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Preface

This book provides an updated global vision of airport marketing strategies in the
context of the aviation and tourism sectors. There are many books and articles on
marketing and airport marketing, but there is not one yet that speaks directly to
airport marketing strategies. This book will substantiate the academic literature
regarding the role of airports and their marketing strategies in the aviation and
tourism industries. One of the purposes of this book is to understand and docu-
ment the nature of the airport’s management and business through marketing
strategies, the distinct challenges that airport and airline operators and Destina-
tion Marketing Organizations (DMOs) currently face during these difficult times
of economic, social and pandemic periods and how airport operators should try to
cope with a global crisis through in coherent, well-planned, coordinated and
comprehensive manner. Alone or together? Can airport and airline operators
work and address this pronounced fall in passenger and freight volumes for 5 or 6
years more? What are the marketing strategies used in aviation and tourism
activities? These are some of the questions we can ask ourselves, and there are
probably many more that we could think of in this book.

Many studies have been conducted to examine the direct effects of marketing
on tourism, international markets and human behaviour areas. However, in spite
of the growing interest on airports and marketing relationships by researchers,
academics and practitioners alike, there is no specific literature on airport mar-
keting strategies, where researchers and airport operators can obtain relevant
information in which to project their investigations and joint marketing strategies
with other partners. To fill this gap, the purpose of this groundbreaking book is to
introduce students, researchers and practitioners to the new methods of airport
marketing strategies in the digital innovation era, strategies that enhance com-
mercial revenues, promotion campaigns, the effectiveness of marketing actions
and the airport’s brand image. Further, this book is intended to provide some
awareness and understanding of the various interactions and interdependencies
between airports, DMOs, airlines, marketing tools and stakeholders.

Indeed, this book shows real examples of airport marketing strategies around
the world to help airport and airline operators, marketers and DMOs improve
their marketing strategies in a competitive and environmentally sustainable
market, as is the case with aviation and tourism activities. Opportunities to
develop mutually beneficial relationships in cities between DMOs and airports are
plentiful but often largely untapped by both parties due to miscommunication and
the common interests of business operators. Strategy is the art of asking, “Why?’



xxii  Preface

Establish and conduct a good strategy by the airport operator or company, which
provides a road map for managers and indicates what must be done to survive, be
profitable and grow as an organisation in an industry as competitive as the
aviation sector. A good strategy must be based on clearly identified and framed
challenges by airport operators. Strategy is science because it requires analytical
skills, the ability to organise and analyse information and the ability to make
well-informed decisions.

The marketing strategy of diversification is critical to reviving in times of
economic downturn. Indeed, during the pandemic crisis, the use of digital chan-
nels to promote products and services is experimenting with an unprecedented
boom in promotion and communication marketing campaigns. Airports such as
Los Angeles (IATA code: LAX) in the United States, Orlando International
(IATA: MCO) in the United States, Schiphol Amsterdam (IATA: AMYS) in the
Netherlands or Changi airport (IATA: SIN) in Singapore are pioneers and rec-
ognised experts in marketing communication and technical aspects of promotion
campaigns.

The aviation industry has been a very restricted and rather endogamic sector
for aeronautical engineers, operators and governments; they monopolised the
aeronautical and safety activities from 1970 to 2000, and for them, the
non-aeronautical and marketing operations were only residual income for air-
ports. Fortunately, this trend is slowly changing thanks to tourism and marketing
experts, who have provided a joint vision and a clearer picture of the interrela-
tionship between the aviation and tourism industries to increase commercial
revenue and passenger arrivals at airports worldwide. The management of mar-
keting campaigns through digital channels by airport operators, marketing
departments, airlines and DMOs has to be targeted with a clear, relevant and
attractive message of products and services offered to users/passengers/tourists, to
reach a high conversion rate and return on investment of marketing campaigns.
This is one of the reasons why airport operators and the rest of their partners are
turning to a range of evaluation measures for aviation and tourism promotion
campaigns.

The concluding Chapter 9 tackles cybersecurity as a sociotechnical phenom-
enon in airport marketing activities. The cybersecurity issues at organisations
marketing campaigns (e.g. phishing attacks, URL poisoning, man-in-the-middle,
distributed denial of service or drone denial attacks) through digital channels are
increasingly frequent and dangerous to companies and customers because of the
digitisation of business (websites and apps) that has become in companies’ main
showcase. The European Aviation Safety Agency (EASA) estimated a monthly
average of 1,000 airport cyberattacks in 2020. For instance, the Airbus Group is
hit by up to 12 cyberattacks per year, mostly in the form of ransomware and
hostile actions carried out by state-sponsored attackers.

Digital development, new technologies, cybersecurity and information tech-
nologies are speeding up the transformation of airports into new business models,
where they must stratify their portfolio of businesses with the aim of providing
diversified and replacement revenue streams and enabling them to increase
non-aeronautical revenues. These great changes at airports have created a world



Preface  xxiii

full of opportunities between the aviation and marketing industries, where pas-
sengers and companies operating in and around the airport will be the main
beneficiaries.

The book maintains a thoroughly strategic perspective in the context and terms
of marketing. Importantly, the author offers innovative perspectives on which
airport marketing strategies and resulting examples and ideas might evolve in
everyday practice at airports and airlines all around the world, as well as in
academic research. As such, this book should be a must-read for everyone in the
aviation and tourism industries.

Dr Lazaro Florido-Benitez
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