Kirklees Business News
Marketing the Holiday Experience

“Golden beaches, superb choice of restaurants, fantastic weather  … come to the Algarve and have a wonderful family holiday”.

The advert in the Sunday paper really caught our eye. Within a couple of hours we had scanned the internet and had come to the conclusion that the Algarve was, indeed, the place for us. We rang the number on the advert, placed our order, paid our deposit and excitedly told the kids. Two months later, we arrived via a superb flight, no hiccups and glorious sunshine to greet us.
So how does this relate to marketing?

Marketing is a very complex area, and the marketing of a place is even more complex. Why? …

Our flights, as I said, were excellent, the villa was superb and the sun certainly did shine.

But...

The quality of the restaurants was average at best. The beeches were quite often quite dirty and, in many cases, covered with smelly seaweed. The sea, being the Atlantic, was quite cold, but clean.

The streets were often very dirty with poor footpaths and void of litter bins. The area was covered with building sites with even more half built concrete apartments.

Marketing is about the ‘whole’ experience. 

The advert had worked well - we saw it and responded almost immediately so it had obviously been well worded and well positioned. The booking process was efficient and the price was very competitive. The accommodation was excellent. But, the experience as a whole was damaged by these negative factors. And the complexity of marketing a holiday destination can be summed up by asking ‘who is accountable?’ 
Who’s fault is it that the roads are crumbling? That the beeches are not all as clean as they should be? Or that the place was like a building site? It’s easy to blame the council … but is it their fault that the restaurants were shabby and the food was poor?

It’s certainly would not seem to be the fault of the tour operator or the villa owner, but it will be their businesses which suffer most when we don’t rebook. Or is it the tour operator’s fault? Should they promote such holidays if they are aware that the destination is lacking? If that was the case, how many operators would be in business today?
Personally, I think responsibility falls across all the stakeholders. The catering industry should set higher standards to justify the high prices. The council should clean up the public spaces and the construction industry should work together to create an improved panorama. This might sound a little naive, but they have managed it in places like Barcelona and even Glasgow. 
Destination Marketing … a complex business.
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