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Abstract 
The Covid-19 virus, which spread rapidly all over the world as of March 2020, 
caused many economic, social and cultural changes in people's lives. This epidemic 
affects many industries including tourism and in this study the level of change in 
tourism sales and new marketing strategies are discussed through different 
countries. It was also highlighted that new business models including concepts such 
as hygiene, social distance, artificial intelligence and robots should be included in 
the tourism sector in order to ensure the trust of tourists after Covid-19. The 
purpose of this study is to identify the problems experienced in different countries 
related to tourism marketing due to covid-19 and to explain the predicted changes 
to contribute further studies in this field. 
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1. Introduction 

The new coronavirus disease is burdened by an unprecedented scale that no one 
knows about and is already economically, sociocultural and psychologically 
unprecedented. This epidemic, which negatively affects all sectors, caused serious 
damage in the tourism sector. In earlier times tourists had many alternatives to 
travel around the world although previous health problems occured such as SARS, 
Avian Flu, Swine Flu or Ebola, or in times of crisis such as terrorist acts or natural 
disasters. However, this time in the Covid-19 outbreak, the whole world had to 
experience restrictions or limitations in many activities (Kaushal & Srivastava, 
2020). UNCTD (2020) reported that COVID-19 caused a major global economic 
depression since the end of March 2020 and international travel restrictions 
caused 80 percent fall in flights worldwide (Sheller, 2020).  As disase is spreading 
all over the World, governments had taken action for closing the borders, 
announcing quarantine periods, restricting both domestic and international travel, 
etc. Almost everything is banned, cafes, clubs and restaurants were closed, all 
activities like conventions, concerts, festivals, meetings, or sports events had been 
stopped by the authorities of the governments in almost all countries of the World 
(Gössling, Scott, & Hall, 2020: 2).  
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2. Tourism Marketing Post Covid-19 Pandemia 

During the lockdown period almost all markets were down including  tourism 
oriented services. Service-based economies were affected negatively and countries 
that are more trusted on tourism would be more affected by this pandemic crisis 
(Fernandes, 2020: 3). Hao, Xiao & Chon (2020) argued 6 phases for anti-pandemic 
era of tourism sector These are the phases of management framework of Chinese 
marketers. During the phase of pre-event, WHO (World Health Orgamization) 
alerted the first infected case from Wuhan, China on November 17, 2019. The other 
cluster of Covid 19 cases were announced on January 4, 2020 and some of the 
hotels managed to create disaster teams for digital management and in prodromal 
phase, the cancellations and concerns about the hotel industry were up till Mid-
March 2020. In emergency phase the hotels sales were at freezing point, the hotels 
were converted to hospitals and accomodate both medical staff and infected 
patients till mid March, 2020. During intermediate phase, they decided to 
quarantine inbound travellers at airport hotels. In the long-term recovery from 
May to the end of 2020 the hotels decided to focus on only business travel and 
local market just for self-saving. They will try to activate and revitalize the 
business during 2021-2022 as a resolution phase.Tourism industry market will 
fallow short term activities as one-day tours, weekend sightseeing for 
intraprovincial tourism and crossprovincial domestic travel as long-term activities. 
In addition, their major strategy would be refunding the cancellations or re-
scheduling the bookings, disinfecting service areas, providing contacless service 
and beginning robotic automation (Hao, Xiao & Chon, 2020: 6). 

According to UNWTO Report, all global destinations have reduced travel 
restrictions by 70% due to the COVID-19 outbreak. In the published report, it is 
stated that the restrictions applied to 152 destinations from 115 points.  As of 
December 2020, only one of the four destinations continues to have international 
restrictions but the borders of 59 destinations are still closed to tourists 
(www.unwto.org). 

After Covid19, which negatively impacted the tourism sector, all organizations 
related to touristic activities are expected to review their business models and 
redesign according to expected market conditions. It is expected as to reduce the 
existing workforce or to design the existing workforce in newer roles according to 
the needs of the enterprises (Kaushal & Srivastava, 2020). Because of the fact that 
tourism is completely human-oriented, businesses should create their new 
regulations within a new framework by considering people at the center of 
everything.  
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3. The Effect of Covid 19 on Tourism Sales in Different Countries 

Owing to global lock-out during Covid 19 Pandemic almost all sectors were 
affected negatively including tourism&hospitality. As a result of their market-
based research Sharma & Nicolau (2020) stated that there has been a significant 
decrease in car rentals, airlines and cruise ships sectors  and sales in hotels in US 
due to Covid19. They also stated that the decline was significant enough to cause 
concern in the long term and they also estimated that business travels could 
recover this unexpected drop much faster than leisure travels. Service sectors such 
as hospitality and tourism will be adversely affected due to the pandemic 
(Fernandes, 2020). 

Jenelius & Cebecauer (2020) analyzed the effects of Covid 19 on daily public 
transport passengers in Sweden’s most popular regions. As the result of the 
analysis, they report a decrease in passenger ticket purchases of approximately 
60% in Stockholm and 40% in Västra Götaland, due to the transportaion of fewer 
active passengers because of the virus and thus people tend to buy a single ticket 
instead of a period ticket. In addition, it is stated that short-term passenger ticket 
sales were almost zero. 

Spain is one of the most affected countries by both health and economic results of 
the COVID-19 epidemic through thousands of hotels. González-Torres, Rodríguez-
Sánchez & Pelechano-Barahona (2020) state that the disruption of one company 
puts the other at risk due to the interdependence of the companies that makes up 
the tourism supply chain and causes a significant decrease in tourism revenues 
and also causes liquidity problems. 

During the crisis, companies tried to ensure continuity in their access with their 
customers through their applications on digital platforms. Raj, Sundararajan & You 
(2020) examined the supply and demand of restaurants on the Uber Eats digital 
platform as businesses shut down in the United States with the outbreak of COVID-
19. They associated the significant increase in both daily and hourly orders with 
the expansion of the digital market due to Covid 19 and the increase in the 
intensity of competition between manufacturers and suppliers on this platforms. 
Companies which are able to provide flexibility can survive in the post-COVID 19 
economy by shaping their new business models with new managerial insights on 
digital platforms considering supply and demand-side factors. 

In Colombia, after Covid-19, some tough decisions have been made regarding air 
transport, freight transport and urban transport and changes have been started to 
be implemented. The transport sector experienced a financial crisis, especially 
with the ban on border crossings. Thay also aim to remove unnecessary products 
from the supply chain to reduce freight flights (Arellana, Márquez & Cantillo, 2020: 
1). Furthermore, because of the decrease on demand of motor vehicles the need of 
infrastructure both for pedestrians and cyclists should be encouraged. Dalgic, 
Toksoz, Birdir, S. and Birdir, K. (2019) stated that rural tourism differs especially 
in terms of 'location size' and 'population density and composition'. Accordingly, it 
can be aimed to increase the incentives of rural tourism, which is one of the most 
important strategies in tourism marketing, due to the importance of social 
distance, especially after Covid 19 outbreak. Besides, Motoyama (2020) predicts 
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that employment in restaurants in small cities will decrease significantly due to 
Covid-19, and regions with low income levels may suffer even more than large 
cities (Arellana, Márquez, Cantillo, 2020). 

Countries such as Greece, Portugal and Spain, which are more dependent on 
tourism, will have a slower growth rate due to the crisis. In such a period when a 
global recession is inevitable, it has been observed that the psychological need of 
consumers to return to normal in China is very high (Pantano, Pizzi, Scarpi, & 
Dennis, 2020). As a result of this, it is predicted that a recovery will occur with 
return to normal life, but this effect will not last much (Deng, Wang, & Chao, 2020). 

4. Conclusion 

Paul (2012) stated that tourism is very important in the global economy, especially 
for developing countries, and that it is directly related to many other sectors, but 
especially policy makers should act in a way of promoting sustainability while 
tourism operators develop the tourism market and tourism products. It is 
predicted that Covid-19, which has significant effects in all societies and sectors, 
will also cause changes in the tourism sector. Thus, it is very important to provide 
sustainable development while making decisions about the changes for the welfare 
of future generations. Cooperation was needed during the pandemic, and even 
those of past competitors shoul coooperate in this context fort he sustainability of 
tourism. Post Covid-19 untouched travel activities began to be implemented  such 
as  camps and excursions in nature or tourist attractions isolated for families only 
(Park et al., 2020). Yoo& Managi (2020) pointed out the importance of encouraging 
outdoor activities rather than indoor activities by leaving a space between tables 
or limiting the number of daily visitors in cafes and restaurants for a safe travel 
experience based on social distance. Some regulations need to be made in order to 
increase tourism sales after the pandemic. The most important of these may be the 
provision of services based on high level of privatization. For example, breakfast 
buffets in hotels were one of the most attractive factors to attract customers in 
Korea, but post Covid-19 pandemia breakfast buffets offered with room service 
became more popular (Bae & Chang, 2021) In addition, taking customized 
reservations in small groups according to crowded groups, personalized room 
offerings according to the needs of the customers, certfications obtained in the 
field of health will normally meet the demands of tourism. As a result, all these 
efforts need to be transferred to customers by using appropriate channels. 

Due to the restriction and quarantine caused by Covid 19, in order to reduce 
contact with people, takeaway orders have become more popular than eating in 
restaurants. One of the most important factors affecting the travel choices of 
tourists is food, so restaurants can increase and sterilize their package service 
options by adhering to safety and hygiene protocols and emphasize this issue in 
their advertisements (Wen at al., 2020). It is recommended that local governments 
work to offer hiking trails or driving routes with local views. In addition, hotels 
should provide private dining rooms, buffet room service and live chat concierge 
services. 

Hotels negatively affected by the Covid-19 epidemic are expected to turn to use 
robots and artificial intelligence that can increase physical distance while 
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minimizing social distance. Check-in and  check-out operations with face scanning 
or voice recognition and the presence of robots in service areas could make 
tourists feel safer. (Jiang& Wen, 2020: 2567). It is predicted that such new 
technological applications offered in hotels can create trust in terms of both health 
and hygiene, and  this can help to  increase the occupancy rates of the hotels.  

All actors in the tourism market need to notice the changes caused by the Covid-19 
virus and find solutions to existing problems. The socio-economic dimensions of 
the COVID-19 epidemic affecting tourism should be examined based on the 
behavior of incoming tourists. Governments can take protective measures such as 
social distancing, wearing masks, caring hygiene and even curfew restrictions and 
prohibitions in order to fight Covid-19 that effected tourism sector negatively. 
Therefore, governments might specify the intensity of Covid-19 in tourism 
destinations and let the tourists check the update versions. They also should take 
measures especially in the transportation, accommodation and food &beverage 
sector to provide the health security for the tourists. Thus, redesignation of the 
websites could be effective in a way of allowing tourists to compare different 
destinations during their decision process (Grech, Grech, Fabri, 2020: 121). 

 

References 

Arellana, J., Márquez, L., & Cantillo, V. (2020). COVID-19 outbreak in Colombia: an 
analysis of its impacts on transport systems. Journal of Advanced 
Transportation, Volume 2020, Article ID 8867316, https://doi.org/ 
10.1155/2020/8867316 

Bae, S. Y., & Chang, P. J. (2021). The effect of coronavirus disease-19 (COVID-19) 
risk perception on behavioural intention towards ‘untact’tourism in South 
Korea during the first wave of the pandemic (March 2020). Current Issues 
in Tourism, 24(7), 1017-1035. 

Dalgic, A., Toksoz, D., Birdir, S. S., & Birdir, K. (2019). 16 Rural Tourism: An Asset 
for Sustainable Development. Sustainable Destination Branding and 
Marketing, 181. 

Deng, S., Wang, W., Xie, P., Chao, Y., & Zhu, J. (2020). Perceived severity of COVID-19 
and post-pandemic consumption willingness: The roles of boredom and 
sensation-seeking. Frontiers in psychology, 11, 2437. 

Fernandes, N. (2020). Economic effects of coronavirus outbreak  (COVID-19) on 
the world economy. Available at SSRN 3557504. http://dx.doi.org/ 
10.2139/ssrn.3557504 

González-Torres, T., Rodríguez-Sánchez, J. L., & Pelechano-Barahona, E. (2020). 
Managing relationships in the Tourism Supply Chain to overcome 
epidemic outbreaks: The case of COVID-19 and the hospitality industry in 
Spain. International Journal of Hospitality Management, 92, 102733. 

Gössling, S., Scott, D., & Hall, C. M. (2020). Pandemics, tourism and global change: a 
rapid assessment of COVID-19. Journal of Sustainable Tourism, 1-20. 



34                     Demir, D. (2021). Changes in Tourism Marketing and Sales Post Covid-19 Pandemic 
 

Grech, V., Grech, P., & Fabri, S. (2020). A risk balancing act–tourism competition 
using health leverage in the COVID-19 era. International Journal of Risk & 
Safety in Medicine, (Preprint), 1-5. 

Hao, F., Xiao, Q., & Chon, K. (2020). COVID-19 and China’s hotel industry: Impacts, a 
disaster management framework, and post-pandemic 
agenda. International Journal of Hospitality Management, 90, 102636. 

He, H., & Harris, L. (2020). The impact of Covid-19 pandemic on corporate social 
responsibility and marketing philosophy. Journal of Business Research, 116, 
176-182. 

Jenelius, E., & Cebecauer, M. (2020). Impacts of COVID-19 on public transport 
ridership in Sweden: Analysis of ticket validations, sales and passenger 
counts. Transportation Research Interdisciplinary Perspectives, 8, 100242. 

Jiang, Y., & Wen, J. (2020). Effects of COVID-19 on hotel marketing and 
management: a perspective article. International Journal of Contemporary 
Hospitality Management. Vol. 32 No. 8, pp. 2563-2573. 

Kaushal, V., & Srivastava, S. (2020). Hospitality and tourism industry amid COVID-
19 pandemic: Perspectives on challenges and learnings from 
India. International Journal of Hospitality Management, 92, 102707. 

Motoyama, Y. (2020). What kind of cities are more vulnerable during the COVID-19 
crisis?. Local Development & Society, 1-9. 

Park, Y. J., Choe, Y. J., Park, O., Park, S. Y., Kim, Y. M., Kim, J., ... & COVID-19 National 
Emergency Response Center, Epidemiology and Case Management Team. 
(2020). Contact tracing during coronavirus disease outbreak, South Korea, 
2020. Emerging infectious diseases, 26(10), 2465-2468. 

Paul, B. D. (2012). The impacts of tourism on society. The Annals of the University of 
Oradea, 500. 

Pantano, E., Pizzi, G., Scarpi, D., & Dennis, C. (2020). Competing during a pandemic? 
Retailers’ ups and downs during the COVID-19 outbreak. Journal of 
Business Research, 116, 209-213. 

Raj, M., Sundararajan, A., & You, C. (2020). COVID-19 and digital resilience: 
Evidence from Uber Eats.  

Sharma, A., & Nicolau, J. L. (2020). An open market valuation of the effects of 
COVID-19 on the travel and tourism industry. Annals of tourism research. 
83  

Sheller, M. (2020). Reconstructing tourism in the Caribbean: connecting pandemic 
recovery, climate resilience and sustainable tourism through mobility 
justice. Journal of Sustainable Tourism, 1-14. 

Wang, D., & Nicolau, J. L. (2017). Price determinants of sharing economy based 
accommodation rental: A study of listings from 33 cities on Airbnb. 
com. International Journal of Hospitality Management, 62, 120-131. 



Journal of Strategic Research in Social Science, 2021, 7 (2), 29-36.  35 
 

Wen, J., Kozak, M., Yang, S., & Liu, F. (2020). COVID-19: potential effects on Chinese 
citizens’ lifestyle and travel. Tourism Review. Tourism Review, Vol. 76 No. 1, 
pp. 74-87.  

Yoo, S., & Managi, S. (2020). Global mortality benefits of COVID-19 
action. Technological Forecasting and Social Change, 160, 120231. 

https://www.unwto.org/news/70-of-destinations-have-lifted-travel-restrictions-
but-global-gap-emerging, (December 21, 2020) 

https://www.cedefop.europa.eu/en/news-and-press/news/jobs-risk-
coronavirus-impact-eu-tourism-sector  

 

 

  

https://www.emerald.com/insight/publication/issn/1660-5373


36                     Demir, D. (2021). Changes in Tourism Marketing and Sales Post Covid-19 Pandemic 
 

Journal of Strategic Research in Social Science 
(JoSReSS) 

ISSN: 2459-0029 

www.josrss.com 

 All Rights Reserved 


