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Tourism Entrepreneur Market Efforts and  
Destination Competitiveness - A Study 

Nidhika Joshi1

Tourism developmental plans, organizational structures, and Tourism Entrepreneur marketing strategies drive 
destinations in their quest to compete, but these efforts must inevitably rely on some knowledge of fundamentals that 
makes a destination more competitive. Development of tourism is based on integrated approach, which integrates all 
the subsystems of tourism, along with the quality establishments of the tourism entrepreneurs. Quality standards 
at each particular segment of tourist destination must offer the quality standards at all levels. Only service quality 
and combined efforts by various agencies within the destination can result in a quality and bring consistency image 
building resulting in addressing the better market challenge with innovative base. Benchmarking in market challenges 
and competitiveness analysis of Tourism Entrepreneurs is the best method of comparison with the best competitors 
and sub elements of tourism sector. Interactive Destination Evaluation System (IDES) diagnosis systems are some of 
the tool for internal and external benchmarking in determining the strategic destination advantage. This paper also 
proposes an integrated approach towards strategic tourism marketing as the most appropriate concept for inclusive 
tourism development. 

Keywords: Psychoanalysis System, Destination Competitiveness, Market Efforts, Site analysis, Tourism 
Entrepreneur.

INTRODUCTION

most important parameters in determining the 
economic progress and overall infrastructural 
improvement. Competitiveness includes 

While sustained development and increase in 

level is also an important tool in this direction. 

which enhances balanced growth. Market 

the aim of locating weaknesses and creating 
the possibilities for shaping the propositions of 
destination competitiveness and brand value. 

Tourism Entrepreneurship at tourist destinations 
are the capabilities of destination management 

elements and to offer to the tourists’ best services. 

Entrepreneurship has some potential to attract 
tourists, which adds to tourism development 

tourist competitiveness in all areas using a 

together with creation of sustainable approach. 

competitiveness. It is possible to estimate the 
1
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guest’s satisfaction, price competitiveness-value 

expectations and tourists’ satisfaction during 

competitiveness using a special indicators’ 

competitiveness.

competition implies continuous evaluation of 
market trends. Therefore, a need for continuous 
comparison with the best-practice among 
Tourism Entrepreneurs in the market arises.

Benchmarking provides gradation and 
measuring results and sets up norms and 
standards for Tourism Entrepreneurs. The 

destinations in overall. Benchmarking is one 
of modern, effective methods of adaptation 

of comparison, evaluation and better results’ 
achievement when contrasted to its competitors. 
It implies continuous cooperation between public 
and private sector at the level of destination, as 

between different stakeholders for overall 
and sustainable development. In destination 
benchmarking is a most important tool is the 
quantitative and qualitative measurement based 
on the indicators mentioned above.

in destination benchmarking, an integrated 

as the destinations go without proper planning 

point for making strategies and planning. 

used to simulate different scenarios. Interactive 

as a measuring tool for internal and external 
benchmarking, which enables certain destination 

comparison between different destinations, and 

can be built:

1. gives destination managers strategic 
information about current situation and risk 

destination over time

variables

order to achieve a proper implementation of 

B. Excursionist share

C. Economic role of tourism
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E. Gini demand structure index

G. Environmental impact. This variable 

H. ffects the destination as a consequence of 

Benchmarking method is not used enough 
in tourism practice, weather talking about 

has not been explored nor exploited enough as 
learning-from-the best-practice tool. The aim 
of the evaluation is determining the direction 

those aims, a great support could be provided 

for tourist destination evaluation. Integrated 

Marketing Competitiveness.

international tourism market, exceptional 
competitiveness and a constant rise of new 
tourist destinations set new challenges for tourist 
destination management. Complex nature 
of tourism demands an integrated approach 
towards strategic management and cooperation 

the destination level. Concept of strategic 

decisions and actions, which, in a long run, have 
a job of determining business of subjects within 

Strategic management also takes into account 

Strategic management of tourism and as a sector 
needs an integrated approach at all management 
levels taking into account all their interests, with 
a constant striving to reach optimum balance of 
interests in a long run.

Management matrix of the tourism consists 
of following levels (Milohnic, Peric, Cetinski, 

population and visitors, which includes 

Therefore, tourist destination should be 

a business unit of tourism offer and should 
be managed on new bases and create basic 
presumptions for converting comparative into 
competitive advantages as starting points of its 
better positioning in the world tourism market.

appropriate site exists within a given geographic 

enterprises that are not location dependent. In 
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the criteria that are crucial to the project being 
considered. Tourism project site criteria or 
characteristics can be delivered into three parts.

Market related site criteria.

of sites.

Other criteria.

The market related site criteria encompass 

transportation facilities/routes, essential 
support facilities, and competitive facilities. 

attaching a weighting factor to each site selection 

site under consideration a numerical score for 
that criterion/ characteristics. The evaluation of 
sites for some forms of recreational and tourism 

success on the characteristic of the natural 
resource base and when also the construction co 

The condition confronting a destination can 

of the strength and weakness of its current 
operations and from examining the different 
socio-cultural-economical and environmental 
impact for prospective threats or opportunities. 

the attractiveness of a market and to understand 

relate to the strengths and weaknesses of the 

outlined the following dimensions of a market 

Market growth rate

Market trends

on the present sales and on potential sales if the 
use of the product is expanded. The following 
are some information

Government data

Trade association

potential for a market can be used as a guide line 

in the market. Michael Porter devised a useful 
framework for evaluating the attractiveness of 

Supplier power

Threat of substitute products.
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value chain model is useful for determining 
where value is added and for isolating the costs. 
The cost structure also is helpful for formulating 
strategies to develop a competitive advantage.

The following aspects of the distribution 

Existing distribution channels - can be 

customer.

a competitive advantage.

the case of the product having little

B
power over manufacturers and can capture 
more margins.

Changes in the market are important because 

dependent, but some examples include changes 

of emphasis on service and support regional 

factors include:

Technological progress

shows that the tourist market to be made up on 
three elements: recreational travellers, business 
travellers and travellers for purposes other 

purposes. In recreational travel the choice of 
destination lies in the hands of the travellers. 
Subject to certain contingencies or restrictions 

involved in transportation and at the destination 

perhaps a friend.

at the travellers, disposal and the length of 

the choice of destination and the demand for 

designed to restrict travel abroad or even the 
marketing activities of other countries within 

Business travel differs from recreational 

of the business travellers is determined for him 

business travellers is determined for him 
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regarded as an essential part of the business 

In contrast to the recreational component of the 

increase in the volume of business travel is related 

business component of the travel market is 
expanding although its numerical growth rate 
does not show the spectacular increase which 

as a result of the developments in inclusive tour 

traveller tends to be a higher spender that the 

The business end of the travel market is 

of the travel market comprises those who travel 

the purpose of visiting relatives or friends, for 
personal health reasons, for educational purposes, 
for attending international conferences when 

purposes. These three groups of travellers are 

such reasons, statistics based on purpose of visit 

their interpretation.

CONCLUSION

environment. Therefore, all elements of tourist 
offer should offer the highest possible level of 

New and changed standard of development is 

relationships, which enable reaching the results 

destination state evaluation demands vast 

as well as the creation of possibilities for shaping 
propositions for increasing the destination 
competitiveness. It also enhances the power to 
counter the market challenges.
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