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Promotion

1 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.



Are the Promotional Efforts for Tourism Effective?

1 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

1 For political reasons, we may not want to know.
— Blame can be passed for ineffective promotions



Explaining Away Promotional Efforts
and Tourism Flows

1 |ncreases 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...)

1 Decreases in tourism flows can
— be attributed to poor promaotion

— be attributed to an external factor hindering an
Increased flow (changes in exchange rates, political
events...)



Making Do with What We Have
Available to Us




The Questions

1 How do we know that promotional efforts have
peen effective?

1 How can we be sure with the data that presently
exist?




Our Approach

1 Investigating how effective NTOs promote their
countries” tourism products abroad

1 This Is a cross-sectional approach looking at the
correlates of tourism flows and visitor stays on a
country-by-country basis

1 The approach can be used in any country In
which very basic data are available



What Has Been Done: What 1s 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).



What Would Explain Actual Demand

Variations?
1 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)

1 Other things influencing tourism flows
— Proximity to host location
— Weallth 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

Table 2
CONCEPTS, OQPERATIOMALIZATION, AND HYPOTHESIZED RELATIONSHIPS

Hypothesized
Concept Measure relationship with
dependent variable

Prezence of an NTO office (dummy variable),
Tourism number of employes: g
] linterval levell), number of fairs attended for
promotion (interval level)
Wealth GMP per capiti FPositive

Positive

Visa required { . Megative
Meighbouring
coumtry

Positive

Former or current Communist country
(dummy variable)

Positive

. Positive
slavia

ak
ublic
h

Positive

Positive




Table 3

CROATIA: TOURISM ARRIVALS AND THE NTO

Croatia Findings

Unstandar-
dized
coefficients

Std.
error

atandar-
dized
coefficients
(beta)

GOP per capita

0.0006

0.001

0.039

Neighbour

87.407

109.148

0.077

Former Yugoslavia

114.076

107 545

0.090

Communist legacy

-14.206

27.706

-0.034

Visa required

-2.520

14 602

0.011

National tourist office

399.308

43.109

0.653

N

168

Adjusted R-Square

0.487




Croatia Findings, Take Two

Table 4
CROATIA: TOURISM ARRIVALS AND NTO EMPLOYEES ABROAD
Standar-
dized
coefficients
(beta)

lUnstandar-
dized
coefficients

GDP per capita
Meighbour

Former Yugoslavia
Communist legacy
Visa reguired
Mumber of employees

Adjusted R-Sguare




Croatia Findings, Take Three

Table 5
CROATIA: TOURISM ARRIVALS AND TOURIST FAIRS ATTENDED

standar-
Std. dized
error coefficients
(beta)

Unstandar-
dized
coefficients

GOP per capita -0.0005 0.000 -0.034
Neighbour 277.667 h3.646 0.220
Former Yugoslavia 27.597 h3.6l7 0.022
Communist legacy 8.539 13.643 0.020
Visa required -6.308 7.296 -0.026
Tourist Fairs 69.443 2433 0.903

N 168
Adjusted R-Square 0.870




Czech Republic Findings

Table <
CZECH REFPUEBLIC: TOURIEM ARRIVALS AMD THE NTO

Standar-
Unstandar- ahida

GDP per capita
Meighbour
3 1kia

mmunist legacy

a required
Mational tourist office

Adjusted R-Sguare

Table 10
CZECH REPUBLIC: OVERNIGHTS AND THE MTO

Standar-
dized

coe

GDP per capita

Adjusted R-Square
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Slovak Republic Findings

Table 11
SLOVAKIA: TOURISM ARRIVALS AND THE NTO

Unstandar-
dized
cients

GDP per capita

Adjusted R-Sguare

Table 12
SLOVAKIA: OVERNIGHTS ANMD THE NTOQ
Unstandar-
=it Std.
error

GDF per capita

Meighbour

( h Republic
mmunist legacy

Adjusted R-3guare

Standar-

Standar-
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Summary of Findings

Table 13
SUMMARY OF THE FINDINGS FOR PROMOTIONAL VARIABLES

Impact
of promotion measures
N dep. variable

Cependent Measure
variable of promotion

Presence NTO Office :

Mumber NTO Employees Abroad 145,000 Arrivals

Mumber Tourist Fairs Abroad 69,000 Arrivals

Presence NTO Office 2 234 000 Overnights

Ovemnights  (Number NTO Employees Abroad 816,000 Overnights

Croatia . |Number Tourist Fairs Abroad 409 000 Overnights
Czech Rep. |Amvals Presence NTO Office 79,000 Arrivals
Czech Rep. |Ovemnights  |Presence NTO Office 228,000 Overnights
Slovakia Arrivals Presence NTO Office i

Slovakia Overnights  |Presence NTO Office 322 000 Overnights

16



Summary of Findings, Take Two

Table 14

SUCCESS OF CONTROL VARIAELES IN THE ANALYSIS

Concept

Statistically significant
in which regressions

Hypothesized
link with
dependent
variable

Empirical link
with
dependent
variable

Wealth

Croatia overnights, Czech Republic arrivals,
Czech Republic overnights, Slovakia arrivals,
Slovakia overnights

Positive

Mixed

Visa required

Mone

Megative

Mone

Meighbouring country

Croatia Arrivals (tourist fairs), Croatia
overnights (tourist fairs), Czech Republic
(amrivals), Czech Republic (overnights), Slovakia
(amrivals), Slovakia (ovemights)

Positive

Positive

Communist legacy

Mone

Positive

Mone

Former Yugoslavia

Mone (for Croatia)

Positive

Mone

olovak Republic

Czech Republic (arrivals and overnights)

Positive

Megative

Czech Republic

=lovakia (arrivals and overnights)

Fositive

Positive




What We Learned

1 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

1 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

1 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.

1 Another is that some promotion is not country-
specific (internet and TV stations watched in
multiple countries)
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The Way Forward

1 So far, this approach seems to be the only one
used to measure promotion of this sort

1 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

1 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.

21



