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ABSTRACT 

Given that the competition in the tourism industry has intensified worldwide, there is a 

need for more effective tourism marketing. Tourism marketing lies in designing the 

marketing strategies and communicatications appropriate for target markets so that 

profits can be generated. Through tourism marketing, tourism establishments could also 

attract more tourists, anticipate and satisfy the existing and potential tourists’ needs and 

wants. This study therefore, determines the key success factors (KSFs) for marketing of  

tourism establishments in Lesotho. KSFs are factors that allow tourism establishments to 

compete effectively and to attract more tourists. The primary objective of this study was 

to determine the KSFs for marketing of tourism establishments in Lesotho. To achieve 

the primary objective of this study, two secondary objectives were identified in Chapter1 

and achieved in the subsequent chapters.  

The first objective was to analyse the KSFs for marketing of tourism establishments in by 

means of an in-depth literature review. This objective was achieved in Chapter 2 and 

Chapter 3. Chapter 2 provided an overview of marketing and the following were 

discussed: marketing in tourism, characteristics of service marketing in tourism, specific 

features in services, importance of marketing, description of marketing as a process and 

a marketing strategy, market as well as the marketing mix. In Chapter 3, various KSFs 

for marketing tourism establishments were discussed. The second objective was to 

assess empirically the KSFs for marketing tourism establishments in Lesotho. This 

objective was met in Chapter 5 by means of descriptive statistics, which included

biographic information of the respondents in this study.

In addition, exploratory factor analysis was conducted to determine the marketing-related 

aspects implemented by tourism establishments in Lesotho and to identify the KSFs for 

marketing tourism establishments in Lesotho. Last but not least this objective was also 

achieved by making recommendations based on the KSFs for marketing. A quantitative 

approach was employed for this study. The sampling consisted of two phases: During the 

first phase, convenience sampling, a non-probability sampling method, were used to 
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identify the regions in Lesotho that formed part of this study and the following regions 

were selected to be part of the study, namely Maseru, Leribe, Berea and Mafeteng.  

During the second phase of the sampling, all tourism establishments in the specified 

regions that appeared on a list provided by the Lesotho Tourism Development 

Corporation (LTDC) were selected to be part of the study.137 questionnaires were 

distributed and completed by either the managers or marketers of the establishment 

between June and July 2017. The questionnaire included sections about biographic 

profile of tourism establishments in Lesotho that participated in this study, implementation 

of KSFs, importance of KSFs, questions about establishments’ marketing information and 

comments or suggestions of the respondents from the following sectors: airline, travel 

trade, attraction and accommodation. Data were captured and analysed using the 

Statistical Package for Social Sciences version 20.0 (SPSS).  

The data analysis for this study was done in two phases. Phase 1 included descriptive 

statistics and Phase 2 consisted of the exploratory factor analysis (EFA). Descriptive 

statistics such as mean and standard deviation were used to summarise data on the KSFs 

for marketing of tourism establishments in Lesotho. The factor analysis for this study was 

run with Oblim with Kaiser Normalisation as a rotation method and the principal 

component analysis as an extraction method for better interpretation of results. The 

eigenvalues criterion was also used to determine the number of principal components 

based on the assumption that only eigenvalues greater than 1. The data were tested 

using the Kaiser–Meyer–Olkin 0.801(KMO) measure of sampling adequacy and the 

Bartlett test of sphericity.  

From the results a total of ten KSFs for marketing of tourism establishments in Lesotho 

were identified. These include the following: conduct thorough marketing planning, 

enhance the attractiveness of the tourism establishment, effectively advertise the 

establishment, ensure the accessibility of the tourism establishment, and perform 

strategic marketing management to improve tourist satisfaction, conduct marketing 

research, manage service quality, effectively communicate with staff and tourists, 
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promote the tourism establishment through different marketing mediums and achieve 

tourist loyalty. All ten factors accounted for 71% of the total variance. It was recommended 

that the tourism establishments in Lesotho implement these KSFs in order to successfully 

address the needs and requirements of their target markets. In addition results revealed 

the KSFs that are implemented by tourism establishments in Lesotho namely: conduct 

thorough marketing planning, enhance customer relationship through effective 

communication, advertise the establishment, manage customer satisfaction, manage 

customer loyalty and monitor business environments. All six factors accounted for 53% 

of variance. It was also recommended that this research be repeated annually, as the 

findings would assist tourism managers or marketers of tourism establishments in 

Lesotho with the KSFs for marketing to better market their tourism products both 

nationally and globally. This study is of value not only for clear understanding of the KSFs 

for marketing of tourism establishments but also for improving the profitability and overall 

success of tourism establishments. 

 
Key words: key success factors, marketing, tourism marketing and tourism.
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CHAPTER 1: INTRODUCTION AND BACKGROUND

1.1. BACKGROUND TO THE RESEARCH 
The marketing of tourism establishments is becoming increasingly important worldwide 

as the tourism industry continues to grow. Navickas and Malakauskaite (2009:37) state 

that tourism is one of the fastest growing industries and has emerged as a leading service 

sector. Dwyer, Edwards, Mistilis, Roman and Scott (2009:63) state that the growth of the 

tourism industry has resulted in increased competition between tourism destinations and 

tourism establishments within a destination to attract tourists. Therefore, there is a need 

for tourism managers and marketers to develop a clear understanding of how to market 

tourism establishments effectively in order to remain competitive (Ojo, Latimore & Naire 

2014:151).  

In many countries, including Lesotho, tourism is a significant vehicle for economic 

advancements such as creating employment, foreign exchange, tax revenues and 

contributing to poverty alleviation (Yuksel & Voola 2010:294; Fayisa, Nsiah & Tadasse 

2008:2; Proenca & Soukiazis 2008:792). In support of this, Zaei and Zaei (2013:12), 

Mapeshoane (2015:3) and Matela (2013:15) state that apart from economic benefits, 

tourism has other intangible social benefits such as providing jobs for young people, 

ensuring smooth and soft entry into the labour market and improving the lives of local 

communities. According to Yiu, Saner and Lee (2015:2) the tourism industry in Lesotho 

is worth R2 124 000, which constitutes almost 7 percent of the country’s economy. Yiu 
et al. (2015:2) further state that Lesotho tourism industry employs 34 000 Lesotho natives, 

representing 6 percent of the workforce. 

According to Lesotho Review (2015) 43 200 international tourists travelled to Lesotho in 

2013, of which 92 percent were South African residents and over 58 percent were repeat 

tourists. For international tourists, the country’s major leisure attractions surround 

opportunities for skiing, pony-trekking, hiking, abseiling, sight-seeing in the mountains 

and 4×4 trails (Rogerson & Letsie 2013:492). However, Lesotho Review (2015), Shano 

(2014:8) and Rogerson and Letsie (2013:491) state that Lesotho is classified among 
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African countries that are viewed as still initiating tourism and confronting a number of 

challenges in establishing itself as a competitive destination.  

In addition, the Strategic Plan for Tourism Development in Lesotho (SPTDL) (2007:60) 

points out that the overall goal for the development of the Lesotho tourism industry is to 

implement appropriate marketing and hospitality actions to optimise the tourism potential 

of Lesotho. Kotler and Armstrong (2010:19) affirm that in today’s successful organisations 

the goal of marketing is not only to build and manage profitable customer relationships 

but to look for new customers by promising a better value and to keep and grow target 

customers by delivering satisfaction. It is also emphasised by Ferrell and Hartline 

(2014:7), who describe marketing as a set of processes for creating, communicating and 

delivering value to customers and for managing customer relationships in ways that 

benefit the organisation and its stakeholders.  

The marketing of tourism establishments and destinations such as Lesotho is thus critical 

to achieve objectives including survival, profits and growth, which are vital to the success 

of tourism organisations and destinations (Lamb, Hair & McDaniel 2012:13). One way of 

addressing the challenge of marketing  tourism establishments is to identify and apply the 

key success factors (KSFs) that influence an establishment’s competitiveness and 

increase its performance (Sharn & Marn 2013:448). As defined by Wang and Hung 

(2015:93) KSFs are areas in which satisfactory results will ensure successful competitive 

performance for tourism establishments; whereas Jolibert, Muhlbacher, Flores and 

Dubois (2012:108) define KSFs for marketing as the capabilities that an establishment 

needs in a sub-market to distinguish itself attractively from its competitors.  

Various studies have been done in identifying the importance of KSFs for managing  

tourism establishments (Agoi 2013:39; Tung 2012:648; De Witt 2006:20; Kruger 

2006:127). From these studies, it is clear that aspects such as industry position, 

environmental factors, market definition, managerial position and temporal factors are 

vital for the success of an organisation. In a tourism context, De Witt (2006:20) and Kruger 

(2006:127) state that financial, marketing, human resource and operational management 



3 

are keys to success. However, in terms of marketing, limited studies have identified the 

KSFs for marketing  tourism establishments (Cox & Wray 2011:526; Aaker & McLoughlin 

2010:338). 

Factors that have been found critical for marketing  tourism establishments include 

marketing programme, marketing research, market segmentation, target marketing, 

positioning, branding and promotion (Cox & Wray 2011:526; Aaker & McLoughlin 

2010:338). According to Ferreira and Fernandes (2015:165) and Sharn and Marn 

(2013:499) an understanding of the KSFs for marketing tourism establishments will allow 

establishments to remain competitive. Aaker and McLoughlin (2010:73) support and state 

that KSFs are important elements for managers and marketers, as these factors allow the 

establishments to achieve and maintain their position in the market. Additionally, Kahren, 

Mirmehdi and Eram (2013:184) note that KSFs allow establishments to focus their efforts 

on building their capabilities. 

Based on the above discussion, it is clear that numerous factors should be taken into 

account for marketing  tourism establishments. Identifying the KSFs for marketing would 

assist tourism establishments to improve their performance and to achieve their goals 

and objectives. Furthermore, identifying KSFs should provide marketers with clear 

guidelines for marketing their establishments successfully (Engelbrecht, Kruger & 

Saayman 2014:239). In order to remain competitive, tourism establishments in Lesotho 

need to clarify their KSFs for marketing. Recognising the importance of competitiveness 

in tourism establishments, the present study aims to analyse KSFs for marketing of 

tourism establishments in Lesotho. 

1.2. RATIONALE AND MOTIVATION 
According to Odenyo (2013:20) the KSFs for marketing an organisation are those 

competitive factors that affect a company’s ability to prosper in the market place. In 

addition, Engelbrecht  et al. (2014:239) define KSFs as the areas within the organisation 

that are needed by management to accomplish its mission. The importance of KSFs for 

managing and marketing an organisation such as a tourism organisation has been noted 
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in several studies (Aaker & McLoughlin 2010:37; Howell 2010:5) and  confirm that the 

KSFs for marketing provide excellent focus for beginning implementation of an 

improvement.  

Implementation of KSFs for marketing reduces the risk of failure in the business and 

strategic objective attainment (Howell 2010:5). In addition, KSFs for marketing allow 

tourism establishments to plan strategic initiatives directed at increasing their success, to 

maintain quality services and to satisfy tourists (Ferreira & Fernandes 2015:165). An 

understanding of KSFs for marketing tourism establishments will enable tourism 

establishments to survive present and future challenges from the macro environment.  

KSFs for marketing tourism establishments are thus of critical importance in terms of 

ensuring the success of  tourism establishments. Tourism destinations such as Lesotho, 

therefore, must pay specific attention to the KSFs in order to gain a competitive advantage 

(Odenyo 2013:20). Therefore, this study will provide marketers of tourism establishments 

in Lesotho with insights that will help them to determine and implement the KSFs for 

marketing their establishments. 

1.3. PROBLEM STATEMENT 
Establishments that excel on particular KSFs in terms of marketing are likely to enjoy a 

stronger market position and are able to differentiate themselves from their rivals (Mwazia 

2013:6). The competitive nature of the tourism industry, furthermore, emphasises the 

need for more effective marketing. However, marketing managers of tourism 

establishments are faced with several challenges.  

According to Jaafar (2011:829) owners or operators, who lack formal business and 

marketing background, have no prior experience in managing, and marketing a tourism 

organisation, run a large number of tourism businesses. In addition, tourism organisations 

fail due to inadequate marketing skills, insufficient resources, weak management and 

external pressures, which restrain them to market their products successfully (Jaafar 
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2011:829). In addition, Lesotho Tourism News (LTN) (2016:4) state that one such 

challenge facing Lesotho and tourism establishments in Lesotho is marketing. 

These challenges emphasise the need for a clear understanding about the KSFs for 

marketing  tourism establishments (Finney & Corbet 2007:343). The importance of KSFs 

for marketing has been highlighted in several studies namely Salaheldin (2009:218); Lu, 

Huang and Heng (2006:395). From these studies, it is clear that identifying and 

implementing the KSFs for marketing are critical in order for tourism establishments to 

remain sustainable and competitive (Belak & Duh 2012:17).  

Despite numerous studies focusing on the importance of KSFs for marketing (Sharn & 
Marn 2013:498; Salaheldin 2009:218; Lu  et al. 2006:395; Lockyer 2005:529) limited 

research has been done on the marketing of tourism establishments in the context of 

Lesotho. Lekaota (2014:51) further states that, although Lesotho has the potential to grow 

and has the raw materials to fuel tourism growth, many of the marketing activities are 

currently limited. Thus, it is not clear what the KSFs are for marketing tourism 

establishments in Lesotho. Therefore, this study seeks to answer the following research 

question: What are the KSFs for marketing tourism establishments in Lesotho?

1.4. RESEARCH OBJECTIVES 
The main objective of the study was to determine the KSFs for marketing tourism 

establishments in Lesotho by means of  empirical research. More specifically, this study 

focused on the KSFs for marketing, including market segmentation, market profiling, 

positioning and branding in order to gain a competitive advantage. In order to achieve the 

main objective of this study, the following secondary objectives were identified: 

1.4.1. Objective 1 

 To analyse the KSFs for marketing  tourism establishments by means of an in-depth 

literature review. 
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1.4.2. Objective 2 

 To empirically assess the KSFs for marketing of tourism establishments in Lesotho 

with specific reference to aspects including market segmentation, positioning and 

market targeting. 

 To provide recommendations regarding the appropriate KSFs for the tourism 

establishments in Lesotho. 

In conclusion, the objective 1 was achieved in chapters 2 and 3, while the objective 2 was 

met in chapter 5 and 6. 

1.5. THE IMPORTANCE OF THE STUDY 
This study is of importance in respect of the following aspects:

 The results of the study will make an important contribution towards the current 

literature on the KSFs for marketing of tourism establishments and, more 

specifically, in the context of Lesotho. 

 The findings of the study, furthermore, could assist tourism marketers and 

managers to identify and improve on the KSFs for marketing their own tourism 

establishments, especially in a Lesotho context, which was an area of concern. 

 Results from this study are useful for building a competitive environment for 

performance standards and excellence in the tourism establishments in Lesotho 

and determining how well individual tourism establishments perform in the 

competitive arena. 

 Recommendations of this study could contribute to the improvement of the 

marketing of tourism establishments in Lesotho. 

1.6. RESEARCH DESIGN 
There are two types of research approaches at the disposal of the researcher when 

conducting research, namely qualitative and quantitative research approaches. A 

quantitative approach is an approach for testing different variables and the relationships 

between them. As opposed to this, a qualitative approach is an approach that involves 

collecting information that is more detailed from a smaller number of people (Creswell 

2014:4). 
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For the purpose of this study, a quantitative approach was employed. The main 

advantage of using this approach is that a wide range of statistical tests are available for 

analysing data (Bordens & Abbott 2011:235). A number of similar studies done on this 

topic by other researchers (Chong, Shafaghi & Tan 2011:522; De Witt 2006; Kruger 2006) 

have also employed a quantitative approach, which supports the use thereof for this 

study. 

The research design for this study was descriptive. The advantage of a descriptive 

statistic design, as stated by Mustafa (2010:3) is that it provides a numeric description of 

trends, attitudes or opinions of a population. Therefore, an in-depth literature review, 

based on the KSFs for marketing of tourism establishments in Lesotho, was conducted, 

followed by an empirical study. 

1.6.1.  Population 
According to Florczak and Kristine (2011:202) a population is the entire set of cases in 

which the researcher is interested. In the case of this study, the population included all 

tourism establishments in Lesotho from the following sectors: airline, travel trade, 

transportation, attraction and accommodation.

1.6.2. Sampling and description of the sample 
Sampling is simply the process of learning about a population based on a sample drawn 

from it. There are two broad categories of sampling techniques, probability and non-

probability sampling (Florczak & Kristine 2011:202). 

For the purpose of this study, the sampling consisted of two phases. During the first 

phase, convenience sampling, a non-probability sampling method was used to identify 

the regions in Lesotho that formed part of this study. The regions selected for this study 

were based on their size and accessibility to the researcher. Based on these criteria, the 

following regions were selected to be part of the study, namely Maseru, Leribe, Berea 

and Mafeteng. 
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During the second phase of the sampling, all tourism establishments in the specified 

regions that appeared on a list provided by the Lesotho Tourism Development 

Corporation (LTDC) were selected to be part of the study. Hundred percent sample was 

thus used in this study. The list provided by the LTDC thus served as the sampling frame 

for the purpose of this study. The LTDC is the destination-marketing organisation for 

Lesotho and provides a comprehensive list of tourism establishments in Lesotho. Tourism 

establishments that were targeted included travel agencies, transport organisations, 

attractions and accommodation establishments.  

Tourism marketers or managers of these establishments were asked to complete the 

questionnaire. Convenience sampling was used to sample marketers and mangers 

requested to participate in the research. The sample thus consisted of all the tourism 

establishments as indicated on the list provided by the LTDC. There were 137 tourism 

establishments in the specified regions on the list from the LTDC. It was feasible to include 

the entire population (all 137 establishments) rather than drawing a sample. According to 

Israel (1992:2) in the case of a small population, it is suitable to use the entire population 

in order to achieve the desired level of precision. Furthermore, it will eliminate errors and 

provide accurate results (Israel 1992:2). Therefore, this study used a saturation sample, 

which is used with small populations. The managers or marketers of the establishments 

completed the questionnaire. 

1.6.2.1. Measuring instrument 
A self-administered questionnaire was used for this study. The advantage of a self-

administered questionnaire is a large social distance between the researcher and the 

respondents that fosters the respondents’ honesty (Rada & Dominiquez 2014:258). The 

questionnaire was designed based on the literature review and consisted of the following 

sections: 
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Section A: This section focused on the general information of respondents and of the 

establishments’  marketing. The questions in this section took two different forms, namely 

open-ended (unstructured) and closed-ended (structured) questions. 

Section B: This section covered the KSFs for marketing tourism establishments in 

Lesotho. Likert- scale type questions were used to determine the KSFs for marketing of  

tourism establishments in Lesotho. 

Section C: This section focused on the current marketing of tourism establishments in 

Lesotho as well as  suggestions from the respondents.

1.6.2.2. Pre-testing 
According to Kumar (2011:158) having constructed a research instrument, whether an 

interview schedule or a questionnaire, it is important for a researcher to test it out before 

using it for actual data collection. Pretesting entails a critical examination of the 

understanding of each question and its meaning as understood by the respondents.  

The aim of pre-testing the questionnaires is to identify if there are problems in 

understanding the way a question has been worded; the appropriateness of the meaning 

it communicates. For the purpose of this study, fifteen questionnaires were pretested with 

15 marketers from different tourism establishments in Lesotho. The questionnaires were 

dispersed electronically to fifteen marketers in Lesotho before they were distributed to the 

respondents for completion. Adjustments were made based on the recommendations of 

the respondents. The results from the pre-testing were not included in the main survey. 

1.6.2.3. Data collection methods 
Data collection on the KSFs for marketing  tourism establishments in Lesotho was carried 

out by means of self-administered questionnaires. One hundred and thirty seven 

questionnaires were distributed to the tourism establishments in the following regions in 

Lesotho: Maseru, Leribe, Berea and Mafeteng. 
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1.6.2.4. Data analysis 
Once the data on the KSFs for marketing tourism establishments in Lesotho had been 

collected, they were captured and analysed using the Statistical Package for Social 

Sciences (SPSS) version 20.0. SPSS was used to conduct an exploratory factor analysis 

in order to identify the KSFs for marketing tourism establishments in Lesotho. 

Furthermore, Spearman’s rank order correlations and an independent t-test were used to 

determine the correlations between the KSFs for marketing tourism establishments in 

Lesotho as well as identifying the factors influencing the KSFs for marketing tourism 

establishments in Lesotho.  

1.7. ETHICAL CONSIDERATIONS 
Ethical considerations are professional practices undertaken in accordance with the 

principles of accepted codes of conduct for a given profession or group (Kumar 

2011:242). The researcher asked permission to distribute questionnaires for completion, 

voluntarily, willingly and anonymously, by tourism marketers and managers of the tourism 

establishments in Lesotho.  

The researcher undertook to behave respectfully, conduct the research politely, honour 

the privacy of participants, make and keep appointments and thank participants, while 

acting honestly. In addition, the respondents’ permission was needed to use fieldwork 

results in final products. The permission to conduct the fieldwork was obtained from the 

Ethics Committee of Vaal University of Technology and LTDC in Lesotho.

1.8. DEFINITION OF CONCEPTS 
The following concepts formed part of this study: 

1.8.1. Tourism 
According to Smith (2013:21) tourism is a set of activities of a person travelling to a place 

outside his or her usual environment for less than a year for leisure, business and other 

purposes not related to the exercise of an activity remunerated from within the place 

visited. Sharpley( 2009:6) defines tourism as ‘the activities of tourists and those who cater 
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for them or the movement of people away from their normal place of residence”. Tourism 

is also regarded by researchers such as  Ivanov and Webster (2007:379) and Zaei and 

Zaei (2013:12 ) as an important economic sector that contributes to the economic growth 

of the county and to the labor market, as well as creating occupation opportunities directly 

and indirectly through the supply of goods and the necessary services for tourist activities.

1.8.2. Marketing 
Marketing is a social and managerial process, which individuals and groups could create, 

provide and freely exchange valuable products and services to satisfy demands and 

desires (Tung 2012:646). The primary focus of marketing is the customer and how the 

establishment can design and deliver products that meet customers’ needs (Ferrell & 

Hartline 2014:11). Marketing can also be considered as the bridge between satisfying 

consumers and the management in attempt to create profit for the establishments (Fejza 

& Asllani 2013:326).

1.8.3. Key success factors 
Jolibert  et al. (2012:108) define KSFs as capabilities an establishment needs in a sub-

market to distinguish itself attractively from its competitors. KSFs, for any business, are 

the limited number of areas in which results, if they are satisfactory, will ensure successful 

competitive performance for the establishment. According to Azevedo, Romao and 

Rebelo (2014:166) KSFs are the few key areas where things must go right for the 

business to grow. If results in these areas are not adequate, the establishment’s efforts 

for the period will be less than desired (Xu & Gutiérrez 2006:68). 

1.8.4. Lesotho
According to Manwa (2012:6669) Lesotho is a small, landlocked country surrounded by 

South Africa. It has a total area of 30 335km with a population density of 2 131 000 and 

an average density of 70.2 per sq km. Lesotho offers a very different tourism experience, 

with the potential of the tourism sector lying in its natural beauty, rich flora and fauna and 

absorbing prehistoric and cultural heritage (Lekaota 2014 :47).
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1.9. PRELIMINARY CHAPTER OUTLINE 
This study is structured as follows:

Chapter 1: Research problem and setting 
This chapter provides an overview of how the information applicable to this study is 

arranged. An introduction, background of the study, research objectives, rationale, the 

problem statement, ethical considerations, research methodology and preliminary 

chapter outline are discussed thoroughly in this chapter. 

Chapter 2: An overview of tourism marketing 
The purpose of this chapter is to analyse marketing as a management function and the 

definition of terms and functions of marketing. Moreover, the importance of marketing in 

the tourism establishments as well as the marketing process are discussed. 

Chapter 3: Analysing the key success factors for marketing tourism 
establishments 
The aim of this chapter is to analyse the KSFs for marketing tourism establishments in 

Lesotho. Various KSFs for marketing and importances of KSFs are also discussed. 

Chapter 4: Research methodology 
This chapter draws attention to the empirical study designed to address the research 

problem. The following aspects are explained in this chapter: the quantitative approach, 

study population and sampling, research methods, data collection, pre-testing and data 

analysis. 

Chapter 5: Results and interpretation 
In this chapter, the main results from the survey are discussed. These results are 

presented in the form of graphs, figures, tables and charts to report how the results 

answered the research question, namely: What are the key success factors for marketing  

tourism of establishments in Lesotho? In addition, the results are compared with the 

outcomes of previous similar studies. 



13 

Chapter 6: Conclusions and recommendations 
Conclusions are drawn based on the findings of the study and recommendations are 

made with regard to the importance of KSFs for marketing of tourism establishments in 

Lesotho. This chapter also provides the base and direction for future research. Lastly, the 

limitations and future research are indicated. 
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CHAPTER 2: AN OVERVIEW OF TOURISM MARKETING

2.1. INTRODUCTION 
Tourism is recognised as the world’s biggest industries that plays an important role in the 

economic development (Almaimani & Johari 2017:73). Crouch (2011:27) notes that 

competition between tourism destinations has intensified due to a growing number of 

tourism destinations. As a result of this high competition, tourism marketing is an essential 

tool to attract tourists and visitors, maintain and increase market share and enhance a 

destination’s competitiveness (George 2014:22). According to Mwinuka (2017:1) tourism 

marketing is a concept which comprises two terms, namely tourism and marketing. 

Tourism is an essential social phenomenon which includes movement of people travelling 

to and staying in places outside their original places for not more than one consecutive 

year (Chang & Katriches 2016:792). Marketing is a managerial process for identifying, 

anticipating and satisfying customers’ needs and profitably (Sharpley & Pearce 

2014:558). Tourism marketing is the application of marketing concept in travel and 

tourism industry (Mwinuka 2017:4).

The major goal of tourism marketing is to successfully position the tourism destination in 

an environment with a constantly growing supply and competition (Ketter, Mansfeld & 

Avraham 2016:138). As tourism establishments invest heavily in tourism marketing to 

defend or improve their competitive position, the theoretical basics of tourism marketing 

need to be addressed as well (Binter, Ferjan & Neves 2016:211). Thus the aim of this 

chapter is to provide an overview of tourism marketing. Firstly, the destination mix and its 

relation to tourism marketing and the evolution of marketing in the tourism industry will be 

introduced. As marketing has evolved from its self-sufficient beginnings to today’s 

diversity, it is important for marketers to understand how marketing has evolved in order 

to meld the marketing concept into strategic marketing (Sandhusen 2008:12).

Secondly, marketing in tourism will be discussed. Tourism marketing plays an important 

role in tourism destinations as it lies in designing strategies and communications 

appropriate for target markets so that profits can be generated (Mwinuka 2017:2). Thirdly, 
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the definitions of marketing will be analysed and discussed.  Fourthly, the characteristics 

of service marketing in tourism, specific features in services are outlined its implication 

for the marketing of tourism offerings. These features and characteristics are unique and 

therefore they should be explored and understood when developing a marketing strategy 

(Jan 2012:37). The importance of marketing is also discussed. Binter et al. (2016:211) 

indicate that other aspects relating to the importance of marketing include satisfying the 

needs and wishes of potential buyers. 

A description of  marketing as a process, as well as, the marketing strategy will be 

explained in this chapter. Marketing process plays an important role for tourism marketers 

because it includes steps that allow establishments to identify customer problems, 

analyse market opportunities, and create marketing activities to reach the desired 

audience (Armstrong & Kotler 2010:19). Marketing strategy provides some strategic 

directions on how tourism establishments can respond to contemporary challenges and 

compete effectively in the global business (Malachovsky & Kiráľová 2015:394).

In the final section, market as well as the marketing mix are briefly discussed. According 

to Grewal and Levy (2008:5) understanding the market is fundamental to marketing 

success. A thorough knowledge of marketing mix elements may help marketing 

managers meet the demands of the target market and profitability (Mohammadi & 

Gilaninia 2016:11). Finally, the conclusion will be drawn. 

2.2. THE DESTINATION MIX AND ITS RELATION TO TOURISM MARKETING 
The tourism industry consists of the following elements, namely hospitality, attractions, 

transportation, infrastructure, ambience, tourism facilities and services (Page 2007:102). 

These elements are also referred to as the destination mix. A clear understanding of these  

elements in the destination mix is needed in order for a destination such as Lesotho to 

function effectively and also for marketing purposes. 
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2.2.1. Hospitality industry 
The hospitality industry refers to a broad variety of service industries including hotels, 

food service, casinos and tourism (Blomme, Van Rheede & Tromp 2010:270). For the 

achievement of the final service products, Hallin and Marnburg (2007:368) state that 

hospitality companies work together with a variety of service industries (i.e. convention 

agencies, online travel agencies, tour operators, carriers, entertainment, shopping and 

local sightseeing agencies) in which some compete, and others collaborate with each 

other. 

2.2.2. Attractions 
Rana (2013:136) explains attractions as those elements in a product, which determine 

the choice made by a particular tourist to visit one particular destination rather than 

another. George (2014:502) states that attractions play a key role in tourism destinations 

as they entice tourists to the destination. The World Tourism Organisation (WTO) 

(2007:1) adds that attractions are often the focus of tourists’ attention and may provide 

the initial motivation for the tourist to visit the destination. 

Attractions are categorised by Nowacki (2013:15) as natural or man-made (e.g. beaches, 

mountains, parks, weather), built (e.g. iconic buildings such as the Eiffel tower, heritage 

monuments, religious buildings, conference- and sports facilities), or cultural (e.g. 

museums, theatres, art galleries, cultural events). Attractions are determined as the most 

important components in the tourism system and the core of the tourism product because 

of being the main motivator of tourist trips and a key determinant of tourists’ choices 

(Weidenfeld, Butler & Williams 2009:2). 

2.2.3. Transportation 
Khadaroo and Seetanah (2007:1023) indicate that transportation is an essential 

component of successful development as it brings the creation of new attractions and the 

growth of existing ones at the destination. Khadaroo and Seetanah (2007:1023) 

recommend that a destination should be easy to get to and easy to get around in because 

most tourists, being citizens of developed countries, are used to modern and efficient 
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transport infrastructure and they expect to experience in the destination country comforts 

similar to home. 

2.2.4. Tourism infrastructure 
Panasiuk (2007:212) defines tourism infrastructure as a component of a regional touristic 

product. In addition, Panasiuk (2007:212) also indicates that infrastructure is comprised 

of basic devices, buildings and services institutions whose existence is crucial to the 

proper operating of the economy and society and is divided into the following: 

 Technical, including basic devices used in transport, communication, gas, heat, 

power and road industry, 

 Social, including devices and institutions connected with education, culture, science, 

health, physical culture and tourism and public administration. 

Based on the above, Seetanah, Juwaheer, Lamport, Rojid, Sannassee and Subadar 

(2011:93) conclude that the infrastructural dimension is a necessary element for tourism 

development and for attracting tourists to a destination such as Lesotho. 

2.2.5. Ambience 
Ambience refers to the aesthetic or emotional impact of an establishment on its tourists. 

This could be achieved through a combination of furniture and fittings, lighting, music, 

décor, themes, seating arrangement, employees’ appearance, attitudes of other guests 

and the general surroundings (Jani & Han 2014:11). The décor of the restaurant must 

provoke feelings of pleasure and relaxation instead of tension and anxiety.  

Lighting could be bright or dim, depending on the target market, the time of the day and 

the reason for going to the food service outlet (e.g. a restaurant that targets couples could 

have dim lighting in the evening, whereas a fast food restaurant should provide bright 

lighting at lunch time) (Mensah & Mensah 2013:86). Music usually influences the mood 

of tourists, but it could also distract them. Cheerful or inspiring songs could be used to 

excite tourists, make them stay longer at the restaurant or bar and buy more drinks. 

However, the volume of the music must be controlled to allow tourists to communicate 
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with ease. The design and arrangement of furniture should be informed by the needs of 

its guests and should ensure easy movement, comfort and relaxation (Mensah & Mensah 

2013:86). 

Ambience can also be viewed as the result of interaction between employees (i.e. service 

providers and tourists) and the physical environment (i.e. the services-capes). Ambience 

only counts as a tourism/hospitality variable if it generates a reaction within or among 

individual tourists/guests. In other words, the ambience is expected to evoke an internal 

response (Heide, Lærdal & Grønhaug 2007:1316). 

2.2.6. Tourism facilities and service 
Tourism facilities and service is the set of buildings and facilities necessary for the 

development of touristic activity (lodging, food, entertainment, booking, information 

services and other services) (Lohmann & Netto 2016:223). Service employees such as 

front desk agents, housekeepers, hosts, wait staff, car rental agents, flight attendants and 

travel agents are responsible for creating positive experiences for tourists. These roles 

are important because of their direct contact with tourists (Rana 2013:2). 

The type of tourism facilities must also reflect the limits of acceptable use that resources 

can tolerate (Rana 2013:2). This section concludes with the contention that tourism is a 

service-based industry. This means that the tourists often walk away from a tourism 

offering with only a memory or experience (Hudson 2008:9). In order for the above 

destination mix elements to remain competitive, tourism managers should know their 

tourists and be aware of their demands. 

It is thus clear from the above that a destination consists of several elements. Marketing 

has an important role to play in promoting the different elements of the destination mix. 

To understand the concept of marketing within the tourism industry, it is important to 

describe the evolution of marketing briefly. 
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2.3. EVOLUTION OF MARKETING IN THE TOURISM INDUSTRY 
Pride, Ferrell, Lukas, Schembri and Niinninen (2015:19) state that marketing in today’s 

terms may seem like an obvious approach in running a tourism business. However, 

businesses have not always believed that the best way to make sales and profits is to 

satisfy tourists. Although marketing has always been a part of business, its importance 

has varied. Figure 2.1 identifies three eras in the history of marketing. 

Figure 2.1: The evolution of marketing  
Source: Adapted from Pride and Ferrell (2010:13) 

George (2014:9) states that the tourism industry has not followed the same historical 

development in marketing due to technological advancements, many of which occurred 

earlier in the manufacturing industry than in the tourism industry. The tourism industry 

only began to flourish in the 1950s with the advent of the airline industry.  

This decade also saw an opening of Disneyland, a theme park in the United States of 

America, quick service restaurants such as McDonald’s and the establishment of a 

multinational hotel chain, the Holiday Inn (George 2014:9). A better understanding of how 

marketing has evolved over time will help tourism establishments to identify persistent 

problems in many today’s business. According to Pride and Ferrell (2017:19) there are 

three important eras in the evolution of marketing namely production era, sales era and 

marketing era.  

2.3.1. The production era 
The production era was the first stage in the development of marketing. It started with the 

industrial revolution in the 1870s and continued until the 1920s (George 2014:5). During 

Production orientation Sales orientation Marketing orientation

1850s 1900s 1950s 2000
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this period, factories could not keep up with the demand for goods resulting in demand 

exceeding supply (Plinke 2015:80). Pike (2016:12) shows that the demand for tourism 

remained at this stage until the 1950s. Moreover, the goal of management was to produce 

as many goods as possible at the lowest prices (Masterson & Pickton 2014:19). 

Additionally, Ciletti (2010:16) states that companies believed that products would sell 

themselves. They focused on mass production and affordability of products. Customer 

needs and wants were of secondary importance (George 2014:5). 

2.3.2. Sales era  
Technology advanced in the next era so that the demand for goods was satisfied. As a 

result, the period was also characterised by increase in competition (Mullins & Walker 

2013:37). The emphasis of management switched from production to selling. Managers 

searched for more effective way of selling, in order to fight off competition. Satisfying 

customers’ needs was still not a manager’s priority during the sales era, which lasted until 

the 1950s (Lambin, Chumpitaz & Schuiling 2007:19). Sales-oriented companies were 

more interested in their own needs than the needs of their customers (Masterson & 

Pickton 2014:24). In the case of tourism, Pike (2016:12) indicates that the introduction of 

wide-bodied jet aircraft and large hotels in 1960s and 1970s stimulated the start of this 

stage in which many of the world’s tourism businesses and destination marketing 

organisations (DMOs) operate. 

2.3.3. Marketing era  
During the marketing era, there was an even greater increase in competition and 

technological progress (Grewal & Levy 2014:14). Supply now exceeded demand, so 

managers had to concentrate on satisfying consumers’ needs (Boone & Kurtz 2013:10). 

Also, consumers had more choices than ever before, while consumers who were not 

satisfied with their products could buy from someone else (George 2014:6). 

During this time firms responded by adopting the marketing concept; a marketing 

approach that prioritised satisfying consumer needs and wants (George 2014:6). As 

shown by Pike (2016:12), tourism has been slow to evolve at this stage. Even though the 



21 

tourists’ needs and wants were satisfied during the marketing era, tourists also became 

concerned that establishments could take advantage of them and issues of trust and 

product benefits became more important (Ciletti 2010:18). 

Based on the above, it is clear that an understanding of the evolution of marketing may 

help tourism managers and marketers to identify changes in tourists’ characteristics and 

preferences, over time. It is inevitable that tourism establishments must be aware and 

operate their businesses in harmony with the changing needs of the market (Keelson 

2012:39). 

Boone and Kurtz (2013:6) however, argue that the word marketing is a broad scope of 

activities and ideas and that settling on one definition is difficult. Middleton, Fyall, Morgan 

and Ranchhod (2009:23) propose that in order to understand what marketing means, it 

is necessary to differentiate between the use of the concept as a familiar word in everyday 

use and the term as it is used professionally, by marketing managers. Reid and Bojanic 

(2010:8) support that to ensure a steady flow of tourists, a tourism marketing manager 

must possess a thorough understanding of marketing in order to achieve success today.

2.4. ANALYSING THE DEFINITIONS OF MARKETING 
Several attempts have been made to define marketing but so far, no universally accepted 

definition has been devised. This is because marketing as a comprehensive management 

function is a fairly recent concept, which effectively only started to be applied in the early 

1950s (Singh 2008:4). Table 2.1 provides a summary of how some experts in the field of 

marketing have defined the concept of marketing. 
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Table 2.1: Definitions of marketing 
Source Definition

Kotler and Keller 

(2012:5)

Marketing is the activity, set of institutions and processes for 

creating, communicating, delivering and exchanging offerings 

that have value for customers, clients, partners and society at 

large.

Luck (2010:2) Marketing is the management process, which identifies, 

anticipates and supplies customer requirements efficiently and 

profitably.

Singh (2008:5). Tourism marketing can also be defined as the systematic and 

coordinated efforts exerted by the National Tourist 

Organisation (NTO) or the tourist enterprises at international, 

national and local levels to optimise the satisfaction of tourists, 

groups and individuals, with a view to sustained tourism 

growth.

Hudson (2008:8) Marketing has been defined as the process of planning and 

executing the conception, pricing, promotion and distribution of 

ideas, goods and services to create exchanges that satisfy 

individual and organisational objectives.

George (2007:270) Tourism marketing can be defined as finding out what tourists 

want, developing suitable offerings, telling them what is 

available and providing instructions as to where they can buy 

offerings, so they can in turn receive value.

Engberg, Ditlevsen, 

Kastberg and Stegu 

(2007:196)

Marketing is a social and managerial process by which 

individuals and groups obtain what they need and want through 

creating and exchanging products and values with others.

Source: Compiled by the author 

Table 2.1 emphasises that the concept of marketing is a tourist orientation backed by the 

integrated marketing aimed at generating tourist satisfaction (Singh 2008:5). In addition, 

the definitions specify that the essence of marketing is to develop satisfying exchanges 
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from which both tourists and marketers benefit (Pride & Ferrell 2017:19). Moreover, 

Nwakanma, Jackson, and Burkhalter (2007:55) define marketing as the process of 

planning and executing the conception, pricing, promotion and distribution of ideas, 

goods, services, establishments and events to create and maintain relationships that will 

satisfy individual and establishment’s objectives. 
Nwakanma et al. (2007:55) further argue that the definitions express that to satisfy 

tourists, it is not only necessary to know who they are, but what they need and how to 

meet those needs in ways that are consistent with the establishments’ objectives. 

Gundlach and Wilkie (2009:262) further show that marketing does and should have value, 

not only for tourists and the establishment, but also for others, including society at large. 

Based on the above, marketing can be defined as a function of tourism management that 

can keep in touch with an establishment’s stakeholders, meet the needs and motivations 

of tourists, develop products that meet tourists’ needs and build a communication 

programme, which expresses the purpose and objectives of tourism management and 

tourism establishments (Hall, Muller & Saarinen 2009:25). All of the afore-mentioned 

aspects have important implications for the present study since literature indicates that 

these aspects may be critical to successfully market tourism establishments (Park,

Reisinger & Kang 2008:162).

2.5. AN OVERVIEW OF TOURISM MARKETING 
Tourism is primarily a service-based industry. The principal products provided by tourism 

businesses are experiences and hospitality. These are intangible products and are more 

difficult to market than tangible products such as cars (Dasgupta 2011:2). The intangible 

nature of tourism services makes quality control difficult but crucial. It also makes it more 

difficult for potential tourists to evaluate and compare service offerings.  

In addition, instead of products moving to the tourists, the tourists should travel to the 

products (Dasgupta 2011:2). Since the tourism product is primarily a service-based 

industry, marketing a tourism product is different from most other products because what 

is being sold is the consumption of an experience rather than a tangible product 
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(Geetanjali 2010:70). The intangible (an example of this would be a tourist’s overnight 

experience at a hotel establishment) products are more difficult to market than tangible 

products (such as automobiles) (Hudson 2008:9).  

Tourism marketing should not only aim to increase the number of tourists traveling to a 

region but should also aim to provide tools and strategies for altering the image of tourism 

destinations and attracting international tourists (Avraham & Ketter 2016:4). In support of 

this, Okumus, Okumus and McKercher (2007:254) mention that tourism marketing 

emphasises that each destination should differentiate itself by highlighting its unique 

tangible and intangible products and services.  

The point of differentiation should be real and substantial enough to encourage visitation. 

It is indicated by Tsiotsou and Goldsmith (2012:34) that successful tourism marketing 

requires the recognition and understanding of global business challenges, the 

development and leverage of distinctive capabilities, the provision of superior tourists’

value and immediate response to competitors’ actions. 

A marketing strategy should also make the most of an establishment’s strengths and 

match them to the tourist’s value requirements (Ferrell & Hartline 2014:17). Morrison 

(2013:9) adds that the effectiveness of marketing in tourism can be affected by others 

outside the DMOs, who muster the best efforts of many partner establishments and 

individuals to have the greater success. Nguyen (2014:27) confirms that destination 

marketing lies at the heart of tourism marketing given the important role of destination in 

the tourism system while various tourism-related establishments and other 

establishments are involved in tourism marketing, the responsibility of marketing a 

destination often lies with DMOs.  

Based on the information mentioned above, it can be said that the aim of marketing in 

tourism is information gathering and analysis, based on which the tourism offer is built as 

an integrated tourism product to permanently communicate with tourists in order to inform 

them about the current and future offers. Marketing in tourism has its own specificity, 
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which arises from the fact that the tourism product is a service (Cirikovic 2014:112). 

Tourism is thus a service-based industry and it is important for tourism marketers to 

understand the nature and features of tourism services which might have some 

implications on the marketing thereof. 

2.6. EXAMINING THE DISTINGUISHING FEATURES OF TOURISM SERVICES AND 
ITS IMPLICATION FOR THE MARKETING OF TOURISM OFFERINGS 

Weaver and Lawton (2006:204) state that service marketing applies to service sector 

activities such as tourism and is fundamentally different from the marketing of goods. 

Many studies have identified the characteristics of service marketing (Spring & Araujo 

2009:447; Moeller 2010:359). From these studies, it is clear that tourism offerings are 

characterised by the following unique characteristics: intangibility, perishability, 

inseparability and variability. These characteristics of tourism services must be 

understood as they have implications on the marketing of tourism offerings. These 

characteristics influence the development and management of marketing mixes for 

tourism services (Pride & Ferrell 2010:362).These characteristics imply the increased 

involvement of consumers in the service process of production and consumption and they 

are discussed below (Tsiotsou & Goldsmith 2012:33). To be effective at services 

marketing, tourism marketers should understand how the very nature of services can 

influence marketing strategy (Festus & Anyadighibe 2014:39).

2.6.1. Intangibility 
Intangibility is a characteristic of tourism products and services (McCabe 2009:10). 

Intangibility also means that tourists cannot actually touch or examine products or 

services before they agree to purchase or use them (Newman & Jahdi 2009:6). The fact 

that many tourism cannot appeal to buyers’ sense of touch, smell, taste, sight or hearing 

before purchase, places a burden on the marketing of tourism establishments (Jamal & 

Robinson 2009:218). For example, hotels that promise a good night’s sleep to their 

customers cannot actually show service in a tangible way and this burden is most heavily 

felt in an establishment’s promotional program (Peter & Donnelly 2013:184).
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Intangible tourism services can also not be inventoried. As a result intangibility makes it 

difficult for tourism marketers to convey the benefit of the service, try describing whether 

the experience of visiting a tourism destination was good or bad and why. A service that 

cannot be shown directly to potential tourism is also difficult to promote. Marketers should 

creatively employ symbols and image to promote and sell tourism services and use of 

personal sources of information creation of strong organisation image (Grewal & Levy 

2014: 398).  

This creates some unique challenges and problems for establishments operating in the 

tourism sector. To overcome the challenge that may arise due to intangibility, tourism 

managers can sometimes attempt to create some form of tangible offering that potential 

tourists can relate to such as a DVD demonstrating the attributes of a destination, pictures 

of a hotel and its rooms plus amenities in brochure advertisement and on the Internet 

(Jamal & Robinson 2009:218). Moreover, it is stated that since tourism service offerings 

cannot be evaluated or tested beforehand (Ali 2015:231) tourists tend to rely on word-of-

mouth from other tourists’ experiences and information by travel consultants to make their 

purchasing decisions (Tassiopoulos 2011:268). For example, when looking for an exciting 

holiday destination, people will ask their friends, family or work colleagues about their 

experiences (Sekajja 2006:36).  

2.6.2. Perishability 
Perishability of tourism products and services means that they have limited lives, after 

which they no longer exist (Tassiopoulos 2011:268); they cannot be stored and saved for 

later use and they cannot be returned after they have been purchased (Baron, Harris & 

Hilton 2008:34). For example, a hotel room not sold today cannot be sold tomorrow. If it 

is not booked that day, the revenue from that room is lost and cannot be recovered 

(Vanhove 2011:13).  

The perishability of tourism services provides both challenges and opportunities to 

marketers in terms of critical task of matching demand and supply (Grewal & Levy 

2014:401). A strategy to help smooth demand is to implement a reservation system by 
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which consumer ultimately request a portion of the establishment service for a particular 

time slot (Grewal & Levy 2014:401). Markets for most tourism services fluctuate either by 

season, days (airline) or time of the day. The combination of perishability and fluctuating 

demand creates problems for marketers in the area of distribution and staffing as the 

services are found to be available at the peak periods (Peter & Donnelly 2013:185). Some 

of the tasks of service marketers to tackle the problem of perishability is to implement 

promotion and effective pricing strategies (Palmer 2010:12) and to plan for demand that 

fluctuates according to day of the week, time of the day or season (Pride & Ferrell 

2010:362). 

2.6.3. Inseparability 
Inseparability is the characteristic of tourism services where services are produced and 

consumed at the same time and cannot be separated from service providers (Ali 2015:31 

& Ivanovic 2008:208).The provision and assumption of tourism services are inseparable. 

In the case of an air flight for example, the passenger consumes the service provided at 

the time of provision (Sekajja 2006:36). The inseparable nature of tourism services poses 

number of unique challenges for marketing. First, because of the simultaneous production 

and marketing of most services, the main concern of marketer is usually the creation of 

time and place utility. Second, inseparable services cannot be inventoried and thus direct 

sale is the only feasible channel of distribution (Peter & Donnelly 2013:185).The 

inseparability of production and consumption of services can often be overcome by 

technology-based communications (Moeller 2010:359).

2.6.4. Variability 
Variability describes how a tourism service can be different each time it is delivered to be 

received by a tourist (Reisinger 2009:235). Tourism products are different from physical 

products because human beings are almost always involved in providing them (Ivanovic, 

Khunon, Reynish & Tseare 2009:217). At the same time, no two tourists are exactly the 

same, they have different needs and expectations so what is seen as excellent service 

by a tourist may be deemed as average by another (Misra & Sadual 2008:55).  
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The marketing problem presented by heterogeneity or variability translate into the fact 

that a service standardisation and quality control are difficult to achieve and is determined 

in part by the interaction of the players (Marshall & Johnston 2010:357). Hult, Pride and 

Ferrell (2012:359) reason that service marketers face several challenges in developing 

marketing mixes because of the above characteristics of service. Marketing channels for 
services are usually short and direct, but some services employ intermediaries (Hult et 

al. 2012: 359). The development of standards,selection and employee training programs 

is the key to ensuring consistent service (George 2014:30).

Marketing plays a very important role in tourism establishments and therefore it is better 

for tourism marketers to better understand and appreciate the unique problems of service 

marketing. By adapting marketing strategies to the unique characteristics of services, 

tourism marketers could more effectively promote their offerings to their target audience 

(Festus & Anyadighibe 2014:39). In addition to the above characteristics, Jiang (2008:37)

further summarised eight specific features of services that are unique to the tourism 

industry, which are ownership, fixed location, seasonality, loyalty, distribution channels,

interdependence of tourism offerings and external shocks.

2.7. UNDERSTANDING THE SPECIFIC FEATURES OF TOURISM SERVICES AND 
THEIR IMPACT ON TOURISM MARKETING 

According to Benur and Bramwell (2015:213) destinations depend on their tourism 

products or services as key pull factors motivating tourists to visit them, therefore, 

understanding unique features of services in tourism is important. Features of services 

considered here include ownership, fixed location, seasonality, loyalty, distribution 

channels, interdependence of tourism offerings and external shocks (Jiang 2008:37). 

According to George (2011:34) marketing tourism offerings is difficult and therefore, it is 

important to understand tourism-specific features for marketing tourism offerings so that 

tourism marketers could apply several strategies to increase their effectiveness.
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2.7.1. Ownership  
Tourism offerings typically are service-based, which means that tourists may take home 

souvenirs and intangible memories of the experience, but no transfer of the ownership to 

the offerings. For example, the purchase and consumption of hotel or airline services 

does not result in ownership of airlines or hotel chains (Jiang 2008:37). When travellers 

purchase airline service, they purchase temporary right to a transportation service.  

However, they do not purchase the right to own the service or the title to that service. The 

traveller can only own the benefits of the transportation services (e.g. flight experience, 

the memory of the flight attendant’s smile or the opportunity to socialise with other 

travellers) (Reisinger 2009:236). According to Kumar (2010:31) the implication of 

ownership, in the case of service provider, can be overcome by stressing advantages of 

non-ownership such as easier payment scheme. Kumar (2010:31) further suggests that 

tourism destinations such as Lesotho should make tourists feel good about the 

possession about the services premises as tourists cannot possess ownership when they 

purchase tourism services. 

2.7.2. Fixed locations 
Tourism destinations are fixed locations (Jiang 2008:37). A destination is also defined as 

a place that attracts visitors for a temporary stay, including continents, countries, states, 

cities, villages and purpose-built resort areas and thus is an amalgam of all the tourism 

services and experiences offered to tourists (Baker & Cameron 2008:81). In terms of 

marketing tourism destinations including Lesotho, communications methods such as 

advertising and sales promotions are essential in order to bring tourists to the destination 

(Jiang 2008:37). In addition, Tourism destinations also use promotion and marketing 

communication strategies to influence destination image (Govers, Go & Kumar 2007:15). 

It is argued that marketing a destination has been a challenging task for many 

communities that rely on tourism for economic development, therefore, collaborative 

marketing efforts of the tourism establishments representing the destination provide 

solutions to this challenge (Wang & Xiang 2007:75).  
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Collaborative initiatives are voluntary arrangements between tourism establishments 

involved in managing and promoting destinations (Wang 2008b:151). Examples of 

collaborative destination marketing may include joint promotion campaigns, participating 

in co-op programs for trade shows and advertising, organising familiarisation tours for 

travel agents and tour operators, information and market intelligence sharing as well as 

contributing to destination events (Wang 2008a:192). In support of this, Bilgin and 

Çetinkaya (2016:88) indicate that a collaborative approach in destination marketing is 

important in developing destination image and brand, developing holistic tourism products 

and increasing destination competition by providing better customer services. 

2.7.3. Seasonality 
Seasonality is a temporal imbalance in the phenomenon of tourism. It can be expressed 

in the number of tourists, expenditure of tourists, traffic on highways, forms of 

transportation, employment and admissions to attractions (Hinch & Higham 2011:169). 

Seasonality is another unique feature within the tourism industry because a common 

characteristic of tourism demand is that it fluctuates during different times of the year 

(Cuccia & Rizzo 2011:589). For example, on the supply side, most visits occur during 

summer and many tourism businesses are at peak capacity during December and 

January, but during winter, off-season becomes evident (Karamustafa & Ulama 

2010:196). It has been seen generally that seasonality may result in severe economic 

and social issues such as an unstable labour market caused by temporal employment in 

a destination.  

On the other hand, it is found that seasonality does not always have negative effects on 

a destination or tourists (Chung 2009:1). According to Karamustafa and Ulama 

(2010:192) tourism businesses can overcome seasonality problems by lengthening the 

main season, establishing additional seasons, diversifying markets, using differential 

pricing and tax incentives on a temporal basis, encouraging the staggering of holidays, 

encouraging domestic tourism in off-seasons and providing off-season activities such as 

festivals and conferences. 



31 

2.7.4. Loyalty 
Tourist loyalty is defined as a deeply held commitment to rebuy a preferred product or 

service consistently in the future, causing repetitive same brand or same brand-set 

purchasing, despite situational influences and marketing efforts (McMullan & Gilmore 

2008:1085). This feature shows that consumers may be loyal to a particular hotel group 

brand, a local restaurant, an airline, a particular destination or attraction that usually 

depends on factors such as the consumer’s age and wealth or other socio-demographics 

(Jiang 2008:37).The degree of tourists’ loyalty to a destination is reflected in their 

intentions to revisit the destination and in their willingness to recommend it to others. 

Tourists’ positive experiences of service, products and other resources provided by 

tourism destinations could produce repeat visits as well as positive word of mouth effects 

to friends or relatives (Chi & Qu 2008:625). 

Albostanji (2013:230) recommends that tourism destinations such as Lesotho must 

provide a proper service as this will make tourists become loyal to their destinations and 

so that they also can recommend them to other tourists. Moreover, Tsiotsou and 

Goldsmith (2012:176) indicate that nowadays tourism destinations, including Lesotho,

face the toughest competition and, therefore, it is vital for destination marketers to obtain 

an understanding of why travellers become loyal to a destination and what drives that 

loyalty.

2.7.5. Distribution channels 
Wang and Pizam (2011:320) define a tourism distribution channel as a system of 

intermediaries that facilitates the sale and delivery of tourism services from suppliers to 

consumers. Kracht and Wang (2010:739) argue that there is no physical distribution in 

the tourism industry, since consumers have to travel to the destination by means of road, 

air and water or railway transport, in terms of distribution channels, which form part of the 

tourism offering. Also, Sood (2017:320) states that distribution channel is primarily meant 

for making the product or service available to the consumer in a convenient manner. 

Wang and Pizam (2011:320) moreover, support that tourism distribution serves as the 

link between the suppliers of tourism products and their end consumers, as well as the 
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bridge between supply and demand. Panda and Sahadev (2012:491) show that there 

should also be a clear-cut channel strategy in tourism establishments’ marketing strategy. 

A tourism distribution strategy involves the strategic choices the establishment makes 

when organising and managing distribution function for achieving the set objectives for 

the overall establishment strategy (Panda & Sahadev 2012:491).  

Panda and Sahadev (2012:492) further show that without a clear-cut objective for action, 

a distribution strategy will become very ineffective. The distribution objective 

communicates with the entire distribution system, explaining what is expected of the 

channel in terms of the service that it provides to tourists. Given the importance of the 

distribution to the success of the tourism businesses and the range of distribution 

channels available, Ateljevic and Page (2009:325) suggest that tourism suppliers need to 

evaluate carefully the performance of particular channels and distribution mix as a whole. 

2.7.6. Interdependence of tourism offerings  
The tourism offering is a series of experiences achieved through the combination of a 

diverse array of products and services. For tourists, the product is the total experience, 

covering the entire amalgam of all aspects and components of the product, including 

attitudes and expectations (Soteriades 2012:108). The overall tourism offering might be 

defined in terms of the main components, namely transportation, accommodation, 

attractions and travel agencies, which rely on each other (Mensah & Mensah 2013:29). 

In addition, Kiralova (2017:306) shows that the competitiveness of the tourism destination 

is defined by the attractiveness of its offerings. Ashworth and Kavaratzis (2010:90) point

out that a destination like Lesotho has to implement some form of promise and direction

of various service offerings in order to get a consistent image in the minds of the target 

market and to provide consistent quality of services to the tourist.

2.7.7. External shocks  
Finally, the tourism industry is particularly prone to external shocks, which include wars, 

diseases, hurricanes, terrorist attacks, transport accidents, pollution, political events and 

economic factors (Evans 2015:64). These risks may be uncontrollable and impact within 
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a short term, such as 2005 South-East Asian tsunami; but it may also impact over a long 

time, such as the 911 terrorism attack (Larsen 2011:215).  

Other risks may not be dangerous but have long-term effects on a tourist destinations’

environment such as HIV/AIDS or crime (Jiang 2008:37). In addition, Chew and Jahari 

(2013:382) support that these risks pose difficulty for tourists to evaluate the 

attractiveness of a destination as their travel decisions tend to be based on perceptions 

rather than reality. For instance, the 2001 foot-and-mouth disease outbreak in the United 

Kingdom did not have an impact on physical tourism infrastructure, yet a negative image 

of rural tourism emerged that affected tourism over the long-term (Hystad & Keller 

2008:152). These factors influence product quality, customer satisfaction and as well as 

making it difficult for tourism marketers to predict sales volumes (George 2011:33). 

Considering that tourists’ perceptions of risks and image of a destination are very likely 

to play a crucial role in their travel decisions and behaviour, Avraham (2015:230) 

suggests that for image restoration, destinations such as Lesotho can use strategies such 

as source, message as well as marketing initiatives, advertising campaigns, media 

relations and crisis communication. The four characteristics of services and the above 

specific features influence the tourism marketing mix (Middleton  et al. 2009:53). The 

marketing mix will be discussed later during this chapter. The generic characteristics 

distinguishing services such as tourism services from goods are summarised in Table 

2.2. 

Table 2.2 Generic characteristics distinguishing tourism services from goods 
Goods Services

Are manufactured. Are performed.

Are made on premises not normally open 

to customers (separable).

Are performed on the producers’ premises 

often with full customer participation 

(inseparable).

Are delivered to places where customers 

live.

Customers travel to places where the 

services are delivered.
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Purchase conveys ownership and right to 

use at own convenience.

Purchase confers temporary right to 

access at prearranged place and or time.

Possess tangible form at the point of sale 

and can be inspected prior to sale.

Are intangible at the point of sale and often 

cannot be inspected.

Stocks of a product can be created and 

held for future.

Are perishable; services can be 

inventoried but stocks of product cannot 

be held.

Source: Adapted from Middleton  et al. (2009:53) 

Based on the information in Table 2.2, it can be concluded that the special characteristics 

of tourism are significant in terms of its implication on marketing tourism offerings. The 

core marketing principles must be considerably adapted to suit the distinguishing 

characteristics of tourism services and to ensure success in an operational context 
(Middleton  et al. 2009:53). The importance of marketing will be examined in the next 

section. 

2.8. EXAMINING THE IMPORTANCE OF MARKETING IN THE TOURISM 
INDUSTRY 

Marketing is of crucial importance for the success or failure of  tourism establishments as 

its success is decided ultimately in the market competing for the target tourists 

(Volkmann, Tokarsi & Grunhagen 2010:185). Additionally, marketing creates long lasting, 

mutually valuable relationships between the company and the firms from which it buys. It 

identifies those elements that local tourist’s value and makes it possible for the 

establishment to expand globally. It has a significant impact on tourists and helps 

establishments to learn about new products (Grewal & Levy 2014:19). Marketing thus 

plays an important role in tourism establishments as well as for tourists. 

2.8.1. The importance of marketing for a tourism business 
The basic understanding of marketing is important to all tourism businesses. Marketing 

helps tourism businesses to achieve objectives such as survival, profits and growth, which 

are vital to tourism business establishments. The wants and the satisfactions of the 
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present and potential tourists are assessed, and the product offerings are managed while 

the prices and pricing policies are determined. Moreover, distribution strategies are 

developed and communicating with present and potential tourists (Lamb  et al. 2012:13). 

The adoption of a marketing approach is as relevant to museums, national parks and 

provincial and local tourism agencies or establishments as it is to airlines, tour operators 

or guest houses in the private sector (George 2014:16). 

2.8.2. The importance of marketing to the consumer 
Marketing plays a significant role in the everyday life and in the way that tourists 

participate in the marketing process as consumers of goods and services. The money 

that tourists spend on tourism products pays for marketing costs such as marketing 

research, product development, packaging, transportation, storage, advertising and sales 

expenses (Lamb  et al. 2012:13). 

Marketing also analyses tourists’ needs and secures information designed to match the 

goods or services created by the tourism establishment’s production facilities to tourist 

expectations (Terkan 2014:242). By developing a better understanding of marketing, 

tourists become better-informed consumers understanding the buying process, tourists 

are able to negotiate more effectively with sellers and they will also be able to demand 

satisfaction when the goods and services they buy do not meet the standards promised 

by the manufacturer or the marketer (Lamb  et al. 2012:13).  

Marketing also affects allocation of goods and services that influence a nation’s economy 

and standard of living (George 2014:9). From the above it is clear that marketing has an 

important role to play for both tourism establishment and a tourist. For an establishment 

to reap the benefits of marketing, it is important for marketing managers to understand 

marketing as a process. 

2.9. DESCRIBING MARKETING AS A PROCESS 
Marketing is defined as an activity, set of institutions and a process for creating, 

communicating, delivering and exchanging offering that have value for customers, clients, 
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partners and society (Cant 2013:13). In other words, marketing discovers tourists’ needs 

and wants (Cant 2013:13). Marketing is also an ongoing process that starts by identifying 

the needs of tourists. As different tourists have different wants, effective marketing targets 

particular types of tourists of the market. Marketing is an ongoing activity or process that 

is carried out by the tourism marketer (George 2014:6). 

According to Kotler and Armstrong (2010:19) the marketing process consists of the 

following steps (Figure 2.2), namely understanding the marketplace and tourist needs and 

wants, designing a customer-driven marketing strategy, constructing an integrated 

marketing programme that delivers value, building profitable relationships and creating 

customer delight, and capturing value from customers to create profits and customer 

equality. 

Figure 2.2: The marketing process 
Source: Adapted from Kotler and Armstrong (2010:19) 

2.9.1. Step 1: Understanding the marketplace and customer needs 
Tourism marketers need to understand tourists’ needs and wants, and the market place 

within which they operate. This step also includes the five core customer market 

concepts, which are needs, wants and demands, marketing offerings (products, services 

and experiences), value, satisfaction, exchanges, and relationships and markets 

(Armstrong & Kotler 2010:19). Lamb, Hair and McDaniel (2009:241) show that the ability 

to retain tourists is based on an intimate understanding of their needs. The tourism 
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marketing managers, therefore, can use the marketing research to understand their 

tourists and to achieve consistently high tourists’ satisfaction. In addition, Horner and 

Swarbrooke (2016:8) indicate that an understanding of consumer behaviour is also 

important for product development of new tourism products and facilities.  

Understanding of consumer behaviour also allows the tourism marketing manager to 

have a clearer view of the types of benefits that tourists are looking for and enables these 

to be reflected in the development process. Al-Haj Mohammad and MatSom (2010:42) 

indicate that knowledge of tourists’ motivation is also critical to predict future travel 

patterns. The analyses of tourists’ motivations are based on the two dimensions of push 

and pull factors. The concept behind push and pull dimension is that people travel 

because they are pushed by their own internal forces and pulled by the external forces of 

destination attributes (Al-Haj Mohammad & MatSom 2010:42). 

Most of the push factors, which are origin-related, are intangible or intrinsic desires of the 

individual travellers. Pull factors, on the contrary, are those that emerge as a result of the 

attractiveness of a destination as it is perceived by the tourists. They include tangible 

resources and the tourist’s perception and expectation such as novelty, benefit 

expectation and marketed image of the destination (Al-Haj Mohammad & MatSom 

2010:42). Further, the understanding of tourists’ decision-making processes is also a key 

to marketing success of tourism establishments (Petrick, Li & Park 2007:10). 

2.9.1.1. Market 
A market is a set of all actual and potential buyers of the product or service. These buyers 

share a particular need or want that can be satisfied through exchange relationships 

(Mullins, Walker & Boyd 2008:13). Marketing means managing markets to bring about 

profitable customer relationships. However, creating these relationships takes work. 

Therefore, sellers should search for buyers, identify their needs, design good market 

offerings, set prices for them, promote them, store them and deliver them. Activities such 

as consumer research, product development, communication, distribution, pricing and 

service are core marketing activities (Mullins  et al. 2008:13). 
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2.9.1.2. Customer needs, wants and demands 
Customer needs are the basic human requirements (Kotler, Keller, Brady, Goodman & 

Hansen 2012:14). They include basic physical needs for food, clothing, warmth and 

safety; social needs for belonging and affection; and individual needs for knowledge and 

self-expression (Shiring 2014:73). Wants are the human needs that are shaped by culture 

and individual personality. Demands are human wants that are backed up by buying 

power (Saxena 2009:19).  

Marketing does not create the needs; these already exist. For example, a tourist needs 

accommodation and wants to stay in a hotel. Such needs change into demands when 

supported by purchasing power and willingness to spend money to satisfy wants 

(Mahajan & Mahajan 2015:4). From this perspective, the marketing concept is about 

satisfying the needs of customers, in this case tourists, by creating and selling a tourism 

product or service that meets these needs (Perreault, Cannon, & McCarthy 2008:18). A 

customer-driven approach is crucial for an effective marketing effort. Knowing what a 

tourist wants and being able to provide it is what tourism marketing is about (Sahay & 

Sharma 2008:282). 

2.9.2. Step 2: Design a customer-driven marketing strategy 
The marketing management department of an establishment needs to understand its 

tourists and the market place fully in order to design a customer-driven marketing 

strategy. Marketing management is defined as an art and science of choosing target 

markets and building profitable relationships with them. The aim of the tourism marketing 

manager is to find, attract, keep and grow target tourists by creating, delivering and 

communicating superior customer value (Armstrong & Kotler 2010:22). In order to design 

a winning marketing strategy, the tourism marketing manager must have a clear 

understanding of how to plan a marketing strategy as well as how to develop an effective 

marketing mix (Armstrong & Kotler 2010:22). 
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2.9.2.1. Planning a marketing strategy 
A marketing strategy is the marketing logic by which the establishment hopes to create 

tourist value and achieve profitable tourists’ relationships (Armstrong & Kotler 2013:76). 

Marketing focuses on the fundamental practices that every establishment has to carry out 

in identifying tourists, researching their needs and preferences, analysing factors that 

influence their purchasing decisions and persuading them to buy products and services 

from them rather than a competitor. All this requires a strategy that is coordinated, 

considered and realistic in terms of making the most effective use of the resources and 

budgets available (Chartered Institute of Marketing 2015:10). 

Planning a marketing strategy starts with a detailed and ongoing investigation of the 

market and its sub-markets or segments. Companies look at the social, political, 

economic, cultural and technological trends that are shaping the market, their own 

position within it and the resources they can arrange to change or influence it (Armstrong 

& Kotler 2013:76). Planning an effective marketing strategy is intimately bound up with 

the planning process for the entire business, because it is linked to overall corporate 

strategy and requires endorsement from the top (Chartered Institute of Marketing 

2015:10). Moreover, an establishment’s marketing strategy describes how the 

establishment will fulfil the needs and wants of its tourists.  

The development of a marketing strategy can also include activities associated with 

maintaining relationships with other stakeholders, such as employees, shareholders or 

supply chain partners. Marketing strategy is also a plan for how the establishment will use 

its strengths and capabilities to match the needs and requirements of the market (Ferrell 

& Hartline 2014:17). Therefore, tourism establishments need to be aware of factors 

influencing their marketing strategy such as resources and competences they possess or 

should acquire the opening and closing of strategic windows, the nature of competition in 

the tourism industry and the stage of marketing (Tsiotsou & Goldsmith 2012:34). 

A competitive marketing strategy also requires decisions on the product market in which 

tourism establishments competes, the level of investment needed, the functional area 
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strategies (product line, positioning, pricing, distribution, tourist experiences and 

behaviours as well as market trends) (Kozak & Baloglu 2011:14). Furthermore, a 

marketing strategy should be flexible in order to respond to changes to tourists’ needs, 

desires and preferences and be able to identify new market segments and target them 

successfully. Then marketing strategy can lead to superior business performance and 

sustainable competitive advantage (Tsiotsou & Goldsmith 2012:34).  

Ferrell and Hartline (2014:17) state that marketing strategy can be composed of one or 

more marketing programs. Each program consists of two elements: a target market and 

marketing mix. Therefore, an establishment must select the right target market and 

marketing mix in order to create distinctive competitive advantage over its rivals. To 

develop effective marketing, Rollins and Perri (2014:7) propose that tourism 

establishments must know, understand and manipulate to the best of their abilities the 

marketing mix.

2.9.2.1.1. Designing the marketing mix 
Ivy (2008:289) defines the marketing mix as a set of controllable marketing tools that a 

destination uses to produce the response it wants from its various target markets. Ivy 

(2008:289) also shows that marketing mix consists of everything that tourism 

establishments can do to influence the demand for the services that establishments offer. 

Gbadamosi, Bathgate and Nwankwo (2013:19) state that the marketing mix helps to 

determine the extent to which  tourism establishments satisfy the needs of the market. It 

has also been proven that an establishment’s long-term success requires an 

understanding of how potential tourists respond to a number of marketing mix variables 

when deciding whether to respond to the marketing offer and purchasing a product or 
service (Gbadamosi  et al. 2013:19).  

Since different markets require different types of marketing mixes at different times in 

their life cycle, Page and Connell (2009:343) propose that different types of marketing 

mixes need to be developed for different types of tourists. According to Muala and Qurneh 

(2012:2) the original marketing mix elements include the 4Ps, which are product, price, 
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place and promotion. Sarker, Aimin and Begum (2012:275) argue that there are additional 

3Ps that could be added to the 4Ps marketing mix. Jiang (2008:51) identifies the 

additional 3Ps as people, physical evidence and process. In order to have an effective 

marketing strategy, Jiang (2008:51) also suggest that it is important to have all seven 

elements organised to a balanced marketing mix (Figure 2.3.). 

Figure 2.3: Marketing mix elements 
Source: Contributed by the author 
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A. Product 
Product, as defined by Pomering, Noble and Johnson (2011:961) is anything that can be 

offered to a market to satisfy a want or need. The product should match the tourists’ needs 

and wants. Once information is known about what tourists want and need, products and 

services can be created to fulfil those requirements (Oelkers 2007:7). Tourism products 

might be destinations including Lesotho, made up of private and public goods, or it might 

be the tourism industry elements such as an attraction, accommodation service or tour 
operator (Pomering  et al. 2011:961).

Nouri and Soltani (2015:64) suggest that the tourism product must be designed or 

amended to reflect tourists’ needs and wants. One of the key objectives for any tourism 

establishment is product positioning, which is defined as the place the product occupies 

in the tourists’ minds) (Nouri & Soltani 2015:64). In addition, Magatef (2015:45) specifies 

that tourism marketers need to have a thorough understanding of tourism products they 

offer.

Lesotho is a small country that is classified among African countries that are viewed as 

still initiating tourism and it is confronting a number of challenges in establishing itself as 

a competitive destination (Lesotho Review 2015). Therefore, Lesotho as a tourism 

destination needs to pay attention to its tourism product in order to build and manage 

profitable tourists’ relationships (Kotler & Armstrong 2010:19). 

B. Price 
Price is the actual amount that tourists pay and the method of increasing the value of the 

product to tourists (Lamb  et al. 2009:47). Price is considered as the most important 

measurement of repurchase intentions (Muala & Qurneh 2012:2). Oelkers (2007:7) 

advises that tourism establishments, price their products and services low enough that 

tourists are willing to buy, but high enough that the tourism establishment can also make 

a profit. Khan (2014:147) proposes that for tourism sustainable development, prices must 

be high enough to cover costs involved in putting right any damage caused by the tourist 

to the environment and to pay for the resources consumed by the tourist. 
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Chhabra (2010:46) indicates that pricing strategies can also be based on new products 

and existing products. New product pricing strategy includes prestige pricing (which 

focuses on entering the market at a high price to hold a prestigious position), marketing 

skimming pricing (which implies setting a high price in a price sensitive market) and 

market penetration pricing (which suggests entering a price sensitive market with a low 

price). Furthermore, it has been indicated that in tourism industry, tourists have the power 

to choose prices for the services they intend to choose (Kadhim, Abdullah & Abdullah 

2016:358). In addition, Muala and Qurneh (2012:2) state that in deciding to return to the 

destination, the tourist normally think whether or not they received value for their money. 

It has been indicated that determining the price is a key to success since this will have a 

direct impact on the profitability of tourism destinations such as Lesotho (Kadhim et al.

2016:358).

C. Place  
Place is the mechanism of goods and services that facilitates the flow of goods and 

services from the manufacturers and service providers to the end users (Satit, Tat, Rasli, 

Chin & Sukati 2012:525). According Magatef (2015:45) place refers to the various 

activities the tourism establishments undertake to make the product accessible and 

available to the target tourists. Place plays a significant role in tourism field and it also 

provides some principles in combination with other factors to make decision to choose 

tourism services (Kadhim et al. 2016:358).

Muala and Qurneh (2012:2) therefore, suggest that tourism establishments should pay 

attention to place decisions, because of the importance of the product and consumption 

occurring at the same time and at the same place; a place that provides all information of 

tourists, competition, promotion action, and marketing task.

D. Promotion 
The promotion of a tourism and hospitality package is a combined affair of many agencies 

involved in rendering the services at different stages of tourism and hospitality (Kapoor, 

Paul & Halder 2011:364). Tourism establishments make combined arrangements for joint 
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campaigns along with hotels, booking agents, tour operators, credit card companies, 

airlines, bus operators and often with railway agencies. Tourism products such as 

destinations can be promoted by way of electronic media, print media, direct mailers, 
outdoor media and Internet websites (Kapoor  et al. 2011:364). Gbadamosi  et al.

(2013:19) add that establishments also use other promotional tools such as sponsorships, 

personal selling, public relations, events and experiences to position their establishments 

and products in the minds of tourists.  

Promotion thus helps to disseminate information, encourage the purchase and affects the 

purchase decision process (Išoraitė 2016:33). Tourism establishments and destinations 

such as Lesotho therefore, need to promote themselves using the promotional tools 

mentioned above in order to communicate the merit of the product and to persuade the 

target tourists to buy the product (Madasu 2013:71). 

E. People 
The term people refers to the tourists, employees and management of an establishment 

(Wilson, Zeithaml, Bitner & Gremler 2012:21). It is essential for everyone in the 

establishment to realise that the reputation of the brand that they are involved with is in 

the people's hands (Lin 2011:10635). People are crucial to success in marketing 

particularly in-service industries such as tourism (Blythe 2014:16).  

People who deliver services have an important role in enhancing tourists’ experience. 

Tourism involves a variety of people, groups like tourists who are final customers, the 

host community and industry service providers. People are also the foundation to create 

a tourism system that contributes to the development. Employees, especially the 

operational and delivery personnel, contribute directly to the effectiveness and tourist 

satisfaction (Sood 2017:324).  

In many service-based establishments such as hotels, restaurants and airlines there is 

direct interaction between the tourists and employees of the establishment, which strongly 

influences how tourists perceive service quality and tourist satisfaction (Sood 2017:324). 
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The frontline employees must be presented with greatest care, cleanliness and etiquette 

representing the entire establishment. Other services require direct interactions of a 

different nature in tourism. For instance, a tourist guide interacts by providing information 

about the destination and a taxi driver provides local transportation and logistics services 

(Sood 2017:324). 

Since tourism is a high contact service industry, tourism establishments and destinations 

like Lesotho are required to ensure that they have qualified employees with the necessary 

skills and knowledge for serving tourists. This can be achieved through proper 

recruitment, selection and training procedures in the establishment (Yasanallah & Vahid 

2012:195). In turn, this will lead to higher levels of tourist satisfaction and loyalty (Elnaga 

& Imran 2013:137). 

F. Process 
Process refers to the methods and process of providing a service. It is essential for 

tourism managers in Lesotho to have a thorough knowledge on whether the services 

offered to tourists are effective. Tourism managers should thus know if the services are 

provided on time, if the tourists are informed in time about the services and so on (Lin 

2011:10635). Furthermore, process flow facilitates tourists without comparing process 

and suppliers. For example, it is not possible for the tourist to wait for a long time to gather 

information from the tourism office (Kadhim  et al. 2016:358). Kannan (2009:8) explains 

that tourism marketing includes planning a trip, location, plane tour, maps, tourism 

attraction, meals, souvenirs and mementoes. Thus, Lovelock and Wirtz (2011:25) note 

that badly designed service processes lead to slow, bureaucratic and ineffective service 

delivery, wasted time, and a disappointing experience. 

As a result of the above, Lovelock and Wirtz (2011:25) suggest that tourism 

establishments and destinations such as Lesotho should design and implement effective 

processes when creating and delivering products and services. In addition, Yasanallah 

and Vahid (2012:195) point out that when improving the procedure of providing services 
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to tourists, tourism destinations including Lesotho can pave the way for tourists’ 

convenience, which will also lead to repurchase and, finally, sales increases. 

G. Physical Evidence 
Physical evidence is the element of the service mix, which allows the tourists to make 

judgements about the tourism establishment (Bowie & Buttle 2011:33). For instance, if a 

tourist enters the restaurant, his or her expectations are of a clean and friendly 

environment. If the tourist also travels first class on aircraft, he or she expects enough 

room to lie down. Physical evidence is an essential ingredient of the service mix because 

tourists will make perceptions based on their side of the service provision, which will have 

an impact on the establishment’s perceptual plan of the service (Kumar 2010:48). 

According to Lovelock and Wirtz (2011:26) physical evidence is especially important in a 

tourism context due to the intangible nature of tourism product. Physical evidence 

includes the appearance of tourism buildings, landscapes, vehicles, interior furnishings, 

equipment, staff members’ uniforms, signs and printed materials. When a service goes 

out to a tourist, it is essential that tourism establishments’ marketers help them see what 

they are buying; brochures and pamphlets serve this purpose (Lin 2011:10635). 

Since in tourism the physical evidence basically depends on travel experience, stay and 

comfort, it is suggested that a tourism service business that requires tourists to enter the 

service factory, should spend time thinking about the design of the physical environment 

or services cape will influence the tourists’ perceptions of the service quality and 

experience (Kannan 2009:6). 

Pride and Ferrell (2017:19) recommend that before tourism marketers can develop a 

marketing mix, they must first know tourists’ needs and wants so that they can design a 

product that satisfies them. Last but not least, it is clear from the above that designing the 

7Ps in the correct way will help Lesotho as a tourist destination to achieve a competitive 

advantage, which is of course essential to any tourist destination (Blythe 2014:16). 
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2.9.3. Step 3: Construct an integrated marketing program that delivers superior 
value 

Integrated marketing refers to marketing communications that involves mixing and 

matching different communication options to establish the desired awareness and image 

in the minds of tourists (Keller 2009:151). Here the tourism establishment’s marketing 

strategy outlines which tourists the establishment will serve and how it creates value for 

these tourists and the marketer develops an integrated marketing program that will deliver 

the intended value to target tourists. The marketing program builds tourist relationships 

by transforming the marketing strategy into action and it also consists of the major 

marketing mix, as discussed above (Armstrong & Kotler 2010:26). 

Integrated marketing also contributes to greater marketing precision. In an integrated 

marketing programme, direct mail and other precision tools are used to achieve specific 

communication objectives (Linton 2012b). Therefore, creating an integrated marketing 

plan is important for Lesotho as a tourism destination for achieving maximum 

effectiveness (Williams & Curlis 2008:268). 

2.9.4. Step 4: Build profitable relationship and create customer delight 
The most important concept of modern marketing is tourist relationship management, 

which is defined as a tourist data management activity and it involves managing detailed 

information about individual tourists and carefully managing tourist touch points in order 

to maximise tourist loyalty. It deals with all aspects of acquiring, keeping and growing 

tourists (Armstrong & Kotler 2010:26).

Exchange is the act of obtaining a desired object from someone by offering something in 

return. Marketing occurs when tourists decide to satisfy their needs and wants through 

the exchange relationships (Dibb, Simkin, & Pride 2012:12). According to Dibb et al.

(2012:12) for an exchange to take place, two or more individuals or an establishment 

must participate, each party should possess something of value that the other party 

desires and each party should be willing to give up its something of value to receive the 

something of value held by other party. The parties to exchange should be able to 
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communicate with each other to make their something of value available. Tourism 

destinations such as Lesotho have to take action to build and maintain a desirable 

relationship by delivering tourist value and satisfaction (Mahajan & Mahajan 2015:12). 

2.9.5. Step 5: Capture value from customers to create profits and customer equity 
This is the final step, which involves capturing value in return, in the form of current and 

future sales, market share and profits and the establishment creates highly satisfied 

tourists who stay loyal and buy more by creating superior value. This in turn, means 

greater long-run returns for the establishment (Armstrong & Kotler 2010:33). As posited 

by Mahajan and Mahajan (2015:12) tourism establishments in Lesotho should not only 

maintain and retain their current tourist base, but also constantly try to offer a variety of 

goods and services. 

2.9.5.1. Customer value and satisfaction 
Tourists usually face a broad array of products and services that might satisfy a given 

need. How do they choose among these many market offerings? Tourists form 

expectations about the value and satisfaction that various market offerings will deliver 

and buy accordingly (Sugiati, Thoyib, Hadiwidjoyo & Setiawan 2013:66). Satisfied tourists 

buy again and tell others about their good experiences. Dissatisfied tourists often switch 
to competitors and disparage the product to others (Sugiati  et al. 2013:66). 

According to Herman (2014:106) every tourist has a tourist-value. Product quality, service 

quality and the price of products are three elements in building tourist value; and tourist 

value has a relationship with tourist satisfaction. Tourist satisfaction is how tourists 

respond to what they expect and what they experienced from a product or process. It is 

therefore suggested that tourism destinations including Lesotho must take special care 

of the image that the destinations attempt to convey and the quality of the services and 

products that they offer, as all these will affect tourists’ satisfaction and their intentions for 

future behaviour (Chi & Qu 2008:634). 
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In conclusion, the above steps form part of the key success factors (KSFs) for marketing 

tourism establishments. The first four steps create value for tourists. First, tourism 

marketers need to understand the market place, tourists’ needs and wants. Next 

marketers design a customer-driven marketing strategy with the goal of getting, keeping 

and growing target tourists. In the third step, marketers construct a marketing program 

that actually delivers superior value. All these forms the basis of the fourth step, building 

profitable tourist relationships and creating customer delight. In the final step the 

establishment reaps the rewards of strong tourist relationships by capturing value from 

tourists (Armstrong & Kotler 2015:30). The following section will give a brief conclusion 

on the overview of marketing.

2.10. CONCLUSION 
The aim of this chapter was to provide an overview of tourism marketing. It was found 

that the aim of tourism marketing is to know and understand tourists to such an extent 

that the products or services of an establishment meet their needs. Marketing is also 

described as the process by which establishments engage tourists, build strong tourist 

relationships and create tourist value in order to capture value from tourists in return. 

Marketing in tourism has been seen as the subsystem in the system of marketing 

services. Marketing is understood as useful to tourism establishments both in creating a 

loyal tourist base and in attracting new tourists. Tourism establishments need to be 

marketing oriented, which means that there must be a clear focus throughout the 

establishment on tourists’ needs and wants and how these needs are met constantly.  

In tourism, services often are described by the characteristics of service marketing that 

distinguish its services from goods. Service offerings are intangible, inseparable, variable 

and perishable. In addition tourism offerings have their own unique features. These 

characteristics and features pose number of challenges to service marketers. One of 

those challenges is to deliver a quality and consistent offering. To overcome these 

problems in service marketing, tourism marketers should develop appropriate marketing 

strategies. Moreover, in the first four steps of the marketing process, marketing tourism 

organisations uncover the knowledge about tourists, create customer value and build 
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strong tourist relationships, while in the final step establishment reap the rewards of 

creating superior tourist value, by creating value from tourists in the form of sales, profits 

and long-term customer equity. Assisting the tourism marketing manager in planning, an 

overall marketing strategy is also important.  

To design a winning marketing strategy, an establishment should first decide who it will 

serve by dividing the market into segments of tourists and selecting which segments it 

will improve. It is also said that tourists have difficulty in evaluating a service before buying 

it. With the help of the marketing mix elements, the tourism establishments are able to 

adapt to environmental conditions, thus realising their mission. These environmental 

factors make the best combination as tourism deals with service marketing. The last 3Ps 

are used in service sector rather than goods sector. Finally, marketing is considered as 

an important activity for tourism, but it can be a challenging task for most of the tourism 

establishments representing the destination as well, therefore, the next chapter analyses 

the Key success factors (KSFs) for marketing tourism establishments in Lesotho.
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CHAPTER 3: ANALYSING THE KEY SUCCESS FACTORS 
FOR MARKETING TOURISM ESTABLISHMENTS 

3.1. INTRODUCTION 
Marketing of tourism destinations such as Lesotho has grown in importance as countries, 

regions and individual destinations compete with one another to attract investment and 

tourists (Baker & Cameron 2008:79). Therefore, analysing and identifying KSFs for 

tourism establishments is a basic key to reducing the number of failures while increasing 

the likelihood of success (Sebora, Lee & Sukasame 2009:304). KSFs explain why 

destination marketing practices are successful and represent the ability and capacity of a 

location to take these into consideration when developing an effective marketing strategy 

for a location (Baker & Cameron 2008:91). In addition, the implementation of KSFs could 

lead to timesaving, cost saving, quality and efficiency, sustainability, return visits and 

positive word-of-mouth (Finney & Corbett 2007:330). The aim of this chapter is to analyse 

the KSFs for marketing tourism establishments in Lesotho.  

The first section offers various definitions of KSFs. KSFs are defined as key factors or 

activities needed to ensure the success of an establishment (Mamat & Roslan 2012:163). 

Secondly, the importance of the KSFs. KSFs enable tourism establishments to compete 

effectively and to attract more tourists (Baker & Cameron 2008:79). Thirdly, the KSFs are 

identified and explained, as indicated by Khodaveysi, Mobarakabadi and Slambolchi 

(2016:22) identifying KSFs help senior executives define their information needs for 

managing and marketing their establishments. Lastly, the main KSFs for marketing will 

be described and conclusions will be drawn. 

3.2. DEFINING THE CONCEPT ‘KEY SUCCESS FACTORS
Key success factors are also known as critical success factors (Engelbrecht 2011:31). 

Various researchers such as Ngai, Law and Wat (2008:548) and Trkman (2010:126) have 

defined key success factors (KSFs) as the limited number of areas in which satisfactory 

results will ensure successful competitive performance for the individual, department or 
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organisation. KSFs should be implemented effectively by an organisation to ensure its 
success (Sebora  et al. 2009:304; Avcikurt, Altay & Ilban 2011:153). From a marketing 

point of view, KSFs are those characteristics of an organisation that enable it to pursue a 

competitive strategy in a product market (Sminia 2014:9). Therefore, KSFs are necessary 

factors for ensuring success of tourism establishments in Lesotho. Table 3.1 indicates a 

few definitions of KSFs provided by different researchers: 

Table 3.1: Definitions of key success factors 
Author Definition

Huang, Bruzga and

Wang (2011:9363)

KSFs are strategic tools that can be applied in a number of fields 

to detect issues that are important for long-term success.

Gikonyo, Berndt and 

Wadawi (2015:2)

KSFs are “the limited number of areas in which results, if they 

are satisfactory will ensure successful competitive performance 

in an organisation.”

Kotas (2015:84) KSFs are characteristic conditions and variables responsible for 

an organisation’s success.

From the above definitions and explanations, it should be noted that KSFs could influence 

the success of tourism businesses either positively or negatively. Chuang and Yang 

(2014:925) argue that KSFs not only assess the tourism establishment’s strengths and 

weaknesses, but also become strategic directions that can help tourism establishments 

in Lesotho to increase their likelihood of success. 

3.3. THE IMPORTANCE OF KEY SUCCESS FACTORS FOR TOURISM 
ESTABLISHMENTS 

According to Oloruntoba (2010:85) KSFs are important to tourism establishments for a 

number of reasons, including: 

 KSFs give an establishment the ability to easily set and communicate goals to every 

employee in tourism establishments, 

 KSFs help tourism managers to hold people accountable for progress against all 

goals and proactively address productivity and performance gaps as they occur, 
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 KSFs are vital elements for a particular strategy to be successful and necessary for  

tourism establishments to achieve their mission, 

 KSFs directly contribute to the attainment of the goals of the tourism establishments.

The implementation of KSFs is important. A clear understanding of the KSFs for 

marketing tourism establishments may improve the profitability and overall success of 

tourism establishments. In addition, the implementation of KSFs could lead to timesaving, 

cost saving, quality and efficiency, sustainability, return visits and positive word-of-mouth 

(Finney & Corbett 2007:330). KSFs for marketing  tourism establishments in Lesotho are, 

therefore, important as they allow tourism businesses to adapt more quickly to emerging 

markets and to tailor their products and services to meet the needs of tourists (Knab 

2009:78). 

3.4. IDENTIFYING THE KSFs IN A TOURISM CONTEXT 
According to Kotas (2015:85) KSFs can usually be identified by studying a tourism 

industry’s history. Examples of success and failure should be identified and be used as a 

basis for identifying KSFs. Marais, Du Plessis and Saayman (2017:2) point out that 

through identifying and understanding KSFs, more tourists might be attracted to 

destinations such as Lesotho, which could influence the competitiveness and 

sustainability of the tourism sector of Lesotho as a destination. Table 3.2 indicates a list

of previous research studies that have been conducted to determine KSFs in a tourism 

context.

Table 3.2: List of key success factors for marketing and managing tourism 
business derived from previous studies 

Author/s Year Title Identified key 
success factors

Application

Tang, Jones 

and Webb

2007 Critical 

success factors 

for business 

Branding Destinations
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Author/s Year Title Identified key 
success factors

Application

tourism 

destinations

Mora 2007 Key success 

factors in 

today’s wine 

sector.

Segmentation

Targeting

Product identity

Marketing

Word-of-mouth

Distribution channels

Destination

Van der 

Westhuizen 

and Saayman

2007 Key success 

factors for 

developing and 

managing 

guesthouses: a 

case of a 

touristic town

Show courtesy to 

guests

The ability to keep 

promises

Facilities must meet

the needs of the 

guest

Services must meet 

the needs of guests

Guest houses

Cooper and 

Kleinschmidt 

2007 Winning 

business in 

product 

development: 

the critical 

success 

Market 

environmental 

factors 

Business units

Doole and 

Lowe

2008 Strategic 

marketing 

decisions

Budget for marketing 

activities

Marketing plan

Large and small 

firms into B2B and 

B2C e-commerce
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Author/s Year Title Identified key 
success factors

Application

Customer loyalty

Marketing goals and 

objectives

Feedback 

mechanism

Burger and 

Saayman

2009 Key success 

factors in 

managing a 

conference 

centre in South 

Africa.

Activities and layout

Marketing

Core operational 

aspects

Planning

Design and 

evaluation

Human resource 

management

Conference 

centres in South 

Africa

O’Dwyer 2009 Marketing the 

SME: 

innovation and 

approach

Markets

Trend

Competitors

Small and 

medium, size 

enterprises(SMEs)

Saxena 2009 Marketing 

management
Competitor analysis Engineering and 

professional 

services

Aaker and 

McLoughlin

2010 Strategic 

market 

management

Marketing program Business and 

marketing 

students

Melia 2010 Critical 

success factors 

and 

performance 

Marketing

The need to win new 

and retain existing 

customers

Hospitality
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Author/s Year Title Identified key 
success factors

Application

management 

and 

measurement

Monitoring 

competitor activity

Maintaining service 

and product 

standards

Profitability

Budgetary control

Clear marketing 

objectives

Location advantages

Marketing expertise

Execution of brand 

promise

Customer 

satisfaction

Value for money

Media exposure

Continuous service 

improvement

Repeat business

staff recruitment

Ferrell and 

Hartline

2011 Marketing 

strategy
Value and customer 

relationships

Marketing 

students

Avcikurt, Altay 

and Ilban

2011 Critical 

success factors 

for small hotel 

businesses in 

Turkey: an 

Use of Internet

Website

Service quality

Financial 

performance

Hotel
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Author/s Year Title Identified key 
success factors

Application

exploratory 

study
Marketing

Providing customer 

satisfaction

Technological 

update

Uniqueness of 

services relative to 

competitors

Promotion strategy 

existence

Employees’ on-the-

job training level

 Innovation strategy

Degree of marketing 

search

Jaafar 2011 Critical 

success factors 

(CSFs): a 

comparison 

between 

coastal and 

Island chalets.

Value for money

Ensuring a high level 

of cleanliness

Operating clear 

programmers of 

planned 

maintenance

Enhancing customer 

care

Appropriate 

budgetary control

Ensuring high quality 

staff

Chalets
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Author/s Year Title Identified key 
success factors

Application

 Improving the 

attractiveness of 

facilities

Staff skills and 

training

Provision of effective 

security systems

Cox & Wray 2011 Best practice 

marketing for 

regional 

tourism 

destinations

Marketing research

Promotion

Destinations

Ward 2011 Strategic 

management 

accounting

Marketing objectives

Marketing 

expenditure

Financial return

Marketing strategy

Manufacturing, 

commercial and 

service 

organisations

Erasmus 2012 Key success 

factors in 

managing the 

visitors’ 

experience at 

the Klein Karoo 

National Arts 

Festival

Variety

Well-trained 

employees

Good leadership 

qualities

Communication and 

interdepartmental 

cooperation

Feedback to 

employees

Marketing and sales

Arts festival
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Author/s Year Title Identified key 
success factors

Application

Sufficient resources

Rittichainuwat 

& Mair

2012 Visitor 

attendance 

motivations at 

consumer 

travel 

exhibitions

Trade and consumer 

exhibitions

Visitor travel fairs

Linton 2012a Taking 

technology to 

the market: 

critical success 

factors in 

marketing 

technology

Website

Managing reputation

Pricing

Market research

Marketing teams 

in technology 

companies

Sminia 2014 Strategic 

manager
Customer value 

pricing

Positioning

Market segmentation

Positioning

Students and 

professionals

Engelbrecht, 

Kruger & 

Saayman

2014 An analysis of 

critical success 

factors in 

managing the 

tourist 

experience at 

Kruger national 

park.

Positioning

Marketing and 

accessibility

Effective marketing

Accessibility

Quality and customer 

satisfaction

management

Kruger National 

Park



60 

Author/s Year Title Identified key 
success factors

Application

Developing of 

efficient public 

relations

Advertising

Providing services 

and facilities guests 

need

Well-trained 

employees

Personal selling

clear directions

Value for money

Julian, 

Ahamed & Xu

2014 Research 

handbook on 

the 

globalisation of 

Chinese firms

Marketing strategy

Performance

Chinese 

management 

leaders and 

researchers of 

international 

business

Wang, Moyle, 

Whitford & 

Moylan

2014 Customer 

relationship 

management in 

the

exhibition 

industry in 

china: an 

exploration into

Provision of all 

necessary customer 

information

Understanding 

customer 

requirements 

Sharing customer 

information within the 

organisation

Customer service

Destination
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Author/s Year Title Identified key 
success factors

Application

the critical 

success factors 

and inhibitors

Employee 

involvement 

Customer contact 

management

Measure, monitor 

and track

Providing necessary 

resources and 

budget

Good 

communications

Marais 2016 Identifying the 

critical success 

factors for 

South Africa as 

a business 

tourism 

destination

Brand

Maintenance

Quality

Marketing

Market

Location

 Infrastructure

Attractiveness

Facilities

 Information access

Value

Variety

Communication

Accessibility

Destination

Thomas & 

Housten

2017 Direct 

marketing in 

practice

Direct marketing

Customer service

Quality

Managers, 

marketers and 

students
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Author/s Year Title Identified key 
success factors

Application

Dealing with 

customer concerns 

rapidly and 

empathetically

Raising customer 

expectations

Source: Contributed by the author 

Table 3.2 identifies several KSFs for marketing and managing tourism businesses. It is 

important for marketers and managers of tourism establishments to have thorough 

knowledge of the KSFs indicated in Table 3.2 and to try to improve them continuously 

(Belak & Duh 2012:17). The factors mentioned in Table 3.2 were also considered in the 

development of the measuring instrument. For this study most  most respondents were 

hospitality establishments. 

3.5. MARKETING PROGRAM 
Marketing is an organisational function and a set of processes for creating, 

communicating and delivering value to tourists and for managing tourists’ relationships in 

ways that benefit the tourism establishment and its stakeholders (Jamrozy 2007:120). 

Marketing programs are the means to reach tourists and have an impact on tourists’ 

knowledge. Marketing program implementation mediates the effects of tourist knowledge, 

tourist network size and their interactions on an establishment’s performance (Lee, Naylor 

& Chen 2011:396). 

According to Schnaith (2011:23) designing an effective strategic marketing program for a 

product-market entry involves three interrelated sets of decisions. These sets are 

indicated below: 

 The tourism manager should set specific objectives to be accomplished within the 

target market such as sales, volume, market share and profitability goals. Those 
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objectives must be considered with the establishment’s corporate and business 

unit’s strategic objective, yet be specific enough to enable management to monitor 

and evaluate the product market entry’s performance over time.

 The tourism manager should decide on an overall marketing strategy to appeal to 

tourists and to gain a competitive advantage in the market. The strategy should be 

consistent with an establishment’s capabilities, its corporate and business unit 

strategies and the product market objectives. 

 The tourism manager should then make decisions about each element of the tactical 

marketing program used to carry out the strategy. 

Marketing programs enable tourism establishments to convert its understanding of 

tourists' unmet needs into actions that a tourist can observe and experience. Tourism 

establishments that implement marketing programs better than their rivals do, benefit 
from greater success (Lee  et al. 2011:396). Moreover, the implementation of a marketing 

program for a new target segment requires the adaptation and alignment of existing 

marketing activities towards the new target segment (Schnaith 2011:23). It is further 

stated that the implementation of a marketing program covers the execution of all relevant 

marketing decisions around marketing research, an offering targeted to a market 

segment, how to brand, position and how to promote the tourism product (Schnaith 

2011:23). Westwood (2016:6) therefore, suggests that in order for the tourism 

establishments in Lesotho to segment markets, identify market position, forecast the 

market size and to plan viable market share within each market segment, marketing 

planning can be used. 

3.6. MARKETING PLAN 
A marketing plan is the guide to help the tourism establishment to stay focused on its 

goals. The marketing plan also shows how the tourism establishment hopes to achieve 

its marketing objectives (McKinlay, O’Conner & Ross 2007:123). According to Westwood 

(2016:7) the marketing plan process includes the following steps:  

(1) Carrying out marketing research, 

(2) Carrying out tourism establishment’s  analysis,
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(3) Sales forecasting and other key assumptions,  

(4) Setting marketing objectives,  

(5) Generating marketing strategies and action plans,  

(6) Defining programs, setting marketing budgets,  

(7) Reviewing the results and revising the objectives, strategies or programs.  

The above-mentioned steps are explained below. 

3.6.1. Carrying out marketing research within and outside the tourism 
establishment 

Kotler and Keller (2012:92) define marketing research as the systematic design, 

collection, analysis, reporting of data and findings relevant to a specific marketing 

situation facing the tourism establishment; whereas, Churchill, Brown and Suter (2010:5) 

describe marketing research as the function that links the consumer, tourist and public to 

the marketer through information. Kotler and Keller (2012:92) further indicate that 

marketing research firms fall into the following three categories which are: 

 Syndicated-service research firms. These firms gather consumer and trade 

information, which they sell for a fee, 

 Custom marketing research firms. These firms are hired to carry out specific 

projects. They design the study and report the findings, 

 Specialty-line marketing research firms. These firms provide specialised research 

services. The best example is the field-service firm, which sells field-interviewing 

services to other firms. 

Marketing research is concerned with the provision of information about markets and the 

reaction of product, price, distribution and promotion decisions (Jobber 2007:232). Jobber 

and Chadwick (2013:225) further identify two main forms of marketing research as 

external continuous data and ad hoc data. Continuous research is conducted regularly 

and gathers information from external sources (television audience monitoring and 

consumer panels where household purchases are recorded over time) on an ongoing 

basis (Copley 2014:401).  
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Ad hoc focuses on a specific marketing problem and collects data at the specific time 

from one sample of respondents (Usage and attitude surveys, product and concept tests, 

advertising development and evaluation studies, corporate image surveys and tourist 

satisfaction surveys) (Copley 2014:401). Ad hoc surveys are either custom-designed or 

omnibus studies (Jobber & Chadwick 2013:226).  

3.6.1.1. The five-step marketing research approach 
The five-step marketing research used to collect information to improve marketing 

decisions and actions are explained below. 

3.6.1.1.1. Step 1: Define the problem 
Every marketing problem faces its own research challenges; therefore, tourism marketing 

managers should consider the following two key elements of defining a problem: 

 Set specific research objectives and measurable goals, which the decision-maker 

seeks to achieve in conducting a marketing research. In setting research objectives, 

tourism marketers have to be clear about the purpose of the research that leads to 

marketing actions (Kerin, Hatley & Rudelius 2013:193). 

 Identify possible marketing actions. Effective decision makers develop specific 

measures of success, which are criteria in evaluating proposed solutions to the 

problem (Kerin  et al.2013:193). 

3.6.1.1.2. Step 2: Develop the research plan 
The second step in the marketing research process requires that the researcher specify 

the constraints on the marketing research activity identify the data needed for marketing 
actions and determine how to collect the data (Kerin  et al.2013:193). 

3.6.1.1.3. Step 3: Collect relevant information 
Collecting enough relevant information to make a rational, informed marketing decision 

sometimes simply means using knowledge to decide immediately. At other times, it 
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entails collecting an enormous amount of information at great expense (Kerin  et al.

2013:193). 

3.6.1.1.4. Step 4: Develop findings 
After the data have been collected, the next step in the research process is data analysis. 

The purpose of analysis is to interpret and draw conclusions from the mass of collected 

data. The marketing researcher may use a variety of techniques (McDaniel & Gates 

2010:53). 

3.6.1.1.5. Step 5: Take marketing actions 
Marketing actions should develop a better understanding of tourists’ decision making 

before any strategies are developed. Such approach involves asking general questions 

to develop marketing strategies designed to increase and sustain tourists’ demand for 

tourism products or services (Funk 2008:8). 

Funk (2008:8) further, indicates that these questions are standard questions that any 

researcher would ask. A tourism marketer wants to determine the market segments. 

Kotler, Burton, Deans, Brown and Armstrong (2013:598) however, argue that well 

intentioned marketing actions that meet current needs of some tourists may cause 

immediate future harm to other tourists or society. Therefore, responsible marketers must 

consider whether their actions are sustainable in the long run. 

It is clear that marketing research is important in marketing decision making. It helps 

tourism establishments to better understand the market opportunities, determine the 

potential for success of new products and determine the feasibility of a particular 

marketing strategy (Dibb, Simkin & Pride 2012:261). It also provides the information about 

tourists’ needs and desires, marketing opportunities for particular goods and services 
(Dibb  et al. 2012:261). 
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3.6.2. Carrying out company’s SWOT analysis
The SWOT analysis is an acronym of the terms strengths, weaknesses, opportunities and 

threats (Ommani 2011:9448). The SWOT analysis is also a list of statements or factors 

with descriptions of the present and future trend of both internal and external 

environments (Wickramasinghe & Takano 2009:2). SWOT analysis also focuses on the 

internal functionality (strengths and weaknesses) and on the external environment 

(opportunities and threats) of the tourism establishment (Seth 2015:7). 

Once a SWOT analysis has been completed, thought can be given to how to turn 

weaknesses into strengths and threats into opportunities. For example, a perceived 

weakness in customer care might suggest the need for staff training to create a new 

strength (Jobber 2007:48). In terms of marketing, Osei (2014:116) indicates that a SWOT 

analysis tool is used to conduct an effective strategic marketing audit and to examine the 

current situation in respect of the prevailing environmental condition of any tourism 

establishment. 

3.6.3. Sales forecasting and other key assumptions 
In this section, the assessment situation includes estimates of sales potential, sales 

forecasts and other evidence or assumption underlying the plan (Mullins & Walker 

2013:488). Sales forecasting is important to marketing managers as it supplies them with 

reliable measures of future sales. These measures could be used as a key success factor 

for planning and implementing of the marketing strategy (Cant 2013:489). 

3.6.4. Setting marketing objectives 
Marketing objectives should be specific, measurable, achievable, realistic and time 

bound. Marketing objectives can be overall objectives as well as objectives set for each 

element of the marketing mix (4ps, 7Ps or similar) (Masterson & Pickton 2010:450). 

Setting marketing objectives specifies the goals to be accomplished in terms of sales 

volume, market share and profit (Mullins & Walker 2013:20). 
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3.6.5. Generating marketing strategies and action plans 
Marketing strategy is a company’s plan for pursuing its objectives within a particular 

product market (Mullins & Walker 2013:15).This section shows the strategy or strategies 

to be used to achieve the marketing objectives (Masterson & Pickton 2010:450). 

Marketing strategies assist tourism establishment to make decisions that specify its 

crucial choices concerning products, markets, marketing activities, marketing resources 

in creation, communication and delivery of products that offer value to customers in 

exchanges with an establishment (Baker 2014:36). Some marketing strategies such as 

attending tourism trade shows and exhibitions, retaining existing tourists’ base, customer 

loyalty, customer feedback, tourist satisfaction, meeting customers' expectations, 

employee training, handling customer complaints, service quality, and word-of-mouth will 

be discussed below. 

3.6.5.1. Attending tourism trade shows and exhibitions as a marketing strategy 
According to Karabulut (2014:54) a trade show is an activity which has a specific name, 

type, scope, organiser, date, duration, location to support benefits of a society and a 

certain industry. Yuksel and Voola (2010:293) point out that attending tourism trade 

shows and exhibitions is the most cost effective marketing strategy (promotional tool) for 

many products and services and a means of reaching customers and prospects. Trade 

shows and exhibitions reduce the buying cycle and allow tourism establishments to reach 

hidden buyers (Esfidani, Vahabzadeh &Tajalli 2012:117).  

On the other hand, participating in trade shows is a big step to explore a new market for 

export, foreign direct investment, and partnership opportunities (Karabulut 2014:65). 

Esfidani  et al. (2012:117) further argue that tourism exhibition is not only a place to offer 

tourism capacities and strengths of the country for the public, institutions, and linked 

establishments but also introduces the institutions and establishments which are 

administrators in the field of tourism to the public. Yuksel and Voola (2010:294) 

recommend that tourism managers should participate in travel trade shows to enhance 

their tourism activities in order to exhibit, advertise and market their services.  
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3.6.5.2. Retaining the existing tourists’ base as a marketing strategy
Tourism establishments’ ability to attract and retain new tourists, is not only related to its 

product or services, but strongly related to the way it services its existing tourists and the 

reputation it creates within and across the marketplace (Singh & Khan 2012:1). Customer 

retention is defined as the factor which helps in maintaining the business relationship 

between a supplier and a customer (Bhatti, Abareshi & Pittayachawan 2016:73). It is 

important to establish a good relationship with tourists by providing better services that 

will create tourists’ loyalty and hence more visits over time. This will also bring more profit 

to the business in long-term and will reduce the competition (Singh & Khan 2012:1). In 

addition, John (2011:2) shows that retaining tourists is the best core marketing strategy 

for the future in order to preserve tourists’ loyalty and values. In order to successfully 

retain customers, Singh and Khan (2012:1) indicate that an establishment should start 

with the first contact it has with a customer and continues throughout the entire lifetime of 

a relationship.  

3.6.5.3. Customer loyalty as a marketing strategy 
Customer loyalty is defined as totality of feelings or attitudes that would influence a tourist 

to consider the repurchase of a particular tourism product, service or brand or re-visit a 

particular tourist destination (John 2011:2). Conditions of true tourists’ loyalty is total 

satisfaction, and tourists’ satisfaction has a positive effect on tourists’ loyalty because 

satisfied tourists become loyal while dissatisfied tourists move to another tourism 

establishment (Akbar & Parvez 2009:28). Tourists’ loyalty also affects the success and 

profitability of tourism establishments. By developing and increasing loyalty, tourism 

establishments can ensure its proper growth and economic performance (John 2011:2).  

3.6.5.4. Customer feedback as a marketing strategy 
Customer feedback is a customer communication concerning a product or a service 

(Nasr, Burton, Gruber & Kitshoff 2014:3). Collecting and analysing customer feedback is 

important because it allows tourism establishments to learn in a continuous manner, to 

adapt their offerings to tourists’ preferences and assist them on how to improve 

employee-tourist interactions and thus enhance service quality (Caemmerer & Wilson 
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2010:291). Customer feedback is also a valuable source of information for tourism 

establishments to improve the quality of the products, correct service failures and guide 

their tourists (Oelke, Hao, Rohrdantz, Keim, Dayal, Haug & Janetzk 2009:187). Wirtz, 

Tambyah and Mattila (2010:364) suggest that tourism markets could collect customer 

feedback through a satisfaction survey.  

3.6.5.5. Tourist satisfaction as a marketing strategy 
Tourist satisfaction is an overall judgment process of the perceived discrepancy between 

prior expectation and actual consumption (Han & Ryu 2009:492). Tourist satisfaction is 

considered a central concept in marketing because it is crucial to meeting the needs and 

wants of tourists. Tourism establishments deliver a product as well as satisfaction to 

tourists and obtain profits in return (Han & Ryu 2009:492). Tourists’ satisfaction helps in 

tourists’ loyalty and retention. It has also been discovered that it costs more to attract new 

tourists than to retain existing ones. According to Almsalam (2014:79) tourists’ satisfaction 

plays an important role in tourism marketing because it is a good predictor of purchase 

behaviour (repurchase, purchase intentions, brand choice and switching behaviour). To 

ensure that tourists’ satisfaction level is high, tourism establishments should first of all 

know the expectations of the tourists and how they can meet such expectations (Ojo 

2010:88). 

According to Lin and Mattila (2010:819) in order to be successful, tourism establishment  

also need to create a pleasant servicescape and provide excellent service to their 

customers. The servicescape is a combination of service and landscape that denotes the 

physical environment in which customer experiences are created (Pareigis, Echeverri &

Edvardsson 2012:1). The servicescape does not only influence customer perceptions of 

service functions and service quality, but more subtly, also influences the meanings a 

customer draws from the many intangible, contextual and symbolic elements of a service

(Nilsson & Ballantyne 2014:374). Servicescape framework describes how the physical 

environment affects both employees and customers, and is built on three environmental 

dimensions such as ambient condition,  spatial layout and functionality, and  signs,

symbols and artefacts (Pareigis et al. 2012:2).Together they create a holistically 
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perceived servicescape that activates internal cognitive, emotional and physiological 
responses in customers and employees (Pareigis et al. 2012:2). 

3.6.5.6. Meeting customers' expectations 
Customer expectations are pre-trial beliefs about a product or service (Almsalam 

2014:80). Customer expectations are also defined as beliefs about service delivery that 

serve as standards for the judgment of the actual service delivered to the customer (Thai 

2015:147). Almsalam (2014:83) shows that if the actual experience of tourists with the 

services does not meet their expectations, tourists are not satisfied by service quality and 

they may also complain for poor service quality and change providers in the future. Choi 

and Mattila (2008:24) mention that tourists form expectations based on their own past 

experiences, word-of-mouth communications and the establishment’s external marketing 

communication efforts. Therefore, it is critical for tourism marketers to find out about 

tourists’ expectations in advance because a failure to meet or exceed these expectations 

could lead to dissatisfaction and defection (Almsalam 2014:83). 

3.6.5.7. Employee training as a marketing strategy 
Employee training is defined as the planned intervention designed to enhance the 

determinants of individual job performance (Sahinidis & Bouris 2008:65). Employee 

training better satisfies the needs of tourists and job satisfaction (Hanaysha & Tahir 

2016:275). Training offered to employees may help employees to reduce their anxiety or 

frustration brought on by work demands they are not familiar with and are lacking the 

skills to handle effectively (Sahinidis & Bouris 2008:65). Chang, Wang and Yang 

(2009:439) indicate that tourist perceived value has a moderating effect on the 

relationship between tourist satisfaction and tourist loyalty. Tourism managers should 

recruit and train employees to become skillful in their jobs, have excellent interpersonal 

skills, be courteous, friendly and competent and be empowered to be able to meet 

tourists’ needs and solve their complaints (Roshnee & Fowdar 2007:23). 
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3.6.5.8. Handling customer complaints as a marketing strategy 
Complaints handling is defined as a process that is used to resolve customer concerns 

(Ramphal 2016:4). Complaints arise when tourists experience inappropriate or 

discourteous treatment, mistakes, inconsistencies, misleading guidance or unclear 

procedures (Brewer 2007:550). It is therefore important to pay careful attention while 

handling tourists’ complaints because any unresolved complaint could not only stop 

repeat visits but also bring negative word-of-mouth communication (Ramphal 2016:6). 

According to Simon, Kafel, Nowicki and Casadesus (2015:684) the implantation of an 

effective complaint management procedure could be a crucial marketing instrument for 

tourism marketers to identify complaints, their cause and how to eliminate them. The 

system also allows tourism marketers to identify areas in their establishments where they 
can improve and eventually remove the cause of complaints (Simon  et al. 2015:684).

Specific attributes such as making guests feel welcome and understood during the 

complaint process, being able to determine fair compensation for any issues that arose, 

and assurance of a quick response to handling any issues are key drivers of a successful 

complaint management strategy(Ogbeide, Boser, Harrinton & Ottenbacher 2015:214).  

Establishments with a good complaint management process might transform displeased 

tourists into loyal tourist (Ogbeide  et al. 2015:209). In order to recover  from  customer 

complaints,Ramphal (2016:12) indicates that the establishment, must have a strategy for 

outcomes of complaints such as formal apologies, gifts, refunds and discounts, which 

depend on evaluating the intention and seriousness of the complaint.

3.6.5.9. Service quality as a marketing strategy 
Service quality is defined as a global judgement or attitude relating to a particular service; 

the tourist’s overall impression of the relative inferiority or superiority of the tourism 

establishment and its services (Siddiqi 2011:13). Lenka, Suar and Mohapatra (2009:48) 

explain service quality as the difference between tourists’ expectations and performance 

of the service actually delivered by tourism establishments. Service quality is one of the 

critical success factors that influence the competitiveness of tourism establishments and
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where tourism establishments can differentiate itself from competitors by providing high 

quality service (Siddiqi 2011:12).  

Additionally, service quality is also an important gateway to tourist satisfaction (Mosahab, 

Mahamad & Ramayah 2010:74). To measure service quality, tourism managers should 

establish and monitor service performance using internal measures (e.g. number of 

complaints, wait or service time for delivery) and these measures of service performance 

are also useful for benchmarking processes (Fodness & Murray 2007:492). It is also 

recommended that tourism establishments should welcome suggestions from tourists 

and more programs should be designed to measure service quality (Ojo 2010:88).

Delivering high service quality to tourist offers tourism establishments an opportunity to 

differentiate themselves in competitive markets as well as leading to positive word-of 

mouth (Almsalam 2014:80). 

3.6.5.10. Word-of-mouth as a marketing strategy 
Word of mouth (WOM) refers to verbal communications between the actual or potential 

tourists and other people, such as the product or service provider, independent experts, 

family and friends (Chaniotakis & Lymperopoulos 2009:229). WOM also involves tourists 

sharing attitudes, opinions or reactions about tourism establishments, products or 

services with other people (Jansen & Zhang 2009:2169). Tourists who are willing to offer 

positive WOM messages are more likely to become loyal tourists themselves 

(Chaniotakis & Lymperopoulos 2009:229). It can be concluded that it is critical for tourism 

managers to understand the above discussed marketing strategies to take effective 

marketing actions that will enable them to reach a higher level of service performance.  

3.6.6. Defining marketing programs and setting marketing budgets 
Marketing programs are specific marketing activities, schedules, costings and 

responsibilities or the details of marketing to be undertaken (Masterson & Pickton 

2014:521). The entire tourism establishment’s marketing program should support the 

chosen position strategy (Armstrong, Adam, Denize & Kotler 2014:50). Marketing budget 

is a statement that shows how much money is available to cover the establishment’s 
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expenses until some profit is made (McKinlay  et al. 2007:129). The budget helps plan 

what will be spent in an establishment and how much an establishment must sell to meet 

all its expenses. It also states the amounts of money that will be given to different 
marketing activities (McKinlay  et al. 2007:129). 

3.6.7. Reviewing the results and revising the objectives, strategies or programs 
This includes evaluation and assessment of the plan on an ongoing basis and not just at 

the end of the plan (Masterson & Pickton 2010:522). The aim of evaluation and 

assessment is to measure the results of the marketing plan so that corrective actions can 

be taken if performance does not match the objectives. Measures include sales, profits, 

costs and cash flow (Jobber 2007:56). This section concludes that it is necessary for 

tourism marketers or managers to have a marketing plan in order for them to understand 

the current situation of their establishments, reduce errors based on the results, set new 

goals and objectives for acquiring new tourists, increase sales and maintain the current 

tourist (McKinlay  et al. 2007:123). 

3.7. MARKET SEGMENTATION, MARKET TARGETING AND MARKET  
  POSITIONING FOR TOURISM DESTINATIONS 

George (2014:167) indicates that segmentation, targeting and positioning (STP) make up 

a series of steps that are interrelated. The first step, segmentation, involves dividing the 

market into groups of tourists who share similar needs. The second step, market 

targeting, refers to the way in which a tourism marketer evaluates the attractiveness of 

the market segment and selects one or more segments on which to focus. The last step 

involves tourism establishments positioning offerings and marketing mix to meet the 

expectations of its current and potential tourists (George 2014:167). Combined with 

market targeting and positioning, market segmentation forms the basis for strategic 

marketing and these are all interrelated (Figure 3.1) (Pesonen 2013:22). 
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Figure 3.1: The relationship between market segmentation, market targeting and 
market positioning  
Source: Adapted from Pesonen (2013:23) 

3.7.1. Market segmentation 
Market segmentation has become a valuable instrument in planning appropriate 

marketing strategies (Park & Yoon 2009:100). According to Lilien and Grewal (2012:22) 

segmentation is an analytic discovery process for dividing a large group of tourists into 

smaller groups that will react similarly to some tourism marketing action. Lilien and Grewal 

(2012:22) indicate that segmentation techniques are used for the following reasons which 

include the following: 

 To target communications, 

 To focus the sales force, 

 To create new and tailored offerings, 

 Allocate resources and optimise tourism-marketing investment. 

SEGMENTATION
- Choose variables for segmenting market  

- Build a profile of segments  

- Validate emerging segments

TARGETING
- Decide on targeting strategy  

- Identify which and how many segments should target

POSITIONING
- Understand tourists’ perceptions

- Position products in the mind of the tourists  

- Design appropriate marketing mix to communicate 
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In the context of tourism, Weaver (2008:43) defines market segmentation as the process 

whereby a market such as tourists is divided into distinct subcomponents or market 

segments so that appropriate and cost-effective target marketing, product development 

and management strategies can be formulated for each. For example, the market for 

airlines can be divided into the following sub-segments: local travelers, international 

travelers, business travelers and leisure travelers (Parumasur & Lombard 2014:20). Each 

of these segments has different characteristics and needs regarding the accommodation, 

facilities and services required (Parumasur & Lombard 2014:20). By classifying tourists 

into different segments, Srihadi, Sukandar and Soehadi (2016:2) mention that tourism 

stakeholders will be able to develop products and services that effectively appeal to each 

segment. Furthermore, the tourism stakeholders will be able to grow tourism industry’s 
competitiveness that is socially, environmentally and culturally sustainable (Srihadi  et al. 

2016:2).  

The identification of a market segment is, therefore, very important in order to achieve the 

most effective use of marketing resources (Singh 2008:11). Weaver (2008:43) states that 

tourism market segmentation can be conducted at the following two levels indicated 

below: 

 To determine how tourists differ from other consumers, 

 To identify distinctive tourist subgroups. 

Segmentation also enables tourism marketers to develop offerings to satisfy tourists’ 

needs. For example, an online adventure might satisfy the needs of various international 

tourists and businesses that want to travel or organise travel to other tourism destinations 

(George 2014: 167). Jaman (2012:62) states there are two ways in which a tourism 
destination such as Lesotho can conduct market segmentation: a priori (common sense)

and post hoc (posteriori). The names are indicative of the nature of these two approaches. 

In the first case, tourist’s destination management is aware of the segmentation criterion 

that will produce a potentially useful grouping (common sense) in advance, before the 

analysis is undertaken (a priori) (Dolnicar 2008:3). In the second case, tourist destination 

management relies on the analysis of the data (data-driven) to gain insight into the market 
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structure and decides after the analysis (a posteriori, post hoc), which segmentation base 

or grouping is the most suitable one (Dolnicar 2008:3). It is thus important for a tourism 

destination such as Lesotho to make the right decisions when segmenting the market 

since segmentation may influence the markets to be targeted as well as the positioning 

of the destination. Markets can be divided into regions such as Leribe, Berea, Maseru 

and Mafeteng because one or more of these variables could differentiate customers from 

one region to the next. For example, those individuals who are living in wet and cold 

climates will favour warm, sunny regions for their holidays. 

3.7.1.1. Benefits of market segmentation 
The most important benefits of segmentation include the following: 

 Competition can be reduced from the global market to tourism destinations 

specialising in the same segment (e.g. all ecotourism destinations) (Birdir 

2015:221). 

 Efforts can be focused on improving the product in a specific way rather than trying 

to provide all things to all people at high cost (e.g. a family destination is unlikely to 

need extensive nightlife options) (Pesonen 2013:22). 

 Marketing efforts can be focused by developing the most effective message for the 

segment targeted (e.g. a sun and fun message for young tourists traveling with 

friends) and by communicating the message through the most effective 

communication channel for the segment (e.g. in national geographic or other nature 

magazines for eco tourists) (Birdir 2015:221). 

 Tourists experiencing a vacation at a destination that suits their special needs are 

likely to be more satisfied with their stay and consequently revisit and advertise the 

destination among like-minded friends(Pesonen 2013:22). 

Based on the segmentation benefits provided above, it can be seen that market 

segmentation is an important part of the marketing planning process. Therefore, 

destination marketers also need to have a thorough understanding of the market 

segmentation bases that can be used to segment the market effectively (George 

2014:169). 
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3.7.1.2. Market segmentation bases 
Market segmentation bases refer to the variables that could be used to divide the market 

into smaller, clearly defined groups of consumers (Wedel & Kamakura 2012:7). Several 

variables can be used to segment the market. Generally, tourist segments are divided in 

terms of socio-demographic, geographic, psychographic and travel behavioural variables 

(Xia, Evans, Spilsbury, Ciesielski, Arrowsmith & Wright 2010:465). 

 Socio-demographic segmentation subdivides tourists based on variables such as 

gender, age, occupation, education or income (Fernandez & Rivero 2010:114). 

 Geographic segmentation uses geographical factors such as the tourists’ country of 

origin (Woodside & Martin 2008:153). 

 Psychographic segmentation is based on travel motivations, tourist satisfaction or 

lifestyle statements (Pesonen 2012:71). 

 The use of travel behavioural variables is based on the lifestyle, vacation activities, 

choice behaviour, general vacation habits (how often the tourists go on vacation and 

how long they stay) (Fernandez & Rivero 2010:114).  

From the above discussion, it is clear that the selection of appropriate segmentation 

bases is crucial with respect to the number and type of segments that are identified in 

segmentation as well as to their usefulness to the tourism establishment (Wedel & 

Kamakura 2012:5). In addition to the variables that can be used to segment the market, 

destination marketers also need to consider the criteria that can be used for market 

segmentation. 

3.7.1.3. Criteria for successful market segmentation 
Before tourism marketers can select a specific market, they must first evaluate the market 

according to some important evaluation criteria (Parumasur & Lombard 2014:2530). 

Therefore, the five criteria for evaluating the desirability of potential market segments 

include measurability, accessibility, sustainability, compatibility and responsiveness. 

These are explained below (Hutt & Speh 2007:119). 

 Measurability- The degree to which information on the particular tourist’s 

characteristics exists or can be obtained (Masterson & Pickton 2014:150). 
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 Accessibility- The degree to which tourism establishments can effectively focus its 

marketing efforts on chosen segments (Dolnicar 2008:3). 

 Sustainability- The degree to which the segments are large or profitable enough to 

be worth considering for separate marketing cultivation (Hutt & Speh 2007:119). 

 Compatibility- The degree to which tourism establishments marketing and business 

strengths match the present and expected competitive and technological state of 

the market (Dolnicar 2008:3). 

 Responsiveness- The degree to which segments respond differently to different 

marketing mix elements, such as pricing or product features (Hutt & Speh 

2007:119). 

This section concludes that tourists do not seek the same benefits from tourism 

establishments or destination, have the same expectations, undertake the same vacation 

activities and perceive the same vacation components as attractive (Masiero & Nicolau 

2012:427). Therefore, market segmentation is an essential tool for marketing success as 

it enables tourism establishments to identify groups of tourists who share common 

characteristics and thus make it possible to develop a tailored marketing mix to 

successfully attract such subgroups of the market (Dolnicar, Kaiser, Lazarevski & Leisch 

2012:41). Additionally, when segmentation is well constructed and effectively utilised to 

understand and serve the markets, tourism establishments are able to direct their 

resources much more efficiently to reach the target markets and their efforts to compete 

against their rivals becomes much more fruitful (Birdir 2015:221).  

It is also important to understand the segments of tourists that exist in the market, so that 

tourism destinations or establishments can decide which of them to target based on what 

they have to offer (Mumuni & Mansour 2014:239). Grewal and Levy (2008:37) point out 

that after tourism establishments have identified the market segments it might pursue, it 

evaluates each segment’s attractiveness and decides which to pursue using a process 

known as targeting.
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3.7.2. Market targeting 
In order for tourism to be sustainable, it is important for tourism operators to understand 

their target market fully, develop tourism products matching demand and design their 

marketing strategies to communicate to their audience most efficiently (Kutzner & Wright 

2010:99). Targeting can be defined as the process of choosing segments, deciding on a 

tactical approach to marketing the products to that segment and developing the tactics 

into practical actions (Blythe 2014:222). When targeting,  tourism establishments must 

also decide which market segments’ needs they can satisfy best. For instance, the Protea 

Hof Hotel in Pretoria, situated in the city centre, decided to cater primarily for the needs 

of business travellers and has developed its product offering around the needs of this 

particular market segment (Parumasur & Lombard 2014:20). It is important to understand 

the target market because it helps establishments to identify the most profitable segments 

and to decide which segments will be served.

3.7.2.1. Targeting strategy 
Targeting strategy is a strategy that focuses on one or some selected identified market 

segments, and develops marketing offers that are unique and responsive to each 

segment of interest (Danjuma 2016:37). Brennan, Canning and McDowell (2014:156)

state that there are four strategic approaches, namely: undifferentiated targeting, 

differentiated targeting, niche targeting and customisation.

3.7.2.1.1. Undifferentiated targeting strategy 
Tourism establishments that engage in an undifferentiated targeting strategy make the 

same offer to all segments. While for the most part this strategy is likely to be followed by 

those tourism establishments that do not engage in any segmentation, it is still possible 

that an establishment that has engaged in a segmentation of the market might decide to 

pursue such an approach anyway (Cant 2010:110). 

3.7.2.1.2. A differentiated targeting  
A differentiated targeting involves choosing a variety of different segments and providing 

offerings that are focused on meeting the needs of those targets more specifically. Such 
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an approach is less subject to the challenges of an over-generalised offering because it 

should precisely fit the needs of tourists. There are infinite possibilities to customise what 

might otherwise be standard offerings. Such customisation is possible with respect to all 

elements of the marketing mix (Marshall & Johnston 2015:179). 

3.7.2.1.3. Niche targeting 
Niche targeting concentrates the customer focus to one or a small number of segments. 

This is often the result of the realisation that the tourism establishment has a particular 

capability in an area that is desired by these segments. A more concentrated targeting 

approach is more likely to be necessary for smaller establishments that lack the resources 

to meet the needs of a larger number of segments. Niche marketers can often defend 

those markets very successfully because they know and meet tourists' needs so well 

(Marshall & Johnston 2015:180). 

3.7.2.1.4. Customisation 
Customisation has been defined as “the use of flexible processes and establishment’s 

structures to produce varied and often individually customised products and services at 

the price of standardised mass-produced alternatives (Migas, Anastasiadou & Stirling 

2008:240). Mass customisation strengthens the relationship between consumer and 

supplier and provides the consumer with stronger motivation, loyalty and satisfaction 

(Migas  et al. 2008:240). Having chosen a targeting strategy for reaching their 

establishment’s target market, tourism marketers must then decide how best to position 

the product.  

3.7.3. Market positioning 
Positioning can be defined as the process whereby tourism establishments establish a 

clear position and strong tourist destination image in the minds of tourists. Lambin and 

Schuiling (2012:282) agree with this definition and add that positioning can be based on 

the benefits the tourism establishments’ offers to tourists. It is affirmed that it is essential 

for tourism establishments and destinations to establish a clear position and strong 

destination image in the minds of tourists in order to gain top mind awareness when these 
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tourists are considering where to travel (Cox & Wray 2011:335). This is because what 

some tourist perceive as quality or value for money differs for other tourist (Parumasur & 

Lombard 2014: 253). In addition, McDaniel, Lamb and Hair (2012:279) indicate that 

positioning influences potential tourists’ overall perception of a brand, product line or an 

establishment. Lambin and Schuiling (2012:283) identify conditions that must be wisely 

met by tourism establishments for positioning development. 

3.7.3.1. Conditions for positioning development  
According to Grewal and Levy (2008:37) when tourism establishments decide which 

segments to pursue, it should determine how they want to be positioned within those 

segments. Lambin and Schuiling (2012:283), therefore, propose that when selecting a 

position, tourism establishments should meet the following conditions:  

 To have a good understanding of the present positioning of the brand or tourism 

establishment in the tourists’ minds, 

 To know the present positioning of competing brands, in particular those brands in 

direct competition, 

 To select one positioning and to identify the most relevant and credible arguments 

to justify the chosen positioning, 

 To evaluate the size and the potential profitability of the market involved with such 

a positioning, 

 To verify whether the contemplated positioning is really specific and distinctive, 

while being suspicious of false market niches invested by advertising people or 

discovered through an invalidated qualitative study, 

 To verify whether the brand has the required personality potential to achieve 

positioning in the minds of tourists, 

 To verify whether the contemplated positioning justifies a price premium 

 To assess the vulnerability of the positioning, 

 To ensure the consistency in the positioning with the different marketing mix 

instruments: pricing, distribution, packaging, services and so on. 
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It can be concluded that it is significant for tourism marketers to meet the above conditions 

carefully when selecting positioning in order to create a product with specific 

characteristics and a clear image that differentiates tourism establishments from their 

competitors (Parumasur & Lombard 2014:253). Approaches on how to position a tourism 

destination or an establishment should also be considered by tourism marketers. 

3.7.3.2. Approaches for destination positioning 
It is essential for tourism establishments and destinations to know how they can position 

themselves in order to differentiate themselves from their competitors (Grewal & Levy 

2008:229). Lambin and Schuiling (2012:283), therefore, identify the three types of 

differentiation strategies that tourism establishments or destinations can identify to 

position the brand against the competition and they can be highlighted as follows: 

 Product differentiation: Product differentiation strategy can be a tool of competitive 

advantage which is adopted by organisations in order to provide products that 

satisfies individual customer’s needs. The most classical way of positioning a brand 

is to leverage the product benefits. Product characteristics such as performance, 

durability, reliability, design, novelty can be used to base differentiation strategy 

(Dirisu, Iyiola & Ibidunni 2013:263). 

 Price differentiation: Price differentiation is a pricing strategy that charges different 

segments of customers altered prices for the same products or services. Some 

tourism establishments can use price as a way to be different versus competition. 

There might be a different pricing strategy; the highest price in its category or the 

best value for money (Vivian 2017:15). 

 Image differentiation: In many tourism sectors, brands cannot be differentiated 

based on tangible characteristics. A certain image will differentiate a brand versus 

competition (Razak, Ilias & Rahman 2009:42).  

It is clear from the above that it is vital for tourism establishments and destinations to 

develop a positive image of the tourist destination in target markets to achieve a 

competitive advantage (Martin & Del Bosque 2008:263). Thus, it is important to evaluate 

the effectiveness of destination positioning (Cravens & Piercy 2009:199).
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3.7.3.3. Determining the effectiveness of destination positioning 
A clear and accurate destination position will enable a destination to attract new tourists 

in the short run and will assist them to build tourists’ brand relationship in the long run 

(Akpoyomare, Aadeosun & Ganiyu 2013:50). In order to determine the effectiveness of a 

destination’s position, three aspects need to be considered, namely: customer and 

competitor research, analytical positioning techniques and test marketing (Figure 3.3) 

(Cravens & Piercy 2009:200).  

Figure 3.2: Determining the positioning effectiveness  
Source: Adapted from Cravens and Piercy (2009:200) 

A. Customer and competitor research 
Customer analysis is defined as the use of tourists’ information databases to project the 

future of tourists on the basis of their purchase histories (Cant & Van Heerden 2013:555). 

Competitor analysis is a systematic approach for evaluating strengths and weaknesses 

of current or potential competitors marketing strategies (Quester & McGuiggan 

2007:742). Jyoti (2010:40) explains internal analysis as an analysis that reflects the 

establishment’s current position on a target market.  

Methods for 
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As part of competitive analysis, tourism establishments should evaluate its tourists base 

and think about which tourists they are i willing to lose and which they want to retain 
(Kotler et al.  2012:339). One way to divide the tourists’ base is in terms of whether the 

tourist is valuable and vulnerable, creating a grid of four segments as a result (Kotler  et 

al. 2012:339). Table 3.3 shows an example of these segments: 

Table 3.3 Tourist selection grid 

Source: Adapted from Kotler  et al. (2012:339) 

The above table shows that tourist analysis plays an important role in determining the 

correct target market for the tourism establishment through creating a grid of segments. 

After the tourism establishment has conducted the tourist’s analysis, it is also necessary 

to conduct a competitor analysis (Cant & Van Heerden 2013:42). The main process 

involved in competitor analysis is to select competitors and identify strengths and 

weaknesses of competitors and the opportunities and threats for the tourism business 

(Kotler  et al. 2012:339).  

Kotler  et al. (2012:339) specify that after the tourism establishment has analysed tourists’ 

value and examined its competitors carefully, it can focus its efforts on one of the following 

classes of competitors: 

Vulnerable Not vulnerable

 These tourists are profitable but not 

completely happy with the 

establishment.

 Find out and address their sources of 

vulnerability to retain them.

 These tourists are loyal and profitable.

 Do not take them for granted but 

maintain margins and reap the benefits 

of their satisfaction.

 Not vulnerable- these tourists are likely 

to defect. 

 Let them go or even encourage their 

departure.

 These unprofitable tourists are happy.

 Try to make them valuable or 

vulnerable.
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 Strong versus weak: Most tourism establishments aim their shots at weak 

competitors because this requires fewer resources per share point gained. Yet the 

establishment should also compete with strong competitors to keep up best. Even 

strong competitors have some weaknesses. 

 Close versus distant: Most tourism establishments compete with competitors that 

resemble them most. Yet establishments should also identify distant competitors. 

 Good versus bad: Every tourism industry contains “good” and “bad” competitors. 

Good competitors play by the industry’s rules; they set prices in reasonable 

relationship to costs; and they favour a healthy industry. Bad competitors try to buy 

share rather than earn it; they take large risks; they invest in overcapacity; and they 

upset the industrial equilibrium. An establishment may find it necessary to attack its 

bad competitors to reduce or end their dysfunctional practices.

It is important for tourism marketers understand and analyse tourism businesses, which 

compete directly or indirectly with their businesses in at least one market, product 

category or service (Cant & Van Heerden 2013:42). 

B. Analytical positioning techniques 
Obtaining information about tourists and prospects, analysing it and then developing 

strategies based on the information, coupled with management judgment, is a core of 

positioning analysis (Cravens & Piercy 2009:201). In summary, positioning is the most 

critical strategic decision for a tourism destination such as Lesotho as it determines 

tourists’ perception and their choice decisions (Janiszewska & Insch 2012:10). Therefore, 
Akpoyomare  et al. (2013:46) propose that a good understanding of positioning is 

important to tourism establishments because a well-defined positioning also provides an 

establishment with an opportunity of consistent growth (Janiszewska & Insch 2012:15). 

Tourism establishments need to focus their efforts on the competitors’ positioning 

analysis to determine the position for products. The establishments must also be aware 

of the benefits that tourists seek, and which are not offered by competitors but are desired 
by target market (Akpoyomare  et al. 2013:48). Moreover, Mullins, Walker and Boyd 

(2008:258) state that in order for the tourism establishment to obtain an estimate of the 
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sales that will be achieved once the product is rolled out into the market, it can test the 

market. 

C. Test marketing 
Test marketing generates information about the commercial feasibility of a promising new 
product or about positioning strategies for new products (Mullins  et al. 2008:149). The 

research method can be used to test possible changes in the marketing program 

components. Conventional test marketing is conducted in one or more cities where the 

product is marketed, and data collected to determine probable sales and/or profitability 
(Mullins  et al. 2008:149). In addition to the standard test market, there are other types of 

market tests including controlled, electronic, simulated and viral tests. The alternative 

forms of tests provide different options concerning test reality and costs. Electronic 

technology offers some attractive options to standard tests (Cravens & Piercy 2009:201). 

3.8. AN OVERVIEW OF BRANDING 
A brand is a distinguishing name or symbol (such as a logo, trademark, or package 

design) intended to identify the goods or services of either one seller or a group of sellers 

and to differentiate those goods from those of competitors (Pike 2009:858). Brand identity 

is based on a thorough understanding of the tourism establishments’ tourists, competitors 

and business environment (Lee & Back 2008:332). The brand identity needs to reflect the 

tourism business strategy and the destination’s willingness to invest in the programs 

needed for the brand to live up to its promise to tourists. According to Keller (2009:141) 

the value of a brand can be manifested or exploited to benefit the tourism establishment. 

3.8.1. Benefits of branding 
According to Keller (2009:141) the following market place benefits are created from 

having a strong brand: 

 Greater tourist loyalty, 

 Less vulnerability to competitive marketing actions and marketing crises, 

 Larger margins, 
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 More elastic tourist response to price decreases and inelastic tourist response to 

price increase, 

 Greater trade or intermediary cooperation and support, 

 Increased marketing communication effectiveness, 

 Additional licensing and brand extension opportunities.

3.8.2. Steps for building a destination brand 
A thorough understanding of brand equity from the tourist’s view point is essential for 

successful brand management (Tong & Hawley 2009:263). Figure 3.3 below indicates 

the steps for building a destination brand (Hudson & Ritchie 2009:219) 

Figure 3.3: Building a destination brand 
Source: Adapted from Hudson and Ritchie (2009:219) 

The rst stage in building a tourist destination brand is to establish the core values of the 

destination and its brand. This stage should consider how contemporary or relevant the 

brand is to today’s tourist and how it compares with key competitors (Hudson & Ritchie

2009:219). Once this market investigation is complete, the next stage is to develop the 

brand identity (Hudson & Ritchie 2009:220). 

Critical to the success of any tourist destination brand is the extent to which the 

destination’s brand personality interacts with the target market. The third step, 

communication of the brand promise, requires that the brand’s essence be communicated 
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throughout various promotional campaigns, advertisements and message types including 

the brand’s logo, by-line, tagline, story and name (Hudson & Ritchie 2009:220).The nal 

stage of building a tourist destination brand is to evaluate the brand’s performance in the 

market place. Measuring the effectiveness of a tourist destination brand is a critical role 

in the brand development process. Measurement will ensure that the brand personality is 

continually evolved and enriched in order to strengthen its appeal and to broaden the 

market (Hudson & Ritchie 2009:221). 

Positive tourist-based brand equity can lead to greater revenue, lower cost and higher 

profit; it has direct implications for the establishment’s ability to command higher prices, 

a tourist’s willingness to seek out new distribution channels and the effectiveness of 

marketing communications (Tong & Hawley 2009:263). This communication can be done 

by using marketing communication tools such as promotion (Cant 2010:167). 

3.9. AN ANALYSIS OF PROMOTION  
Promotion is communicating to potential tourists about travel, tourism products and 

services (Oelkers 2007:7). Promotions have become a critical factor in the service 

marketing mix. Tourism destinations use promotion and marketing communication 

strategies to influence a destination’s image (Govers et al. 2007:15). Narratives and 

visuals, for example, are used to create meaning in the market, deploying media and 

information and communication technology as enablers. Tourist destinations can 

influence image formation indirectly through secondary place interactions with tourists 

(Govers  et al. 2007:15). A variety of promotional tools could be used to communicate the 

merits of products and services and persuade the target tourist to buy them (Lancaster &

Massingham 2011:64).

3.9.1. Identifying different promotional tools 
It is suggested that tourism marketers could use different promotional tools to promote 

their products, including advertising, direct marketing, Internet or interactive marketing, 

sales promotion, personal selling and publicity or public relations to inform current and 
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potential tourists about their products and services (Thackeray, Neiger, Hanson & 

McKenzie 2008:338). 

3.9.1.1.  Advertising 
Advertising is defined as the means by which the necessary information is given on 

tourists and tourist areas, used to convince them to travel (Salehi & Farahbakhsh 

2014:127). The tourism industry must use advertising as the primary tool for its 

professional gain. Some of these advertising tools are online advertising, guidebooks, 

television advertisements, brochures and newspapers (Alipour, Abbasi, & Ghavidel 

2012:110). Salehi and Farahbakhsh (2014:127) show that inappropriate, insufficient and 

inadequate advertising could be a waste of money and energy. Therefore, the tourism 

advertiser is required to identify the target audience, which will increase tourism 

investments and other positive behaviour dependent on the volume of the advertising 

aimed to attract tourists (Salehi & Farahbakhsh 2014:127). Wu, Wei and Chen (2008:222) 

indicate that advertisers could further narrow markets, identifying individual tourists to be 

targeted by marketing as this practice benefits tourism enterprise tourist relationships, 

helps increase brand value and aids the creation of  tourism establishments’ image.  

3.9.1.2. Direct marketing 
Levy and Weitz (2009:57) define direct marketing as a retail form in which salespeople, 

frequently independent tourism business people contact tourists directly in a convenient 

location. One of the direct marketing’s benefits is that it allows tourism establishments to 

receive a better price by selling products directly to tourists (Uematsu & Mishra 2011:1). 
Brennan et al.  (2014:196) identify the following three key features of direct marketing 

such as the absence of face-to-face contact (e.g. email, telephone etc.), the use of online 

media for direct, one-on-one communication and transactions and the facility to monitor 

and measure communication behaviour.

Stone and Jacobs (2008:5) point out that the basic purpose of any direct marketing is to 

get a measurable response that will produce an immediate or ultimate profit. To create a 

measurable response, Stone and Jacobs (2008:5) again suggest that there must be an 

offer to sell a product or service direct to a tourist or tourism business. Woods (2010:174) 
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further advises that tourism marketer’s use direct channels in which the tourism 

establishment deals directly with tourists and/or indirect channels in which the 

establishments works through the intermediaries. The three major types of intermediaries 

are wholesalers, retailers and representatives, brokers and agents Woods (2010:174). 

3.9.1.3. Internet or interactive marketing 
The Internet is defined as the global system of interconnected computer networks 

typically using the protocol (Standing, Taye & Boyer 2014:83). The Internet serves as a 

major marketing and communication tool in the tourism industry. The Internet has become 

a major source of information for travellers and a platform for tourism business 

transactions (Xiang, Magnini & Fesenmaier 2015:245). Specifically, the tourism industry 

is today’s leading application of the Internet in a business-to-consumer context. The 

Internet provides new ways for individuals to learn about tourist destinations and their 

products and services directly from other tourists (Pan, Maclaurin & Crotts 2007:35). This 

has also created a new method of communication that is similar to word-of-mouth and 

empowers tourists. Travellers can e-mail one another, post comments and feedbacks, 

publish online blogs and form communities on the Internet (Pan  et al. 2007:35). 

Tourists and travellers have at their command online resources, which enable research 

of possible tourist destinations, transportation, accommodation and leisure activities and 

enable the purchase online of these products and services (Akehurst 2009:52). As the 

Internet further expands and modifies into the Web 2.0 and the new grid, tourism 

establishments are well placed to take advantage of these new opportunities (Akehurst 

2009:52). The Internet increases the effectiveness and efficiency of traditional marketing 

functions while the technology transforms marketing strategies enabling more efficiently 

planned and implemented promotion, distribution and pricing of tourism products and 

services. It opens up new global markets and international partnerships; it results in new 

business models that add tourist value and increase profitability and enable more 

effective segmentation, targeting and positioning strategies (Akehurst 2009:52). 



92 

The potential benefits of using the Internet as a marketing tool in the tourism industry 

have been well recognised (Elliott & Boshoff 2009:35).These benefits include cost-

savings (for instance cheaper advertising and lower expenditure on physical retail sites), 

speed, accessibility, communication of large volumes of information, customer 

convenience, improved customer relationship management, improved target marketing 
and a world-wide reach for even the smallest tourism business(Kim et al. 2007:426). 

The tourism industry also aggressively uses emerging technologies such as social media 

as a tourism-marketing tool (Leung et al. 2013:10). As indicated by Zeng and Gerritsen 

(2014:32) social media also allows tourism practitioners to provide customised 

information for the individual tourist. Moreover, there is a great opportunity to deliver to 

travellers' customised information that addresses personal needs and preferences, and 

which could build a base towards an open global destination marketing system (OGDMS) 

as a solution to destination marketing challenges (Zeng & Gerritsen 2014:32). Forms of 

online tourism applications and information sources include online travel agents, personal 

blogs, public websites, company websites, social media, smartphone apps and so on 

(Huang, Goo, Nam & Yoo 2017:758). Horng and Tsai (2010:76) determine the website 

as the most widely used tool for searching for relevant tourist information, such as 

potential tourist destinations, activities, services and the content of these websites is one 

of the main factors contributing to repeated visits. In support of this, Kim, Yuan, Goh and 

Antun (2009:52) point out that website application on the tourism industry is also of 

interest because of its convenience and efficiency; travellers can obtain information, 

compare costs and make reservations easily if online access is available. 

Interactive marketing communications has its challenges. Tourists define the rules of 

engagement and could isolate themselves with the help of agents and intermediaries if 

they so choose. Tourists define what information they need, what offerings they are 

interested in and what they are willing to pay (Keller 2009:148). Tourism marketers could 

lose some control over tourists with their on-line messages and activity. The Internet 

permits very specific targeting of potentially difficult to reach groups, facilitating the 
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creation of strong brand awareness for those market segments who are online (Keller 

2009:148). 

In response to these challenges, Xiang and Gretzel (2010:186) recommend that tourism 

marketers need to understand the technological dynamics in order to better reach out and 

promote their businesses and destinations to online travellers. Last, but not least, with the 

huge amount of information available on the internet and the increasing importance of 

online search, Xiang, Gretzel and Fesenmaier (2009:440) advise that understanding of 

tourism domain is also essential for effective online marketing. 

3.9.1.4. Sales promotion 
Sales promotion is a tool to achieve an establishment’s marketing communication 

objectives and is an essential element in planning marketing (Familmaleki, Aghighi & 

Hamid 2015:2). The purpose of sales promotion is to attract new tourists, maintain 

existing tourists who are contemplating switching brands and give incentives to tourists 
who are about to use competing products (Familmaleki  et al. 2015:1). In addition, Morris 

and Goldsworthy (2012:100) determine the benefits of a sales promotion as it could be 

targeted at particular tourist groups or outlets its effectiveness is often readily measurable

in a way that advertising sometimes is not and it could be a useful way of collecting 

tourists’ information and data, provided data and protection laws are observed.

Although sales promotion has some benefits, Arens, Schaefer and Weigold (2009:455) 

argue that tourism advertisers also need to understand the negative effects of sales 

promotion. For instance, excessive sales promotion at the expense of advertising can 

reduce profitability (Arens  et al. 2009:455). Moreover, a high level of trade sales 

promotion may also have a negative effect on brand attitudes and long-term market 

share. Another drawback of sales promotion is its high cost. Finally, overly aggressive 

sales promotion or advertising can draw competitors into a price war, which leads to 

reduced sales and profits for everyone (Arens  et al. 2009:454).  
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Arens  et al. (2009:455), further identify the two types of sales promotion strategies and 

tactics as push strategies: are primarily designed to secure the cooperation of retailers, 

to attract customers and to increase demand for the product and trade promotions: these 

sales promotions aimed at members of the distribution channels are one of the principal 

tactics marketers use to push products through the distribution pipeline.

3.9.1.5. Personal selling 
Personal selling is the form of person-to-person communication in which a seller attempts 

to assist or persuade prospective tourists to purchase the tourism establishment’s product 

or service or to act on an idea (Belch & Belch 2012:26). Unlike advertising, personal 

selling involves direct contact between tourist and an employee, either face-to-face or 

through some form of telecommunication such as telephone sales (Belch & Belch 

2012:46).  

In personal selling the sales presentation could be adapted to situations or tourists. Sales 

person could answer and overcome objections, focus on points of tourist’s interest and 

elicit immediate feedback (Van Heerden & Drotsky 2011:8).Personal selling builds 

relationships and the term relationship management refers to managing the account 

relationship and ensuring that tourists receive the appropriate services. Personal selling 

allows for a more efficient communicative interchange between a sales person and a 

tourist. Personal selling enhances the understanding of the marketing message when a 

product has to be explained or demonstrated to the tourist, particularly in industrial 

marketing and the marketing of services (Van Heerden & Drotsky 2011:8). 

Personal selling is a form of a dyadic communication -dyadic communication means direct 

or one-on-one communication between two people. This offers a salesperson an 

advantage over other forms of marketing communication media (Van Heerden & Drotsky 

2011:8). Personal selling is also expensive because it is one-on-one communication and 

recruiting, training, paying and supporting a salesperson are expensive tasks. While it is 

much more costly than other media on a per contact basis, personal selling may warrant 

the expense. While other media may make potential tourists aware of or interested in the 
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product or service, the personal sales person closes the deal (Van Heerden & Drotsky 

2011:8). 

3.9.1.6. Public relations 
Public relations are the planned and sustained effort to establish and maintain goodwill 

and understanding between an establishment and its public (Theaker 2012:5). The 

foundations of public relations include understanding an establishment and the needs of 

its public (Theaker 2012:5). Good public relations also require communication skills, 

expertise in dealing with media, the dynamics of public opinion and the principles of 

persuasion. Thus, the communicator must know when and what to communicate. This 

involves analysis, judgement, counselling and planning (Newson & Haynes 2011:3). 

Moreover, communication is a two-way process between the sender and receiver of 

communication, therefore, public relations practitioners need to understand that both the 

sender and the receiver have communication requirements and obligations (Jethwaney 

& Sarkar 2009:7). 

An establishment’s basic communication need is to disseminate information about its 

activities to various target tourists and work towards a positive image building for the 

establishment. On the other hand, each target tourist has or may have specific 

communication needs (Jethwaney & Sarkar 2009:7). Public relations use publicity and a 

variety of tools including special publications, participation in community activities, 

fundraising, sponsorship of special events and various public affairs activities to enhance 

an establishment’s image (Belch & Belch 2012:46). 

3.10. ENVIRONMENTAL FACTORS 
The marketing environment is the subtotal of the factors that influence the ability of 

marketing management to develop strategies for its target market. It is stated that any 

tourism establishment ignoring or being unresponsive to environmental factors is 

negatively affected (Wang, Chen & Chen 2012:121). The marketing environment 

comprises the principal components such as the macro- and micro-environment (Cant, 

Strydom, Jooste & du Plessis 2007:35).  
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3.10.1. Macro-environment  
The macro-environment consists of factors that are difficult to control because it is beyond 

the reach of the establishment's management. It is often abbreviated with PEST (Politics, 

economics, social and cultural and technology) (Indris & Primiana 2015:189). 

3.10.1.1. Political factors  
These are countries’ political and legal environment information describing the state of 

the public institutions, the structure of the legal framework, governmental policies and 

regulations and the level of political and security stability (Itani, O’Connell & Mason 

2014:127). These factors are also recognised as critical and have a direct influence on 
tourism activities (Itani  et al. 2014:127). According to Saha and Yap (2014:509) political 

unrest within and near the destination country has a direct impact on marketing. For 

example, conflicts in the Middle East and North Africa in 2011 and the rise of terrorism 

have put a negative pressure on the international tourism industry (Saha & Yap 

2014:509). Political forces such as government support on infrastructure, its policy on 

tourism planning, the diplomatic relations between tourist-generating countries and tourist 

destination countries, also determines the environment of tourism development 

(Barkauskas, Barkauskiene & Jasinskas 2015:171; Nunkoo & Smith 2013:122). 

3.10.1.2. Economic factors 
Economic factors are all economic activities that influence the wealth and income of 

tourism. Economic impacts associated with tourism arise as a result of the demand and 

supply relationships in the industry, the associated tourist and investment expenditure 

patterns that they stimulate and the structure of the economy (Ardahaey 2011:207). The 

demand or supply factors influence the number of tourists, their length of stay and their 

expenditure patterns while the economy’s structural characteristics determine its 

propensity to re-circulate those expenditures internally (Ardahaey 2011:207). The 

disposable income of tourists and the affordability of a destination can also affect the 
desire to travel (Mckinlay  et al. 2007:46). Another example of the tourism economic 
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influence is the rising wages that enable tourists to spend more money on leisure and 
recreational activities (Barkauskas  et al. 2015:169). 

3.10.1.3. Socio-cultural factors 
These are the factors that cover a wide range of issues that have a huge impact on the 

tourism market like crime, attitudes, behaviour and other socio-cultural activities that have 

both a negative and positive impact to tourism (Sandeep & Vinod 2014:41). The local skill 

and know how, the indigenous cultures of the destination and the perception of local 

people towards the tourists would have a significant impact on the tourist experience in a 

destination (Brida & Zapata 2010:222). One example of encouraging the local community 

to take part in tourism is to be good hosts. This enhances the tourist experience, which 

helps to promote the destination through word-of-mouth (Simpson 2008:8). 

3.10.1.4. Technological factors 
These are technological factors that are constantly improving and impacting on the way 
tourism is marketed and operates (Xiang  et al. 2015:244). For example, the popularity of 

using the internet for searching information, reservation or purchasing of tourism products 

affects the tourists’ buying behaviour (Buhalis & Law 2008:610). The traditional way of 

distributing tourism products through intermediaries, such as travel agents or tour 

wholesalers, is facing a great challenge. Now that travellers can deal directly with 

suppliers such as airlines, hotels, operators of attractions to purchase tourism products, 

they can almost by-pass travel agents (Tse & Hobson 2008:141). 

3.10.2. Micro environment 
Dasgupta (2011:4) defines micro-environments as the forces that are close to the tourist 

destination and affect its ability to serve its quests. The micro environments include actors 

such as tourists, suppliers, competitors, intermediaries and public (Rao 2011:57).

3.10.2.1. Customers (Tourists)
A tourist is a traveller taking a trip to a main destination outside his or her usual 

environment, for less than a year, for any main purpose (business, leisure or other 
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personal purpose) other than to be employed by a resident entity in the country or place 

visited (Yu, Kim, Chen & Schwartz 2012:446). Tourism establishments typically target a 

broad mix of tourist including business, leisure, incentive, educational and adventure 

travellers (Ritchie & Crouch 2010:1053). Managing tourism mix to ensure that all different 

types of tourists are satisfied is one of the major challenges for marketing. Tourists can 

change their needs and wants, so tourism establishments have to monitor and respond 

to these changes (Mike 2007:53). 

3.10.2.2. Suppliers
Suppliers are firms and individuals that provide resources needed by tourism 

establishments to produce goods and services (Pîndiche & Ionita 2013:328). The tourism 

establishment’s performance depends on its suppliers (service suppliers such as 

marketing research agencies, advertising agencies, website designers and banking, 

insurance, transportation and telecommunication companies), although marketers are not 

directly involved in operational purchase decisions (Pîndiche & Ionita 2013:328). 

Marketing should have an input in setting quality standards and specifications. The 

tourism marketer will be responsible for handling relationships with external marketing 

communication and marketing research (Palmer 2012:43).

3.10.2.3. Competitors
Competitors are similar establishments seeking to meet the same needs of tourists 

(Pîndiche & Ionita 2013:329). The competitive environment includes the following 

competitors which are explained below. Direct competitors- These are tourism 

businesses offering a similar product or service, which is aimed at the same tourist group. 

Direct competitors operate in the same geographic location and in the same product 

category (Bowie & Buttle 2011:24). Competitors offering substitute products- These are 

offers that potential tourists can choose instead of tourism products but satisfy the same 

need. Indirect competitors- Includes all those tourism establishments and nonprofit 

establishments that are competing for tourists’ disposable income (Bowie & Buttle 

2011:24). To remain competitive, a destination must consider its biggest competitors 

while considering its own size and position in the tourism market.
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3.10.2.4. Intermediaries
Intermediaries are those companies who advise, influence and make bookings for 

tourists. They include both online and offline organisations such as search engines, travel 

agents, tour operators, conference placement agencies and specialist online retailers 

(Mike 2007:53). Intermediaries are important links in the distribution channel from the 

customer to the tourism outlets. Marketing managers need to cultivate good relationships 

with actual and potential intermediaries (Bowie & Butle 2011:24).

3.10.2.5. Public
The final aspect of microenvironment is public, which is any group that has an interest or 

impact on the destination’s ability to meet its goals (Dibb & Simkin 2009:97). The location 

of the tourism premises and size will determine the attractiveness of the establishment 

(Youcheng & Abraham 2011:331). Thus, it is important to understand the environment of 

the tourism sector before starting a marketing process. The micro-environment concerns 

the basic details of the destination area and travel to it, which have to be compared with 

those of the competitors while the macro-environment concerns the external elements 

surrounding the micro-environment and impacting on it (Cracolici & Nijkamp 2008:337). 

Tourism destinations such as Lesotho should conduct environmental analysis 

continuously and feed all the aspects of planning (Dasgupta 2011:4). Tourism 

establishments, suppliers, marketing intermediaries, tourists, competitors and the public 

all operate in a macro environment of forces and trends, increasingly global, that shape 
opportunities and pose threats (Kotler et al. 2012:176). These forces also represent non-

controllable, which the establishment should monitor and to which it should respond 
(Kotler et al. 2012:176). A trend is a direction or sequence of events that has some 

momentum and durability. Trends are more predictable and durable than fads. Trends 
reveal the shape of the future and provide many opportunities (Kotler et al. 2012:176). 

The next section will introduce the descriptions of the major key success factors.
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3.11. A SUMMARY THE KEY SUCCESS FACTORS 
The below table provides a description of the key success factors. 

Table 3.4 Description of key success factors 
KEY SUCCESS 

FACTORS
DESCRIPTION

Marketing

program 

Marketing has been defined by Hudson (2008:8) as the process of 

planning and executing the conception, pricing, promotion and 

distribution of ideas, goods and services to create exchange that 

satisfy individuals and establishment’s objectives. 

Marketing 

research

Marketing research is a systematic process for obtaining 

information to aid in decision making or a continuous process of 

information gathering and analysis into which ad hoc marketing 

research activities may also be fitted as and when management 

problems arise (Masterson & Pickton 2014:197).

Segmentation Segmentation is the process of dividing a total market such as all 

tourists, or a market sector such as holiday travel, into subgroups 

or segments for marketing management’s purposes (Park & Yoon

2009:100; Cho, Bonn & Brymer 2017:416).

Targeting Target marketing involves evaluating each market segment’s 

attractiveness and selecting one or more segments to enter

(Sarker & Begum 2013:106).

Positioning Positioning is the way the product is defined by tourists on 

important attributes; it is the place the product occupies in tourists’ 

minds relative to competing products (Sarker & Begum 2013:106).

Branding Branding is a set of tangible and intangible attributes, symbolised 

by a trademark (name, logo, etc.), which when operated properly, 

creates value and influence (Todor 2014:16).
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Promotion Promotion is communicating to potential tourists about travel and 

tourism products and services. Promotion can occur through 

various avenues, including advertising, public relations, sales 

promotions and personal selling (Oelkers 2007:7).

Market A group of potential tourists with similar needs who are willing to 

exchange something of value with sellers offering various goods or 

services (Perreault, Cannon & McCarthy 2008:60). 

Market 

environment 

factors

The marketing environment is the sum total of the variables and 

forces inside as well as outside the tourism business which 

influence marketing management’s decisions (Cant 2010: 24).

To sum up, it is clear from the descriptions stated above that in order for tourism 

businesses to compete better and effectively in the market, it is essential to identify and 

understand the KSFs and ensure these are incorporated into strategic planning (Baker & 

Cameron 2008:94). 

3.12. CONCLUSION 
On a final note, KSFs are essential elements of the strategy for success among most or 

all competitors. Identifying KSFs is the first step tourism managers need to take. Once 

they know which KSFs are important to their establishments’ success, they need to 

determine how to ensure top performance on those factors, measure progress and make 

adjustments where needed. To understand the KSFs, tourism managers must also 

identify destinations or establishments that are doing well, as well as those that are doing 

poorly, and determine whether their performance levels appear to be associated with 

similar factors. To assess the potential for success of their establishments in the market, 

tourism managers have to determine if the establishment possesses the necessary KSFs. 

Market research could also provide insightful information about an establishment’s 

market, product, audience, competition and more.  

Market segmentation allows tourism businesses to precisely divide and reach tourists 

with specific needs and wants and to be able to use their resources more effectively and 

make better strategic marketing decisions. Positioning is another key factor that 
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marketers use to determine how to best communicate their products’ attributes to their 

target tourists based on tourists’ needs, competitive pressures and available 

communication channels. Destination branding is the most efficient way to show potential 

tourists what the business is about. Marketing is a process by which a product or service 

is introduced and promoted to potential tourists. Market provides a framework for 

competition analysis, whereas, promotion is the voice of the establishment, which sends 

out the establishment’s brand message loud and clear to the audience. Last but not least, 

in order to be successful, tourism marketers must develop their marketing strategies 

according to the opportunities and threats that exist in the environment. The next chapter 

discusses the research methodology used for this study.
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CHAPTER 4: RESEARCH METHODOLOGY 

4.1. INTRODUCTION 
An in-depth literature review was conducted regarding marketing as well as the key 

success factors for marketing tourism establishments in Chapter 2 and Chapter 3. The 

objectives of the study as well as the research question were formulated in Chapter 1. 

The objective of this study is to identify the key success factors for marketing tourism 

establishments in Lesotho. This chapter discusses the research design, the purpose of a 

literature review, the research methodology, ethical considerations, data collection 

method as well as the data analysis used for conducting this study. 

4.2. TYPES OF RESEARCH DESIGN 
The research design refers to the procedures used to collect information from the 

participants (Cuneen & Tobar 2015:13). Furthermore, the research design is concerned 

with turning a research question, hypothesis or even an idea into a manageable project 

(Hammond & Wellington 2013:131). The purpose of the research design is to provide a 

conceptual framework that allows the researcher to answer specific questions (Edmonds 

& Kennedy 2017:1). Depending on the research objectives, a researcher may select a 

research design from the following three types of research designs, namely descriptive, 

exploratory or causal research (Wren, Stevens & Loudon 2007:33). Mcnabb (2010:96) 

states that research projects may involve the use of just one, two or all three designs 

mentioned above.  

4.2.1. Descriptive research 
Descriptive research involves collecting and analysing data to characterise a group, 

concept or phenomenon (Fitzpatrick & Kazer 2012:122). Descriptive research aims to 

provide the causes of an event. It answers questions relating to who, what, when, where 

and how (Offredy & Vickers 2010:48). Descriptive research also focuses on providing 

accurate descriptions (Johnson & Christensen 2012:366). This study uses descriptive 

statistics to explain the biographic profile of tourism establishments in Lesotho that 

participated in this study. 
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4.2.2. Exploratory research 
Exploratory study is an initial research conducted to clarify and define the nature of the 

problem (Manerika & Manerika 2014:95). Again, it is meant to discover new relationships, 

patterns, ideas and so on (Hair, Celsi, Money, Samouel & Page 2011:147). Exploratory 

research was used to explore the key success factors for marketing tourism 

establishments in Lesotho for this study. 

In addition, as stated in Chapter 1, there are limited tourism-related studies conducted in 

the context of Lesotho. The advantages of using an exploratory research for this study 

are that exploratory research is necessary when very little is known about the topic being 

investigated or about a topic that has never been investigated before, or never in that 

particular context (Blaikie 2010:70). 

4.3. THE SIGNIFICANCE OF AN IN-DEPTH LITERATURE REVIEW 
Jesson, Matheson and Lacey (2011:10) explain a literature review as the written appraisal 

of what is already known or an existing knowledge on a topic with no prescribed 

methodology. Previous research can be divided into three categories: primary (published 

and unpublished), secondary and tertiary (Saunders, Lewis & Thornhill 2009:69). Oliver 

(2012:6) states that a literature review enables the researcher to see how new studies 

and research are rather like building blocks, which are laid upon others. In addition, 

Cuneen and Tobar (2015:11) indicate that in the literature review the researcher also 

summarises and discusses previous information that has been gathered on the topic. 

Therefore, a thorough literature review was conducted for the purpose of this study. The 

literature review is reported on in Chapter 2 and Chapter 3. The purpose of Chapter 2 

was to provide an overview of tourism marketing. Chapter 3 emphasised the key success 

factors for marketing tourism establishments. The key words used to search for literature 

were marketing, key success factors and tourism. The previous literature was found in 

various journal articles, dissertations, thesis, textbooks and scientific sources such as 

Emerald insights, EBSCO host and science direct and other information sources such as 

government publications and the Internet.
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4.4. RESEARCH METHODOLOGY 
Research methodology is defined by Tuli (2010:102) as a research strategy that 

translates ontological and epistemological principles into guidelines that show how 

research is to be conducted and principles, procedures and practices that govern 

research. Holton and Walsh (2017:212) also define research methodology as the specific 

combination of research methods and techniques used in the research project. Therefore, 

it is suggested that in conducting the research, a researcher may choose to use one of 

the two different types of research methodology, namely quantitative and qualitative 

methodology (Yunus & Tambi 2013:7).  

A quantitative study involves larger numbers of respondents (Harding 2013:8). 

Quantitative research is a term used for research designs that seek structured and 

quantifiable responses. This approach is descriptive in nature and usually presents the 
findings in numbers, figures or statistical parameters (Cant et al. 2007:163). Since the 

approach for each type of research also differs in terms of the method of data collection, 

sample and type of data collection instrument used, this study followed a quantitative 

method. Quantitative research is suitable for this study since it represents numbered data 

that can be analysed by means of statistical procedures. Furthermore, quantitative 

research enables the researcher to examine the relationship between variables (Creswell 

2014:4). Quantitative research also helps a researcher to generalise the findings of a 

study to a broader population (Creswell 2014:4).  

4.4.1. Population 
Tavakoli (2012:470) defines population as the entire set of cases in which the researcher 

is interested. The research population for this study comprised of all tourism 

establishments in Lesotho from the following sectors: airline, travel trade, transportation, 

attraction and accommodation. Respondents that took part in this study were managers 

and marketing managers of tourism establishments in the above-mentioned sectors. 

Florczak and Kristine (2011:202) state that if the researcher has every individual in the 

defined population available and willing to participate, the researcher should choose a 

sample of individuals from a population in order to conduct a study.
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4.4.2. Sampling and sample size 
Nirmala, Edison and Suni (2011:102) point out that the researcher can choose from 

various sampling methods and select the ones that best suit the study. There are two 

basic categories of sampling techniques, namely probability sampling and non-probability 

sampling (Edmonds & Kennedy 2017:19). This study used non-probability sampling 

methods and sampling was done in two phases.  

During the first phase, convenience sampling, a non-probability sampling method, was 

used. Convenience sampling, as the name implies includes any individual who is close 

at hand to be in a study. Convenience sampling was thus used to identify the regions, 

specifically Leribe, Maseru, Berea and Mafeteng in Lesotho that formed part of this study. 

These regions were chosen based on their size and accessibility to the researcher. 

In the second phase, all tourism establishments in the specified regions that appeared on 

a list provided by the Lesotho Tourism Development Corporation (LTDC) were selected 

to be part of the study. Hundred percent sample was thus used in this study. The list 

provided by the LTDC thus served as the sampling frame for the purpose of this study. 

The LTDC is the destination-marketing organisation for Lesotho and provides a 

comprehensive list of tourism establishments in Lesotho. Tourism establishments that 

were targeted included travel agencies, transport organisations, attractions and 

accommodation establishments.  

Tourism marketers or managers of these establishments were asked to complete the 

questionnaire. Convenience sampling was used to marketers and mangers to participate 

in the research. The sample thus consisted of all the tourism establishments as indicated 

on the list provided by the LTDC. There were one hundred and thirty tourism 

establishments in the identified regions from the list provided by LTDC. It was viable to 

include the whole population (all 137 establishments) rather than drawing a sample. As 

indicated by Israel (1992:2) in the case of a small population, it is appropriate to use the 

entire population in order to achieve the anticipated level of accuracy. This,  will  also 

reduce errors and provide accurate results (Israel 1992:2). This study, Therefore, used a 
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saturation sample, which is used with small populations. The questionnaire was 

completed by either  the managers or marketers of the establishments.  

4.5. ETHICAL CONSIDERATIONS 
In any research study, it is important for a researcher to take account of a wide range of 

ethical issues before collecting data (Harding 2013:8). This is because research involves 

investigation, data collection, interpretation and documentation. While conducting the 

research, a researcher’s approach should be professional and responsible (Chawla & 

Sondhi 2011:653). Research ethics is about proper conduct related to the process and 

consequences of research (Hegde 2015:216). 

The data should be attained with the respondents’ consent under appropriate and 

ethically correct control. The interpretation also has to be done in a careful manner 

(Chawla & Sondhi 2011:653). After obtaining the ethics clearance from the Research 

Ethics Committee at the researcher’s institution, the interviews could be conducted 

(Wahyuni 2012:74). For this study, the researcher followed the defined procedures before 

collecting data from the respondents. The researcher was granted a research ethics 

clearance certificate before conducting research for this study (see annexure C). 

Permission to conduct the research study was obtained from Lesotho Tourism 

Development Corporation (see annexure E) and the Ethics Research Committee at the 

Vaal University of Technology. Verbal permission was obtained from the marketing 

managers and managers of tourism establishments that participated in this study.  

A consent letter was attached to the questionnaire (see annexure B). The consent letter 

indicated the purpose of the study. Anonymity and confidentiality were maintained, and 

respondents were asked to voluntarily choose to complete the questionnaire (see 

annexure A). Respondents who wished to receive a research report informed the 

researcher to provide results. 
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4.6. MEASURING INSTRUMENT 
A self-administered questionnaire was chosen as the data collection instrument for this 

study. Murthy and Bhojanna (2008:103) define a questionnaire as a research tool used 

to collect data. The purpose of using a questionnaire is that it enables the collection of 

information in a standardised manner, which when gathered from a representative sample 

of a defined population, allows the inference of results to the wider population (Rattray & 

Jones 2007:235). In addition, self-administered questionnaires ensure privacy, questions 

are answered without the assistance of an interviewer and the respondents can either 

email them back or keep them for the surveyor to collect (de Leeuw, Hox & Dillman 

2008:135). 

4.6.1. Development of a questionnaire 
The questionnaire used in this study was developed based on the literature review. 

Alsyouf (2009:215) recommends that to guarantee a high degree of content and construct 

validity, the questionnaire can be developed based on the appropriate theory and the

literature review. The questionnaire consisted of a cover page, three sections and 53 

questions regarding respondents’ occupation, other general information, key success 

factors and the establishments’ current marketing information.

Section A: This section focused on the general information of respondents and of the 

establishment’s marketing. The questions in this section took two different forms, namely 

open-ended (unstructured) and closed-ended (structured) questions. 

Section B: This section covered the KSFs for marketing tourism establishments in 

Lesotho. Likert- scale type questions were used to determine the KSFs for marketing  

tourism establishments in Lesotho. Respondents were asked to rate the extent to which 

they implement the key success factors for marketing and to rate how important they 

perceive the key success factors are on a five-point Likert scale (1= to no extent at all and 

5= to a very large extent) and (1= not important at all and 5= very important). The purpose 

of using the Likert scale is that it offers a clear and unambiguous ordinal scale of 
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measurements. Secondly, the researcher can also use the same format for many different 

questions (Weathington, Cunningham & Pittenger 2012:191).  

Section C: This section focused on the current marketing of tourism establishments in 

Lesotho and suggestions of the respondents. 

4.6.2. Pretesting the questionnaire 
Pretesting is a method of checking that questions work as intended and are understood 

by those individuals who are likely to respond to them (Hilton 2015:1). As suggested by 

Murthy and Bhojanna (2088:120) pretesting is preferred before introducing a 

questionnaire to a large group for the main survey. For this study, pre-testing was carried 

out in June 2017 electronically via e-mail with 15 marketers of different tourism 

establishments in Lesotho to detect the flaws that might be present before conducting the 

main survey. Through the pretesting of the questionnaires there were errors that were 

identified such as spelling errors and unclear questions. The questionnaire was amended 

after pre-testing to make sure that all the questions are clear and understood by the 

respondents. 

4.6.3. Administration of the questionnaire 
Once the questionnaire is designed, pre-tested and amended, it can be used to collect 

data. This final stage is called administering the questionnaire (Saunders  et al.

2009:395). For the purpose of this study, the questionnaires were personally distributed 

by the researcher between June and July 2017 to marketing managers and managers of 

tourism establishments in Lesotho in the four regions, namely Leribe, Maseru, Mafeteng 

and Leribe using the face-to-face technique. The researcher made an appointment with 

managers or marketers before going to the establishment. The questionnaire took 10 

minutes to complete. All the questionnaires were completed, collected and numbered 

sequentially before data entry.
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4.7. DATA ANALYSIS 
After data were captured into Microsoft Excel, data were used in the statistical analysis.

Data analysis describes the techniques that were used to analyse the information 

obtained from the participants (Cuneen & Tobar 2015:13). Data analysis includes an 

examination of the raw data, an evaluation of their quality and reliability and the 
generation of reportable results (Saunders et al. 2009:618). Statistical analysis is 

performed after the data collection. The data analysis for this study was done in two 

phases. Phase 1 included descriptive statistics and Phase 2 consisted of the exploratory 

analysis. These phases are subsequently discussed.

4.7.1. Phase 1: descriptive statistics 
Data were analysed using descriptive statistics. As stated by Mustafa (2010:3) descriptive 

statistics provide numeric descriptions of trends, attitudes or opinions of a population. For 

this study, descriptive statistics such as mean (arithmetic average of the sample), mode 

(response most often given to the question) and standard deviation (the average distance 

of the distribution values) were used to summarise data on the key success factors for 

marketing tourism establishments in Lesotho.

Frequency tables were drawn for this study and from these data on the KSFS for 

marketing tourism establishments in Lesotho was presented in pie diagrams and bar 

graphs. Steinberg (2008:13) indicates that using frequency tables, the researcher could 

easily obtain an estimate of how many participants obtained specific scores as well as 

determining how many participants scored above and below that score. 

Frequency tables also present data in an organised manner that enable specific 

information to be efficiently retrieved (Steinberg 2008:13). Frequency table is a table that 

shows the different ways respondents answered a question (Zikmund & Babin 2007:399).

The captured data were then directed to statistical software, namely the Statistical 

Package for Social Sciences (SPSS) for analysis. SPSS is generally the most preferred 

data analysis software in social and management sciences (Hegde 2015:233). 
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4.7.2. Phase 2: Exploratory analysis  
Exploratory analysis is the study of empirical data to generate ideas and hypotheses (de 

Mast & Kemper 2009:367). Exploratory analysis uncovers complex patterns by exploring 

the dataset and testing predictions and is also used when a researcher wants to discover 

the number of factors influencing variables and to analyse which variables go together 

(Yong & Pearce 2013:79). The exploratory analysis for this study consisted of factor 

analysis, correlation analysis and t-tests. The purpose of using factor analysis was to 

summarise quantitative data on the KSFs for marketing tourism establishments in 

Lesotho so that relationships between variables and patterns can be easily interpreted 

and understood and to regroup variables into a limited set of clusters based on the 

variance.

4.7.2.1. Exploratory factor analysis (EFA) 
EFA is an analytical tool in educational research (Distefano, Zhu & Mindrila 2009:1). EFA 

may be used by researchers for reducing a large number of items from a questionnaire 

or survey instrument to a smaller number of components, uncovering latent dimensions 

underlying data set or examining what items have the strongest association with a given 

factor (Yong & Pearce 2013:79). In this study, factor analysis was carried out with 

principal component analysis and oblimin rotation with Kaiser-Meyer-Olkin (KMO), 

measure of sample adequacy, Bartlett’s test of sphericity and Cronbach’s Alpha Coefient.

According to Beavers, Lounsbury, Richards, Huck, Skolits and Esquivel (2013:4) the 

Kaiser-Meyer-Olkin Test of Sampling Adequacy (KMO) is a measure of the shared 

variance in the items. Bartlett’s Test provides evidence that the observed correlation 

matrix is statistically different from a singular matrix, confirming that linear combinations 
exist (Beavers et al. 2013:4). Cronbach’s alpha (α) is a measure of internal consistency 

which means the degree to which items in the scale measure the same underlying 

attribute or construct (Yang, Shen, Ho, Drew & Chan 2009:344). For this study, Factor 

analysis was used to determine the marketing-related aspects implemented by tourism 

establishments in Lesotho and to identify the KSFs for marketing tourism establishments

in Lesotho.
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4.7.2.2. Spearman Rank Order Correlations 
Spearman’s rank correlation coefficient is a nonparametric rank statistic proposed as a 

measure of the strength of the association between two variables (Hauke & Kossowski 

(2011:89). Spearman’s rank correlation coefficient also measures the similarity between 

two sets of rankings (Kou, Lu, Peng & Shi 2012:204). The correlation coefficient is always 

between +1 and -1 that determines whether two paired sets of data are related. The 

correlation closer to 1 indicates a positive linear relationship and the close to -1 indicates 

a negative linear relationship. When the correlation is close to zero there is no evidence 

of any relationship between the variables (Rumsey 2010:117). To examine the 

relationship among key success factors for this study, the spearman’s rank order 

correlation coefficients were calculated.  

4.7.2.3. T-test 
According to Evans and Rooney (2014:41) t-test is an evaluation of the difference 

between two means relative to the variability in the data. Turk, Uysal, Hammitt and Vask 
(2017:285) indicate that the ultimate goal of the t-test is to determine whether the 

discrepancy between two means is sufficiently large to be considered a real, true 

difference or whether it is more likely to be the product sampling error. This study used 

the t-test to determine whether there are significant differences between tourism 

establishments that have a marketing department and those establishments that do not 

have a marketing department in terms of the KSFs for marketing tourism establishments 

in Lesotho. 

4.8. CONCLUSION 
In conclusion, understanding the importance of research, judging the method by which 

data are collected, being aware of appropriate analysis, interpretation and being able to 

explain the methodology and communicating results to others is essential. The study 

employed a quantitative, descriptive survey design. 137 questionnaires were distributed 

personally by the researcher to collect the data from tourism establishment managers and 

marketing managers in Lesotho. 
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The questionnaires had both closed and open-ended questions and a five-point Likert 

scale was used. Permission was obtained from the Lesotho Tourism Development 

Corporation and Vaal University of Technology. A consent letter was written and attached 

to the questionnaire. Anonymity and confidentiality were ensured during data collection 

of the questionnaires and report writing.  

Pretesting of the questionnaire was done to check the errors and the questionnaires were 

amended accordingly. This chapter described the research methodology, including the 

design, population sample, data collection methods as well as ethical considerations. 

Chapter 5 will provide the results of the study. 
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CHAPTER 5: DATA ANALYSIS AND DISCUSSION 

5.1. INTRODUCTION 
This chapter presents and discusses the findings of the study for which a survey was 

conducted in Lesotho in Maseru, Lexie, Berea and Mafeteng. The chapter starts with the 

descriptive analysis including the biographic information of establishments as well as a 

description of the implementation and importance of various key success factors for 

marketing tourism establishments in Lesotho. This section is followed by the exploratory 

analysis in which the results of the factor analysis and correlation analysis will be 

presented. 

5.2. DESCRIPTIVE ANALYSIS 
In this section the descriptive analyses are performed. According to Ahmad (2008:145), 

the term descriptive statistics is a collective name for a number of statistical methods that 

are used to organise and summarise data in a meaningful way. 

5.2.1. Section A: Biographic information of respondents 
The biographic information of the respondents for this study is indicated below. 
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5.2.1.1. Position of the respondent in the establishment 
The respondents were asked to indicate which position they hold in the establishment. 

Figure 5.1: Position of the respondents 

Figure 5.1 presents the position of the respondents within the tourism establishment. The 

figure indicates that the majority of the respondents whom participated in the survey were 

managers (47%), followed by other employees such as receptionists and accountants in 

the establishment (44%). Only a few of the participants were marketing managers (9%). 

This shows that the respondents who participated in this study were qualified to answer 

the questionnaire used for the purpose of this study. 
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5.2.1.2. Origin markets of visitors to the establishments 
The purpose of this question was to determine the origin markets of the visitors to the 

establishments who participated in this study. 

Figure 5.2: Origin markets of visitors to the establishments 

Figure 5.2 shows the locality where the majority of visitors that are visiting the 

establishments come from. The statistics indicate that the majority of the visitors to the 

establishments are from internationally (46%), followed by national visitors (45%). A large 

segment of the market to the establishments included in this study thus originate from 

abroad. A local tourist is someone who wants to go beyond the tourist traps and wants to 

visit local attractions, shop at local boutiques, listen to local bands, view local art etc. 
National tourist is the tourist who travels within and outside the country. A regional 

tourist is a tourist visiting a region or province other than in which she/he has a normal 

residence but with a defined geographic region.
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5.2.1.3. Target markets of establishments 
The main target market of tourism establishments in Lesotho are shown in this section. 

Figure 5.3: The main target markets of establishments 

Figure 5.3 illustrates that the majority of the respondents’ main target market are business 

travellers (33%), followed by respondents who indicated that their main target are leisure 

travellers (27%). Only 18 percent of the respondents are targeting adventure travellers. It 
is thus clear that most tourism establishments target business travellers (Yiu et al. 

2015:321). 
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5.2.1.4. District in which the establishments are located 
This section classifies the districts in which the tourism establishments are situated.

Figure 5.4: District in which the establishments are located 

Figure 5.4 demonstrates that most of the tourism establishments are located in the 

Maseru district (67%), which is the capital city of Lesotho, followed by Mafeteng (15%) 

and Leribe (15%). Berea only had a few tourism establishments (3%) than other districts 

that participated in this study. It is evident from these results that Maseru has more 

establishments than other districts and Berea is the smaller than all the districts 
participated in this study (Yiu et al. 2015:322).
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5.2.1.5. Type of establishment 
This section determines the type of establishments that participated in the study. 

Figure 5.5: Type of establishment 

Figure 5.5 reports that most of the establishments who were part of the study were 

accommodation establishments (75%), followed by attractions (12%), travel agencies 

(6%) and car rentals (4%). A few tourism establishments indicated that they do not fall in 

any of the mentioned categories (2%) with airlines accounting for only 1 percent of the 

participants. Accommodation establishments thus account for a large part of the tourism 

industry in Lesotho (Yiu et al. 2015:322). 
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5.2.1.6. Establishments that have a marketing department 
The participants were asked to indicate whether they have a marketing department or not 

in this section. 

Figure 5.6: Establishments that have a marketing department 

Figure 5.6 depicts that 65 percent of the tourism establishments do not have a marketing 

department while 35 percent of the establishments have a marketing department. From 

these findings, it is obvious that most tourism establishments in Lesotho are marketed by 

general managers due to the lack of a marketing department.
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5.2.1.7. Advertising methods used by establishments 
The respondents were asked to indicate how they advertise their business in this section. 

Figure 5.7: Advertising methods used by establishments 

Figure 5.7 shows that most of the establishments use websites (26%) for advertising 

followed by word-of-mouth (21%) and media (20%). Other respondents (4%) specified 

that they use social media (Facebook), booking agencies, exhibitions, online media, travel 

agencies, sponsorship, tour operators and through community engagement. Website and 

word-of-mouth are considered the most useful advertising tools for tourism 

establishments in Lesotho.
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5.2.1.8. Length of existence of the establishments 
The following section highlights the responses of the respondents on how long their 

establishments have been in existence or in business. 

Figure 5.8: Tourism establishments’ length of existence 

As shown in Figure 5.8, the majority of the tourism establishments have been in existence 

for more than 10 years (51%) followed by the ones that have been in existence from 6 to 

10 years (20%) and from 3 to 5 years (20%). Only 4 percent of the establishments have 

been in existence for less than a year. With most tourism establishments being in 

business for more than 10 years, it can be assumed that respondents perform the 

necessary functions needed to succeed and grow their businesses. 
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5.2.2. Section B: Key success factors (KSFs) for marketing tourism establishments 
in Lesotho 

This section provides the results on the implementation and importance of different KSFs 

for marketing tourism establishments in Lesotho. 

5.2.2.1. Implementation of marketing-related factors by tourism establishments in 
Lesotho 

The respondents were asked to rate on a five-point Likert scale the extent to which they 

implement the factors for marketing tourism establishments in Lesotho as listed in Table 

5.1.  

Table 5.1 Tourism establishments’ implementation of marketing-related factors 

Factors
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Use market segmentation to 

determine the target market
42% 25% 4% 14% 15% 2.36 1.514

Effective market targeting 4% 24% 2% 27% 43% 3.79 1.334

Allocate a marketing budget for 

marketing activities
26% 26% 9% 16% 23% 2.83 1.542

Communicating with quests on 

a regular basis
4% 10% 1% 29% 56% 4.24 1.143

Collecting information about 

competitors and customers
23% 15% 3% 18% 41% 3.39 1.661

Determining and satisfying 

customer needs
2% 5% 1% 27% 65% 4.47 0.916
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Providing a product as 

advertised
2% 6% 23% 69% 4.51 0.932

Identifying and keep tracking of 

competitors
18% 12% 2% 24% 44% 3.65 1.56

Establish a positive 

organisational image
3% 3% 1% 27% 66% 4.51 0.892

Attend tourism shows and 

exhibitions
12% 18% 2% 20% 48% 3.76 1.498

Develop a competitive pricing 

strategy
9% 9% 4% 32% 46% 3.98 1.291

Choose the most effective 

distribution channels
21% 8% 9% 25% 37% 3.50 1.554

Compiling a marketing plan 24% 10% 4% 29% 33% 3.35 1.598

Set marketing objectives 12% 12% 6% 29% 41% 3.73 1.421

Determining whether 

marketing objectives have 

been met

10% 10% 7% 24% 49% 3.90 1.376

Create and sustain loyal 

customers
4% 8% 2% 21% 65% 4.37 1.091

Conducting market research 26% 16% 3% 21% 34% 3.23 1.654

Developing a marketing 

strategy
14% 12% 3% 28% 43% 3.72 1.468

Promote the establishment 10% 10% 4% 24% 52% 4.01 1.347

Monitoring segmentation 

strategies over time
28% 14% 8% 22% 28% 3.10 1.611

Hire and train the right people 

to deliver quality service to 

customers
11% 15% 3% 20% 51% 3.84 1.456

Predict market trends 14% 16% 10% 26% 34% 3.49 1.450

Do personal selling 10% 9% 7% 26% 48% 3.94 1.347
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Advertise the establishment 9% 9% 3% 23% 56% 4.08 1.322

Establish a public relations 

mechanism through which 

publicity is managed and 

controlled

38% 4% 12% 16% 30% 2.95 1.716

Deliver services promptly 7% 5% 1% 27% 60% 4.29 1.173

Effectively deal with customer 

complaints
3% 3% 1% 24% 69% 4.54 0.891

Review marketing activities 

against objectives
11% 8% 4% 32% 45% 3.91 1.342

Use direct marketing (e.g. mail, 

telephone, e-mail) 
3% 10% 3% 21% 63% 4.32 1.101

Communicate any new service 

developments to staff
2% 5% 1% 33% 59% 4.44 1.070

Generate feedback from 

customers about service 

delivery

4% 6% 2% 28% 60% 4.34 1.070

Monitor business environments 

regularly
2 4% 4% 31% 59% 4.40 0.921

Have clear marketing 

strategies for achieving 

marketing objectives

8% 10% 9% 28% 45% 3.93 1.286

Review the marketing plan 

regularly
17% 12% 7% 24% 40% 3.59 1.523

Measure and manage 

customer expectations
5% 10% 3% 30% 52% 4.15 1.175

Align marketing activities with 

organisation’s objectives
11% 10% 7% 24% 48% 3.90 1.384

Have a company website 15% 2% 2% 17% 64% 4.13 1.453
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Continuously improve service 

delivery
5% 4% 2% 25% 64% 4.39 1.073

Build long-term relationships 

with tourists
4% 4% 2% 23% 67% 4.46 0.981

Rely on "word-of-mouth" for 

marketing the establishment
19% 11% 2% 20% 48% 3.67 1.601

Be a visually attractive 

establishment
7% 5% 1% 27% 60% 4.30 1.153

Ensure that the 

establishment's facilities are in 

a good working condition

1% 4% 28% 67% 4.56 0.777

Be easily accessible in terms 

of transport, roads and signage
4% 4% 1% 19% 72% 4.54 0.965

Ensure that customers have 

easy access to information 

about the services offered by 

the establishment

1% 4% 23% 72% 4.61 0.770

Identify the distribution needs 

of suppliers
21% 7% 5% 21% 46% 3.61 1.606

From the mean values indicated in Table 5.1, it is evident that the tourism establishments 

implement some factors more frequently than other factors. These factors are 

summarised in Table 5.2. Table 5.1 also indicates factors that are not implemented  

include: market segmentaion to determine the target market (M = 2.36; SD = 1.514), 

allocating a marketing budget for marketing activities (M =2.83 ; SD = 1.542), collecting 

information about competitors and customers (M=3.39; SD=1.661), monitoring 

segmentation strategies over time (M=3.10; SD=1.611).  
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Table 5.2: A summary of the most frequently implemented marketing-related 
factors by tourism establishments in Lesotho 

Factors implemented most frequently by establishments Mean
Standard 
deviation

Be easily accessible in terms of transport, roads and signage. 4.54 0.965

Build long-term relationships with tourists 4.46 0.981

Effectively deal with customer complaints. 4.51 0.891

Provide a product as advertised 4.51 0.932

Ensure that customers have easy access to information about 

the services offered by the establishment
4.61 0.770

Table 5.2 indicates that factors that are implemented to a very large extend by the 

establishments. These factors include: ensuring an accessible establishment in terms of 

transport, roads and signage (M = 4.54; SD = 0.965), ensuring that customers have easy 

access to information about the services offered by the establishment (M = 4. 61; SD = 

0.770), providing a product as advertised (M=4. 51; SD=0.932), dealing effectively with 

customer complaints as well as building long-term relationships with tourists (M=4, 51; 

SD=0.981).  

5.2.2.2. Importance of factors for marketing  tourism establishments in Lesotho 
Within this section, the respondents were asked to rate the importance of factors for 

marketing tourism establishments in Lesotho as indicated in the Table 5.3. 
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Table 5.3: Importance of factors for marketing  tourism establishments in Lesotho 

Factors
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Use market segmentation to 

determine the target market
10% 3% 6% 25% 56% 4.16 1.256

Effective market targeting 2% 4% 23% 71% 4.64 0.640

Allocate a marketing budget for 

marketing activities
1% 2% 29% 68% 4.66 0.548

Communicate-ng with quests 

on a regular basis
1% 18% 81% 4.79 0.508

Collecting information about 

competitors and customers
2% 2% 21% 75% 4.69 0.615

Determining and satisfying 

customer needs
1% 1% 15% 83% 4.81 0.460

Providing a product as 

advertised
2% 1% 21% 76% 4.73 0.549

Identify and keep track of 

competitors
2% 4% 23% 71% 4.62 0.678

Establish a positive 

organisational image
1% 1% 13% 85% 4.83 0.448

Attend tourism shows and 

exhibitions
2% 1% 24% 73% 4.68 0.607

Develop a competitive pricing

strategy
2% 2% 26% 70% 4.61 0.733

Choose the most effective 

distribution channels
1% 1% 4% 25% 69% 4.62 0.666
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Compiling a marketing plan 2% 4% 24% 70% 4.64 0.629

Set marketing objectives 1% 4% 22% 73% 4.68 0.585

Determining whether 

marketing objectives have 

been met

2% 5% 21% 72% 4.64 0.652

Create and sustain loyal 

customers
2% 16% 82% 4.81 0.432

Conducting market research 2% 2% 2% 21% 74% 4.68 0.652

Developing a marketing 

strategy
14% 12% 4% 28% 42% 4.70 0.638

Promote the establishment 2% 17% 81% 4.79 0.461

Monitoring segmentation 

strategies overtime
2% 10% 25% 63% 4.51 0.730

Hire and train the right people 

to deliver quality service to 

customers

1% 1% 20% 78% 4.75 0.516

Predict market trends 1% 6% 26% 67% 4.60 0.635

Do personal selling 2% 2% 4% 23% 69%
4.55

0.833

Advertise the establishment 1% 2% 17% 80% 4.78 0.499

Establish a public relations 

mechanism through which 

publicity is managed and 

controlled

2% 1% 7% 20% 70% 4.55 0.833

Deliver services promptly 1% 1% 16% 82% 4.80 0.470

Effectively deal with customer 

complaints
18% 82% 4.82 0.385

Review marketing activities 

against objectives
1% 4% 28% 67% 4.61 0.609
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Use direct marketing (e.g. mail, 

telephone, e-mail)
1% 1% 4% 20% 74% 4.66 0.667

Communicate any new service 

developments to staff
1% 22% 77% 4.77 0.442

Generate feedback from 

customers about service 

delivery

2% 1% 17% 80% 4.77 0.530

Monitor business environments 

regularly
1% 2% 20% 77% 4.73 0.537

Have clear marketing 

strategies for achieving 

marketing objectives

2% 4% 28% 66% 4.60 0.636

Review the marketing plan 

regularly
1% 5% 23% 71% 4.64 0.617

Measure and manage 

customer expectations
1% 1% 1% 22% 75% 4.72 0.593

Align marketing activities with 

organisation’s objectives
1% 3% 24.% 72% 4.68 0.569

Have a company website 1% 15% 84% 4.83 0.394

Continuously improve service 

delivery
1% 1% 21% 77% 4.75 0.498

Build long-term relationships 

with tourists
1% 15% 84% 4.83 0.394

Rely on "word-of-mouth" for 

marketing the establishment
2% 2% 2% 28% 66% 4.56 0.771

Be a visually attractive 

establishment
2% 15% 83% 4.81 0.495

Ensure that the 

establishment's facilities are in 

a good working condition

15% 85% 4.85 0.362
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Be easily accessible in terms 

of transport, roads and signage
1% 12% 87% 4.85 0.413

Ensure that customers have 

easy access to information 

about the services offered by 

the establishment

1% 14% 85% 4.84 0.425

Identify the distribution needs 

of suppliers
2% 4% 20% 74% 4.69 0.615

Table 5.4 summarises the most important factors for marketing  tourism establishments 

in Lesotho as derived from Table 5.3. 

Table 5.4: A summary of the most important factors for marketing tourism 
establishments in Lesotho 

KSFs Mean
Standard 
deviation

Be easily accessible in terms of transport, roads and 

signage
4.85 0.413

Ensure that the establishment's facilities are in a good 

working condition
4.85 0.362

Ensure that customers have easy access to information 

about the services offered by the establishment
4.84 0,425

Establish a positive organisational image 4.83 0.448

Have a company website 4.83 0.394

As indicated in Table 5.4, the factors perceived as very important by the establishments 

include the establishment being easily accessible in terms of transport, roads and signage 

(M = 4.85; SD = 0.413), followed by ensuring that the establishment's facilities are in a 

good working condition (M = 4.85; SD = 0.362), ensuring that customers have easy 

access to information about the services offered by the establishment (M = 4.84; SD = 
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0.425), establishing a positive organisational image (M = 4.83; SD = 0.448) and having a 

company website (M = 4.83; SD = 0.394).  

5.2.3. Section C: Establishments marketing information 
This section summarises the current marketing information of establishments in Lesotho. 

Figure 5.9 shows the seasons in which the establishments market to the travellers. 

5.2.3.1. Establishments marketing information 
This section shows the seasons in which the establishments market to the travellers. 

Figure 5.9: Marketing cycle 

As indicated in Figure 5.9, the majority of establishments market themselves during both 

peak seasons and off-peak seasons (90%). Only a few establishments market 

themselves during the peak seasons only (10%). In marketing during both peak seasons 

Peak 
seasons 

only
10%

Both peak 
season and off 
peak seasons 

only
90%
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and off-peak seasons, it can be anticipated that seasonal marketers are able to expand 

their businesses. 

5.2.3.2. Marketing at tourism-related events 
Respondents were asked to indicate how often they market their products at the tourism 

related events in this section. 

Figure 5.10: Marketing at tourism-related events 

Most of the respondents’ state that they market at the tourism related events once a year 

(29%). 27 percent of the respondents market more than twice a year; whereas, other 

respondents (24%) market twice a year at the tourism-related events(Figure 5.10). 

Twenty percent of the respondents never market at the tourism-related events. It can be 

seen that a few respondents (20%) are not interested in marketing at tourism events and 

that a number of them attend tourism-related trade shows and exhibition events once a 

year.  

Never 
20%

Once a year 
29%Twice a year

24%

More than two 
times a year 

27%
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5.2.3.3. Conducting marketing research 
In this section the respondents were asked to indicate how often they conduct marketing 

research. 

Figure 5.11: Conducting marketing research 

Figure 5.11 indicates that the majority (32%) of the respondents never conduct marketing 

research. Some respondents state that they conduct marketing research monthly (22%) 

followed by the ones that conduct marketing research occasionally (18%). From this 

discussion it can be realised that tourism establishments in Lesotho hardly ever conduct 

marketing research. It is important for the establishments to conduct marketing research 

in order to establish clear goals for the market research activity that will be undertaken, 

including developing a strategy and selecting techniques that will be used to gather data 

by conducting customers and their competitor surveys.

Never
32%

Occassionaly 
(less than one a 

year)
18%

Monthly
22%

Annually
16%

Not Sure
12%
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5.2.3.4. Challenges faced by establishments 
This section highlights the challenges faced by the establishments. 

Figure 5.12: Challenges faced by tourism establishments 

The majority of the respondents report that they have insufficient marketing budget (23%), 

followed by the respondents who cannot identify and keep track of new technology (19%) 

and establishments that cannot manage visitor demand (15%). Other respondents 

specified challenges such as political instability (1%) and unpaying customers (1%). 

These findings indicate that the biggest difficulty faced by tourism establishments in 

Lesotho is lack of enough funds for marketing (Figure 5.12). 

5.2.3.5. Establishments differentiation aspects 
The respondents were requested to indicate how they differ from their competitors in this 

section. 
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Figure 5.13: Establishments differentiation aspects 

Figure 5.13 shows that 32 percent of establishments differ from other establishments by 

offering quality service followed by the establishments that use branding to create a 

unique image (25%), design or style of products/services (21%) and the establishments 

that develop a competitive pricing strategy (14%). It can be seen that majority of the 

establishments differ from their rivals by providing quality services to their customers 
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5.2.3.6. Keeping in touch with customers 
In this section the respondents show how they keep in touch with their customers. 

Figure 5.14: Keeping in touch with customers 

Figure 5.14 indicates that 60 percent of the respondents keep in touch with their 

customers using direct mail or telephone calls while 27 percent use social media 

(Facebook/ Twitter) and 12 percent follow up with surveys. Other establishments 

specified that they keep in touch with their customers by getting the feedback from their 

website (1%) and reviews from the booking agents (1%). As shown by these results, 

numerous establishments consider direct mail or telephone calls as strategic tools for 

communicating with their customers. 
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5.2.3.7. Methods for keeping track of competitors  
This section specifies how the respondents keep track of their competitors. 

Figure 5.15 Methods for keeping track of competitors 

Figure 5.15 reports that most of the respondents keep track of their competitors at the 

conferences (34%). 20 percent of the respondents analyse customer reviews (20%), 

while others conduct competitor surveys (19%) and by visiting or buying from their 

competitors. One respondent seemed to be non-competitive (1%) and 7 percent use 

social media. These findings reveal that various respondents follow their rivals at the 

business conferences. 

5.2.3.8. Summary of respondents’ comments 
This section comprises of the recommendations and the comments made by the 

respondents during the survey. 
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Table 5.5: Respondent’s comments

Comments Percent

International marketing by LTDC (such as big channel e.g. BBC). 1%

A good research but just based on quantitative analysis only, nowhere to 

specify our views.
1%

Demand analysis- another key success factor in tourism marketing. 1%

Development of tourism scenic spots, old and new ones can aid in the 

growth of our tourism industry.
1%

I like this study, it can improve our marketing if implemented. 1%

I suggest that LTDC visit all the tourism establishments to check their 

image and how they are operating.
1%

I would like to suggest that tourism shows, and exhibitions be made on 

weekends to accommodate all the establishment.
1%

Information updates on our website and market on social media. 1%

It is very important to hire staff with experience in the marketing field in 

tourism and hospitality so as to have necessary skills and ultimately 

improve marketing in tourism establishments in Lesotho, or otherwise train 

the existing staff to equip them with competences.

1%

Lack of marketing budget to supplement marketing activities and regular 

meetings for strategic marketing implementation.
1%

LTDC should market Lesotho tourism destinations in major international 

channels like or such as CNN.
1%

Need effective marketing. 3%

Political instability affects our business because visitors are afraid to visit 

us, our roads infrastructure is not good, and we also need effective 

marketing.

1%

There is always room for improvements at our establishment we strive for 

excellence, we shall keep improving on the state of our service provisions
1%

This study is very important and interesting. 1%

We are different from our competitors, for us every minute count. 1%
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We lack staff training and technology. 1%

We need tourist information centers and effective marketing. 1%

We want our company to be a global company by being the best tourism 

establishment ever in the world.
1%

Your research has helped our establishment to introspect and we are 

certain, we will reach higher heights.
1%

We need tourist information centers and effective marketing. 1%

Table 5.5 represents respondents’ comments concerning the marketing of tourism 

establishments. Many respondents point out that they need effective marketing to reach 

potential customers, to make them aware of their products and to persuade them to buy 

them. It can also be recommended that the above comments such as staff training, tourist 

information centres and marketing budgets be implemented to enable the establishments 

to market effectively. 

5.3. EXPLORATORY RESULTS
Exploratory data analysis is an approach to analysing data (de Mast & Kemper 2009:366).

This section presents the exploratory analysis wherein the results of the factor analysis 

and correlation analysis of marketing-related aspects and KSFs are discussed. 

5.3.1. Factor analysis 
Factor analysis is a set of statistical procedures designed to determine the number of 

distinct constructs needed to account for the pattern of correlations among a set of 

measures (Fabrigar & Wegener 2012:3). In this study, factor analysis was used to extract 

new variables, which are called factors. Factor analysis was used to determine the 

marketing-related aspects implemented by tourism establishments in Lesotho and to 

identify the KSFs for marketing tourism establishments in Lesotho. This will be 

subsequently discussed.  
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5.3.1.1. Marketing-related factors implemented by tourism establishments in 
Lesotho 

A principal component analysis with oblimin rotation was performed to determine the 

factors that are implemented by the tourism establishments in Lesotho. Six factors were 

identified (Table 5.6) from 45 aspects and were labelled according to their similar 

characteristics. All six factors accounted for 53 percent of variance. A variance higher 

than 50 percent is acceptable (Field 2013:194); therefore, the 53 percent variance for 

these factors was found acceptable. The factors were labelled as follows: conduct 

thorough marketing planning, enhance customer relationship through effective 

communication, advertise the establishment, manage customer satisfaction, manage 

customer loyalty and monitor business environments. In order to label the factors, the 

pattern matrix was used. Reliability coefficients (Cronbach’s alpha) were computed to 

verify the consistency of aspects with each factor. Values above 0.7 are considered 

satisfactory, above 0.5 will suffice (Pallant 2010:100; Field 2013:709). Reliability 

coefficients for the factors ranged between 0.171 (the lowest) and 0.877 (the highest). 

According to Malhotra (2010:319), the suggested cut-off point for Cronbach’s alpha 

coefficients is 0.6. The Cronbach’s alpha for factor 6 was thus below (0.171) the 

suggested cut-off points and, therefore, the items for factor 6 were reported separately in 

future analysis. All eigen values o factor six were higher than 1.0 which is acceptable. 

After removing the factor 6 the analysis was recalculated. All coefficients below 0.3 were 

suppressed. 

Table 5.6: Marketing-related aspects implemented by tourism establishments in 
Lesotho 

Key success factors that are implemented by 
tourism establishments in Lesotho 

(SCALE A) Fa
ct

or
 

lo
ad

in
gs

M
ea

n 
va

lu
e

C
ro

nb
ac

h'
s 

A
lp

ha

In
te

r-
ite

m
 

C
or

re
la

tio
n

Factor 1: Conduct thorough marketing 
planning

3.48 0.877 0.421

Review the marketing plan regularly 0.755
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Have clear marketing strategies for achieving 

marketing objectives 
0.743

Identify and keep track of competitors 0.679

Review marketing activities against objectives 0.676

Conducting marketing research 0.649

Choose the most effective distribution channels 0.614

Developing a marketing strategy 0.540

Allocate a marketing budget for marketing 

activities
0.529

Compiling a marketing plan 0.502

Monitoring segmentation strategies overtime 0.479

Factor 2: Enhance customer relationship 
through effective communication

4.26 0.833 0.294

Collecting information about competitors and 

customers 
0.260

Align marketing activities with organisations 

objectives 
0.313

Determining and satisfying customer’s needs 0.744

Effectively deal with customer complaints 0.660

Establish a positive organisational image 0.645

Communicating with guests on a regular basis 0.599

Build long-term relationships with tourists 0.561

Communicate any new service developments to 

staff
0.517

Generate feedback from customers about 

service delivery 
0.435

Ensure that customers have easy access to 

information about the service offered by the 

establishment 

0.433

Effective market targeting -0.274
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Advertise the establishment -0.457

Providing product as advertised -0.440

Factor 3: Advertise the establishment 4.04 0.650 0.276
Continuously improve service delivery 0.597

Have a company website 0.584

Identify the distribution needs of suppliers 0.498

Providing a product as advertised -0.440

Attend tourism shows and exhibitions 0.425

Be a visually attractive establishment 0.399

Factor 4: Manage customer satisfaction 3.99 0.806 0.286
Hire and train the right people to deliver quality 

service to customers 
0.715

Deliver service promptly 0.700

Set marketing objectives 0.576

Determining whether marketing objectives have 

been met 
0.513

Do personal selling 0.505

Develop a competitive pricing strategy 0.417

Measure and manage customer’s expectations 0.402

Predict market trends 0.354

Promote the establishment 0.339

Be easily accessible in terms of transport, roads 

and signage 
0.303

Factor 5: Manage customer loyalty 4.02 0.578 0.329
Rely on word of mouth for marketing the 

establishment 
0.749

Create and sustain loyal customers 0.566

Use direct marketing (e.g. mail, telephone, e-

mail)
-0.537

Factor 6: Monitor the business environment 0.171 0.041



144 

Monitor business environments regular -0.531

Use market segmentation to determine the 

target market
0.471

Establish a public relations mechanism through 

which publicity is managed and controlled 
0.455

Total variance explained 53%

5.3.1.1.1. Factor 1: Conduct thorough marketing planning 
This factor consisted of 10 items including review the marketing plan regularly, have clear 

marketing strategies for achieving marketing objectives, identify and keep track of 

competitors, review marketing activities against objectives, conduct market research, 

choose the most effective distribution channels, develop a marketing strategy, allocate a 

marketing budget for marketing activities, compile a marketing plan and monitor 

segmentation strategies over time. A marketing plan serves as a road map for 

implementing marketing strategy. It also provides the specifics regarding the allocation of 

resources and it includes marketing tasks, responsibilities of individuals and timing of all 

marketing activities (Ferrell & Hartline 2014:30). The mean value for this factor was 3.48, 

the average inter-item correlation was 0.421 and the Cronbach’s alpha was 0.877.

5.3.1.1.2. Factor 2: Enhance customer relationships through effective 
communication 

This factor consisted of 13 items such as collecting information about competitors and 

customers, align marketing activities with organisation's objectives, determining and 

satisfying customer needs, effectively deal with customer complaints, establish a positive 

organisational image, communicating with guests on a regular basis, build long-term 

relationships with tourists, communicate any new service developments to staff, generate 

feedback from customers about service delivery and ensure that customers have easy 

access to information about the services offered by the establishment, effective market 

targeting, advertise the establishment and providing product as advertised.
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The literature considers this factor as one of the key goals of marketing for building and 

sustaining a strong customer relationship, keeping and winning customers (Palmatier, 

Jarvis, Bechkoff & Kardes 2009:2; Alrubaiee & Nazer 2010:157). Many researchers 

indicate that by building relationships with customers, tourism establishments can gain 

quality sources of marketing intelligence for better planning of marketing strategy (Ndubisi 

2007:98; Keramati, Mehrabi & Mojir 2010:1170; Johnson, Clark & Barczak 2012:1094). 

The mean value for this factor was 4.26, the average inter-item correlation 0.294 and the 

Cronbach’s alpha was 0.833.

5.3.1.1.3. Factor 3: Advertise the establishment 
This factor consisted of six items such as have a company website, identify the distribution 

needs of suppliers, providing a product as advertised, continuously improve service 

delivery, attend tourism shows and exhibitions and be a visually attractive establishment. 

Advertising is the means of providing the most persuasive possible selling messages to 

the right prospects at the lowest possible cost (Chole, Kapse & Deshmukh 2012:118).

The role of advertising in tourism and hospitality is to sell more product or services to 

achieve a higher price that tourists are willing to pay than would be obtained in the 

absence of advertising (Percy & Elliot 2016:5). This factor had the mean value of 4.04, 

the average inter-item correlation was 0.276 and the Cronbach’s alpha 0.650. 

5.3.1.1.4. Factor 4: Manage customer satisfaction  
This factor comprised of 10 items such as hire and train the right people to deliver quality 

service to customers, deliver services promptly, set marketing objectives, determine 

whether marketing objectives have been met, do personal selling, develop a competitive 

pricing strategy, measure and manage customer expectations, predict market trends, be 

easily accessible in terms of transport, roads and signage and promote the establishment.

Satisfaction is an evaluation of a marketing offering involving a comparison of benefits 

actually received with the benefits expected before purchase and use (Churchill et al. 

2010:182). Other studies have found that tourist satisfaction can create long-term benefits 

for tourism establishments, including tourist loyalty, their willingness to recommend an 



146 

establishment to other tourists and sustained profitability (Ryu, Han & Kim 2008:462; Chi 

& Gursoy 2009:245; Liu & Jang 2009:338; Hu, Kandampully & Juwaheer 2009:115). This 

factor had the mean value of 3.99, the average inter-item correlation 2.86 and the 

Cronbach’s alpha was 0.806.

5.3.1.1.5. Factor 5: Manage customer loyalty 
This factor contained three items, namely rely on word-of-mouth for marketing the 

establishment, create and sustain loyal customers and use direct marketing (e.g. mail, 

telephone-mail). Authors such as Han and Ryu (2009:492), Chang et al. (2009:427) and 

Bodet (2008:157) recognise that loyalty is a consequence of a consistent repeat purchase 

of a particular product or service as well as a favourable attitude. This factor had the mean 

value of 4.02, the average inter-item correlation was 0.329 and the Cronbach’s alpha was 

0.578. It can thus be concluded that marketing-related aspects that are implemented by 

tourism establishments in Lesotho are: conduct thorough marketing planning, enhance 

customer relationship through effective communication, advertise the establishment, 

manage customer satisfaction and manage customer loyalty.

5.3.2. The KSFs for marketing  tourism establishments in Lesotho 
The principal component analysis with oblimin rotation was performed to determine the 

factors that are found important by the tourism establishment. Ten factors were identified 

from 45 aspects and were labelled according to their similar characteristics. All 10 factors 

accounted for 71 percent of the total variance, which is acceptable (Nardone, Matassino 

& Gibon 2006:104). These factors included conduct thorough marketing planning, 

enhance the attractiveness of the tourism establishment, effectively advertise the 

establishment, ensure the accessibility of the tourism establishment, perform strategic 

marketing management to improve tourist satisfaction, conduct marketing research, 

manage service quality, effectively communicate with staff and tourists, promote the 

tourism establishment through different marketing mediums and achieve tourist loyalty. 

In order to label the factors, the pattern matrix was used. Reliability coefficients ranged 

between 0.677 (the lowest) and 0.880 (the highest), which are deemed acceptable (Table 

5.7). 
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Table 5.7: KSFs for marketing  tourism establishments in Lesotho 

Factors that are perceived important by 
tourism establishments in Lesotho
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Factor 1: Conduct thorough marketing 
planning

4.62 0.880 0.524

Review marketing activities against objectives 0.645

Determining whether marketing objectives have 

been met 
0.527

Have clear marketing strategies for achieving 

marketing objectives 
0.506

Monitoring segmentation strategies overtime 0.504

Conducting market research 0.499

Establish a public relations mechanism through 

which publicity is managed and controlled 
0.472

Review the marketing plan regularly 0.375

Factor 2: Enhance the attractiveness of the 
tourism establishment 

4.75 0.681 0.529

Be a visually attractive establishment -0.755

Identify the distribution needs of suppliers -0.741

Factor 3: Effectively advertise the tourism 
establishment

4.67 0.820 0.433

Providing a product as advertised -0.799

Develop a competitive pricing strategy -0.545

Identify and keep track of competitors -0.526

Choose the most effective distribution channels -0.496

Effective market targeting -0.459

Advertise the establishment -0.383
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Factor 4: Ensure accessibility of the tourism 
establishment

4.84 0.722 0.472

Establish a positive organisational image 0.303

Be easily accessible in terms of transport, roads 

and signage 
0.873

Ensure that customers have easy access to 

information about the services offered by the 

establishment 

0.760

Factor 5: Perform strategic marketing 
management to improve tourist satisfaction

4.72 0.864 0.479

Ensure that the establishment’s facilities are in a 

good working conditions 
0.292

Measure and manage customer expectations 0.800

Use direct marketing (e.g. mail, telephone, e-

mail) 
0.705

Generate feedback from customers about 

service delivery 
0.636

Monitor business environments regularly 0.516

Align marketing activities with organisation’s 

objectives 
0.435

Developing a marketing strategy 0.396

Factor 6: Conduct marketing research 4.68 0.677 0.515
Collecting information about competitors and 

customers 
0.896

Allocate a marketing budget for marketing 

activities 
0.482

Factor 7: Manage service quality 4.79 0.764 0.457
Hire and train the right people to deliver quality 

service to customers 
0.320

Build long term relationships with tourists 0.770
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Have a company website 0.752

Continuously improve service delivery 0.579

Factor 8: Effectively communicate with staff 
and tourists

4.81 0.794 0.445

Communicate any new service developments to 

self 
0.381

Deliver service promptly 0.353

Communicating with guests on a regular basis 0.741

Determining and satisfying customer needs 0.631

Effectively deals with customers complaints 0.413

Factor 9: Promote the tourism establishment 
through different marketing mediums

4.53 0.745 0.375

Rely on “word of mouth“ for marketing the 

establishment 
0.657

Promote the establishment 0.594

Predict market trends 0.541

Do personal selling 0.440

Attend tourism shows and exhibitions 0.364

Factor 10: Achieve tourist loyalty 4.70 0.759 0.506
Create and sustain loyal customers -0.824

Set marketing objectives -0.509

Compiling a marketing plan -0.509

Total Variance 71%

5.3.2.1. Factor 1: Conduct thorough marketing planning 
Marketing plan is a written document that outlines how managers perceive their own 

position in their markets relative to their competitors, what objectives they want to 

achieve, how they intend to achieve them, what resources are required and with what 

results (Meldrum & McDonald 2007:252). This factor includes seven items: effective 

market targeting, determining whether marketing objectives have been met, have clear 

marketing strategies for achieving marketing objectives, monitoring segmentation 
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strategies overtime, conducting market research, establish a public relations mechanism 

through which publicity is managed and controlled and reviewing the marketing plan 

regularly. This factor had the mean value of 4.62, the average inter-item correlation 0.524 

and the Cronbach’s alpha was 0.880.

5.3.2.2. Factor 2: Enhance the attractiveness of the tourism establishment
Tourism establishment’s attractiveness is defined as the sum of feelings and perceptions 

a tourist develops towards the attributes of a specific establishment and has the power to 

influence the tourist’s perception of quality, satisfaction and willingness to return or 

recommend the establishment (Pallavicini 2017:17). From the given definition, it can be 

concluded that an establishment’s attractiveness plays a major role in the choice of the 

establishment and the ability to use it can enhance the competitiveness of the 

establishment’s facilities. This factor comprises two items, namely identifying the 

distribution needs of suppliers and be a visually attractive establishment and had the 

mean value of 4.75, the average inter-item correlation was 0.529 and Cronbach’s alpha 

was 0.681.

5.3.2.3. Factor 3: Effectively advertise the establishment 
Meldrum and McDonald (2007:252) define advertising as any paid form of non-personal 
presentation in measured media by an identifiable sponsor. Jolibert et al. (2012:244) 

found that the purpose of advertising is to create value in the consumer’s minds. This 

factor consists of six items, namely providing a product as advertised, develop a 

competitive pricing strategy, identify and keep track of competitors, choose the most 

effective distribution channels, effective market targeting and advertise the establishment. 

This factor had the mean value of 4.67, the average inter-item correlation 0.433 and the 

Cronbach’s alpha was 0.820.

5.3.2.4. Factor 4: Ensure the accessibility of the tourism establishment 
This factor contains three items: establish a positive organisational image, be easily 

accessible in terms of transport, roads and signage and ensure that customers have easy 

access to information about the services offered by the establishment. Shonk and 
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Chelladurai (2008:592) define accessibility as the ease with which a tourist can reach the 

geographic location where the tourism services and products are provided. Therefore, 

Khadaroo and Seetanah (2008:832) claim that  tourism establishments should be easy 

to get to and around because if the ability of tourists to travel to preferred establishment 

is not easy, the likelihood that they will seek alternative tourism establishments may 

increase. This factor had the mean value of 4.84, the average inter-item correlation was 

0.472 and the Cronbach’s alpha was 0.722.

5.3.2.5. Factor 5: Perform strategic marketing management to improve tourist 
satisfaction 

This factor entails seven items, namely ensure that the establishment’s facilities are in a 

good working condition, measure and manage customer expectations, use direct 

marketing (e.g. mail, telephone, e-mail), generate feedback from customers about service 

delivery, monitor business environments regularly, align marketing activities with 

organisation’s objectives and developing a marketing strategy. Marketing strategy is a 

plan for pursuing the establishment’s objective or how the establishment is going to obtain 

its marketing goals within a specific market segment (Moghaddam & Foroughi 2012:20). 

A Marketing strategy is a roadmap of how an establishment assigns its resource and 

relates to its environment and achieves a corporate objective in order to generate 

economic value and keep the establishment ahead of its competitors (Moghaddam & 

Foroughi 2012:20). This factor had the mean value of 4.72, the average inter-item 

correlation 0.479 and the Cronbach’s alpha 0.864.

5.3.2.6. Factor 6: Conduct marketing research 
Marketing research is considered a function that links the consumer to the marketer 

through information, which is used to identify and define marketing problems; generate, 

refine, and evaluate marketing actions; monitor marketing performance and improve 
understanding of marketing as a process (Churchill  et al. 2010:5). This factor contains 

two items, namely collecting information about competitors and customers and allocating 

a marketing budget for marketing activities. This factor had the mean value of 4.68, 

Cronbach’s alpha was 0.677 and the average inter-item correlation was 0.515.
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5.3.2.7. Factor 7: Manage service quality 
This factor contains four items: hire and train the right people to deliver quality services 

to customers, build long-term relationships with tourists, have a company website and 

continuously improve service delivery. Service quality is customer’s long-term evaluation 

of tourism establishments’ service delivery. Tourism is a service industry that is influenced 

by the quality of services provided (Shonk & Chelladurai 2008:592). Thus, it is necessary 

for tourism establishments to deliver and maintain their services (Narayan, Rajendran & 

Sai 2008:470). This factor had the mean value of 4.79, the average inter-item correlation 

0.457 and the Cronbach’s alpha was 0.764.

5.3.2.8. Factor 8: Effectively communicate with staff and tourists 
Getting the right messages to the right people is one of the most important factors in 

determining the success of the tourism industry (McCabe 2012:2). Therefore, 

communication is defined as the means by which human beings coordinate actions, 

create relationships and maintain organisations (Putnam & Nicotera 2009:1). This factor 

comprises of five items, namely communicate any new service developments to staff, 

deliver services promptly, communicate with guests on a regular basis, determining and 

satisfying customer needs and effectively dealing with customer complaints. This factor 

had the mean value of 4.81, the average inter-item correlation 0.445 and the Cronbach’s 

alpha was 0.794.

5.3.2.9. Factor 9: Promote the tourism establishment through different marketing 
mediums 

This factor encompasses five items, namely rely on word of mouth for marketing the 

establishment, promote the establishment, predict market trends, do personal selling and 

attend tourism shows and exhibitions. Tourism promotion means trying to encourage the 

actual and potential tourists to travel to a destination through the spreading of information 

and the main purpose of promotion is to have an immediate impact on tourists’ purchase 

behaviour (Liao, Shen & Chu 2009:279). Pereira and Almeida (2014:93) suggest that 

promotion should define a set of actions for internal and external communication that can 

be put into practice by allowing tourism establishment’s diversified messages with the aim 
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of showing and raising awareness of the establishment, its products and services with 

ultimate goal of causing tourists’ consumer desire. This factor had the mean value of 4.53, 

the average inter-item correlation was 0.745 and the Cronbach’s alpha was 0.375. 

5.3.2.10. Factor 10: Achieve tourist loyalty 
Tourist loyalty is the tendency of a tourist to be a repeat visitor to a particular destination 

and to recommend this destination to others (Frangos, Karapistolis, Stalidis, 

Constantinos, Sotiropoulos & Manolopoulos 2015:33). As it is realised from the definition, 

a loyal tourist is a tourist who repurchases from the same establishment whenever 

possible and who continues to recommend or maintain a positive attitude towards the 

establishment. This factor consisted of three items: create and sustain loyal customers, 

set marketing objectives and compile a marketing plan. This factor had the mean value 

of 4.70, the average inter-item correlation 0.506 and the Cronbach’s alpha was 0.759.

From the above it is clear that the following factors are important in ensuring the success 

of marketing tourism establishments in Lesotho: conduct thorough marketing planning, 

enhance the attractiveness of the tourism establishment, effectively advertise the 

establishment, ensure the accessibility of the tourism establishment, perform strategic 

marketing management to improve tourist satisfaction, conduct marketing research, 

manage service quality, effectively communicate with staff and tourists, promote the 

tourism establishment through different marketing mediums and achieve tourist loyalty.

5.4. COMPARISONS FOR MARKETING-RELATED ASPECTS AND KSFs IN TERMS 
OF MARKETING TOURISM ESTABLISHMENTS IN LESOTHO 

The purpose of this section was to determine significant statistical differences between 

the following: 

 Marketing-related aspects implemented by tourism establishments in Lesotho and 

presence of a marketing department, duration of establishment’s existence, district 

of establishment and sector of establishment. 
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 KSFs regarded as important by tourism establishments in Lesotho and presence of 

a marketing department, duration of establishment’s existence, district of 

establishment and sector of establishment. 

 Marketing-related aspects implemented by tourism establishments respectively. 

 KSFs regarded as important by tourism establishments respectively. 

 Marketing-related aspects implemented by tourism establishments and KSFs 

regarded as important by tourism establishments in Lesotho. 

The above mentioned are analysed and discussed below. 

5.4.1. T-tests for comparing tourism establishments with regards to the presence 
of a marketing department 

A t-test is defined by Kremelberg (2011:10) as the evaluation of the difference between 

two groups in terms their mean values. Evans and Ronney (2014:41) indicate that if the 
research involves comparing means from two groups, the t-test may be the appropriate 

test of significance. For the purpose of this study, a t-test was used to compare the 

establishments that have a marketing department as opposed to those establishments 

without marketing departments in terms of the following: the implementation of marketing-

related aspects (Table 5.8) as well as in terms of the KSFs for marketing tourism 

establishments in Lesotho (Table 5.9). A p-value smaller than 0.05, indicates statistically 

significant differences between the mean values of two groups.  

Table 5.8: T-test for comparing tourism establishments that have a marketing 
department as opposed to tourism establishments that do not have marketing 
department in terms of the implementation of marketing aspects 

Implementation of 
marketing factors

Establishments 
with marketing 

department
N=48

Establishments 
without 

marketing 
department

N=89

T-
value

P-
value
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Mean value
Std 
dev.

Mean 
value

Std 
dev.

Use market segmentation 

to determine the target 

market

2.55
1.44

2
2.26 1.549 1.081 0.282

Establish a public relations 

mechanism through which 

publicity is managed and 

controlled

3.45
1.53

0
2.68 1.759 2.516 0.010

Monitor business 

environments
4.38

0.79

5
4.40 0.985 -0.129 0.898

Conduct thorough 

marketing planning
3.90 0.69 3.25 1.12 3.717 0.000

Enhance customer 

relationships through 

effective communication

4.34 0.55 4.21 0.69 1.130 0.261

Advertise the 

establishment
4.28 0.69 3.91 0.96 2.363 0.020

Manage customer 

satisfaction
4.17 0.75 3.89 0.81 1.971 0.051

Manage customer loyalty 4.18 0.91 3.94 1.23 1.181 0.199

Table 5.8 indicates significant statistical differences (p<0.05) between establishments 

that have a marketing department and those that do not have a marketing department. 

There is a statistical significant difference between tourism establishments that have a 

marketing department as opposed to those that do not have a marketing department in 

terms of conducting thorough marketing planning (p = 0.000). It is thus implied that 

establishments that have a marketing department (M = 3.90) are more likely to implement 

thorough marketing planning as opposed to those establishments that do not have a 

marketing department (M = 3.25). This might be because the establishments with 
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marketing departments have sufficient resources and knowledge to perform proper 

planning. 

Moreover, there are statistical significant differences between tourism establishments that 

have a marketing department (M = 3.45), as opposed to those establishments that do not 

have a marketing department (M = 2.68) in terms of establishing a public relations 

mechanism (p = 0.010). These results indicate that establishments that have a marketing 

department are more likely to establish a PR mechanism than those that do not have a 

marketing department. Establishments that have a marketing department seem to have 

skilled and experienced marketing staff especially in PR to contribute in achieving 

marketing objectives. Therefore, the literature supports that the use of PR mechanism 

involves raising awareness, informing and educating target audiences, gaining 

understanding, building trust, giving consumers a reason to buy and motivating consumer 

acceptance (Papasolomou & Melanthiou 2012:323).

The other significant difference between tourism establishments that have a marketing 

department (M = 4.28) against those establishments that do not have marketing 

department (M = 3.91) is in terms of advertising (p = 0.020). This indicates that those 

establishments with a marketing department implement advertising more frequently than 

establishments without a marketing department. 

From the above results, it can be concluded that tourism establishments that have a

marketing department implement marketing planning, public relations and advertising to 

a greater extent. The literature also suggests that availability of a marketing department 

in an establishment is important because a marketing department’s influence is related 

positively to market orientation, which in turn is related positively to establishments 

performance such as financial performance, customer relationship performance and new 

product performance (Verhoef & Leeflang 2009:14).
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Table 5.9: T-test for comparing tourism establishments that have a marketing 
department as opposed to tourism establishments that do not have a marketing 
department in terms of the KSFs for marketing tourism establishments

Importance of key success 
factors

Establishments 
with marketing 

department
N=48

Establishments 
without 

marketing 
department

N=89

T-
value

P-
value

Mean 
value

Std 
dev.

Mean 
value

Std 
dev.

Conduct thorough marketing 

planning
4.54 0.56 4.67 0.45 -1.470 0.144

Enhance the attractiveness of 

the tourism establishment
4.69 0.63 4.78 0.38 -1.075 0.354

Effectively advertise the 

tourism establishment
4.69 0.47 4.75 0.39 0.560 0.577

Ensure accessibility of the 

tourism establishment
4.82 0.38 4.85 0.32

-0.56
0.577

Perform strategic marketing 

management to improve 

tourist satisfaction

4.68 0.53 4.67 0.43 -0.151 0.880

Conduct marketing research 4.67 0.49 4.68 0.52 -0.144 0.886

Manage service quality 4.80 0.35 4.78 0.35 0.280 0.780

Effectively communicate with 

staff and tourists
4.80 0.30 4.81 0.37 -0.110 0.912

Promote the tourism 

establishment through 

different marketing mediums

4.49 0.53 4.54 0.53 -0.500 0.618

Achieve tourist loyalty 4.72 0.44 4.69 0.47 0.358 0.721
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Table 5.9 indicates that there are no statistically significant differences between tourism 

establishments that do not have a marketing department and those establishments that 

have a marketing department since the p- values of all factors are greater than 0.05. Thus, 

the presence of a marketing department has little or no influence on the factors regarded 

as important by tourism establishments. 

5.4.2. Relationships between marketing-related aspects, KSFs and the duration of 
the tourism establishment’s existence

The purpose of this section is to indicate the significant relationships between marketing-

related aspects implemented by tourism establishments, the KSFs for marketing tourism 

establishments and the duration of the tourism establishment’s existence. In order to 

determine the statistically significant differences between the aforementioned aspects, 

Spearman rank order correlations (rho) were used. Spearman rank order correlations are 

used to calculate the strength and direction of linear relationships. Spearman’s rank 

correlation coefficient is a nonparametric rank statistic proposed as a measure of the 

strength of the association between two variables (Hauke & Kossowski 2011:89). 

Spearman’s rank correlation coefficient also measures the similarity between two sets of 

rankings (Kou et al. 2012:204). The correlation coefficient is always between +1 and -1, 

which determines whether two paired sets of data are related. The correlation closer to 1 

indicates a positive linear relationship and close to -1 indicates a negative linear 

relationship. When the correlation is close to zero, there is no evidence of any relationship 

between the variables (Rumsey 2010:117). Following Cohen’s (1988) guidelines, effect 

sizes of small rho = 0.10-0.29, medium rho = 0.30-0.47, large rho = 0.50-1.0 were used. 

The statistical significance of any result is affected by the effect sizes, the higher the 

correlation coefficient the stronger the relationship between the variables (Ellis 2010:5). 

The p-value is a measure of strength of the results of a hypothesis test (Ramachandran 

& Tsokos 2009:362).
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5.4.2.1. Correlations between marketing-related aspects by length of the tourism 
establishment’s existence

The purpose of this section is to determine correlations between marketing-related 

aspects that are implemented by tourism establishments in Lesotho and the duration of 

tourism establishments’ existence. Spearman’s rho was used to establish a relationship 

between the duration of tourism establishments’ existence and the marketing-related 

aspects that are implemented by the tourism establishment. The literature has found that 

length of existence might influence marketing activities of tourism establishments as the 

sectors that have been in business for a long time are able to remain competitive, forecast 

and meet current and future needs of tourists (Gummesson 2008:4). 

Table 5.10: Correlations between marketing-related aspects that are implemented 
by tourism establishments and the duration of tourism establishments’ existence

Marketing-related aspects vs duration of tourism establishments’ existence

The use of market segmentation
Correlation coefficient -0.002

Sig. (2-tailed) 0.980

Establish a PR mechanism through which publicity 

is managed and controlled

Correlation coefficient 0.112

Sig. (2-tailed) 0.197

Monitor business environments
Correlation coefficient -0.032

Sig. (2-tailed) 0.713

Conduct thorough marketing planning
Correlation coefficient -0.110

Sig. (2-tailed) 0.201

Enhance customer relationships through effective 

communication

Correlation coefficient -0.141

Sig. (2-tailed) 0.101

Advertise the tourism establishment
Correlation coefficient -0.016

Sig. (2-tailed) 0.857

Manage customer satisfaction
Correlation coefficient -0.065

Sig. (2-tailed) 0.449

Manage customer loyalty
Correlation coefficient 0.029

Sig. (2-tailed) 0.739

*Correlation is significant at the 0.05 level (2-tailed). 
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Table 5.10 shows no significant differences (p<0.05) for marketing-related aspects. For 

example there is no significant correlation between marketing-related aspects that are 

implemented by tourism establishments and the duration of tourism establishments’ 

existence. This therefore implies that the establishments which existed longer or the 

establishments  which existed for a short time do not put more effort on the implemtation 

of the marketing related aspects.

5.4.2.2. Correlations of KSFs for marketing tourism establishments by length of the 
tourism establishments’ existence 

The purpose of this section is to determine correlations between KSFs important to 

tourism establishments in Lesotho and the duration of tourism establishments’ existence.

The correlations were used to determine the impact the duration of the tourism 

establishment’s existence on the KSFs for marketing tourism establishments.

Table 5.11: Correlations between important KSFs for marketing tourism 
establishments in Lesotho and the duration of tourism establishments’ existence

KSFs vs duration of tourism establishments’ existence

Conduct thorough marketing planning
Correlation Coefficient -0.043

Sig. (2-tailed) 0.620

Enhance the attractiveness of the tourism 

establishment

Correlation Coefficient -0.095

Sig. (2-tailed) 0.271

Effectively advertise the tourism establishment
Correlation Coefficient -0.053

Sig. (2-tailed) 0.539

Ensure the accessibility of the tourism 

establishment

Correlation Coefficient -.216*

Sig. (2-tailed) 0.011

Perform strategic marketing management to 

improve tourist satisfaction

Correlation Coefficient -0.032

Sig. (2-tailed) 0.711

Conduct marketing research
Correlation Coefficient 0.101

Sig. (2-tailed) 0.242



161 

Manage service quality
Correlation Coefficient -0.124

Sig. (2-tailed) 0.149

Effectively communicate with tourists and staff
Correlation Coefficient -0.007

Sig. (2-tailed) 0.932

Promote the tourism establishment through 

different marketing mediums

Correlation Coefficient -0.012

Sig. (2-tailed) 0.887

Achieve tourist loyalty
Correlation Coefficient -0.089

Sig. (2-tailed) 0.303

*. Correlation is significant at the 0.05 level (2-tailed).

Table 5.11 indicates significant difference (p<0.05) between important marketing related 

aspect  and duration of existence. For example there is  significant between ensuring 

accessibility to the tourism establishment and the duration of the tourism establishment’s 

existence. This means that the length of tourism establishments’ existence  have an 

influence on the accessibility of marketing tourism establishment. This implies that the 

tourism establishments that have been in business for a long-time regard accessibility as 

more important than establishments that are younger.

5.4.2.3. Correlations between marketing-related aspects implemented by tourism 
establishments 

Spearman rho were used in this section to measure the relationship between marketing-

related aspects that are implemented by tourism establishments respectively. The 

correlations analysis is used to describe the extent to which these aspects affect one 

another.

Table 5.12: Correlations between marketing-related aspects that are implement by 
tourism establishments in Lesotho. 

Marketing-related aspects Correlation Coefficient
The use of market segmentation vs 

establishing a PR mechanism through which 

publicity is managed and controlled

Correlation coefficient 0.182*

Sig. (2-tailed) 0.035
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The use of market segmentation vs monitor 

business environments regularly
Correlation coefficient -0.068

Sig. (2-tailed) 0.430

The use of market segmentation vs conduct 

thorough market planning

Correlation coefficient 0.304**

Sig. (2-tailed) 0.000

The use of market segmentation vs enhance 

the customer relationships through effective 

communication

Correlation coefficient 0.149

Sig. (2-tailed) 0.084

The use of market segmentation vs 

advertise the establishment

Correlation coefficient 0.134

Sig. (2-tailed) 0.121

The use of market segmentation vs manage 

customer satisfaction

Correlation coefficient 0.200*

Sig. (2-tailed) 0.020

The use of market segmentation vs manage 

customer loyalty

Correlation coefficient 0.112

Sig. (2-tailed) 0.193

Establish a PR mechanism through which 

publicity is controlled and managed vs 

monitor business environments

Correlation coefficient 0.098

Sig. (2-tailed) 0.258

Establish a PR mechanism through which 

publicity is controlled and managed vs 

conduct thorough marketing planning

Correlation coefficient 0.491**

Sig. (2-tailed) 0.000

Establish a PR mechanism through which 

publicity is controlled and managed vs 

enhance customer relationship through 

effective communication

Correlation coefficient 0.211*

Sig. (2-tailed) 0.014

Establish a PR mechanism through which 

publicity is managed and controlled vs 

advertise the establishment

Correlation coefficient 0.412**

Sig. (2-tailed) 0.000

Establish a PR mechanism through which 

publicity is managed and controlled vs 

manage customer satisfaction

Correlation coefficient 0.351**

Sig. (2-tailed) 0.000



163 

Establish a PR mechanism through which 

publicity is managed and controlled vs 

manage customer loyalty

Correlation coefficient 0.198*

Sig. (2-tailed) 0.021

Monitor business environments vs conduct 

through marketing planning

Correlation coefficient 0.361**

Sig. (2-tailed) 0.000

Monitor business environment vs enhance 

customer relationships through effective 

communication

Correlation coefficient 0.561**

Sig. (2-tailed) 0.000

Monitor business environment vs advertise 

the establishment

Correlation coefficient 0.260**

Sig. (2-tailed) 0.002

Monitor business environments vs manage 

customer Satisfaction

Correlation coefficient 0.383**

Sig. (2-tailed) 0.000

Monitor business environments vs manage 

customer loyalty

Correlation coefficient 0.340**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs 

enhance customer relationships through 

effective communication

Correlation coefficient 0.635**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs 

advertise the establishment

Correlation coefficient 0.514**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs 

manage customer satisfaction

Correlation coefficient 0.696**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs 

manage customer loyalty

Correlation coefficient 0.350**

Sig. (2-tailed) 0.000

Enhance customer relationships through 

effective communication vs advertise the 

establishment

Correlation coefficient 0.355**

Sig. (2-tailed) 0.000

Enhance customer relationship through 

effective communication vs manage 

customer satisfaction

Correlation coefficient 0.687**

Sig. (2-tailed) 0.000
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Enhance customer relationships through 

effective communication vs manage

customer loyalty

Correlation coefficient 0.305**

Sig. (2-tailed) 0.000

Advertise the establishment vs manage 

customer satisfaction

Correlation coefficient 0.467**

Sig. (2-tailed) 0.000

Advertise the establishment vs manage 

customer loyalty

Correlation coefficient 0.301**

Sig. (2-tailed) 0.000

Manage customer satisfaction vs manage 

customer Loyalty

Correlation coefficient 0.315**

Sig. (2-tailed) 0.000

*small correlation (rho = 0.10-0.29); **medium correlation (rho = 0.30-0.49); *** large 
correlation (rho = 0.50-1.0)

Based on Table 5.12, various correlations can be seen for marketing-related aspects that 

are implemented by tourism establishments in Lesotho. Large correlations are indicated 

between the following aspects: monitoring business environments and enhancing 

customer relationships through effective communication (rho=0.561).  

In addition, other large correlations can be revealed between the following: conducting 

thorough marketing planning and enhancing customer relationships through effective 

communication (rho=0.635), conducting thorough marketing planning and advertising the 

tourism establishment (rho= 0.514), conducting thorough marketing planning and 

managing customer satisfaction (rho=0.696), enhancing customer relationships through 

effective communication and managing customer satisfaction (rho=0.687).  

Medium correlations are observed between the following aspects: establishing a PR 

mechanism through which publicity is managed and controlled and conducting thorough 

marketing planning (rho=0.491), establishing a PR mechanism through which publicity is 

managed and controlled and advertising the tourism establishment (rho=0.412), 

establishing a PR mechanism through which publicity is managed and controlled and 

managing customer satisfaction (rho=0.351), monitoring business environments and 
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managing customer satisfaction (rho=0.383), the use of market segmentation and 

marketing planning (rho= 0.304). 

Medium correlations are also observed between the following: monitoring business 

environments and managing customer loyalty (rho=0.340), marketing planning and 

customer loyalty (rho=0.350), enhancing customer relationships through effective 

communication and advertising (rho=0.355), enhancing customer relationships through 

effective communication and customer loyalty (rho=0.305), advertising the tourism 

establishment and managing customer satisfaction (rho=0.467), advertising the tourism 

establishment and managing customer loyalty (rho=0.301), managing customer 

satisfaction and managing customer loyalty (rho=0.315). 

Lastly, there are few small correlations that can be indicated between the following 

aspects: the use of market segmentation and managing customer satisfaction 

(rho=0.200), establishing a PR mechanism through which publicity is managed and 

controlled and enhancing customer relationships through effective communication 

(rho=0.211), establishing a PR mechanism through which publicity is managed and 

controlled and managing customer loyalty (rho=0.198), monitoring business 

environments and advertising the tourism establishment (rho=0.260), market 

segmentation and establishing a PR mechanism through which publicity is managed and 

controlled (rho=0.182). 

From these results, it is clear that the majority of marketing-related aspects that are 

implemented by tourism establishments are related to each other, aspects are dependent 

on one another and thus an increase in one aspect will inevitably lead to increase in the 

other. For example, there is a large correlation between conducting thorough marketing 

planning and managing customer satisfaction (rho=0.696). This implies that organisations 

that implement marketing planning also pay a great deal of attention to managing tourist 

satisfaction. Tourist satisfaction in turn creates long-term benefits for tourism 

establishments. This is supported by Dibb and Simkin (2008:4) who confirm that 
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marketing planning keeps the tourism establishment in-tune with trends in the market 

place, abreast of customer needs, thus maintaining customer satisfaction.  

5.4.2.4. Correlations between KSFs for marketing  tourism establishments 
Spearman rank order correlations were used in this section to investigate the association 

between the different KSFs for marketing tourism establishments and to determine 

whether they are related to each other. The correlations were determined in order to find 

out if KSFs influence each other.

Table 5.13 Correlations between KSFs for marketing tourism establishments in 
Lesotho. 

KSFs Correlation Coefficient

Conduct thorough marketing planning vs enhance 

the attractiveness of the establishment

Correlation Coefficient 0.523**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs effectively 

advertise the tourism establishment

Correlation Coefficient 0.747**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs ensure 

the accessibility of the tourism establishment

Correlation Coefficient 0.491**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs perform 

strategic marketing management to improve tourist 

satisfaction

Correlation Coefficient 0.735**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs conduct 

marketing research

Correlation Coefficient 0.557**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs manage 

service quality

Correlation Coefficient 0.583**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs effectively 

communicate with staff and tourists

Correlation Coefficient 0.630**

Sig. (2-tailed) 0.000

Conduct thorough marketing planning vs promote 

the tourism establishment through different 

marketing mediums

Correlation Coefficient 0.576**

Sig. (2-tailed) 0.000
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Conduct thorough marketing planning vs achieve 

tourist loyalty
Correlation Coefficient 0.688**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

effectively advertise the tourism establishment

Correlation Coefficient 0.576**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

ensure the accessibility of the tourism 

establishment

Correlation Coefficient 0.464**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

perform strategic marketing management to 

improve tourist satisfaction

Correlation Coefficient 0.473**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

conduct marketing research

Correlation Coefficient 0.252**

Sig. (2-tailed) 0.003

Enhance the attractiveness of the establishment vs 

manage service quality

Correlation Coefficient 0.439**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

effectively communicate with staff and tourists

Correlation Coefficient 0.303**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

promote the tourism establishment through 

different marketing mediums

Correlation Coefficient 0.417**

Sig. (2-tailed) 0.000

Enhance the attractiveness of the establishment vs 

achieve tourist loyalty

Correlation Coefficient 0.377**

Sig. (2-tailed) 0.000

Effectively advertise the tourism establishment vs 

ensure the accessibility of the tourism 

establishment

Correlation Coefficient 0.536**

Sig. (2-tailed) 0.000

Effectively advertise the tourism establishment vs 

perform strategic marketing management to 

improve tourist satisfaction

Correlation Coefficient 0.660**

Sig. (2-tailed) 0.000

Effectively advertise the tourism establishment vs 

conduct marketing research

Correlation Coefficient 0.443**

Sig. (2-tailed) 0.000
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Effectively advertise the tourism establishment vs 

manage service quality
Correlation Coefficient 0.619**

Sig. (2-tailed) 0.000

Effectively advertise the tourism establishment vs 

effectively communicate with staff and tourists

Correlation Coefficient 0.575**

Sig. (2-tailed) 0.000

Effectively advertise the tourism establishment vs 

promote the tourism establishment through 

different marketing mediums

Correlation Coefficient 0.483**

Sig. (2-tailed) 0.000

Effectively advertise the tourism establishment vs 

achieve tourist loyalty

Correlation Coefficient 0.554**

Sig. (2-tailed) 0.000

Ensure the accessibility of the tourism 

establishment vs perform strategic marketing 

management to improve tourist satisfaction 

Correlation Coefficient 0.447**

Sig. (2-tailed) 0.000

Ensure the accessibility of the tourism 

establishment vs conduct marketing research

Correlation Coefficient 0.275**

Sig. (2-tailed) 0.000

Ensure the accessibility of the tourism 

establishment vs manage service quality

Correlation Coefficient 0.548**

Sig. (2-tailed) 0.000

Ensure the accessibility of the tourism 

establishment vs effectively communicate with staff 

and tourists

Correlation Coefficient 0.508**

Sig. (2-tailed) 0.000

Ensure the accessibility of the tourism 

establishment vs promote the tourism 

establishment through different marketing 

mediums

Correlation Coefficient 0.390**

Sig. (2-tailed) 0.000

Ensure the accessibility of the tourism 

establishment vs achieve tourist loyalty

Correlation Coefficient 0.389**

Sig. (2-tailed) 0.000

Perform strategic marketing management to 

improve tourist satisfaction vs conduct marketing 

research

Correlation Coefficient 0.496**

Sig. (2-tailed) 0.000
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Perform strategic marketing management to 

improve tourist satisfaction vs manage service 

quality

Correlation Coefficient 0.533**

Sig. (2-tailed) 0.000

Perform strategic marketing management to 

improve tourist satisfaction vs effectively 

communicate with staff and tourists

Correlation Coefficient 0.527**

Sig. (2-tailed) 0.000

Perform strategic marketing management to 

improve tourist satisfaction vs promote the tourism 

establishment through different marketing 

mediums

Correlation Coefficient 0.536**

Sig. (2-tailed) 0.000

Perform strategic marketing management to 

improve tourist satisfaction vs achieve tourist 

loyalty

Correlation Coefficient 0.667**

Sig. (2-tailed) 0.000

Conduct marketing research vs manage service 

quality

Correlation Coefficient 0.372**

Sig. (2-tailed) 0.000

Conduct marketing research vs effectively 

communicate with staff and tourists

Correlation Coefficient 0.522**

Sig. (2-tailed) 0.000

Conduct marketing research vs promote the 

tourism establishment through different marketing 

mediums

Correlation Coefficient 0.453**

Sig. (2-tailed) 0.000

Conduct marketing research vs achieve tourist 

loyalty

Correlation Coefficient 0.404**

Sig. (2-tailed) 0.000

Manage service quality vs effectively communicate 

with staff and tourists

Correlation Coefficient 0.559**

Sig. (2-tailed) 0.000

Manage service quality vs promote the tourism 

establishment through different marketing 

mediums

Correlation Coefficient 0.422**

Sig. (2-tailed) 0.000

Manage service quality vs achieve tourist loyalty
Correlation Coefficient 0.438**

Sig. (2-tailed) 0.000
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Promote the tourism establishment through 

different marketing mediums vs achieve tourist 

loyalty

Correlation Coefficient 0.538**

Sig. (2-tailed) 0.000

*small correlation (rho = 0.010-0.29); **medium correlation (rho = 0.30-0.49); *** 
large correlation (rho = 0.50-1.0).
Based on Table 5.13, several correlations are shown in terms of the KSFs for marketing 

tourism establishments in Lesotho. Large correlations are indicated between the following 

KSFs: conduct thorough marketing planning and enhance the attractiveness of the 

establishment (rho=0.523), conduct thorough marketing planning and effectively 

advertise the tourism establishment (rho=0.747), conduct thorough marketing planning 

and perform strategic marketing management to improve tourist satisfaction (rho=0.735), 

conduct thorough marketing planning and conduct marketing research (rho= 0.557). 

Additionally, large correlations can be observed between conduct thorough marketing 

planning and manage service quality (rho=0.583), conduct thorough marketing planning 

and effectively communicate with staff and tourists (rho=0.630), conduct thorough 

marketing planning and promote the tourism establishment through different marketing 

mediums(rho=0.576), conduct thorough marketing planning and achieve tourist 

loyalty(rho=0.688), enhance the attractiveness of the establishment and effectively 

advertise the tourism establishment (rho=0.576), effectively advertise the tourism 

establishment and ensure the accessibility of the tourism establishment (rho=0.536). 

Large correlations are also observed between effectively advertise the tourism 

establishment and perform strategic marketing management to improve tourist 

satisfaction (rho=0.660), effectively advertise the tourism establishment and manage 

service quality (rho=0.619), effectively advertise the tourism establishment and effectively 

communicate with staff and tourists (rho=0.575), effectively advertise the tourism 

establishment and achieve tourist loyalty (rho=0.554), ensure the accessibility of the 

tourism establishment and manage service quality (rho=0.548), ensure the accessibility 

of the tourism establishment and effectively communicate with staff and tourists 

(rho=0.508). 
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Other large correlations are between perform strategic marketing management to 

improve tourist satisfaction and promote the tourism establishment through different 

marketing mediums (rho=0.536), perform strategic marketing management to improve 

tourist satisfaction and achieve tourist loyalty (rho=0.667), Perform strategic marketing 

management to improve tourist satisfaction and Manage service quality (rho=0.533), 

Perform strategic marketing management to improve tourist satisfaction and Effectively 

communicate with staff and tourists (rho=0.527), conduct marketing research and 

effectively communicate with staff and tourists (rho=0.522), manage service quality and 

effectively communicate with staff and tourists (rho=0.559), promote the tourism 

establishment through different marketing mediums and achieve tourist loyalty 

(rho=0.538) also obtained large correlations. 

There are also medium correlations between enhance the attractiveness of the 

establishment and ensure the accessibility of the tourism establishment (rho=0.464), 

enhance the attractiveness of the establishment and perform strategic marketing 

management to improve tourist satisfaction (rho=0.473), enhance the attractiveness of 

the establishment and manage service quality (rho=0.439), enhance the attractiveness of 

the establishment and effectively communicate with staff and tourists (rho=0.303), 

enhance the attractiveness of the establishment and promote the tourism establishment 

through different marketing mediums (rho=0.417). 

Other medium correlations are between enhance the attractiveness of the establishment 

and achieve tourist loyalty (rho=0.377), effectively advertise the tourism establishment 

and conduct marketing research (rho=0.443). Effectively advertise the tourism 

establishment and promote the tourism establishment through different marketing 

mediums (rho=0.483), conduct thorough marketing planning and ensure the accessibility 

of the tourism establishment (rho=0.491), ensure the accessibility of the tourism 

establishment and promote the tourism establishment through different marketing 

mediums (rho=0.390). Furthermore, medium correlations are revealed between ensure 

the accessibility of the tourism establishment and achieve tourist loyalty (rho=0.389), 
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ensure the accessibility of the tourism establishment and perform strategic marketing 

management to improve tourist satisfaction (rho=0.447), perform strategic marketing 

management to improve tourist satisfaction and conduct marketing research (rho=0.496), 

conduct marketing research and manage service quality (rho=0.372), conduct marketing 

research and promote the tourism establishment through different marketing mediums 

(rho=0.453), conduct marketing research and achieve tourist loyalty (rho=0.404) manage 

service quality and promote the tourism establishment through different marketing 

mediums (rho=0.422), manage service quality and achieve tourist loyalty (rho=0.438).  

A few small correlations can be discovered between enhance the attractiveness of the 

establishment and conduct marketing research (rho=0.252), ensure the accessibility of 

the tourism establishment and conduct marketing research (rho=0.275).  

With regards to the above results, it can be seen that all the KSFs that are regarded as 

important by tourism establishments correlate with one another. These KSFs are thus 

dependent on one another, therefore, an increase in one KSF will inevitably lead to an 

increase in the other. For instance, there is a large correlation between conducting 

thorough marketing planning and effectively advertising the tourism establishment 

(rho=0.747). This implies that organisations that conduct thorough marketing planning 

also consider effective advertising as an important KSF. McDonald, Frow and Payne 

(2011:50) state that a good marketing planning contributes to the improvement of the 

quality of tourism establishment services through advertising as one of the

communication that attempts to persuade consumers.

5.4.2.5. Correlations between marketing-related aspects implemented by tourism 
establishments and KSFs for marketing  tourism establishments. 

Spearman rank order correlations were employed in this section to determine the 

relationship between the marketing-related aspects implemented by tourism 

establishments in Lesotho and the KSFs for marketing tourism establishments in Lesotho 

(Table 5.14). The correlations were determined in order to establish whether there is a 

relationship between the marketing-related aspects implemented by tourism 
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establishments and the KSFs regarded as important for marketing tourism 

establishments in Lesotho.
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Table 5.14 Correlations between the marketing-related aspects implemented by  tourism establishments in Lesotho 
and the KSFs for marketing tourism establishments in Lesotho 
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Conduct thorough 

marketing planning

Correlation 

Coefficient
-0.053 0.174* 0.509** 0.364** 0.514** 0.230** 0.370** 0.293**

Sig. (2-

tailed)
0.540 0.043 0.000 0.000 0.000 0.007 0.000 0.001

Enhance the attractiveness 

of the tourism 

establishment

Correlation 

Coefficient
-0.013 0.167 0.500** 0.299** 0.395** 0.354** 0.333** 0.222**

Sig. (2-

tailed)
0.878 0.053 0.000 0.000 0.000 0.000 0.000 0.009

Perform strategic 

marketing management to 

improve tourist satisfaction

Correlation 

Coefficient
0.102 0.168 0.478** 0.424** 0.510** 0.196* 0.407** 0.283**

Sig. (2-

tailed)
0.239 0.051 0.000 0.000 0.000 0.021 0.000 0.001

Ensure the accessibility of 

the tourism establishment

Correlation 

Coefficient
0.085 0.214* 0.320** 0.224** 0.353** 0.194* 0.289** 0.205*

Sig. (2-

tailed)
0.327 0.013 0.000 0.009 0.000 0.023 0.001 0.016
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Effectively advertise the 

tourism establishment

Correlation 

Coefficient
-0.017 0.183* 0.570** 0.375** 0.502** 0.305** 0.343** 0.289**

Sig. (2-

tailed)
0.841 0.034 0.000 0.000 0.000 0.000 0.000 0.001

Conduct marketing 

research

Correlation 

Coefficient
-0.008 0.254** 0.313** 0.375** 0.465** 0.275** 0.362** 0.349**

Sig. (2-

tailed)
0.926 0.003 0.000 0.000 0.000 0.001 0.000 0.000

Manage Service quality

Correlation 

Coefficient
0.019 0.293** 0.390** 0.317** 0.431** 0.385** 0.373** 0.263**

Sig. (2-

tailed)
0.829 0.001 0.000 0.000 0.000 0.000 0.000 0.002

Effectively Communicate 

with staff and tourists

Correlation 

Coefficient
0.042 0.152 0.421** 0.293** 0.475** 0.090 0.304** 0.198*

Sig. (2-

tailed)
0.628 0.078 0.000 0.001 0.000 0.298 0.000 0.020

Promote the tourism 

establishment through 

different marketing 

mediums

Correlation 

Coefficient
0.137 0.316** 0.318** 0.354** 0.321** 0.243** 0.359** 0.250**

Sig. (2-

tailed)
0.112 0.000 0.000 0.000 0.000 0.004 0.000 0.003

Achieve tourist loyalty

Correlation 

Coefficient
0.002 0.088 0.291** 0.278** 0.301** 0.130 0.292** 0.289**

Sig. (2-

tailed)
0.980 0.312 0.001 0.001 0.000 0.129 0.001 0.001

*small correlation (rho = 0.010-0.29); **medium correlation (rho = 0.30-0.49); *** large correlation (rho = 0.50-1.0). 
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Based on Table 5.14, numerous correlations can be observed for marketing-related 

aspects that are implemented and KSFs perceived as important by tourism 

establishments in Lesotho. The large correlations are indicated between the following: 

conduct thorough marketing planning and monitor business environments 

(rho=0.509), conduct thorough marketing planning and enhance customer relationship 

through effective communication (rho=0.514), effectively advertise the tourism 

establishment and monitor business environments (rho=0.570), effectively advertise 

the tourism establishment and enhance customer relationship through effective 

communication (rho=0.502). 

Other large correlations can be seen between the following KSFs:  

 Perform strategic marketing management to improve tourist satisfaction and 

enhance customer relationship through effective communication (rho=0.510). 

  Enhance the attractiveness of the tourism establishment and monitor business 

environments (rho=0.500).

 Enhance the attractiveness of the tourism establishment and enhance customer 

relationship through effective communication (rho=0.395).

 Enhance the attractiveness of the tourism establishment and advertise the 

establishment (rho=0.354).

  Enhance the attractiveness of the tourism establishment and manage customer 

satisfaction (rho=0.333).

Large correlations are also observed between conduct thorough marketing planning 

and manage customer satisfaction (rho=0.370), perform strategic marketing 

management to improve tourist satisfaction and monitor business environments

(rho=0.478), perform strategic marketing management to improve tourist satisfaction 

and conduct thorough marketing planning (rho=0.424), perform strategic marketing 

management to improve tourist satisfaction and manage customer satisfaction 

(rho=0.407), conduct thorough marketing planning and conduct thorough marketing 

planning (rho=0.364).

Large correlations are also found between effectively advertise the tourism 

establishment and advertise the establishment (rho=0.305), effectively advertise the 
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tourism establishment and manage customer satisfaction (rho=0.343), effectively 

advertise the tourism establishment and conduct thorough marketing planning 

(rho=0.375), ensure the accessibility of the tourism establishment and monitor 

business environments (rho=0.320), conduct marketing research and monitor 

business environments (rho=0.313), conduct marketing research and conduct 

thorough marketing planning (rho=0.375), conduct marketing research and enhance 

customer relationship through effective communication (rho=0.465), conduct 

marketing research and manage customer satisfaction (rho=0.362), conduct 

marketing research and manage customer loyalty (rho=0.349), manage service quality 

and monitor business environments (rho=0.390). 

 

Again, large correlations are indicated between manage service quality and conduct 

thorough marketing planning (rho=0.317), manage service quality and enhance 

customer relationship through effective communication (rho=0.431), manage service 

quality and advertise the establishment (rho=0.385), manage service quality and

manage customer satisfaction (rho=0.373), effectively communicate with staff and 

tourists and monitor business environments (rho=0.421), effectively communicate with 

staff and tourists and enhance customer relationship through effective communication 

(rho=0.475), effectively communicate with staff and tourists and manage customer 

satisfaction (rho=0.304). 

 

More, large correlations were discovered between promote the tourism establishment 

through different marketing mediums and establish a public relations mechanism 

through which publicity is managed and controlled (rho=0.316), promote the tourism 

establishment through different marketing mediums and monitor business 

environments (rho=0.318), promote the tourism establishment through different 

marketing mediums and conduct thorough marketing planning (rho=0.354), promote 

the tourism establishment through different marketing mediums and enhance 

customer relationship through effective communication (rho=0.321). 

 

Moreover, correlations can be revealed between promote the tourism establishment 

through different marketing mediums and manage customer satisfaction (rho=0.359), 

achieve tourist loyalty and enhance customer relationship through effective 

communication (rho=0.301), promote the tourism establishment through different 
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marketing mediums and manage customer loyalty (rho=0.250), promote the tourism 

establishment through different marketing mediums and advertise the establishment 

(rho=0.243), achieve tourist loyalty and monitor business environments (rho=0.291), 

achieve tourist loyalty and conduct thorough marketing planning (rho=0.278), achieve 

tourist loyalty and manage customer satisfaction (rho=0.292), achieve tourist loyalty 

and manage customer loyalty (rho=0.289). 

 

Further, large correlations can be shown between effectively communicate with staff 

and tourists and conduct thorough marketing planning (rho=0.293), conduct marketing 

research and advertise the establishment (rho=0.275), manage service quality and

establish a public relations mechanism through which publicity is managed and 

controlled (rho=0.293), manage service quality and manage customer loyalty 

(rho=0.263), effectively communicate with staff and tourists and manage customer 

loyalty (rho=0.198), effectively advertise the tourism establishment and manage 

customer loyalty (rho=0.289), conduct marketing research and establish a public 

relations mechanism through which publicity is managed and controlled (rho=0.254), 

effectively advertise the tourism establishment and establish a public relations 

mechanism through which publicity is managed and controlled (rho=0.183). 

 

Furthermore, large correlations can be seen between ensure the accessibility of the 

tourism establishment and conduct thorough marketing planning (rho=0.224), ensure 

the accessibility of the tourism establishment and enhance customer relationship 

through effective communication (rho=0.194), ensure the accessibility of the tourism 

establishment and manage customer satisfaction (rho=0.289), ensure the accessibility 

of the tourism establishment and manage customer loyalty (rho=0.205), ensure the 

accessibility of the tourism establishment and establish a public relations mechanism 

through which publicity is managed and controlled (rho=0.214), perform strategic 

marketing management to improve tourist satisfaction and manage customer loyalty 

(rho=0.283).

Lastly, large correlations are revealed between enhance the attractiveness of the 

tourism establishment and manage customer loyalty (rho=0.222), perform strategic 

marketing management to improve tourist satisfaction and advertise the establishment 

(rho=0.196), enhance the attractiveness of the tourism establishment and conduct 
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thorough marketing planning (rho=0.299), conduct thorough marketing planning and 

establish a public relations mechanism through which publicity is managed and 

controlled (rho=0.174),) conduct thorough marketing planning and advertise the 

establishment (rho=0.230), conduct thorough marketing planning and manage 

customer loyalty (rho=0.293).

From these results, it is clear that most of the marketing related aspects that are 

implemented by tourism establishments and the KSFs for marketing tourism 

establishments are related to each other. The largest correlation between effectively 

advertise the tourism establishment and monitor business environments (rho=0.570)

thus implies that establishments that implement effective advertising also regards 

monitoring of business environments as important. In order to understand the results 

of advertising, the marketer must first monitor the business before a campaign begins. 

This finding is confirmed by Moutinho and Vargas-Sanchez (2018:7) who indicate that 

understanding business environment, its key trends and movements and the resultant 

change in the behaviours of tourism consumers, will allow tourism managers to future 

forecast and advertise more effectively.

5.4.3. Comparison of marketing-related aspects implemented by tourism 
establishments and KSFs for marketing tourism establishments in Lesotho 
by district and sector of establishment 

The purpose of this section is to determine whether there are significant statistical 

differences between marketing-related aspects implemented by tourism establishment 

and KSFs for marketing tourism establishments in Lesotho by district and sector of 

establishment. For this purpose, one-way analysis of variance (ANOVA) was used.  

According to Hair, Lukas, Miller, Bush and Ortinau (2008:634) and Urdan (2010:105), 

the purpose of one-way ANOVA is to compare the means of two or more groups 

(independent variables) on one dependent variable to see if the group means are 

significantly or statistically different from each other. Statistical analyses included, 

analyses of variance with post hoc Turkey HSD test alpha (0.05). A Levene’s test 

(denoted by the letter F) was also used to check the assumption of homogeneity for 

one-way ANOVA. 
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5.4.3.1. Comparison of marketing-related aspects by district of tourism 
establishments 

Table 5.15 and 5.16 illustrate an ANOVA that was conducted to determine statistically 

significant differences between marketing-related aspects implemented by tourism 

establishments as well as the KSFs for marketing tourism establishments and location 

(district in which the establishment is located). Other studies indicate that in terms of 

marketing, location is the mechanism of goods and services that facilitates the flow of 

goods and services from the manufacturers and service providers to the customers 

and it influences customer decision-making for choosing tourism destinations (Satit et 

al. 2012:525). Location is thus an important consideration that influences the 

marketing of tourism establishments. 

Table 5.15 Comparison of marketing-related aspects implemented by tourism 
establishments by district of establishment (ANOVA) 

Marketing-related 
aspects

Maseru
N=92

Berea
N=5

Mafeteng
N=20

Leribe
N=20

F-
value

P-
valueMean & 

Std dev.

Mean & 
Std 
dev.

Mean & 
Std dev.

Mean & 
Std 
dev.

Conduct thorough 

marketing planning

3.44

(1.06)

3.54

(1.20)

3.32

(1.04)

3.79

(0.86)
0.789 0.502

Enhance customer 

relationships through 

effective 

communication

4.27

(0.63)

4.06

(0.45)

4.14

(0.53)

4.37

(0.83)
0.541 0.706

Advertise the tourism 

establishment

4.11

(0.85)

4.24

(0.95)

3.87

(0.90)

3.85

(1.02)
0.361 0.836

Manage customer 

satisfaction

3.96

(0.84)

3.76

(0.77)

3.91

(0.77)

4.28

(0.65)
0.811 0.520

Manage customer 

loyalty

4.08

(1.09)

4.50

(0.50)

3.55

(1.18)

4.13

(1.31)
1.842 0.125

* Statistical significant differences (p<0.05) 
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According to Table 5.15, there are no statistically significant differences between 

marketing-related aspects that are implemented and the districts Maseru, Berea, 

Mafeteng and Leribe. This means that the district in which the establishment is located 

has little or no influence on the marketing aspects that are implemented by the 

establishments.

5.4.3.2. Comparison of KSFs for marketing tourism establishments in Lesotho 
by district of the tourism establishments 

The purpose of doing ANOVA was to compare the means of KSFs for marketing  

tourism establishments in Lesotho by the district of establishment in this section (Table 

5.16). Comparisons were done to determine statistically significant differences in 

terms of the KSFs for marketing tourism establishments by the district in which the 

establishment is located. 

Table 5.16 Comparison of KFSs for marketing  tourism establishments by 
district of establishment (ANOVA) 

Factors

Maseru
N=92

Berea
N=5

Mafeteng
N=20

Leribe
N=20

F-
value

P-
value

Mean & 
Std 
dev.

Mean & 
Std 
dev.

Mean & 
Std dev.

Mean 
& Std 
dev.

Conduct thorough 

marketing planning

4.60

(0.53)

4.69

(0.38)

4.48

(0.50)

4.83

(0.25)
1.854 0.122

Enhance the 

attractiveness of the 

tourism establishment

4.72

(0.55)

4.60

(0.42)

4.83

(0.29)

4.83

(0.34)
0.584 0.675

Perform strategic 

marketing 

management to 

improve tourist 

satisfaction 

4.67

(0.51)

4.48

(0.52)

4.57

(0.39)

4.84

(0.26)
0.926 0.451
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Ensure the 

accessibility of the 

tourism establishment

4.84

(0.37)

4.80

(0.45)

4.77

(0.33)

4.92

(0.21)
1.830 0.127

Effectively advertise 

the tourism 

establishment

4.73

(0.47)

4.63

(0.34)

4.69

(0.33)

4.80

(0.25)
2.737 0.031

Conduct marketing 

research

4.67

(0.51)

4.80

(0.45)

4.55

(0.48)

4.78

(0.53)
0.313 0.869

Manage service quality
4.84

(0.32)

4.85

(0.34)

4.59

(0.44)

4.78

(0.32)
4.469 0.002

Effectively 

communicate with staff 

and tourists

4.82

(0.34)

4.75

(0.43)

4.60

(0.45)

4.96

(0.09)
3.936 0.005

Promote the tourism 

establishment through 

different marketing 

mediums

4.48

(0.56)

4.80

(0.21)

4.48

(0.53)

4.73

(0.34)
0.378 0.824

Achieve tourist loyalty
4.70

(0.48)

4.73

(0.44)

4.54

(0.45)

4.86

(0.28)
2.329 0.059

* Statistical significant differences (p<0.05) 

Table 5.16 indicates that there is a statistically significant difference (p<0.05) between 

KSFs for marketing tourism establishments and the following districts Maseru, Berea, 

Mafeteng and Leribe. There is a statistically significant difference between the tourism 

establishments in Leribe (M=4.80, SD=0.25) and the tourism establishments in 

Maseru (M=4.73, SD=0.37) in terms of effectively advertising the tourism 

establishments (p=0.031). Secondly, there is a statistical significant difference 

between establishments located in Berea (M=4.85, SD=0.34) and Maseru (M=4.84, 

SD=0.32) and Leribe (M=4.78, SD=0.32) and Mafeteng (M=4.59, SD=0.44) in terms 

of managing service quality (p=0.002).

Thirdly, Leribe and Maseru have the highest mean values. This means that there is a 

statistically significant difference between tourism establishments located in Leribe 
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and Maseru (p=0.005) as opposed to tourism establishments located in Berea and 

Mafeteng in terms of effective communication with staff and tourists. Tourism 

establishments located in Leribe (M=4.96, SD=0.09) and Maseru M=4.82, M=0.34) 

regard effective communication as more important than establishments in Berea 

(M=4.75, SD=0.43) and Mafeteng (M=4.60, SD=0.45). These results show that 

location has an influence on the marketing-related aspects that are perceived 

important by the establishments. 

5.4.3.3. Comparison of marketing-related aspects implemented by tourism 
establishments by sector applicable to the tourism establishment 

The purpose of this section is to compare the means of marketing-related aspects that 

are implemented by tourism establishments in Lesotho by the sector applicable to the 

establishment (Table 5.17). Comparisons were done to determine statistical 

differences between marketing-related aspects implemented by tourism 

establishments, KSFs for marketing tourism establishments and the sector of the 

establishment. The literature has found that sector has an influence on marketing as 

it needs to pay more attention to marketing to remain competitive, forecast and meet 

the current and future needs of the tourists (Lamsoo, Niroomand & Rafsanjani 

2013:76). 

Table 5.17: Comparison of marketing-related aspects implemented by tourism 
establishments by sector applicable to the tourism establishments (ANOVA) 

Marketing-
related 
aspects

Accom-
moda-

tion
N=105

Airline
N=1

Travel 
agency

N=8

Attraction
N=17

Car 
rental
N=5 F-

value
P-
value

Mean & 
Std 
dev.

Mean 
& Std 
dev.

Mean & 
Std 
dev.

Mean & 
Std dev.

Mean 
& Std 
dev.

The use of 

marketing 

segmentation

2.30

(1.514)
1.00

3.25

(1.389)

2.24

(1.522)

2.80

(1.643)
1.065 0.377
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Establish a PR 

mechanism 

through which 

publicity is 

managed and 

controlled

2.84

(1.735)
5.00

3.38

(1.598)

3.00

(1.803)

4.00

(0.707)
1.067 0.376

Monitor 

business 

environments

4.43

(0.939)
5.00

3.75

(1.035)

4.41

(0.795)

4.60

(0.548)
1.193 0.317

Conduct 

thorough 

marketing 

planning

3.48

(1.047)
4.50

3.49

(0.943)

3.20

(1.094)

3.99

(0.568)
0.862 0.489

Enhance 

customer 

relationships 

through 

effective 

communication

4.26

(0.667)
4.92

4.14

(0.428)

4.15

(0.631)

4.45

(0.550)
0.541 0.706

Advertise the 

tourism 

establishment

4.04

(0.928)
4.20

4.28

(0.413)

3.87

(0.903)

4.24

(0.518)
0.361 0.836

Manage 

customer 

satisfaction

3.99

0.820
4.20

3.99

0.528

3.83

(0.856)

4.56

(0.439)
0.811 0.520

Manage 

customer 

loyalty

4.09

(1.147)
5.00

4.0625

(0.904)

3.38

(1.068)

4.40

(0.823)
1.842 0.125

* Statistical significant differences (p<0.05) 

According to Table 5.17, there are no statistical significance differences between 

marketing-related aspects and the applicable sector for an establishment. This 
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indicates that the sector applicable to the establishment has no influence on the 

marketing aspects that are implemented by the establishments in Lesotho. 

5.4.3.4. Comparison of KSFs for marketing tourism establishments by sector 
applicable to the tourism establishments 

This section compares the KSFs for marketing tourism establishments in Lesotho by 

the sector applicable to the establishment (Table 5.18). 

Table 5.18: Comparison of KSFs for marketing tourism establishments in 
Lesotho by the tourism sector applicable to the establishment (ANOVA) 

Factors

Accom-
moda-

tion
N=106

Airline
N=1

Travel 
agency

N=8

Attraction
N=17

Car 
rental
N=5 F-

value
P-

value
Mean & 

Std 
dev.

Mean 
& Std 
dev.

Mean & 
Std 
dev.

Mean & 
Std dev.

Mean 
& Std 
dev.

Conduct 

thorough 

marketing 

planning

4.67

(0.484)
5.00

4.32

(0.624)

4.43

(0.495)

4.74

(0.256)
1.854 0.122

Enhance the 

attractiveness 

of the tourism 

establishment

4.74

(0.522)
5.00

4.563

(0.417)

4.82

(0.303)

4.900

(0.224)
0.584 0.675

Perform 

strategic 

marketing 

management 

to improve 

tourist 

satisfaction 

4.71

(0.475)
5.00

4.55

(0.366)

4.51)

(0.485)

4.68

(0.415)
0.926 0.451
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Ensure the 

accessibility of 

the tourism 

establishment

4.86

(0.337)
5.00

4.58

(0.496)

4.76

(0.307)

5.00

0.000
1.830 0.127

Effectively 

advertise the 

tourism 

establishment

4.76

(0.424)
5.00

4.29

(0.382)

4.68

(0.322)

4.77

(0.313)
2.737 0.031

Conduct 

marketing 

research

4.69

(0.519)
5.00

4.56

(0.496)

4.62

(0.485)

4.60

(0.418)
0.313 0.869

Manage 

service quality

4.84

(0.289)
5.00

0.52

(4.656)

4.50

(0.468)

4.90

(0.224)
4.469 0.002

Effectively 

communicate 

with staff and 

tourists

4.86

(0.295)
5.00

4.53

(0.525)

4.59

0.476

4.90

(0.137)
3.936 0.005

Promote the 

tourism 

establishment 

through 

different 

marketing 

mediums

4.54

(0.554)
5.00

4.41

(0.352)

4.53

(0.483)

4.40

(0.379)
0.378 0.824

Achieve tourist 

loyalty

4.75

(0.430)
5.00

4.42

(0.427)

4.49

0.579

4.49

0.579

4.87

(0.29

8)

0.059

* Statistical significant differences (p<0.05) 

Table 5.18 shows a statistically significant difference (p=0.031) between 

establishments operating in the car rental (M=4.77, SD=0.313) and accommodation 

(M=4.76, SD=0.424) sectors in terms of effectively advertising the tourism 

establishment. Car rental sector considers effective advertising more important than 
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accommodation. The literature suggests that advertising is an important form of 

controlled communication that attempts to persuade consumers, using strategies and 

appeals, to buy or use a particular product or service (Chiou, Wan & Lee 2008:146).  

Again, managing service quality was regarded as an important factor of the tourism 

establishment by car rental sector (M=4.90, SD=0.137) in comparison with 

accommodation sector (M=4.86, SD=0.289). There was a statistically significant 

difference (p=0.002). This is supported by Velázquez, Saura and Molina (2011:68) 

who indicate that service quality is an important factor, which favours word-of-mouth 

and contributes to repeat purchase. 

A statistically significant difference (p=0.005) was also found between car rental 

(M=4.90, SD=0.137) and accommodation (M=4.86, SD=0.295) in terms of effectively 

communicating with staff and tourists. This finding is supported by previous research 

that indicates that effective communication is vital in any workplace, therefore, it is 

important that a manager clearly communicate with guests and members of staff. This 

can also lead to customer loyalty, improved service quality, increased business and 

eventually the establishment becoming more successful (Lahap, O’Mahony &

Dalrymple 2016:215). These results need to be interpreted with caution since only one 

respondent was indicated as part of the airline sector.

5.5. CONCLUSION
The purpose of this chapter was to present the analysis of the empirical data collected 

in Lesotho at four regions, namely Maseru, Leribe, Mafeteng and Berea. This was 

done by means of descriptive and exploratory analysis. The respondents were 

managers or marketing managers of tourism establishments in Lesotho. The majority 

of the respondents were managers of the tourism establishments. Most of the tourism 

establishments are located in the Maseru district. Accommodation establishments 

accounted for a large part of the tourism industry in Lesotho. Most of the tourism 

establishments do not have marketing departments and are marketed by managers.

The principal component analysis with oblimin rotation was performed to determine 

the factors that are implemented by the tourism establishments in Lesotho. Six factors 

were identified from 45 aspects and were labelled according to their similar 
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characteristics. All six factors accounted for 53 percent of variance. In order to label 

the factors, the pattern matrix was used. Reliability coefficients (Cronbach’s alpha) 

were computed to verify the consistency of aspects with each factor; values above 0.7 

are considered satisfactory and above 0.5 are found to be adequate. Reliability 

coefficients ranged between 0.171 (the lowest) and 0.877 (the highest). The 

Cronbach’s alpha for factor 6 was low (0.171), therefore, the items were reported 

separately in future analysis. 

Moreover, other identified factors were labelled as follows: conduct thorough 

marketing planning, enhance customer relationships through effective communication,

advertise the establishment, manage customer satisfaction, manage customer loyalty 

and monitor business environments. The principal component analysis with oblimin 

rotation was performed to determine the factors that are found important by the tourism 

establishment. Ten factors were identified from 45 aspects and were labelled 

according to their similar characteristics. All 10 factors accounted for 71 percent of 

variance. In order to label these factors, the pattern matrix was used. Reliability 

coefficients ranged between 0.677 (the lowest) and 0.880 (the highest), which are 

deemed acceptable. Chapter 6 will provide the conclusion and recommendations for 

further research.



189 

CHAPTER 6: CONCLUSIONS AND RECOMMENDATIONS 

6.1. INTRODUCTION 
The purpose of this chapter is to draw conclusions and make recommendations 

regarding the objectives of the study. The main objective of this study was to determine 

the KSFs for marketing tourism establishments in Lesotho. To achieve the main 

objective of this study, several secondary objectives were identified in Chapter 1 and 

achieved in the subsequent chapters: 

 The first objective was to analyse the KSFs for marketing tourism establishments 

in Lesotho by means of an in-depth literature review. This objective was achieved 

in Chapter 2 and Chapter 3. Chapter 2 provided an overview of marketing and 

the following were discussed: marketing in tourism, characteristics of service 

marketing in tourism, specific features in services, importance of marketing, 

description of marketing as a process and a marketing strategy, market as well 

as the marketing mix. In Chapter 3, various KSFs for marketing tourisms 

establishment were discussed.  

 The second objective was to assess empirically the KSFs for marketing  tourism 

establishments in Lesotho. This objective was met in Chapter 5 by means of 

descriptive statistics, which included biographic information of the respondents 

in this study. In addition, exploratory factor analysis was conducted to determine 

the marketing-related aspects implemented by tourism establishments in 

Lesotho and to identify the KSFs for marketing tourism establishments in 

Lesotho.

Various conclusions can be drawn, and recommendations can be made in terms of 

the abovementioned research objectives.  

6.2. RESEARCH CONCLUSIONS 
Several conclusions can be deducted from the literature review in terms of marketing  

tourism establishments and analysing the KSFs for marketing tourism establishments 

in Lesotho. Additionally, various conclusions can be drawn from the empirical analysis 

of the study. These are discussed below. 
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6.2.1. Conclusions with regard to marketing tourism establishments in general 
(Chapter 2 – objective1) 

 From the literature review, it is clear that the tourism industry consists of different 

sectors, namely hospitality, attractions, transportation, infrastructure, ambience, 

tourism facilities and services (c.f. 2.2). 

 Marketing has evolved throughout centuries from a product orientation to a 

marketing orientation (c.f. 2.3).

 There are various definitions of the concept of marketing, however, the most 

appropriate definition is that marketing is the process of planning and executing 

the conception, pricing, promotion and distribution of ideas, goods, services, 

establishments and events to create and maintain relationships that will satisfy 

individual and establishment’s objectives (c.f. 2.4).

 Tourism marketing can also be defined as the systematic and coordinated efforts 

exerted by the National Tourist Organisation (NTO) or the tourist enterprises at 

international, national and local levels to optimise the satisfaction of tourists, 

groups and individuals, with a view to sustained tourism growth (c.f. 2.4).

 Tourism marketing should not only aim to increase the number of tourists 

traveling to a region but should also aim to provide tools and strategies for 

altering the image of tourism destinations and attracting international tourists (c.f. 

2.5).

 Tourism is regarded as a service sector and its offerings are characterised by 

the following unique characteristics: intangibility, perishability, inseparability and 

variability. This makes the provision of service quality more difficult (c.f. 2.6).

 As destinations depend on their tourism products or services as key pull factors 

motivating tourists to visit them, unique features of service such as ownership, 

fixed location, seasonality, loyalty, distribution channels, interdependence of 

tourism offerings and external shocks need to be understood (c.f. 2.7).

 Marketing is of crucial importance for the success or failure of tourism 

establishments as its success is decided ultimately in the market competing for 

the target tourists (c.f. 2.8).

 The marketing process consists of the following steps, namely understanding the 

marketplace and tourists’ needs and wants, designing a customer-driven 

marketing strategy, constructing an integrated marketing programme that 
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delivers value, building profitable relationships, creating customer delight and 

capturing value from customers to create profits and customer equality (c.f. 2.9). 

6.2.2. Conclusions with regard to KSFs for marketing tourism establishments 
(Chapter3 – objective1) 

 KSFs have been defined as the limited number of areas in which satisfactory 

results will ensure successful competitive performance for the individual, 

department, or organisation (c.f. 3.2). From a marketing point of view, KSFs are 

those characteristics of the organisation that enable them to pursue a competitive 

strategy in a product market. 

 KSFs are important to tourism establishments; therefore, a clear understanding 

of the KSFs for marketing tourism establishments may improve the profitability 

and overall success of  tourism establishments (c.f. 3.3). 

 Through identifying and understanding KSFs, more tourists might be attracted to 

destinations such as Lesotho, which could impact on the competitiveness and 

sustainability of the tourism sector of Lesotho as a tourist destination (c.f. 3.4). 

 Marketing programs enable  tourism establishments to convert their 

understanding of tourists' unmet needs into actions that a tourist can observe 

and experience (c.f. 3.5). 

 The marketing plan process includes carrying out marketing research, carrying 

out tourism establishment’s SWOT analysis, sales forecasting and other key 

assumptions, setting marketing objectives, generating marketing strategies and 

action plans, defining programs, setting marketing budgets, reviewing the results 

and revising the objectives, strategies or programs (c.f. 3.6). 

 Combined with market targeting and positioning, market segmentation forms the 

basis for strategic marketing and all are interrelated (c.f. 3.7).  

 In order for tourism to be sustainable, it is important for tourism operators to 

understand their target market fully, develop tourism products matching demand 

and design their marketing strategies to communicate to their audience efficiently 

(c.f. 3.7.2).  

 It is essential for tourism establishments and destinations to establish a clear 

position and strong destination image in the minds of tourists in order to gain top 
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mind awareness when these tourists are considering where to travel to (c.f. 

3.7.3). 

 The brand identity needs to reflect the tourism business strategy and the 

destination’s willingness to invest in the programs needed for the brand to live 

up to its promise to tourists (c.f. 3.8). 

 A variety of promotional tools could be used to communicate the merits of 

products and services and persuade the target tourist to buy them (c.f. 3.9).

 The marketing environment is the subtotal of the factors, which influence the 

ability of marketing management to develop strategies successfully for its target 

market. These factors comprise the principal components such as the macro- 

and micro- environment (c.f. 3.10). 

 In order for tourism businesses to compete better and effectively in the market, 

it is essential to identify and understand the KSFs and ensure these are 

incorporated into the strategic marketing planning of  tourism establishments (c.f. 

3.11). 

6.2.3. Conclusions regarding the empirical analysis (Chapter 5 – objective 2)  
Based on the empirical results reported in Chapter 5, the following conclusions can be 

made: 

 The majority of respondents who participated in the survey were managers, 

followed by other employees in the establishment (c.f. 5.2.1.1).

 Large segments of the market visiting the establishments included in this study 

originate from both nationally and abroad (c.f. 5.2.1.2). 

 Most of the tourism establishments that participated in this study target business 

travellers (c.f. 5.2.1.3).

 Most of the tourism establishments that participated in this study were located in 

the Maseru district, which is the capital city of Lesotho, followed by Mafeteng and 

Leribe (c.f. 5.2.1.4).

 Accommodation establishments account for a large part of the respondents in 

this study (c.f. 5.2.1.5).

 Most of the tourism establishments in Lesotho that participated in this study are 

marketed by their managers due to the lack of marketing departments (c.f.

5.2.1.6).
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 Website and word-of-mouth are considered the most useful advertising tools for 

tourism establishments that took part in this study (c.f. 5.2.1.7).

 The majority of the tourism establishments that participated in this study have 

been in existence for more than 10 years followed by the ones that have been in 

existence from 6 to 10 years (c.f. 5.2.1.8).

 The majority of the respondents market their establishments during both peak 

seasons and off-peak seasons (c.f. 5.2.3.1).

 Most of the respondents stated that they market at the tourism-related events 

once a year (c.f. 5.2.3.2).

 Majority of the respondents never conduct marketing research (c.f. 5. 2 .3.3).

 The majority of the respondents reported that they have insufficient marketing 

budgets (c.f. 5.2.3.4).

 Most of the tourism establishments that participated in this study differ from other 

establishments by offering quality service (c.f. 5.2.3.5).

 The majority of the respondents communicate with their customers using direct 

mail or telephone (c.f. 5.2.3.6).

 Most respondents follow their competitors at the business conferences (c.f.

5.2.3.7).

 Many respondents indicated that they need effective marketing to reach potential 

tourists to make them aware of their products and to persuade them to buy the 

products (c.f. 5.2.3.8).

6.2.4. Conclusions regarding the implementation of marketing-related aspects 
by tourism establishments in Lesotho (Chapter 5 – objective 2) 

From the factor analysis regarding marketing-related aspects that are implemented by 

tourism establishments, the following main aspects were identified as being 

implemented by tourism establishments that participated in this study: 

 Conduct thorough marketing planning (c.f. 5.3.1.1), 

 Enhance customer relationship through effective communication (c.f. 5.3.1.2), 

 Advertise the establishment (c.f. 5.3.1.3), 

 Manage customer satisfaction (c.f.5.3.1.4), 

 Manage customer loyalty (c.f. 5.3.1.5).
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It can be concluded that the above KSFs are implemented by the tourism 

establishments in Lesotho. 

6.2.5. Conclusions regarding the KSFs for marketing  tourism establishments 
in Lesotho (Chapter 5 – objective 2) 

From the factor analysis regarding the KSFs for marketing tourism establishments in 

Lesotho, the following major factors were identified as being important: 

 Conduct thorough marketing planning (c.f. 5.3.2.1), 

 Enhance the attractiveness of the tourism establishment (c.f. 5.3.2.2), 

 Effectively advertise the establishment (c.f. 5.3.2.3), 

 Ensure the accessibility of the tourism establishment (c.f. 5.3.2.4), 

 Perform strategic marketing management to improve tourist satisfaction (c.f.

5.3.2.5), 

 Conduct marketing research (c.f. 5.3.2.6), 

 Manage service quality (c.f. 5.3.2.7),

 Effectively communicate with staff and tourists (c.f. 5.3.2.8), 

 Promote the tourism establishment through different marketing mediums (c.f.

5.3.2.9), 

 Achieve tourist loyalty (c.f. 5.3.2.10).

It can be concluded that the above mentioned KSFs are important to tourism 

establishments in Lesotho and therefore they should also be implemented in order to 

market more effectively. 

6.2.6. Conclusions regarding the t-tests for comparing tourism establishments 
with regards to the presence of a marketing department (Chapter 5 –
objective 2)

The following conclusions can be drawn regarding the t-tests for comparing tourism 

establishments by the presence of a marketing department within the tourism 

establishments in Lesotho:

 Tourism establishments that have a marketing department implement the 

following aspects more frequently as opposed to establishments that do not have 
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separate marketing departments, namely marketing planning, public relations 

and advertising to a greater extent (c.f. 5.4.1). 

 The presence of a marketing department has little or no influence on the factors 

regarded as important by tourism establishments (c.f. 5.4.1).

6.2.7. Conclusions with regard to the correlations between marketing-related 
aspects implemented and length of the tourism establishment’s existence

The following conclusions can be made regarding the relationship between marketing-

related aspects implemented by tourism establishments and length of the tourism 

establishment’s existence:

 There is no significant differences (p<0.05) for marketing-related aspects. For 

example there is no significant correlation between marketing-related aspects 

that are implemented by tourism establishments and the duration of tourism 

establishments’ existence(c.f. 5.4.2.1). 

 This therefore implies that the establishments which existed longer or the 

establishments  which existed for a short time do not put more effort on the 

implemtation  of the marketing related aspects. (c.f. 5.4.2.1). 

6.2.8. Conclusion regarding correlations of KSFs for marketing tourism 
establishments and length of the tourism establishment’s existence

The following conclusions can be drawn regarding the correlations between KSFs for 

marketing tourism establishments in Lesotho and the duration of the tourism 

establishment’s existence:

 The establishment’s existence has a significant relationship with the aspect 

accessibility of the tourism establishment (c.f. 5.4.2.2).

 This means that the tourism establishments that have been in business for a 

long-time regard accessibility as more important than establishments that are 

younger (c.f. 5.4.2.2).

6.2.9. Conclusions regarding correlations between marketing-related aspects 
that are implemented by tourism establishments in Lesotho 

The conclusions on the relationship between marketing-related aspects that are 

implemented by tourism establishments are as follows:
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 Marketing-related aspects that are implemented by tourism establishments such 

as conducting thorough marketing planning and enhancing customer 

relationships through effective communication are all related to each other to 

some extent. These aspects are thus dependent on one another (c.f. 5.4.2.3). 

 The largest correlation was revealed between conducting thorough marketing 

planning and managing customer satisfaction (c.f. 5.4.2.3). 

 This implies that the tourism establishments that implement marketing planning 

also give a great deal of attention to managing tourist satisfaction (c.f. 5.4.2.3).

6.2.10. Conclusions regarding correlations between KSFs for marketing 
tourism establishments in Lesotho 

The conclusions on the correlations between KSFs for marketing tourism 

establishments in Lesotho include the following:

 The KSFs for marketing tourism establishments are all correlated with each 

other. These KSFs for marketing thus depend on one another (c.f. 5.4.2.4). 

Tourism establishments, therefore, need to pay close attention to all the KSFs to 

ensure effective marketing since they are all related.

 The largest correlation was found between conducting thorough marketing 

planning and effectively advertising the tourism establishment (c.f. 5.4.2.4).

 This implies that the establishments that conduct thorough marketing planning 

regard effective advertising as an important KSF as well (c.f. 5.4.2.4).
6.2.11. Conclusions with regard to the correlations between marketing-related 

aspects that are implemented by tourism establishments and KSFs for 
marketing tourism establishments in Lesotho 

This section concludes on the correlations between marketing-related aspects that are 

implemented by tourism establishments and KSFs for marketing tourism 

establishments in Lesotho: 

 The marketing-related aspects that are implemented by tourism establishments 

and the KSFs for marketing tourism establishments are all related to each other 

to some extent (c.f. 5.4.2.5). 

 The largest correlation was between the KSF effectively advertise the tourism 

establishment and implementing mechanisms to monitor business environments

(c.f. 5.4.2.5).
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 This implies that establishments that monitor business environment also regard 

advertising as an important KSF for marketing their establishments (c.f. 5.4.2.5). 

6.2.12. Conclusions regarding comparison of marketing-related aspects by 
district of the tourism establishments in Lesotho 

This section provides conclusions on the comparisons of marketing-related aspects 

implemented by tourism establishments in Lesotho with regards to the district in which 

they are located: 

 There were no statistically significant differences between marketing-related 

aspects implemented and the districts in which they are located, namely Maseru, 

Berea, Mafeteng and Leribe (c.f. 5.4.3.1).

 This means that the district in which the establishment is situated has no 

significant influence on the marketing-aspects that are implemented by tourism 

establishments (c.f. 5.4.3.1).

6.2.13. Conclusions regarding comparison of KSFs for marketing tourism 
establishments by district of the tourism establishments in Lesotho 

Conclusions on the comparisons of KSFs for marketing tourism establishments in 

Lesotho by district are as follows:

 The results indicated that the tourism establishments in Maseru consider 

effective advertising more important than the tourism establishments in Leribe

(c.f. 5.4.3.2).

 Tourism establishments in Berea perceive managing service quality more 

significant than the tourism establishments Leribe and Maseru (c.f. 5.4.3.2).

 Tourism establishments in Leribe found effective communication with staff more 

important than the tourism establishments in Maseru (c.f. 5.4.3.2).

 It is concluded, therefore, that the district in which tourism establishments are 

positioned may have an influence on the factors regarded as critical for 

successful marketing (KSFs) (c.f. 5.4.3.2).
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6.2.14. Conclusions regarding comparison of marketing-related aspects by 
sector applicable to the tourism establishment in Lesotho 

Conclusions on the comparisons of marketing-related aspects by sector applicable to 

the tourism establishment in Lesotho are as follows:

 There were no statistically significant differences between marketing-related 

aspects and the sector applicable to the establishment (c.f. 5.4.3.3). 

 This indicates that the sector applicable to the establishment has no significant 

influence on the marketing aspects that are implemented by the tourism 

establishment (c.f. 5.4.3.3). 

6.2.15. Conclusions regarding comparison of KSFs for marketing tourism 
establishments by sector applicable to the tourism establishments in 
Lesotho 

This section provides conclusions regarding comparison of KSFs for marketing 

tourism establishments by sector applicable to the tourism establishments in Lesotho. 

 The car rental and accommodation sector considered effective advertising more 

important than the airline, travel and attraction sectors (c.f. 5.4.3.4). 

 Managing service quality was regarded as a more important factor for tourism 

establishments in the car rental sector in comparison with establishments in other 

sectors (c.f. 5.4.3.4). 

 Tourism establishments in the car rental sector also regard effective 

communication with staff and tourists as more important in comparison with other 

sectors (c.f. 5.4.3.4). 

 It can thus be concluded that the sector applicable to the establishment has an 

influence on the KSFs for effectively marketing  tourism establishments in 

Lesotho (c.f. 5.4.3.4). 

6.3. RECOMMENDATIONS 
The following recommendations can be made based on the findings of this study, 

including recommendations regarding the marketing-related aspects that are 

implemented by tourism establishments in Lesotho, the KSFs for marketing tourism 

establishments in Lesotho as well as recommendations regarding further research in 

this field of study. 
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6.3.1. Recommendations regarding implementation of the marketing-related 
aspects by tourism establishments in Lesotho 

This section gives the recommendations on the marketing-related aspects that are 

implemented by tourism establishments in Lesotho: 

 From the results, it is clear that the marketing-related aspects that are 

implemented by tourism establishments in Lesotho include: conduct thorough 

marketing planning, enhance customer relationship through effective 

communication, advertise the establishment, manage customer satisfaction and 

manage customer loyalty.

 It is recommended that attention be given to the marketing of tourism 

establishments in Lesotho to enable them to retain their current markets as well 

as increasing fluctuation of tourists. This can be done by provididing a loyal  

customer a free product or special discount just for being a loyal customer.

 The use of market segmentation helps tourism managers or marketers to divide 

their overall market into smaller groups and to have greater understanding of the 

market as they gain knowledge of differing customers. Segmentation criteria or 

bases can be socio-demographics (for instance, old versus young tourists), 

behavioral variables (skiers versus sightseers) or psychographic variables 

(tourists motivated by rest and relation versus those motivated by action and 

challenges).

 Successful implementation of an effective public relations strategy is a critical 

component to communicate and relate to the market. This can be done by 

defining goals(e.g improving brand image) and ojectives, identifying the target 

audience, establishing a strategy(such as methods of communication), creating 

messeges, developing tactics( how resources will be used to carryout strategies) 

and measuring results.

 It is important to draw up a marketing plan to develop tourism products and 

services that meet the needs of tourism establishments’ target market. The 

marketing plan should include the marketing budget for marketing  activities, 

action plans, marketing strategies etc.
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 Promotional strategies such as marketing mix (product, price, place and 

promotion) help tourism establishments to communicate information about their 

products and services with the goal of increasing profits.

 When tourism establishments implement tourist relationship marketing, they 

build trust and engage tourists to build brand loyalty. This can be done by 

creating and maintaining long-term relationships with tourists.

 Advertising raises the awareness and creates interest in the brand.

 Tourism establishments should manage tourist loyalty to retain their current 

tourists.

 By monitoring business environments, tourism managers and tourism marketers 

are able to analyse what is happening in their business environment and how it 

influences and impacts their business.

 Tourists’ satisfaction should create a long-term relationship with tourists.

6.3.2. Recommendations with regard to the KSFs for marketing tourism 
establishments in Lesotho

In this section, recommendations are provided with regard to the KSFs for marketing  

tourism establishments in Lesotho, which are not implemented. From the results, the 

following KSFs were identified: 

 Conduct thorough marketing planning, 

 Enhance the attractiveness of the tourism establishment, 

 Effectively advertise the establishment, 

 Ensure the accessibility of the tourism establishment, 

 Perform strategic marketing management to improve tourist satisfaction, 

 Conduct marketing research, 

 Manage service quality, 

 Effectively communicate with staff and tourists, 

 Promote the tourism establishment through different marketing mediums, 

 Achieve tourist loyalty. 

It is thus recommended that the tourism establishments in Lesotho implement these 

KSFs as well, in order to address the needs and requirements of their target 

markets.
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 The tourism establishments in Lesotho should conduct thorough marketing 

planning in order to describe who their customers are, where they get information 

and how they expect to reach them.

 These can be done by understanding the target market, identifying the 

competitors, stating the brand position for the target market, figuring out how they 

target using different marketing approaches as well as having a marketing 

budget.

 Attractiveness of the tourism establishment is considered one of the most 

important factors in tourism that depends on both the demand and the supply 

side of tourism, therefore, tourism establishments in Lesotho need to enhance 

the attractiveness of their tourism establishment by providing variety of tourism 

activities, clean and peaceful environment, safety and security,  friendliness of 

residents and employees, professionally trained staff and ensuring that 

employees wear uniform.

 From the demand side, attractiveness is made up of the feelings, beliefs and 

opinions of tourists about what they are going to receive from the establishment, 

while the supply side considers attractiveness as the force created from all the 

services or products present in tourism establishments at that particular moment.  

 Advertising is a critical channel of communication between tourism establishment 

and tourists, therefore, in order to advertise the tourism establishments 

effectively, methods and types of advertising such as Television, travel 

brochures, direct mails, posters, radios tourist information centres and internet 

sites should be used.

 Accessibility of tourism establishments can be defined as the ease of reaching 

an establishment by safe, available and quality travel modes, road networks, 

facilities and establishments’ functionalities such as open hours and entrance 

fees. 

 In order to ensure the accessibility of the tourism establishment, the tourism 

managers or tourism marketers need to provide a clear description of how to 

reach the tourism establishment and these should be easily reachable.For 

example there should be clear road signs, clear signage and easy access of 

information about an establishment’s products.
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 Performing strategic marketing management may help tourism establishments 

to create competitive advantage through core competencies including creating 

value for tourists, attracting and satisfying them. In order to perform strategic 

marketing management there should be a vision , mission objectives and all 

employees should be encouraged to work towards the vision.

 Conducting marketing research is important for tourism establishments to 

establish clear goals for the market research activity that will be undertaken, 

including developing a strategy and selecting techniques that will be used to 

gather data.This can be done by conducting satisfaction surveys, customer 

surveys and there should also be a clear purpose of research.

 Managing the quality of services is very important to ensure that the business 

excels in meeting the tourists’ requirements and achieves establishments’ 

goals. Quality service can be managed by tranining staff, correcting service 

failures, giving attention to tourists and welcoming suggestions from tourists to 

measure service quality.

 The tourism establishments must deliver accurate, relevant and timely 

information to its tourists and staff to ensure effective communication.

 These should be done by using tools such as social media,websites, newsletters 

television, newspaper articles, travel guide and other promotional materials can 

help to promote the tourism establishment and to attract more tourists to the 

establishment.

 Achieving tourist loyalty should be a priority and to do this, tourism 

establishments should build tourist relationships by sharing their values, 

providing excellent customer services, keeping promises and investing in 

customer surveys to make improvements.

 It is vital to the success of the tourism establishment that they do not neglect any 

one of the factors for marketing; they are all interrelated. Not all of the KSFs are 

implemented by the tourism establishments that participated in this study, 

therefore, it is recommended that tourism establishments implement all the KSFs 

to create and maintain an effective marketing strategy.

6.3.3. Recommendations regarding further research in this field of study. 
In this section, recommendations for future research are indicated for this study: 



203 

 It is recommended that this research be repeated annually, as the findings would 

assist tourism managers or marketers of tourism establishments in Lesotho with 

the KSFs for marketing to better market their tourism products both nationally 

and internationally. 

 It is recommended that a similar study be conducted within the other regions of 

Lesotho, which were excluded from this study. 

 This study can also be extended to other tourism destinations such as South 

Africa to determine the KSFs for marketing tourism establishments in different 

contexts. 

6.4. LIMITATIONS OF THE STUDY 
Like any other study, this study has some limitations, and these include: 

 Due to time, costs and other resource constraints, the study was limited to only 

four regions in Lesotho, out of ten regions. Thus, a future study needs to extend 

to the other six regions.

6.5. CONCLUDING REMARKS 
From this study, it is evident that marketing is a complex concept and plays a critical 

role in attracting and retaining tourists. It can be concluded that the KSFs for marketing 

tourism destinations should be identified and implemented to ensure that competitive 

advantages are achieved. This study identified the following KSFs for marketing  

tourism establishments in Lesotho: conducting thorough marketing planning, 

enhancing customer relationship through effective communication, advertising the 

establishment, managing customer satisfaction and managing customer loyalty. The

implementation and monitoring of the KSFs identified in this study are of critical 

importance to effectively and successfully market tourism establishments in Lesotho.
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ANNEXURES



1. What position do you hold at this establishment? 5. Indicate the sector applicable to your establishment:
1 Accommodation 1
2 Airline 2
3 Travel agency 3

Attraction 4
Car rental 5
Other (specify)

6
1
2
3 6. Does the establishment have a marketing department?
4 Yes 1
5 No 2

7. Which of the 
following does the Media (magazines, 
news paper, radio 
etc) 1

1 Website 2
2 Billboards 3
3 Word-of-mouth marketing 4

4
Direct marketing 
(mail, telephone, fax 5

5 Other (specify) 6
6

8. How long has the establishment been in existence?
Less than 1 year 1

Maseru 1 1-2 years 2
Berea 2 3-5 years 3
Mafeteng 3 6-10 years 4
Leribe 4 More than 10 years 5

Please answer the following questions by indicating your answer on the two scales provided below:

To no extent at all To some extent Unsure To a large extent To a very large 
extent

Not important at all Not important Unsure Important Very important

9.1 Use market 
segmentation to 
determine the 
target market

1 2 3 4 5 1 2 3 4 5
9.2 Effective market 
targeting

1 2 3 4 5 1 2 3 4 5
9.3 Allocate a 
marketing budget 
for marketing 
activities

1 2 3 4 5 1 2 3 4 5
9.4  Communi-
cating with guests 
on a regular basis

1 2 3 4 5 1 2 3 4 5
9.5 Collecting 
information about 
competitors and 
customers

1 2 3 4 5 1 2 3 4 5
9.6 Determining and 
satisfying customer 
needs

1 2 3 4 5 1 2 3 4 5
9.7 Providing a 
product as 
advertised 1 2 3 4 5 1 2 3 4 5
9.8 Identify and 
keep track of 
competitors 1 2 3 4 5 1 2 3 4 5
9.9 Establish a 
positive 
organisational 
image 1 2 3 4 5 1 2 3 4 5
9.10 Attend tourism 
shows and 
exhibitions

1 2 3 4 5 1 2 3 4 5
9.11 Develop a 
competitive pricing 
strategy

1 2 3 4 5 1 2 3 4 5
9.12 Choose the 
most effective 
distribution 
channels

1 2 3 4 5 1 2 3 4 5
9.13 Compiling a 
marketing plan

1 2 3 4 5 1 2 3 4 5

        Questionnaire for marketers / managers of tourism establishments 
SECTION A: GENERAL INFORMATION(PLEASE MARK WITH AN X OR A TICK).

3. Who is your main target market (you may choose more 
than one option)?

4. In which district is the establishment located?

Business travellers

SCALE 1 SCALE 2

9-A) To which extent do you implement  the following aspects in terms of marketing your establishment (please be as honest as possible).  Indicate your answer to this question on scale 1(Please mark with an X or a tick).
9-B) How important do you perceive  the following aspects to be for marketing a tourism establishment in Lesotho.  Indicate your answer to this question on scale 2( Please mark with an X or a tick).

Leisure travellers
Incentive travellers

Educational travellers
Adventure travellers
Other (specify)

SECTION B: KEY SUCCESS FACTORS FOR MARKETING A TOURISM ESTABLISHMENT

Regionally
Other (specify)

Marketing manager
Manager
Other (Specify)

Nationally

2.  Where do majority of visitors to this establishment come 
from?
Internationally
Locally 

Page 1

Annexure A: Research questionnaire



9.14 Set marketing 
objectives

1 2 3 4 5 1 2 3 4 5
9.15 Determining 
whether marketing 
objectives have 
been met

1 2 3 4 5 1 2 3 4 5
9.16 Create and 
sustain loyal 
customers

1 2 3 4 5 1 2 3 4 5
9.17 Conduct-ing 
market research

1 2 3 4 5 1 2 3 4 5
9.18 Develop-ing a 
marketing strategy

1 2 3 4 5 1 2 3 4 5
9.19 Promote the 
establishment

1 2 3 4 5 1 2 3 4 5
9.20 Monitoring 
segmentation 
strategies overtime

1 2 3 4 5 1 2 3 4 5
9.21 Hire and train 
the right people to 
deliver quality 
service to 
customers

1 2 3 4 5 1 2 3 4 5
9.22 Predict market 
trends 1 2 3 4 5 1 2 3 4 5
9.23 Do personal 
selling

1 2 3 4 5 1 2 3 4 5
9.24 Advertise the 
establishment

1 2 3 4 5 1 2 3 4 5
9.25 Establish a 
public relations 
mechanism through 
which publicity is 
managed  and 
controlled

1 2 3 4 5 1 2 3 4 5
9.26 Deliver services 
promptly

1 2 3 4 5 1 2 3 4 5
9.27 Effectively deal 
with customer 
complaints

1 2 3 4 5 1 2 3 4 5
9.28 Review 
marketing activities 
against objectives

1 2 3 4 5 1 2 3 4 5
9.29 Use direct 
marketing( e.g mail, 
telephone, e-mail)

1 2 3 4 5 1 2 3 4 5
9.30 Communicate 
any new service 
developments to 
staff

1 2 3 4 5 1 2 3 4 5
9.31 Generate 
feedback from 
customers about 
service delivery

1 2 3 4 5 1 2 3 4 5
9.32 Monitor 
business 
environments 
regularly 1 2 3 4 5 1 2 3 4 5
9.33 Have clear 
marketing strategies 
for achieving 
marketing 
objectives

1 2 3 4 5 1 2 3 4 5

Page 2



9.34 Review the 
marketing plan 
regularly 1 2 3 4 5 1 2 3 4 5
9.35 Measure and 
manage customer 
expectations

1 2 3 4 5 1 2 3 4 5
9.36 Align marketing 
activities with 
organisation's 
objectives

1 2 3 4 5 1 2 3 4 5
9.37 Have a 
company website

1 2 3 4 5 1 2 3 4 5
9.38 Continuously 
improve service 
delivery

1 2 3 4 5 1 2 3 4 5
9.39 Build long-term 
relationships with 
tourists

1 2 3 4 5 1 2 3 4 5
9.40 Rely on "word-
of-mouth" for 
marketing the 
establishment

1 2 3 4 5 1 2 3 4 5
9.41 Be a visually 
attractive 
establisment

1 2 3 4 5 1 2 3 4 5
9.42 Ensure that the 
establish-ment's 
facilities are in a 
good working 
conditions

1 2 3 4 5 1 2 3 4 5
9.43 Be easily 
accessible in terms 
of transport, roads 
and signage

1 2 3 4 5 1 2 3 4 5
9.44 Ensure that 
customers have 
easy access to 
information about 
the services offered 
by the establishent

1 2 3 4 5 1 2 3 4 5
9.45 Identify the 
distribution needs of 
suppliers

1 2 3 4 5 1 2 3 4 5

Page 3



10.1 When do you market to travelers for activities and events?
1
2
3

10.2 How often does your establishment market itself at tourism related events such as exhibitions?
1
2
3

4

10.3 How often does the establishment engage in market research to study consumer needs and wants?
1

2
3
4
5

10.4 Which of the following marketing challenges  does your establishment face?

1

2

3
4

5
6

7

8

9

10.5 How does the establishment differentiate itself? By:

1

2

3

4

5

6
7

10.6 How do you keep in touch with your customers?
1
2

3
4

10.7 How do you keep track of your competitors? 
1
2
3
4
5
6

11. Any other comments or suggestions?

Never 

More than two times a year

Twice a year
Once a year

SECTION C: MARKETING INFORMATION

Follow up with survey

Increase in competitors
Identifying and keeping track of new 
technology
Managing visitor demand

Other (specify)

Direct mail or telephonically

The benefits provided to tourists
Other (specify)

Offering quality of products and services

Developing competitive pricing strategies

Keeping abreast of competitors' actions

Insufficient marketing budget

Maintaining a competitive advantage

Lack of properly trained staff
Delivering value-for-money services

Peak season only
Off season only
Both peak and off seasons

Occasionally (less than once a year)

10. Please indicate the appropriate answer. You may choose more than one option at each question.

Monthly
Annually
Not sure

Never

Thank you very much for your participation in this research.

Follow them on social media
Attend  conferences
Conduct competitor surveys
Analyse customer reviews

Other (specify)

Visit or buy from competitors
Other (specify)

Design or style of products or services
Branding the establishment to create a 
unique image 

Social media e.g facebook/twitter

The distribution channel used 

Page 4



Vanderbijlpark Campus - Private Bag X021 - Vanderbijlpark - 1911 - Andries Potgieter Blvd 
South Africa - Tel: +27(0)16 950 9000 - Fax: +27(0)16 950 9999 - www.vut.ac.za

2017-07-01

Dear Madam/Sir 

RESEARCH ON THE KEY SUCCESS FACTORS FOR MARKETING A TOURISM ESTABLISHMENT IN 
LESOTHO 

I am a student currently enrolled at the Vaal University of Technology (VUT) for an MTech degree in Tourism 
Management.  For the purpose of my studies I have to complete a research project.  The CEO of Lesotho 
Tourism Development Corporation, mr MD Maqutu has granted us permission to approach you/the manager of 
the tourism establishment.  Therefore, I am inviting you to participate in a research study on the Key Success 
Factors for marketing a tourism establishment in Lesotho. In particular, I am interested in determining which 
aspects are critical to market a tourism establishment in Lesotho successfully. 

For this purpose, a questionnaire will be used to obtain information and will require approximately 10 minutes 
of your time.  The questionnaire consists of three sections. The first section of the questionnaire focuses on 
general information about the establishment, the second section comprises of the key success factors for 
marketing a tourism establishment and finally, the third section covers some specific information regarding the 
marketing of the establishment.  

There are no anticipated risks or discomforts related to this research.  However, if you feel uncomfortable with 
any part of this study at any time, you have the right to terminate participation without consequence. 

Several steps will be taken to protect your anonymity and identity.  The researcher will not be collecting 
information about the identity of the establishments/owners/managers. The records/questionnaires of this study 
will be kept strictly confidential.  The questionnaires will be kept in a locked cabinet at the Vaal University of 
Technology to which only the researcher and research supervisor has access to. Electronic information will be 
kept in a password protected file. All information will be destroyed after 5 years’ time.

The results of the study will be presented in the form of a dissertation for the purpose of examination.  In addition, 
the results may be published in academic journals read by industry professionals and academic researchers. 
At no time, however, will your name or the name of the establishment be used or any identifying information be 
revealed.  If you wish to receive a copy of the results of this study, you may contact the researcher or research 
supervisor at the contact details given below. 

If you require any information about this study, please call Dr E Burger at (+27) 16 950 9403 at the Vaal 
University of Technology or email: susannab@vut.ac.za.  

Kind Regards 

Ms NE Nqosa      Dr SE Burger   

Student       MTech Supervisor 

       Senior Lecturer: Tourism  

Department of Hospitality, Tourism & 
PR Management]

Tel: +27(0)16 950 9279/9423
Fax: +27(0)16 950 9788
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Ms Linda Scott 

English language editing 

SATI membership number: 1002595 

Tel: 083 654 4156 

E-mail: lindascott1984@gmail.com 

To whom it may concern 

This is to confirm that I, the undersigned, have language edited the dissertation of  

for the degree 

entitled: 

The responsibility of implementing the recommended language changes rests with the 

author of the dissertation.

Yours truly,

Linda Scott 

22 June 2018

Nthabiseng Nqosa

Determining the key success factors for marketing a tourism establishment in 
Lesotho

Magister Technologiae: Tourism and Hospitality Management
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