing concepts include market, brand, market segmentation, competition, and
positioning. The nature of marketing concepts as a form of marketing knowledge as illustrated in Fig. 1
indicates that concepts exist independently from one another and that no relationship between them
is implied. Concepts are the building blocks of higher-order forms of marketing knowledge. Research
concepts can be seen as a sub-category of marketing concepts, and are limited to research approaches.

Second-order forms of marketing knowledge consider several marketing concepts simultaneously.
They are descriptive or exploratory in nature. Structural frameworks lead to managerial recommen-
dations without implying causal relationships between the marketing concepts involved. Their contri-
bution lies in helping to structure a problem. Empirical generalizations postulate associations
between marketing constructs. They do not, however, permit causal conclusions to be drawn.

Third-order forms of knowledge are needed to identify reasons for associations between con-
structs. Strategic principles can therefore serve as a recommender system for marketing managers.
They can be derived from experimental designs, longitudinal individual-level data or deductive logic;
the latter being the approach recommended by Rossiter (2012). Strategic principles lead to clear ‘‘if,
do’’ recommendations. Research principles are principles relating to research approaches. Including
research principles as a form of knowledge is important to any discipline, because they guide
researchers in defining concepts, formulating structural frameworks, observing empirical generaliza-
tions, and testing strategic principles. They have the general form of providing ‘‘if, use’’ guidelines.
The tourism marketing knowledge grid

The identification of content areas within marketing and forms of knowledge in marketing makes is
possible to develop a two-dimensional systematics forming the basis for a review of literature and the
development of a future research agenda. The Tourism Marketing Knowledge Grid is provided in Fig. 2.
Given three content areas (making, enabling, and keeping a promise to the consumer) and five forms
of knowledge (concepts, frameworks, empirical generalizations, strategic principles and research prin-
ciples) and given that research principles do not relate to a specific content area, 13 kinds of contri-
butions to knowledge can be made by tourism marketing studies.

But what distribution across cells of the grid is expected? A purely statistical perspective would
dictate that all areas are studied equally, leading to a share of 7.7 per cent of studies expected in each
cell (as illustrated in Fig. 2a).

However, this statistical position does not account for the fact that research disciplines—as they
grow and mature—demand contributions of a different nature. An emerging discipline needs first to
define concepts of interest; whereas in mature disciplines only the emergence of new constructs will
require the generation of first-order knowledge. In tourism marketing, new concepts continue to
emerge, such as social media, or electronic word of mouth. Therefore, a small proportion of research
dedicated to the definition and conceptualization of new concepts is expected.

Structural frameworks and empirical generalizations are descriptive in nature. They are therefore
suited for young research disciplines that are exploring associations, trying to make sense of what they
observe (for example, how tourists plan their vacations), and generating hypotheses. However, as the
understanding of phenomena increases, research disciplines redirect efforts towards generating firm,
empirical evidence about phenomena. This involves strategic principles (if the work relates to con-
cepts) or research principles (if it relates to research methods). It is reasonable to expect, therefore,
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Fig. 2. The tourism marketing knowledge grid. (a) Statistical expectation of distribution of studies. (b) Expectation of
distribution of studies in a maturing research discipline.
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that less effort is directed into second-order forms of knowledge and more into third-order forms, as
illustrated by the arrow in Fig. 2b. In tourism marketing research (a sub-discipline under both
marketing and tourism, which has been active for at least 35 years) the expected pattern of
distribution would be as indicated by the grey cells in Fig. 2b: still some work on concepts is needed
as they emerge across all content areas, a lot of work is needed in the area of principles and less focus
is required on structural frameworks and empirical generalizations.

Methodology

To determine the actual distribution of tourism marketing studies across the Tourism Marketing
Knowledge Grid, all 337 marketing-related studies that were published in the three leading tourism
journals over the past five years (2008–2012) have been classified into one of the 13 cells of the grid.
Articles published in the past five years have been chosen because—given that knowledge develop-
ment is a cumulative process—it can be expected that work undertaken in the past five years reflects
contributions made before that time. However, a small number of pioneering contributions is also dis-
cussed, representing some of the earliest published articles falling in the cells of the Tourism Marketing
Knowledge Grid.

The 337 marketing studies were identified by searching for marketing-related terms in the title,
abstract, and keywords of the articles. The keywords2 were compiled based on a leading marketing
textbook (Kotler & Keller, 2012) as well as a previous review article on tourism marketing (Oh, Kim, &
Shin, 2004). The completeness of the keyword list was pretested on one issue of each of the journals,
where articles not classified as being marketing related were examined to ensure nothing was missed.
Articles detected via the keywords but found not to be marketing related (for example where the key-
word ‘‘distribution’’ referred to a statistical distribution) were not further considered.

To ensure that key contributions published (1) in tourism journals before 2008 or (2) in journals
outside of the tourism discipline were not missed, an additional analysis was conducted using the
2 Advertising, big data, blog⁄, blog analytics, brand equity, brand extension⁄, brand identity, brand image, brand personality,
branding, business analytics, choice, complain⁄, consumer behavior⁄, consumer generated content, customer relationship, data
mining, database marketing, decision making, decision support, destination choice, destination image, direct marketing, direct
selling, distribution, electronic marketing, e-marketing, e-tourism, information search, internet marketing, loyalty, marketing
campaign, marketing communication, marketing mix, marketing strategy, market research, motivation, novelty seeking, online
marketing, personal selling, positioning, pricing, product development, product strategy, promotion, public relation⁄, pull factor⁄,
push and pull factors, push factor⁄, recommender, relationship marketing, reservation system⁄, satisfaction, search engine
marketing, segmentation, service quality, service recovery, social media, sponsoring, sponsorship, strategic marketing, strategic
planning, supply chain, targeting, tourism marketing, tourist behavior⁄, variety seeking, web marketing, weblog⁄, willingness to
pay, word of mouth. Asterisks mark keywords where wildcard search was used.
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SCOPUS database, the largest multi-disciplinary international journal data base. The same keywords
were used as for the original review and ‘‘tourism’’ was added to those search terms. There was no
restriction on the time frame or publication outlet. A total of 10,535 articles were identified using this
approach. They were sorted by citations, and 617 articles that attracted half of all citations of the total
10,535 articles were selected for further inspection. Of those, 73% were published in Annals of Tourism
Research, Journal of Travel Research and Tourism Management (confirming the choice of those three
journals for the main review), 9% were published in other tourism journals, and 18% in non-tourism
journals. The additional 27% of papers (164 papers; references available upon request) were reviewed
in detail, leading to the conclusion that they did not contain any unique tourism marketing knowledge
contributions thus adequately reflecting the picture painted in the 337 reviewed articles based on the
top three tourism journals.

The approach is limited in three ways: First of all, not all articles ever published on the topic of tour-
ism marketing have been included. Second, not all of the 337 studies fell unambiguously into one of the
13 grid cells. Such cases were assigned to the cell which better represented the primary contribution of
the paper. Finally, key terms had to be included in the title, abstract or keyword. This may have led to
the omission of some papers that failed to clearly articulate the key contribution in those sections.
However, such omissions would have occurred across all content areas and across all knowledge areas
equally and therefore a small number of omissions would not systematically bias the results.

Tourism marketing research—a stock take

Before discussing tourism marketing research generated in the past five years, contributions by pio-
neers of tourism marketing research are briefly discussed. This discussion is included because knowl-
edge development is cumulative and the pioneering work in the area of tourism marketing knowledge
represents the first building blocks of knowledge, on which all subsequent work is built. It is also
assumed, as predicted by the Tourism Marketing Knowledge Grid, that—while the pioneers of tourism
marketing are likely to have started off work across all cells in the grid—the major contribution of
the pioneers will lie in the introduction of key concepts. This assumption is quickly confirmed.

For example, Jafari (1974) defines the terms tourist, tourism product, and tourism industry, and uses
the analogy of a market basket of goods to illustrate how tourists choose local goods and services at a
tourist destination. Jafari also points to the importance of tourists’ personal satisfaction with tourist
experiences and how satisfaction becomes critical to consumers’ willingness to pay. Jafari highlights
that satisfaction is not merely a function of the goods and services purchased. Instead, as postulated
later by Grönroos, satisfaction results from tourist and service provider co-creation. Ritchie and Zins
(1978) add to this work by introducing the concept of destination attractiveness and conceptualizing
it in more detail. These factors contribute to the attractiveness of a tourism region, thus effectively
mapping the key areas relevant to making, enabling, and keeping promises to tourists.

Pizam, Neumann, and Reichel (1978) define the concept of tourist satisfaction as ‘‘the result of the
interaction between a tourist’s experience at the destination area and the expectations . . . about that des-
tination’’ (p. 315) and explore the underlying factors of tourist satisfaction. Importantly, at the center
of the concept of satisfaction stands the expectation that it is the result of promises made by the tour-
ist destination, the tour operator, or travel agent, and the assessment of the degree to which this
promise was kept. Two years later, Taylor (1980) conceptualizes the tourism product as ‘‘a satisfying
experience’’ (p. 56), and further specifies that ‘‘trips may be differentiated by the experience sought (prod-
uct) and the discrete services necessary for its attainment (plant)’’ (p. 57). Taylor emphasizes the impor-
tance of identifying and understanding differences in experiences sought among different segments of
tourists, in order to determine which goods and services need to be provided to satisfy their needs.
Taylor suggests using a demand-supply matrix, effectively a structural framework, to compare seg-
ment needs and available resources to assist destination managers in selecting market segments.

Similarly, Bonnett (1982) proposes a structural framework consisting of marketing activities, mar-
ket segments and geographical areas as the basis of developing marketing plans which in turn inform a
marketing budget allocation. Even earlier, Plog’s (1974) work on the psychology of tourists exemplifies
a structural framework about making a promise. His psychographic typology of tourists links two con-
cepts: tourists’ psychographics and the destination life cycle. This framework can assist destination
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managers, tourism planners, and the tourism industry. Central to making a promise is to understand to
whom the promise is made. Plog’s work provides a guide for managers on how promises should be
made, and to which kinds of tourists.

Research principles have also emerged from early tourism marketing research. Bardon and Harding
(1981) make recommendations about the use of on-site surveys to learn about tourists’ beliefs and
stated behaviors. One of the most prolific generators of research principles in tourism was Josef Maz-
anec. A few examples of the ‘‘Mazanec school of research principles’’ include: guidance on the use of
cluster analysis for tourism market segmentation well before market segmentation became a staple of
tourism research (Mazanec, 1984); his development of the first advertising budget allocation model
for national tourism organizations using decision calculus (1986); and his introduction of neural net-
works as a tourism segmentation algorithm (1992). He was also the first to use structural equation
models in tourism research (1983), and the first to express grave concerns about their misuse
(2007a, 2007b). He logically argued in favor of binary answer options in surveys when eliciting ben-
efits from respondents (1984), a research principle which has been rediscovered some 30 years later
(for example, Dolnicar & Grün, 2013; Dolnicar & Leisch, 2012).

It can be concluded from the discussion of some of the pioneering tourism marketing research that
much of it has focused on concepts, although the first structural frameworks were already being
developed and the first research principles proposed.

The stock take of the last five years of tourism marketing research is shown in Fig. 3, where the
green cells mark over-researched areas and the red cells under-researched areas. As expected, there
is some activity in the definition, operationalization and refinement of tourism marketing concepts.
Depending on the content area, between one and three per cent of studies focus on concepts. The need
for such research becomes evident when thinking about information technology: information systems
are central to enabling promises (Bitner, 1995; Grönroos, 2006), and the online information available
requires intelligent systems for its organization, interpretation and distribution (Werthner & Klein,
1999). Definitions, conceptualizations, and operationalizations are needed of newly emerging
concepts, such as social media (Xiang & Gretzel, 2010), which plays a key role in making promises
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(for example, through online communications and promotions), enabling promises (for example, by
providing booking opportunities) and keeping promises (for example, through monitoring consumers’
feedback).

Another example of a new concept relating to making a promise to tourists is that of rush as ‘‘a par-
ticular kind of excitement associated with physical performance’’ (p. 963), which is a ‘‘combination of thrill
and flow’’ (p. 967). Buckley (2012) introduces this concept for a highly specialized niche market
(skilled adventure tourists) and argues that experiencing rush is the strongest motivational factor
for this segment.

Existing concepts sometimes also require refinement. McKercher, Denizci-Guillet, and Ng (2012)
question the legitimacy of equating loyalty with revisiting behavior to a destination, and suggest
instead to differentiate between vertical loyalty hierarchy, denoting loyalty to providers in different
tiers of the tourism system (for example, an airline, a travel agent), horizontal loyalty, denoting loyalty
to more than one provider in the same tier of the tourism system (for example, to several hotel
brands), and experiential loyalty, denoting loyalty to a preferred holiday style.

It can be concluded that, with respect to first-order forms of knowledge, tourism marketing
research exhibits a pattern appropriate for a maturing research discipline. Work covers all content
areas and includes both the definition of newly emerging concepts and the refinement of existing
concepts.

A surprisingly high number of studies are devoted to developing structural frameworks. Half of
the tourism marketing studies published in the top three journals in the past five years fall into this
category. Common research questions include:

(1) The timing and sequence of decision-making about different aspects of a vacation (for example,
Choi, Lehto, Morrison, & Jang, 2012), typically aiming to decompose the decision-making pro-
cess, therefore ‘‘help[ing] to organize . . . a marketing problem’’ (Rossiter, 2001, p. 20). Such
research helps managers to determine when vacation-related promises should be made.

(2) The identification of differences between groups of tourists. Two-thirds of applied segmentation
studies fall into this category. Although translating heterogeneity into operational marketing
recommendations is not central to these studies, guidance on how to communicate with or
cater for certain market segments is frequently provided. Many segmentation bases are used,
including responsiveness to price (Masiero & Nicolau, 2012), expenditure patterns (for example,
Lew & Ng, 2012) and discretionary income spending (Dolnicar et al., 2008).

(3) The development of typologies or grids. For example, Litvin, Goldsmith, and Pan (2008) classify
electronic word-of-mouth by the scope of communication (one-to-one, one-to-many, many-to-
many) and the level of interactivity. The resulting grid helps managers to harvest electronic
word-of-mouth information available online for developing offers, thus contributing to knowl-
edge about enabling a promise.

Empirical generalizations represent the second most frequently generated form of marketing
knowledge in tourism; 38% of studies fall into this category. Satisfaction and loyalty (43 per cent),
and motivation (16 per cent) are most frequently studied using empirical generalizations. Other typ-
ical constructs investigated include consumer perceptions, attitudes, vacation experiences, percep-
tions of value, destination image, and information search. Findings have implications for branding,
positioning, product design, and promotional messages.

Empirical generalizations are typically derived from the analysis of cross-sectional survey data,
using structural equation models (49 per cent). To establish causality, structural equation models
require experimental data or individual-level longitudinal data, where the cause occurs in the first
and the effect in the second measurement. They cannot ‘‘discern causal relations in the absence of exper-
imental or even quasi-experimental designs’’ (Kline, 2011, p. 9). Such data is rarely available in recent
tourism marketing studies, and the same cross-sectional data is often used for deleting items based
on unsatisfactory factor loadings, and testing and modifying the structural model. This practice has
been criticized repeatedly in psychology and marketing (Baumgartner & Homburg, 1996; Breckler,
1990; Kline, 2011) and tourism (Mazanec, Ring, Stangl, & Teichmann, 2010; Nunkoo, Ramkisson,
Gursoy, present, & first published on March 4, 2013), because it changes the intended confirmatory
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nature of structural equation modeling to being exploratory (Mazanec, 2007b), thus not permitting
causal conclusions to be drawn. Consequently, studies using structural equation models relying on
cross-sectional data do not go beyond empirical generalizations as they cannot establish causality.

A different approach is adopted by Bradley and Sparks (2012), who model antecedents and conse-
quences of change in consumer value for the time-share market, using longitudinal data collected
12 months apart, thus adding knowledge in the area of making promises, which is, together with keeping
promises, the most prominent area for empirical generalizations. Despite using a better than usual design,
the authors state: ‘‘our non-experimental method prevented causal relations being inferred’’ (p. 203).

Strategic principles rarely emerge from recent tourism marketing studies. As can be seen in Fig. 3,
only five per cent of articles fall into this category. One example of such a study is provided by
Lindenmeier and Tscheulin (2008) who, in the content area of keeping a promise, use hypothetical sce-
narios of airline service encounters to experimentally test the effects of seat inventory control and
denied boarding on satisfaction, concluding a negative net effect. Better than expected service did
not lead to a comparable increase in customer satisfaction, leading to the ‘‘if, do’’ recommendation
that: ‘‘Due to the stronger negative effect of cross-individual price differences in lower-priced booking clas-
ses, distinct price differences should be avoided in economy class’’ (p. 41).

All other strategic principles contribute to making a promise; not a single one of the reviewed stud-
ies develops a strategic principle relating to enabling the promise. Strategic principles allow the formu-
lation of ‘‘if, do’’ statements (Rossiter 2001; Rossiter 2002). Prototypical examples include the study by
Litvin and Mouri (2009) who experimentally test the effectiveness of generic compared to iconic
advertising approaches on the favorability of destination image. Their results can be translated into
the ‘‘if, do’’ statement: if you want to advertise to improve destination image, show iconic sites of your
destination. Nicolau and Sellers (2012) experimentally support the recommendation to include a free
breakfast and slightly lower your price to increase booking likelihood if you are not the most preferred
hotel brand. Loda, Coleman, and Backman (2010) study the effectiveness of different sequences of
exposure to traditional print advertising and the website of a destination on credibility, message
strength, attitude toward the destination and purchase intent. They show, and explicitly state: ‘‘if
Web sites score the highest, then create a great Web site. Don’t skimp.’’ (p. 53).

Only two per cent of recently published tourism marketing studies lead to research principles. The
common aim of this kind of research is to demonstrate superiority of methods for specific research
problems and derive a recommendation of the form ‘‘In situation X, use technique Y’’ (Rossiter 2001,
p. 19). An example is provided by Dolnicar, Kaiser, Lazarevski, and Leisch (2012) who state that when
‘‘the number of variables that need to be included [in a segmentation task] is too large given the sample size,
or standard techniques yield diffuse results, biclustering offers a methodologically clean and managerially
attractive solution’’ (p. 43). The authors experimentally demonstrate that biclustering outperforms
the two most commonly used clustering algorithms in tourism research (that is, k-means and Ward’s
clustering) in terms of the reproducibility of results. They do not claim universal superiority of the new
algorithm, but instead explicitly state the conditions under which the use of biclustering is advisable.

Another example is provided by Dolnicar and Grün (2008) who challenge factor-cluster-analysis: in a
simulation experiment, they manipulate the underlying factor structure of the data the segment size and
the distinctiveness of segments, concluding that factor-cluster analysis never outperforms cluster analysis
based on raw data leading to the research principle that using ‘‘raw data directly is the superior alternative
with respect to the identification of true heterogeneity in the data’’ (p. 70). Similarly, Thrane (2012) challenges
an established method for modeling tourists’ length of stay. Thrane shows that complex survival models
are not superior to ordinary least squares regressions, recommending their use when confronted with a
research situation with cross-sectional data, no right-censoring (that is, when the observation period does
not end before the holiday takes place) and no time-invariant independent variables.

Overall, it may be concluded that the actual distribution of tourism marketing research does not fol-
low the pattern hypothesized on the basis of an even distribution across all forms of knowledge and
content areas, nor is it in line with the prediction of knowledge contribution for a maturing research
discipline. Rather, the recent contributions to tourism marketing knowledge have been characterized
by a focus on the exploration of associations between constructs of interest, thus generating mainly
second-order forms of knowledge, such as structural frameworks and empirical generalizations. In line
with expectations, a small number of publications focuses on conceptualizing and defining new
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concepts. In terms of content, the focus of recent tourism marketing research is on making promises to
tourists with 56 per cent of the reviewed studies falling into this category. Investigations into keeping
the promise account for approximately 27 per cent and only 14 per cent of studies focus on the aspect of
enabling the promise made to tourists.
Tourism marketing research—next steps

The stock take of recent tourism marketing research highlights areas of high and low research
attention and thus serves as a good basis for deriving a future research agenda for tourism marketing.

Forms of knowledge

New concepts need to be defined and conceptualized as they emerge. There will and should always
be a small proportion of papers contributing to this form of knowledge in any discipline, such as Xia
et al.’s (2010) study on dominant movement patterns or Guttentag’s (2010) discussion on virtual
reality.

In addition, some concepts need to be refined, either because they have changed in nature over
time or because their original conceptualization was flawed. Refinement of concepts for these reasons
is of great value to a discipline. It is important, however, to avoid the constant re-definition and re-
operationalization of established concepts because this practice hinders cumulative knowledge devel-
opment. Also, the definitions and operationalizations of concepts in other disciplines should not be
ignored. A concept that is increasingly used in tourism research is that of identity. It originates from
and has been extensively studied in the discipline of psychology. Yet only a very small proportion of
tourism studies using the concept of identity refer back to the original work on the concept, thus lead-
ing to either an unnecessary reinvention of the concept (which is not uncommon across all disciplines
and most certainly not confined to tourism research) or, worse, an incorrect definition and operation-
alization of it.

Similarly, the concept of wellbeing is firmly rooted in the discipline of psychology, and is increas-
ingly the focus of attention in tourism research. Yet established definitions and operationalizations
from psychology are rarely cited. One explanation for this phenomenon is offered by Xiao and
Smith (2006), who analyze citation patterns in tourism research, concluding that tourism researchers
are increasingly citing work from within the field of tourism, while citations of work outside of tour-
ism have decreased. Xiao and Smith interpret this as a sign of a maturing discipline, a positive sign. It
may well be, however, that this increasingly inward orientation has negative consequences, and could
lead to the omission of key work published outside of tourism that is highly relevant to a problem
under study, such as concepts, strategic principles, or research principles.

Second-order knowledge generation in tourism marketing research is abundant. Future develop-
ment of structural frameworks and empirical generalizations should be undertaken only selectively
to avoid the production of similar studies of similar constructs which do not add substantially to
knowledge. The primary role of second-order knowledge into the future lies in the structuring of
new problems and the generation of hypotheses about associations between novel concepts. The focus
should instead shift towards generating more strategic principles.

Research designs

Developing third-order knowledge requires the use of experimental, quasi-experimental and indi-
vidual-level longitudinal survey research designs. In true experiments, study participants are ran-
domly assigned to an experimental condition, and the hypothesized cause is under the control of
the researcher. An excellent example of a recent experimental study in the tourism context is provided
by Baca-Motes, Brown, Gneezy, Keenan, and Nelson’s (2013) study, which was conducted in a hotel.
Tourists were assigned to experimental conditions that differed in the specificity and the public vis-
ibility of their commitment to pro-environmental behavior at the hotel. The effects on their actual
towel reuse behavior were tested. This led to the derivation of the strategic principle that if a hotel
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wants to increase towel reuse, guests should be made to commit specifically to this particular
behavior and provided with a symbol, such as a pin, that makes their specific commitment visible
to other hotel guests.

If it is not possible to conduct controlled experiments, quasi-experimental data can sometimes be
used, meaning that the hypothesized cause cannot be manipulated by the researcher. Instead, cases
that naturally fall into different categories in terms of the hypothesized cause are compared to one
another. Chiou, Wan, and Lee (2008) conducted such a quasi-experiment by splitting people into visu-
alizers and verbalizers, depending on their preferred style of information processing and, testing dif-
ferences in the advertising effectiveness of two different advertising approaches. They also studied the
effect of a second independent variable, which they fully controlled: the exposure to a traditional bro-
chure advertisement compared to a virtual experience.

Another research design which could be used to derive strategic principles is individual-level lon-
gitudinal survey data. Each survey respondent is contacted at two points in time, with the hypothe-
sized cause measured in the first survey wave and the hypothesized effect measured in the second
wave, as discussed by Namasivayam (2004). Of the 337 reviewed tourism marketing studies, only
eight used longitudinal data.

An aspect related to the research design is the validity of measures. If the measure used is not val-
idly capturing the construct under study, neither second-order nor third-order knowledge can be
derived. Our review brought to light a number of instances of construct operationalization that did
not capture the construct as it was defined. It is critical for the validity of future marketing research
that more attention is paid to measurement aspects of the research design (Dolnicar, 2013; Rossiter,
2011). One way of avoiding biased measures is to use actual behavior. The experiment conducted by
Baca-Motes et al. (2013) shows that this is possible: actual towel rehanging in the hotel was used as
the dependent variable—not intended reuse and not reported past reuse. There is no doubt that it is
more difficult to design and implement a study that uses actual behavior as the dependent variable;
but it is possible and several recent tourism marketing studies have done so by using Global Position-
ing System data (Orellana, Bregt, Ligtenberg, & Wachowicz, 2012; Shoval, McKercher, Ng, & Birenboim,
2011; Tchetchik, Fleischer, & Shoval, 2009) or web log files (Xiang, Gretzel, & Fesenmaier, 2009).

The methodological recommendations made above give the impression that a further push towards
quantitative methods is needed in tourism marketing research. This is not necessarily the case,
because many research topics cannot be investigated using typical quantitative approaches. In a study
on environmentally sustainably behavior, Miller (2003) rightly points out that ‘‘a weakness of much of
this research is the distinction between what survey respondents say and what they actually ask for or do’’
(p. 19). This concern is valid in relation to any topic that is either socially sensitive or not open to direct
questioning because people are not consciously aware of the reasons why they engage in certain
behaviors. In both cases, presenting respondents with survey questions is unlikely to provide any
insights of value because people will either respond in the way they feel is socially acceptable (‘‘Of
course I choose a hotel which is eco-certified!’’) or they create an explanation for an unconscious
behavior on the spot to comply with the researcher’s request to answer all questions; a phenomenon
known as satisficing (Krosnick, 1999).

One possible solution is to conduct qualitative research that provides very little structure that
would influence people’s comments, such as the so-called ‘‘unfocused group discussion,’’ which was
developed and successfully used for many decades by Australian social researcher Hugh MacKay
(2012) to learn about Australians’ attitudes and motivations. It is characterized by being unstructured,
and non-directive, and involves a group of people who know one another and regularly interact, and is
set in an environment where the group would naturally meet, for example, someone’s home or the
pub. Less radical approaches include asking open-ended questions that do not reveal the intention
of the question to study participants. Woodside and Lysonski (1989) believe that such ‘‘unaided aware-
ness response measures are one of only two measures found to be associated strongly with sales’’ (p. 9).
Based on such data, deductive logic can be used to arrive at strategic principles (Rossiter 2001, 2012).

While many marketing schools are associated with a specific research paradigm or domain of
inquiry, cumulatively, marketing research covers a wide range of domains or topics of investigation
and has adopted different paradigms, most prominently the positivist/realist approach and the
interpretive/relativist approach (Möller, Pels, & Saren, 2010). There have always been calls for
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pluralism in marketing. To use the words of the most cited marketing researcher ever, Paul E. Green
(2001, p. 107): ‘‘researchers in marketing are entering the age of research ‘pluralism,’ in which methodol-
ogists, economic modelers, and consumer behaviorists will live side by side and learn from one another’’. He
also states on the same page: ‘‘I still see a need for prescriptive research methodology that can help man-
agers make more informed decisions. I also find it useful and refreshing to open the door to researchers who
are less interested in prescriptive modeling than in understanding how the marketing world works, be it
first-mover advantage, competitive duopoly, vertical structure payoffs, or what have you. Prescriptive
and descriptive researchers can easily live side by side.’’

However, no matter which methodological approach is chosen, it is critical that the authors offer an
interpretation of their findings to the readers and clearly state whether or not these findings imply
causal relationships. As noted by Mazanec (2007a, p. 88): ‘‘The research community has learned to offer
results and to leave it open whether they may or may not be interpreted causally.’’

Content

The review undertaken for this study highlights that certain topics in tourism marketing are heav-
ily researched, if not over-researched. Examples include satisfaction, loyalty and tourists’ psycho-
graphics. Recent research in this area has shown little substantial progress that extends beyond
applying already established relationships to yet another different type of tourism product. Although
such research may be useful from a managerial point of view, its theoretical contribution is limited.

Other topics hardly receive any attention, although their investigation would critically contribute
to knowledge development (for example, pricing). Studies that measure real behavior are notably
absent. Distribution and supply chain management have been neglected although supply chain man-
agement is of particular importance in the tourism industry where a multitude of suppliers is involved
to create a tourism experience (Zhang, Song, & Huang, 2009). Strategic marketing is another field
where research opportunities are not yet exhausted. Despite the considerable amount of applied mar-
ket segmentation research, segmentation, results are rarely translated into positioning strategies, tai-
lor-made new products or customized branding or pricing strategies. Strategic marketing always
implies monitoring the broader environment (Bijmolt, Frambach, & Verhallen, 1996); for example,
the role of substitute products, services, or experiences outside the tourism industry (Crouch et al.,
2007). Yet this broader strategic context is rarely studied. The different motivations or needs for a
vacation are diverse (and there is no shortage of research, with approximately 18 per cent of all stud-
ies studying motivations), and the ways to satisfy them are similarly diverse. Who says that, for exam-
ple, variety seeking is only satisfied within tourism? Broadening the focus to other products, services
or experiences that satisfy the same need could lead to the identification of new target markets and
new ways of accessing potential tourists. Could we advertise weekend getaways to people who just
experienced variety seeking in a different way, perhaps by purchasing a new piece of home
decoration?

Big data

The current excitement about big data warrants a few specific comments about the potential
impact of big data on the development of tourism marketing knowledge. Big data is nothing more than
an extension of data-driven analyses or business analytics used both in industry and academia for
many years to develop market intelligence and knowledge. In tourism, for example, decision support
systems for managers (Hruschka & Mazanec, 1990; Mazanec, 1986; Nissan, 1987; Ritchie, 1980) and
travel recommender systems for tourists (Fesenmaier, Wöber, & Werthner, 2006; Ricci, 2002) have
been available for many decades.

The nature of this extension, however, is substantial, as McAfee and Brynjolfsson (2012) note. Big
data implies the availability of significantly larger, often gigantic, amounts of data (volume) on a con-
tinuous basis and often in real time (velocity) from a range of diverse data sources (variety). As such,
the analysis of patterns and associations in big data could create a continuous stream of second-order
knowledge development. Tourism marketing research is starting to develop an interest in big data.
Two recent data mining studies, one using Global Positioning System tracking data (Orellana et al.,
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2012), and the other one using tourism behavior survey data over a period of five years (Law et al.,
2010) suggest ways to handle large (albeit, probably not yet, big) data sets. In cases where the plat-
form that generates the big data permits interventions (for example, when Google slightly modifies
their listing of results, or when Amazon changes the appearance of the virtual shop front) experimen-
tal studies can be implemented leading to the development of third-order knowledge. Big data, there-
fore, neither changes the nature of knowledge, nor does it apply radically new methods of how
knowledge is extracted from the data, thus being susceptible to all the same kinds of biases as data
analysis using other sources of data. Big data does, however, have the potential to take knowledge
generation to a new level in terms of speed and quantity. A recent publication (Vinod, 2013) lists areas
in the hospitality and airline industry where big data has the potential to create competitive advan-
tage, if used sensibly.

A number of concerns have been raised about big data analysis (for example, by Boyd & Crawford,
2012). Concerns of an ethical nature include the use of data without people’s knowledge or explicit
permission, and the potential of big data to create a new digital divide between the ‘‘Big Data rich’’
and the ‘‘Big Data poor’’ (p. 674). Concerns related to the quality of knowledge generated include that
users may subscribe to the view that it is no longer relevant to understand reasons why people behave
in certain ways because seeing their behavior is all that matters, and that users may overestimate the
level of accuracy, representativeness and objectivity of results based on big data. Also, users could be
tricked into ‘‘seeing patterns where none actually exist, simply because enormous quantities of data can
offer connections that radiate in all directions’’ (p. 668), because it is ‘‘easy to mistake correlation for cau-
sation and to find misleading patterns in the data’’ (McAfee & Brynjolfsson, 2012, p. 9).

In sum, the authors of the present paper believe that big data has the potential to generate big
amounts of high-quality second- and third-order knowledge if the big challenges associated with
the analysis of big data are acknowledged and addressed appropriately.

Conclusions

Using Grönroos (2006, p. 407) definition of marketing as a basis and integrating key components of
the World Tourism Organization’s (1995) definition of tourism, tourism marketing can be defined as:

Customer focus

that permeates organizational functions and processes

and is geared towards

(1) making promises

relating to products and services

required when travelling to and staying in places

outside one’s usual environment

for leisure, business and other purposes

for less than one year;

(2) enabling the fulfilment of individual expectations created by such promises; and

(3) fulfilling such expectations

through support to customers’ value-generating processes.

The stock take of recent tourism marketing research paints a picture of a young but maturing dis-
cipline which is prolifically developing knowledge, but sometimes forgets the big picture. The Tourism
Marketing Knowledge Grid can help with this. It reminds us not only what puzzle pieces are missing to
complete the picture, it also points to puzzle pieces that are already there. More of the same puzzle
pieces are not needed. The same holds for the development of tourism marketing knowledge. For
example, more studies investigating the association between satisfaction and loyalty using cross-sec-
tional data and structural equation models are not needed. Less effort should also be put into: minor
changes in definitions and operationalizations of established and satisfactorily defined and operation-
alized tourism marketing concepts; the collection and analysis of cross-sectional survey data; the
study of stated intentions when actual behavior is of interest; the use of measures that lack validity,
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even if derived from an established scale development process; testing the same associations of the
same constructs over and over again; and studies which incorrectly imply causal associations between
constructs.

The Tourism Marketing Knowledge Grid also points to which puzzle pieces are missing—where tour-
ism marketing knowledge should go in the future. In order to move into the direction of a knowledge
grid reflecting a mature discipline, more effort should be directed towards: the generation of novel
hypotheses through second-order knowledge; the development of strategic principles; the develop-
ment of research principles; thoroughly studying relevant work published in other disciplines; reusing
consistently established definitions and conceptualizations of concepts to enable cumulative knowl-
edge development; truly longitudinal research designs; experimental and quasi-experimental
research designs; the study of actual behavior; the smart harvesting of big data; interpretations of
results by authors; unstructured qualitative research approaches where quantitative approaches are
not suitable; and research into enabling promises.

The opportunities are endless. The authors are looking forward to witnessing exciting new tourism
marketing knowledge being developed over the coming decades; some beyond imagination.
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