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Nowadays, strategic management is a major concern as it helps not only firms but also pub-
lic organizations and entities to gain and sustain competitive advantage. An essential part of strate-
gic management is the implementation of marketing mix that is centered on four core components,
namely product, price, place and promotion. The research focus is on the strategy of the
Municipality of Patra by analyzing the impact of marketing mix elements on overall satisfaction of
tourists. A total of 141 responses were used through a self-administered questionnaire. A conceptu-
al framework was derived for the literature review and tested using factor analysis and regression
analysis. Findings revealed that there is a significant impact overall satisfaction of tourists by pro-
motion activities. Based on these findings, the academic and practical implications are discussed
in detail in the study.
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3ACTOCYBAHHA MOJEJ/II MAPKETUHI'-MIKC
JJIA KOHKYPEHTHOI'O CTPATEI'TYHOI'O YIIPABJITHHA

Cb0200Hi cmpamecziune ynpasainHsa € cepiio3Hor0 00NOM02010, OCKLIbKU 60HO 00NOMAAE He
auwe ipmam, a i depyucagnum opeawnizauism ma opeawnizauism ompumamu ma 306epeemu
KoHKypenmHy nepeeacy. Bajcaueor wacmumnoro cmpameziunozo ynpaeaiHHa € peaaizauis
Komnaekcy mapkemuney, sKuil 30cepedyceHull Ha 4OMupboX OCHOGHUX KOMNOHEHmAX, a came
npodykmi, uini, micyi ma npocysauni. Jlocaioncennsa 3ocepedyiceno Ha cmpameeii
myniyunasimemy Ilampu wasxom amanizy enaugy eiemeHmié KOMNAEKCY MApKemuHzy Ha
3azaavHe 3a00804eHHA mypucmis. 3azaiom 6yao euxopucmarno 141 6ionogios 3a donomozoro
ankemu 045 camocmiiinozo 3anoeénentus. Konuenmyaavna ocnoea Oyaa eueedena 0asa 0240y
aimepamypu ma nepeeipeHa 3a 00nMOM02010 (PaKmopHo20 anaaizy ma peepeciiinozo aHauisy.
Bucnoeku nokazaau, wio icnye 3Ha4nuli 6n1ue Ha 3a2aabHy 3a0080.1€HICING MYPUCHIE PEKAAMHOI
disavnicmro. Ha ocnosi yux éucnoekis y docaioxcenni demaabro 062060proronmuvcs aKademivuni ma
npaKmu4Hi HACAIOKU.

Ilpocysannsa eénaueac nHa Komnaexc mapkemuney 6 pasu Oiavuie, Hixc Oyovb-axuli iHuwul
daxmop. Llenmpaavnuii ypso, micyesa 6aaoa, mypucmusni azenuyii ma mi, xno 6e3nocepeonsbo
3aUMaEmMbcss Mypu3mom, NOGUHHI HA20A0WLY6AMU HA NOKPAU|EHHI NPOCYBAHHA, OCKIAbKU Ue
Haligaxycaugimuil paxkmop, saxuil eede do 3adogoaeHHa 6i0 mypucmie. Cyuachi cnocoou
NPOCYBAHHA MA GUCBIMACHHS MYPUCHUMHUX HANPAMKIB, eheKkmuena poboma nabaix puieiuns,
OHAQIH CNOCOOU NPOCYBAHHS MYPUCIMUMHO20 HANPSMY, PO3CUAKA IHGOpMmauitinux Oroaemenie ma
yiHosa noaimuka, cCnNpAMOGAHA HA 3A4y4eHHA KAi€eHmie, — ocb mi cnocobu, sKi Moxycymo
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niosuwumu egpexmuenicmo npocysanns. ILle nideuwgumv 3adoeoaenicmov mypucmie i moxnce
npuzeecmu 00 30i1bWeHHS NOGHIOPHUX MYPUCHIG | HOBUX KAICHMIE Uepe3 YCHY PeKAaMm).
Karouosi caosa: cmpameeiune ynpaeninus, Mikc-mapkemuHe, KOHKYpeHMHA nepeeaza, mypusm,
Ilampu.

1. Introduction. Strategy as a word comes from the Greek language and has the
meaning of planning against the enemy. Especially in business environment the need
for strategy came intensively after the World War II where businesses had to face
increasing competition and more volatile external conditions (Bracker, 1980). Thus,
strategic management was imperative use for long-term planning and achievement of
operational goals (Gure & Karugu, 2018). Indeed, the study of strategic management
is concerned with the efficient and effective application of management principles in
a highly changing external environment (Drnevich, Mahoney & Schendel, 2020).

Businesses face risks such as the entry of new competitors, the threat of substi-
tutes, the bargaining power of buyers, the bargaining power of suppliers and the exist-
ing competition (Porter, 1985). COVID 19 was an unexpected risk for businesses
resulted in businesses changing their strategy in order to meet the new needs of con-
sumers (Nikbin et al., 2021). The marketing mix is considered an extremely impor-
tant set of actions that managers make as it offers a competitive advantage over other
businesses. It is a variety of tools used to achieve marketing objectives (Kotler, 2000).
The marketing mix in combination with the strategic management are used as inter-
nationally recognized practices by tourism businesses to help them focus on tourists’
needs and reduction of the risks.

Tourism is a sector of the Greek economy that it has been developed significant-
ly in recent decades. Tourism businesses and its contribution of tourism to the Greek
economy are great. The contribution of Greek tourism to the Greek economy can be
seen in various economic terms. The direct contribution to G.D.P. is estimated at
13.2 billion euros or 7.2% of GDP. The indirect contribution of tourism to G.D.P. is
estimated at 29 billion euros — 34.9 billion euros or 15.9% — 19.1% of G.D.P.
Furthermore, the direct or indirect employment with tourism activity amounts to
37.6% — 45.2% of total employment in Greece ( kkos and Koutsos, 2022). The
assessments of tourism receipts for the year 2022 are very positive and possibly the
revenues will reach those of 2019 ( ank of Greece, 2022). Statistics up to the month
of May show an 18.3% drop in tourist arrivals and a 12.2% drop in tourist receipts in
the year 2022 compared to the year 2019 ( nsete, 2022). Nevertheless, this is encour-
aging given the fact that 2019 was a record year for the Greek tourism and the world
was faced with the sudden consequences of Covid — 19. Last but not least, tourism
statistics show that several tourist destinations have more arrivals and receipts in sum-
mer season of 2022 in comparison with the equivalent of 2019.

Patras is one of the largest cities in Greece in terms of population distinguished
for the advantages it can provide to tourists. owever, it has not sufficiently developed
its tourist activity. The population size of city of Patras in combination with the pos-
sibilities of it were the two main reasons for the research of this paper to be conduct-
ed in Patras. The tourism activity in Patras has mainly been linked to inbound
tourism. The Region of Western Greece, which includes Patras, has fewer hotel beds
than in relation to the other regions of Greece (Insete, 2021). The tourist destination
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of Patras relies mainly on Greek tourists and it is well known for its cultural events
such as Patras Carnival (Pappa et al., 2022). The carnival of Patras is one of the
biggest in Europe in terms of the number of tourists and receipts made during the car-
nival season (Papadimitriou, 2013).

Patras has certain special characteristics that may give it a competitive advantage
over other tourist destinations. Patras has the potential to become a city break tourist
destination due to its geographical location and the advantages it offers. Furthemore,
some important features of the tourist destination of Patras that can be promoted are
the religious reserve, the beauty of city of Patras, the folklore and cultural elements,
the conference center of the University of Patras with its capacity to host 2000 dele-
gates and the possibility of attracting foreign tourists of the Patras Carnival (Delloite
and Remaco, 2022). Nevertheless, there are significant obstacles that hinder tourism
development such as the lack of strategic planning and the lack of infrastructure at the
airports of Aktio and Araxos (Delloite and Remaco, 2022).

The tourism activity in Greece is flourishing and it contributes decisively to the
well-being both of the residents of Greece and residents of Patras. Tourism of Patras
has positive consequences such as increased employment, preservation of cultural
identity and environmental protection. However, it has some negative consequences
such as rising prices, parking problems and illegal behavior (Pappa et. al, 2022).
Nevertheless, the development of alternative forms of tourism causes less negative
effects and keeps pace with the needs of climate change ( ontogeorgis and Varotsis,
2022). Finally, the city of Patras should cultivate alternative forms of tourism that
reduce the negative effects on the residents.

The main purpose of the article is to draw conclusions about the tourists' per-
ception of the components of marketing mix in the case of the city of Patras.
Specifically, the above conclusions will enable the Municipality and the tourism busi-
nesses of Patras to adjust their marketing strategy accordingly. This will provide an
opportunity for those involved in tourism to improve and increase the tourism satis-
faction. The results of this research can be used in other tourist destinations so as to
increase the satisfaction of their tourists.

The paper begins with theoretical background about marketing mix and hypoth-
esis development in the second section (2). The methodology is presented in the third
section (3). The fourth section (4) includes data analysis and results using the meth-
ods explanatory factory analysis and regression model. Finally, the conclusions of the
research are presented in the fifth section (5).

2. Theoretical background and hypothesis development. The concept of the mar-
keting mix is that it is a guide for businesses showing them the points they should
emphasize ( orden, 1984). Marketing mix has been found so as to affect tourism sat-
isfaction directly or indirectly (Othman et al., 2020). arketing mix is a tool to ensure
the effectiveness of marketing strategies (Abedian et al., 2022). The marketing mix
focuses on solving new needs and emerging problems. Such problems can be new
competitive products and the promotion of competitive products through low price
(Borden, 1984). The concept of marketing mix was introduced in 1953 by Neil
Borden and included, among others, the product, the price, the promotion and the
place (Waterschoot and Bulte, 1992; Loo & Leung, 2018). Borden defined 12 points
— marketing mix that a company should emphasize. McCarthy in an effort to create
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a more comprehensible and simple marketing framework reduced these elements to
four (McCarthy, 1964; Constantinides, 2006). These four elements are product,
price, promotion which are also known as 4p’s of marketing or marketing mix.

The concept of product includes the good or service with its characteristics. Product
should provide consumers with vacuum features, quality and the appropriate appear-
ance. It is in other words anything that businesses offer for sale (Abedian et al., 2022).
Businesses should make continuous efforts to improve the product (Kotler et al., 1996).

Price is the amount that one person gives to another in exchange for the provi-
sion of a good or service (Othman et al., 2020). Businesses face problems in estab-
lishing a unique price as some countries have increased costs such as transportation,
customs charges and other expenses (Kotler et al., 1996). Furthermore, price is a fac-
tor that tourists take it seriously (Relifra & Wardi, 2022). Finally, it should be per-
ceived by consumers as fair.

Promotion is the means of communication between the business and the con-
sumers through which the consumers are informed about the characteristics of the
products or services. Moreover, it is the ways that businesses motivate consumers to
buy products or services (Othman et al., 2020). Finally, businesses follow different
communication strategies and take into account the characteristics of the country
they are addressing (Kotler et al., 1996).

Place is the location where the product or service is provided (Othman et al.,
2020). Furthermore, it means all the activities that the company does to make the
product or service available to the customers (Kotler et al., 1996). Finally, the con-
cept of place also includes virtual stores such as shopping through a website or a call
center (Abedian et al., 2022).

In summary, the 4p's of marketing along with its essentials are presented with the
following figure (Kotler, 2000):
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Fig. 1. Marketing mix before Covid-19
Covid — 19 has brought changes in the essentials of the 4p’s of marketing that

businesses must follow. Some of the elements that businesses should emphasize after
Covid — 19 are (Nikbin et al., 2021):
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Fig. 2. Marketing mix after Covid — 19

Marketing mix affects tourism satisfaction which is the question for the majori-
ty of tourist destinations. Wahab et al. (2016) found that there is a medium correla-
tion between customer satisfaction and marketing mix.  urism satisfaction has been
the subject of study for several scientific researches. It is a complex concept and
depends on many personal factors (Hanna and Wagle, 1988). It is a very important
factor that significantly influences the creation of loyal customers (Wahab et al.,
2016). Tourism satisfaction is the difference between the expected pleasure from vis-
iting a tourist destination versus the actual pleasure from it (Megatef, 2015). Finally,
tourists may express their satisfaction of a tourist destination through recommending
the tourist destination to friendly persons or visiting the tourist destination for repet-
itive times (Relifra, & Wardi, 2022).

The marketing mix has received considerable criticism of its value from a num-
ber of scholars (Purohit, Paul & Mishra, 2021). Indeed, some of the weaknesses of the
4p’s marketing mix are the ignoring the human factor, the lack of some important
strategic dimensions, the lack of interaction, the internal orientation and the lack of
personalized needs (Constantinides, 2006).

The research questions of the paper are reflected in the figure below:
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Fig. 3. Conceptual framework

AKTYAIJIbHI TIPOBJIEMU EKOHOMIKW Ne 10-11 (256-257), 2022



MARKETING 21

HI: Product (service) impacts on overall satisfaction of tourists.

The product is a factor that significantly affects tourism satisfaction (Relifra, &
Wardi, 2022). Hasan and Islam (2020) found that the product is positively associated
with tourism satisfaction in their research. Wahab et al. (2016) found that there is lit-
tle correlation between product and satisfaction. Olivar et al. (2022) found that the
effect of product marketing strategy has a strong correlation with tourist satisfaction.
Similar results of the strong relationship between product and tourism satisfaction
were found by another research (Rahman et al., 2019). Finally, Megatef (2015) found
a statistically significant relationship between product and tourism satisfaction.

H2: Price impacts on overall satisfaction of tourists.

Hasan and Islam (2020) found that the product is positively associated with
tourism satisfaction in their research. Wahab et al. (2016) found that there is small
correlation between price and satisfaction. Olivar et al (2022) found that the effect of
price marketing strategy has a strong correlation with tourism satisfaction. Similar
results of the strong relationship between price and tourism satisfaction were found by
another research (Rahman et al., 2019). Finally, Megatef (2015) didn’t find statisti-
cally significant relationship between price and tourism satisfaction.

H3: Place impacts on overall satisfaction of tourists.

Place is a factor that significantly affects tourism satisfaction (Relifra, & Wardi,
2022). Hasan and Islam (2020) found that place is positively associated with tourism
satisfaction. In another study conducted by Wahab et al. (2016) found that there is
small correlation between place and satisfaction. Olivar et al. (2022) found that the
effect of place marketing strategy has a strong correlation with tourism satisfaction.
Similar results of the strong relationship between place and tourism satisfaction were
found by another research (Rahman et al., 2019). Finally, Megatef (2015) didn’t find
statistically significant relationship between place and tourism satisfaction.

H4: Promotion impacts on overall satisfaction of tourists.

Promotion is a factor that significantly affects tourism satisfaction (Relifra, &
Wardi, 2022). Hasan and Islam (2020) found that the promotion is negatively associ-
ated with tourist satisfaction in their research. In addition, Rahman et al. (2019)
found that promotion was not positively associated with tourism satisfaction.
Moreover, Wahab et al. (2016) found that there is small correlation between promo-
tion and satisfaction. Furthermore, Olivar et al. (2022) found that promotion has a
strong correlation with tourism satisfaction. Finally, Megatef (2015) found a statisti-
cally significant relationship between promotion and tourism satisfaction.

3. Methodology. The population of the study consists of tourists of the
Municipality of Patra during the festival period (Patrino karnavali). The research uti-
lized primary source of data which was obtained through questionnaire administra-
tion. To check the appropriateness of the instrument, pilot study was conducted on
three experts of strategic management. Following the pilot study, minor changes was
effected on the instrument. The structure of the questionnaire consists of three parts.
The first one provides questions about respondents’ profile, the second depicts the
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marketing mix context and the last one provides question about the overall satisfac-
tion of tourists when visiting the Municipality of Patra. The study adopted a five-
point Likert-type scale for measurement, ranging from 1 (Strongly Disagree) to 5
(Strongly Agree) for independent and dependent variables.

4. Data analysis and Results. Data analysis was carried out to examine demo-
graphic profile of respondents, exploratory factor analysis to identify the factors
underlying the variables of the questionnaire, reliability analysis to measure internal
consistency of a set of variables and regression analysis for hypothesis testing of inde-
pendent (product, price, place, promotion) and dependent (overall satisfaction) vari-
ables. IBM SPSS version 25.0 was used for statistical analysis.

4.1 Sample characteristics. As summarized in Table 1, the profile of respondents
sowed a mix of females (53.90 per cent) and men (46.10 per cent). Moreover, the
majority (43.26 per cent) of the respondents were relatively-young, belonging to the
age bracket under the 24 years, while 38.3 per cent of the respondents were in the 25-
34 age category. As for the educational level of the respondents, 53.19 per cent pos-
sess bachelor degree and 21.99 per cent have completed the high school. When ana-
lyzing their marital status 74.47 per cent were single and 12.77 per cent were married
with children. In terms of respondents’ nationality, most of them were Greek, with
the rest originated from Albania, Morocco, Spain, Pakistan, Ukraine and
Switzerland.

Table 1. Sample characteristics (N=114)
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4.2 Factor analysis. Bryman and Bell (2007) assert that the validity is deter-
mined by the dataset's ability to address the research issues. Kaiser-Meyer-Olkin
(KMO) test can be used to determine the validity and KMO value should general-
ly be between 0 and 1. If the value of KMO is closer to 1, that indicates the data col-
lected is appropriate. A KMO test value of 0.90 is outstanding, while 0.8 is
described as excellent. Table 2 shows the values produced by using the sphericity
test of KMO and Bartlett. The KMO test of both factors’ dimensions gave a value
above 0.822 ensuring the validity of the constructs. The Bartlett test of sphericity
measures the strength of the relationship among variables. From the Table 2, the
Bartlett test is significant, as its associated probability is less than 0.05, actually is is
0.000 less than 0.05.

Table 2. KMO and Bartlett's Test
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Exploratory Factor Analysis (EFA) was carried out to identify the unidimen-
sionality of the measures. EFA was conducted using Principal Component
Analysis and Varimax Rotation methods (Kinnear and Gray, 1997). Cronbach’s
alpha was used to test the reliability. According to Hair et al. (2010), the lower
Cronbach alpha limit is 0.70, although in exploratory work it may drop to 0.60.
Nunnally (1994) stated that alpha values of Cronbach greater than 0.60 should be
regarded as accurate. The Cronbach’s alpha (a) values of the independent variables
were as follows: product was 0.788, price was 0.720, place was 0.733, and promo-
tion was 0.750.

Table 3 shows the factors extractable from the analysis along with their eigen-
values the percent of variance attributable to each factor, and the cumulative vari-
ance of the factor. The firs factor accounts for 25.173 per cent of the variance, the
second 32.719 per cent, the third 39.613 and the last 46.034 per cent.
Furthermore, the table shows the loadings of the variables on the four factors
extracted. The higher the absolute value of the loading, the more the factor con-
tributes to the variable.

Moreover, variables such as possibilities of shopping, reputation-brand “City of
Patra”, archaeological sites, historical monuments and museums, architectural her-
itage, natural sights, gastronomy and winery and cultural or religious events are sub-
stantially 1 cleanliness of public places and ‘green’ practices, friendliness of the local
people, support services (emergency helpline, healthcare facilities), adequate accom-
modation infrastructure and tourist information (guiding signboards, maps,
kiosks)are loaded I factor 3 “place”. All the remaining variables are substantially
loaded on Factor 4 under the title ‘Promotion’.
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Table 3. Exploratory Factor Analysis results for Marketing Mix Components
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4.3. Model estimation. In order to test the research hypotheses that are analyzed
above, we estimate the following regression model:

OVST,—a 4 b,P1, + b, P2, +b.P3, + b,P1, 4o,

where, OVSTi: Overall satisfaction of tourists,
P,: product, P,: price, P5: place, P4: promotion,
the bg are parameters to be estimated and ¢; is a random error term.

Regression analysis shows the impact of mix marketing components on overall
satisfaction of tourists. The model summary (table 4) provides the R, R?, adjusted R?,
and the standard error of the estimate, which can be used to determine how well a
regression model, fits the data. The results reveal that the R2 is .275. Consequently,
27.5 per cent variations in overall satisfaction of tourists could be explained by prod-
uct, price, place and promotion, indicating a moderately good level of prediction.
Remaining 72.5 per cent is determined by other factors. The acceptable Durbin —
Watson range is between 1.5 and 2.5. In this analysis Durbin — Watson value is 1.891,
thus there was no auto correlation problems in the data used in the research. Thus,
the measures selected for assessing dependent variables in this study do not indicate
autocorrelation disorder.

To determine if one or more of the independent variables are significant predic-
tors of overall satisfaction, we examine the information provided in the coefficient
table. The coefficient is significant at o = 0.05. Promotion is statistically significant
but on the contrary product, price, place are not statistically significant. The stan-
dardized coefficient beta column reveals the promotion has a beta coefficient 0.402
which is significant at 0.000. Table 6 indicates F (4, 136) value of 12.887 at 0.000,
which indicates a good fit for the data.

5. Conclusions. Promotion affects the marketing mix many times more than any
other factor. he central government, the local authorities, the tourism agencies and
those directly involved in tourism should emphasize the improvement of promotion
as it is the most important factor that leads to tourism satisfaction. he modern ways
of promoting and highlighting tourism destinations, the effective operation of pub-
lic relations, the online ways of promoting the tourist destination, the newsletters
sending and the price policy aimed at attracting customers are some ways that can
enhance the effectiveness of the promotion. This will enhance tourism satisfaction
and it can result in increased repeat tourists and new customers through the word of
mouth advertising.

In a future study, other factors of the marketing mix that affect tourism satisfac-
tion could be examined such as people, physical evidence and processes. This could
increase the explanation of tourism satisfaction affected by the marketing mix.
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