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Promotion 

Are promotional efforts by tourism offices truly 

effective? Using multiple-regression models that 

test the relationships between tourist flow, length 

of stay, and promotional efforts, we will discuss 

the issue and the way forward. 
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Are the Promotional Efforts for Tourism Effective? 

 

For practical reasons, we need to know. 

– For planning purposes 

– To evaluate the strategic use of resources 

– To determine if there are better ways to promote 

 

For political reasons, we may not want to know. 

– Blame can be passed for ineffective promotions 
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Explaining Away Promotional Efforts 

and Tourism Flows 
 

Increases in tourism flows can 

– be attributed to effective promotion 

– be attributed to an external factor assisting an 

increased flow (changes in exchange rates, political 

events…) 

 

Decreases in tourism flows can 

– be attributed to poor promotion 

– be attributed to an external factor hindering an 

increased flow (changes in exchange rates, political 

events…) 
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Making Do with What We Have 

Available to Us 
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The Questions 

How do we know that promotional efforts have 

been effective? 

How can we be sure with the data that presently 

exist? 
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Our Approach 

Investigating how effective NTOs promote their 

countries´ tourism products abroad 

This is a cross-sectional approach looking at the 

correlates of tourism flows and visitor stays on a 

country-by-country basis 

The approach can be used in any country in 

which very basic data are available 
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What Has Been Done: What is Demand? 

There are three major measures of actual demand for a 

tourism product - visitor arrivals, visitor-days (or visitor-

nights) and amount spent. 

Data for these three major indictors are often freely 

available for countries. 

However, nonmonetary indicators of demand are 

arguably more reliable, as the data are not based upon 

self-reporting during exit interviews regarding how much 

money was spent. 

So the key is to generally focus upon visitor arrivals (by 

country) and visitor-days (by country). 
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What Would Explain Actual Demand 

Variations? 
Promotion 

– How much money spent on promotion (on a country-

by-country basis) 

– How many travel fairs attended (on a country-by-

country basis) 

– Amount of resources dedicated to promotion in a 

place (on a country-by-country basis) 

Other things influencing tourism flows 

– Proximity to host location 

– Wealth of the source countries 

– Cultural links between the host and source countries 

– Visa regulations 

– Other things 
 

 



Hypothesized Links with Tourism Flows for 

Croatia, Czech Republic and Slovakia 
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Croatia Findings 
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Croatia Findings, Take Two 
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Croatia Findings, Take Three 
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Czech Republic Findings 
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Slovak Republic Findings 
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Summary of Findings 
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Summary of Findings, Take Two 
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What We Learned 

By measuring tourism flows for Croatia, Czech 

Republic, and Slovakia, we see that promotional 

efforts (NTO representations in different 

countries, attending travel fairs in other 

countries, and the number of employees working 

in a particular NTO abroad) have a positive 

impact upon tourism flows to a host destination 

Some other things influence tourism flows 

(proximity and visa regulations), but nothing 

seems to influence tourism flows as strongly and 

consistently as promotional activities. 
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Weaknesses 

One major weakness of this approach is that 

governments generally do not waste time trying 

to attract tourists from a country they are unlikely 

to come from, meaning the choice of where to 

promote becomes a self-fulfilling prophecy. 

Another is that some promotion is not country-

specific (internet and TV stations watched in 

multiple countries)  
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The Way Forward 

So far, this approach seems to be the only one 

used to measure promotion of this sort 

The approach can be modified in one way or 

another for various host countries or even 

destinations within a country, once basic data 

are available 
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Thank You for Your Attention 

For Further Information, please see… 

 

Craig Webster and Stanislav Ivanov (2007) 

”National tourism organizations: measuring the 

results of promotion abroad.” Tourism 55(1): 65-

80. 


