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Abstract: Despite its increasing maturity in the literature, relationship marketing remains
an untested concept for destination marketers. This article explores the opportunities and
challenges faced by managers of destinations in their attempt to engender loyalty and repeat
visitation in a product domain traditionally considered highly complex, fragmented, and
difficult to manage. Further, the article analyzes the degree of implantation of relationship
marketing in two contrasting destinations: Stockholm and Barbados. The study concludes
that the peculiarities of the destination product complicate the building of relationships with
the tourist and diminish the suitability and value of such efforts, while promoting the value
of greater interorganizational collaboration. Keywords: relationship marketing, destinations,
destination marketing.  2003 Elsevier Science Ltd. All rights reserved.
Résumé: Le marketing de relation : un défi pour les destinations. Malgré le développement
constant dans la littérature du sujet du marketing de relations, ce sujet reste un concept
non vérifié pour les services du marketing des destinations. Le présent article examine les
opportunités et les challenges que rencontrent les administrateurs des destinations quand
ils essaient d’encourager la loyauté et les visites répétées dans un secteur économique qui
se considère normalement comme extrêmement complexe, fragmenté et difficile à gérer.
Ensuite, l’article examine le niveau d’implantation du marketing de relations à deux destinations contrastées : Stockholm et la Barbade. L’étude conclut que les particularités des
différents produits de destination compliquent le développement des relations avec le touriste et diminuent la pertinence et la valeur des efforts tout en promouvant la valeur d’une
plus grande collaboration entre organisations. Mots-clés: marketing de relations, destinations, marketing de destinations.  2003 Elsevier Science Ltd. All rights reserved.

INTRODUCTION
The contemporary literature appears captivated by the notion of
relationship marketing to the extent that a considerable body of opinion now exists, with a diversity of views as to its definition, scope,
and worth as a new “paradigm”. Relationship marketing is variously
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considered to be a tactical “currency” promotional activity, often
linked to database technology (Bickert 1992), a strategic tool whereby
suppliers seek to “tie-in” customers and achieve customer retention
(Gummesson 1999), and as a fundamental business philosophy
(Peppers and Rogers 1995). In this paper, the focus is on individual,
or one-to-one, relationships with customers, which frequently integrate
database knowledge with long-term customer retention and growth
strategies. With such divergent approaches to its core proposition, it
is not surprising that a common definition has proved elusive. But that
proposed by Shani and Chalasani (1992)—“an integrated effort to
identify, maintain, and build up a network with individual consumers
and to continuously strengthen the network for the mutual benefit of
both sides, through interactive, individualized, and value added contacts over a long period of time”—encompasses many definitional
facets from other authors. For example, it incorporates the long-term
orientation proposed by Doyle and Thomas (1992), the shift in emphasis from manipulation to genuine customer involvement argued by
McKenna (1991), and the need to work towards common goals put
forward by Buttle (1996). It also emphasizes the need to attract, maintain, and enhance customer relationships (Berry 1983; Grönroos 1983;
Gummesson 1987), as well as the need for all marketing activities to be
directed towards establishing, developing, and maintaining successful
relationships, as suggested by Morgan and Hunt (1994).
With its long history of relational exchange, tourism has witnessed
the introduction of many relationship marketing practices. Airline frequent flyer programs (Gilbert 1996; Gilbert and Karabeyekian 1995;
Liu, Wall and Westlake 2000), hotel frequent guest programs (Danaher
and Mattsson 1994; Palmer, Beattie and Beggs 2000), and car rental
company customer preference schemes (Chadee and Mattsson 1996)
have all contributed to tourism being at the forefront of industries
adopting relationship marketing (Palmer and Mayer 1996). However,
doubt has been cast over the extent to which this practice can permeate the domain of this marketing theme, the destination serving as
the crux of tourism, and traditionally considered to be highly complex,
fragmented, and difficult to manage (Gunn 1993). With increasing
global competition owing to newly-emerging destinations and tourists
becoming more exacting in their choice and desire for a variety of
options, relationship marketing arguably offers considerable potential
to achieve competitive advantage.
DESTINATION RELATIONSHIP MARKETING
Although the relevance of the concept of loyalty has reached a state
of maturity in the wider marketing literature (Sheth and Parvatiyar
2000), it has received scant attention in the destination literature
(Oppermann 2000). While a small number of studies have explored
the issue of repeat visitation (Bowen and Shoemaker 1998; Gitelson
and Crompton 1984; Gyte and Phelps 1989; Pyo, Song and Chang
1998; Reid and Reid 1993) and identified preliminary tourist loyalty
typologies (Court and Lupton 1997; Oppermann 1997, 1999), there

