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RULES OF INNOVATIVE MARKETING IN THE 

TOURISM INDUSTRY 

 

The modern tourism industry is built in such a way that you choose 

your own destinations, buy tickets online, book hotel rooms, etc. 

potential tourists are not afraid. Therefore, there are no obstacles to the 

use of digital technologies in the field of tourism. Moreover, digital 

marketing is able to solve a number of problems in the service sector, 

in particular, the problem of forming the communicative competence 

of the staff of such organizations (primarily, the ability to listen and 

understand the customer). 

Innovative marketing - interactive marketing of goods and services 

that uses digital technologies to attract, retain customers and ensure 

their consumer satisfaction. He, making "point" strikes on the target 

audience, provides opportunities to achieve the goals of the 

organization without spending a lot of resources, without requiring the 

presence of employees with fully formed communicative competence 

(ability to speak and write, understand the feelings and emotions of 

the interlocutor, perceive cultural differences and use communication 

to address specific issues). Communication with the consumer in 

digital marketing is carried out through intermediaries - the Internet 

and mobile communications. And here doubts of the following kind 

can arise. Internet advertising and mobile advertising are perceived in 

most cases as spam, and therefore there are software products that 

protect the user from unnecessary messages and calls. Indeed, sending 

materials to all addresses without taking into account the 

characteristics of the recipient - a waste of time, and the negative 

perception of these messages by users only contributes to the 

deterioration of the image of the sender. What then is the point of using 

innovative marketing? In our opinion, everything is very simple: 

applying it, you should not violate the laws and rules of "traditional" 

marketing in the innovation dimension. 
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The first rule, when conducting online advertising, you must first 

determine the target audience. And only then, taking into account the 

interests of the target audience, to develop an advertising appeal, 

choose and use the appropriate means of information for this audience. 

Therefore, if, for example, a travel company offers expensive trips to 

Norway for low-budget individuals (retirees, students, etc.), the result 

of such online advertising will be negative. 

The second rule of organizing advertising events in traditional 

marketing - a mandatory pretest of advertising, ie a preliminary check 

of advertising tools before the advertising campaign to predict its 

potential success or failure and identify possible errors. Conducting a 

protest is advisable in the case of online advertising. To conduct a 

small survey, to find out what emotions the advertisement evokes, 

what people learn from it, what actions it motivates to take - this is just 

a small list of questions that any marketer needs to know the answers 

to, including "innovative". This is much more important for service 

and tourism organizations - for a number of reasons, one of which is 

the inseparability of service quality on behalf of the provider. 

Accordingly, if the quality of online advertising carried out by a travel 

organization is not good enough, then in most cases it is perceived by 

consumers as a poor quality of the travel service itself. In addition to 

the promotion of goods (services), digital marketing is designed to 

facilitate the establishment of permanent partnerships with customers 

- maintaining a database of customers, setting up and operating a 

feedback system, online presentation of goods, documentation, 

invoicing, payment and more daily work of the tourist organization 

can be done automatically, without the involvement of staff or with a 

minimum number of them. One possible answer to the possible 

objections of opponents of digital marketing about where to go to the 

vacated staff: they must learn, gain new skills to be able to "fit" into 

the digital economy. 

The third rule. It is necessary to change the system of views on 

education and even mentality, and this is a complex and lengthy 

procedure. However, the realities of modern times are such that no one 

will be able to "stay away". Therefore, service and tourism workers, 

realizing the importance of strengthening their competitive position in 

the market, will eventually be forced to accept and use new 

technologies. 
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The fourth rule. When implementing innovative marketing, 

organizations must remember that the main value of the enterprise in 

the digital economy is the customer, who becomes a key figure in the 

process of economic activity. This rule of "traditional" marketing is 

especially important for organizations in the field of service and 

tourism, which can receive a stable income and profit only in the case 

of maximum satisfaction of customer requests, as it is here that 

dissatisfied with something immediately goes to competitors. 
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ZAPASY: MIĘDZY MARKETINGIEM I FINANSAMI 

 

Podstawą działalności każdego przedsiębiorstwa jest produkt - 

złożona społeczno-ekonomiczna koncepcja gospodarki rynkowej. O 

sukcesie handlowym przedsiębiorstwa decyduje przede wszystkim 

dostępność nowoczesnego, wysokiej jakości, przyjaznego 

konsumentowi produktu, którego decyzje dominują w całej strategii 

marketingowej. Wynika to z faktu, że produkt jest skutecznym 


