Marketing Greek Accommodation Establishments during Recession
ABSTRACT The article examines and evaluates Greek hotels’ marketing strategies during recession. It focuses on the investigation of hospitality practices during crisis, marketing strategies and innovation, development of competitive advantage, use of IT for marketing, and the influential links between them. It also examines the impacts of accommodation category and geographical type of hotel. The research is based on a nationwide e-mail survey to hospitality managers/owners (N=914). The results reveal the significant effort put into production cost minimisation, the direct effect of this on marketing strategies, the strong enterprising focus on marketing innovation, and the impact of the use of IT for marketing purposes, whilst the accommodation category has a greater impact on the examined constructs than does geographical type. The conceptualisation adopted provides recommendations for hospitality owners and managers along with a better understanding of the aspects contributing to hospitality marketing in a period of recession and political instability.
Introduction

The current recession has hit tourism hard, with sharp declines in the hotel industry that have negatively affected tourism revenues (Sariisik et al., 2011). This impact is partially because the tourism and hospitality industry has had less formal crisis planning than other economic sectors, since it comprises a large number of small, but often interrelated businesses) (Ritchie, 2009). Hospitality is the largest subsector within the tourism economy, and is also an important ingredient of the tourism experience (Davidson et al., 2010). Unfortunately, however, it is not immune from crises (Wang and Ritchie, 2012). Many strategies have been suggested by researchers to help companies to survive recessions, amongst them, increasing marketing expenditures (Candemir and Zalluhoglu, 2011). Several studies have shown that those increasing marketing activities will increase sales, income and market share, since businesses that increased their marketing budgets during recessions gained market share more quickly than those which did not (Koksal and Ozgul, 2007).

The Greek hospitality industry tried to use its strengths both for further development and to achieve higher competitiveness. The rapid development in hospitality was based on natural and cultural resources, the widespread infrastructure of ports and airports and relatively low production and living costs (Buhalis, 1999), with a parallel exploitation of their flexibility and the high volume of entrepreneurial activity, the creation of personalised relationships, strong labour loyalty with relatively low turnover, and their strength of local character (Buhalis, 2001). On the contrary, Greece cannot compete on a price basis with new destinations given its current hospitality cost structure, but it has all the necessary elements to reinvent itself, reshape its product, and market itself efficiently in order to maintain positive publicity (Papadimitriou and Trakas, 2008). It also has to confront mismanagement aspects such as the lack of appropriate risk and crisis management knowledge, insufficient communication with employees, and an unwillingness to seek external help and support from specialised experts (BCL, 2012); all of these problems are intensified by a shortage of highly qualified, educated and specialised labour (Chalkiti and Sigala, 2010). Unique characteristics of the Greek crisis, such as widening public deficits in conjunction with declining external competitiveness (Kourteas and Vlamis, 2010), the persistent deficit in the current account, and the continuous growth in ‘twin deficits’ together with the lack of structural reforms at home regarding labour market flexibility, social security and market competition (Malliaropoulos, 2010), have worsened the economic situation and created severe problems for Greek companies.

The study was conducted between November 2011 and January 2012 using e-mail questionnaires to Greek accommodation firms. This time period was selected for three reasons: (a) it was just after the end of the Greek tourist season when hotels evaluate their operational and financial results, and plan their strategy for the forthcoming tourist period; (b) it was just after the 27th October EU agreement of the Greek bailout, where the national government had collapsed, and the short-lived national unity government had emerged; and (c) the possibility of Greece exiting the European Monetary Union (EMU) was considerably strengthened and was, for the first time, officially discussed by European Union (EU) leaders. All of the above created an exceptionally unstable and uncertain business, political and financial environment, where the implementation of risk and crisis strategies was vital. 

The aim of this article is to examine and evaluate the marketing strategies Greek hotels implement during recession. Its objectives investigate the impacts of hospitality practices during crisis, the implemented marketing strategies, the competitive advantage and innovation, the costs of production, and the use of IT (Information Technology) for marketing. It also evaluates relationships among the examined constructs, the accommodation category and the geographical types of hotel. Finally, it presents the importance of marketing factors for further development of Greek hotels, and proposes policies that strengthen the marketing of the hospitality industry during recession.

Literature review

Actions against crisis

Even if there are different categories of crises (Okumus and Karamustafa, 2005), important similarities exist between them, and one type can lead to another (Kovoor-Misra et al., 2001). Preparation for crises focuses on the reduction of negative impacts which include falling demand and revenue, rising costs, disruption of normal operations, failings in decision making and communication activities, staff lay-offs, cancellation of investments, stressful living and working environments, and the closure of organisations (Kash and Darling, 1998). Risk management becomes critical, especially as key customers encounter their own financial problems and either fail to pay or have to cut their purchases; issues which need to be managed much more carefully during crises (Grosse, 2012). Meanwhile, opportunities arise through the introduction of new products, management programmes, new markets, and ways to reduce costs (Okumus and Karamustafa, 2005). Consequently, the tourism and hospitality industry need “information and knowledge for decision making and for strategies to effectively respond to the current situation” (Papatheodorou et al., 2010, p.39).

The recent recession caused significant pressure in all Greek companies as they tried to cope with the crisis and increasing market competition (Glavopoulos et al., n.d.). Faced with the crisis, widespread recession, and the implemented austerity measures, the economic suffocation in Greek enterprises is intense, leading them to implement a series of strategies for survival (Souliotis, 2013). These actions against crises adopted by the Greek hospitality enterprises need to be examined.

Costs of production

During recession, companies try to succeed mainly by reducing costs much earlier and to a greater degree than their competitors, or to accomplish much more courageous investments than their competitors (Ukakturk et al., 2011). As Grosse (2012) suggests, during crises companies are likely to take cost-cutting steps. Moreover, some firms are obliged to close down and others reduce their production capacity due to insufficient consumer demand caused by strict competition in the marketplace (Kirtis and Karahan, 2011) and falling household disposable income, also implying a decrease in tourism consumption (Eugenio-Martin and Campos-Soria, 2014). Nevertheless, decision makers should be careful when implementing cost-cutting strategies (Teylor and Enz, 2002), because a continuous and widespread strong focus on these measures may cause permanent damage to competitive advantage and market share growth (Alonso-Almeida and Bremser, 2013). As they face financial distress hospitality companies focus on cost reduction, and accommodation establishments in particular suffer from, negative attitudes towards crisis planning, a perceived lack of responsibility for dealing with crises, lack of money, lack of knowledge, and lower risk perception (Wang and Ritchie, 2012). Based on the empirical findings of the literature, this study has developed the following hypothesis: 

Hypothesis 1: Production costs are fundamental to practices against crisis.
Marketing strategies

During periods of contraction or recession, consumers change their buying patterns (Ang et al., 2000), unemployment rises, credit becomes less available, and competitors engage in price cutting and other desperate moves to produce sales, whilst a firm should promote its business despite the difficult times and prepare to exploit the anticipated recovery through judicious investments (Pearce II and Michael, 2006). In addition, most businesses become inward looking and respond by cutting costs, postponing investments, adapting products (Song, 1998) and offering discounts (Ang, 2001). Most companies tend to perceive marketing during recession as a dispensable luxury (Lilien and Srinivasan, 2010). Companies also tend to arrange their marketing budgets according to sales achieved, increasing them when sales are good and decreasing them when sales are low (Picard, 2001), but at this point, “cutting down on marketing expenditure is counterproductive and will only enhance the crisis” (Smeral, 2009, p.11). During difficult economic times, companies usually retreat into safe territory and known markets until the crisis is over, but this is actually the time to examine new possibilities and to exploit new markets (Morgan, 2012). Sophisticated marketing is needed in hospitality organisations - because of the continuously changing needs of the market (Ottenbacher, 2007) - in an effort to build strong relationships between a hotel and its customers, to increase customer loyalty, and finally to improve organisational profitability (Sin et al., 2006). Consideration of these findings led to the following hypothesis:

Hypothesis 2: The recession has a direct negative impact upon marketing strategies.
Marketing innovation and competitive advantage

Innovation represents the successful exploitation of ideas that are new to an adopting organisation, into profitable products, processes and services (Johannessen et al., 2001). It is common knowledge that during crises firms focusing on innovation are more likely to survive (Falk, 2013) since innovation is an insurance against failure (Cefis and Marsili, 2006). The literature mainly examines the relationship between marketing innovation and competitiveness (Mariadoss et al., 2011), although it states that the primary role of marketing in the competitive advantage process is innovation (Weerawardena, 2003). Through innovation, companies try to enhance market position (Sok and O’Cass, 2011), and achieve competitiveness en route to superior performance (Naidoo, 2010). Competitiveness is created when buyers receive the greatest perceived value in relation to other options (Rechenthin, 2004) and becomes sustainable when that value cannot be easily or rapidly duplicated (Barney, 1991). During recessions, innovation has been recognised to withstand the gales of creative destruction (Naidoo, 2010), and it is used to introduce new ways or new combinations of existing ways of promotional activity, product pricing and market placement (Hamdani and Wirawan, 2012). Marketing innovation in tourism can be achieved through networks, membership bodies, umbrella organisations, and integrated engagement with knowledge transfer (Carlisle et al., 2013). As long as innovation is ongoing, a firm should be able to retain a source of sustainable competitiveness subject to the desired outcome of the achieved innovation (Chakravarthy, 1997). These findings lead to the following hypothesis:

Hypothesis 3: The practices against crises concerning marketing innovation are positively affected during recession.
IT marketing

Information Technology (IT) helps companies to reduce costs and increase productivity, whilst providing sufficient tools to reach new markets; thus IT marketing has significant advantages over traditional forms, especially in periods of crisis (Savrul and Kilic, 2011). During crises, tourism and hospitality companies use IT marketing because they need to reduce advertising costs, gain more accurate information, , and be responsive to competitors’ promotional campaigns (Jia et al., 2012). Advertisers have used IT marketing to catch the attention of consumers and maximise brand exposure (Steinman and Hawkins, 2010), to persuade engagement with website content and utility, and drive purchase intent (Kirtis and Karahan, 2011). In addition, online marketing progressively maximises its impact since increasing numbers of travellers are using the Internet to source tourism and hospitality information (Litvin et al., 2008). As Doolin et al. (2002) suggest, IT marketing in the tourism industry grows through the provision of links to value-added information; the use of Web-based forms for customer interaction; consumer opportunities to interact through the Web; e-commerce transactions with the acceptance of online bookings for accommodation, travel, and other tourism services; and the full adoption of e-commerce. During crises, online advertising and promotions seem to fit the customer mix better, the measurement of results in much easier through the new media, whilst the hospitality industry has immediate access to a global audience (Drew and Isozaki, 2013). Evaluating these findings, the author developed the following hypothesis:

Hypothesis 4: Recession directly affects IT marketing as a construct of practices against crises.
The proposed model

Since the tourism and hospitality industry is characterised by high susceptibility and vulnerability to crises (Vassilikopoulou et al., 2009), a company’s crisis management capabilities should be of such quality that it can quickly resolve an evolving crisis and prevent it from spreading in the best possible way (Racherla and Hu, 2009). Especially during crises, a company’s competitiveness is dependent on its ability to change and adapt to the new reality (Papanond, 2007), and hospitality organisations are facing increasingly competitive pressures due to recent changes (Gomes et al., 2007). Current research has shown that, during and after recession, companies that increased or focused on marketing activities achieved improved sales, income and market share (Koksal and Osgul, 2007; Candemir and Zalluhoglu, 2011), even though most tried to control costs and reduce marketing expenses (Lilien and Srinivasan, 2010). Still, the management of crises usually varies since stakeholders and managers may have different objectives and priorities, and may not perceive a crisis in the same way (Campiranon and Scott, 2007). 

This study tests a model (see Figure 1) which is built on previous research of Okumus and Karamustafa (2005), Pearce II and Michael (2006), Naidoo (2010), and Doolin et al. (2002). It suggests that, during the current recession, the formulation of actions against crisis was influenced by four  factors: These factors were dealing with ‘marketing strategies’ (the aspects that companies consider important for their marketing campaigns), ‘costs of production’ (the ways that companies try to reduce costs during recession), ‘marketing innovation’ (the fields that companies try to introduce pioneering ideas), and ‘IT marketing’ (the operational use of IT from companies for marketing purposes). It also suggests that the independent variables ‘accommodation category’ and ‘geographical type’ influence the extent of usage of the examined factors. The model discussion works in reverse beginning with the ultimate dependent variable and ending with the exogenous variables.

Please Input Figure 1
Methodology

Research characteristics
In order to select a sample frame, the following process was adopted. Due to the potentially low response rate, more than 8000 e-mails were sent with research questionnaires to hospitality firms all over Greece. The respondents had to be confirmed owners/managers of hospitality firms operating in Greece (they had to give their name on the questionnaire). The firms were grouped by star rating categories and geographical type (city/resort). E-mail addresses were retrieved from the Greek Travel Pages (www.gtp.gr). Although the proportion of missing data was low, list-wise deletion (the entire record is excluded from the analysis) was used; this is the least problematic method for handling missing data (Allison, 2001).

Sample size determination

Since the current financial and political instability and their reflection in Greek accommodation establishments are recent, there is no research that focuses on the perceptions of managers and owners. According to Sevgin et al. (1996), a researcher must select, when the proportions of population are unknown, a conservative response format of 50/50 (that is to say, 50 percent of the respondents have negative perceptions, and 50 percent positive) to determine the sample size. The author selected a confidence level of at least 95 percent and a 5percent sampling error. The sample size was:
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The calculation of the sampling size is independent of the total population size hence the sampling size determines the error (Aaker and Day, 1990). The total number of collected usable questionnaires was 914. The statistical error for the sample population was 3.1 percent.

Selection of variables

The variables examined the practices against crisis (company credits and costs, cost reduction, increased marketing efforts, staff reduction, postponement of new investments, and preparation of crisis plans) cited in Okumus and Karamustafa (2005). The marketing strategies (maintenance of advertising, introduction of new products, alternatives to price cuts, and attraction of new customers) were taken from Pearce II and Michael (2006). Marketing innovation (innovative marketing ideas; product design improvements and readily accepted product placement; promotional activities; and product pricing) and cost of production (cost reduction, production process, large investments in projects in the distribution system, cost control and competitors, specialisation in a limited number of products, and limited target market orientation) were adopted from Naidoo (2010). Finally, the article by Doolin et al. (2002) was used for its IT marketing strategies (further information links, multiple value-added features, online customer support, online accommodation bookings, advanced value-added features, and secure online payment). 

The author also selected the grouping variables due to their importance in previous studies. Fernandez and Bedia (2004), and Tso and Law (2005) state the importance of star categories for enterprise activities and decision making. In addition, Karagiorgas et al. (2007) suggest that the geographical type (city/resort) of a hotel is significant when dealing with its managerial and marketing aspects. This paper takes into consideration both grouping variables. 
Data collection and analysis

The questionnaire was based on prior research into crisis issues, and consisted of 30 Likert Scale (1 strongly agree/5 strongly disagree) statements. The reliability and validity of this selection rationale is supported by studies such as Kyle et al. (2003) and Gross and Brown (2008). These statements were used to assess the views of hospitality owners/managers toward: operational actions against crisis (seven statements); marketing strategies (four statements); marketing innovation (five statements); competitive advantage (seven statements); and IT marketing (seven statements). There were also two grouping questions (accommodation category and type). The collected data were analysed using descriptive statistics, T-test, ANOVA (examination of statistical significances), correlation, factor analysis, linear (factors) and probability (grouping variables: accommodation category; geographical type) regression. The research and components’ validity and reliability were examined using KMO-Bartlett, varimax rotation loadings and Cronbach A, whilst a Structural Equation Model (SEM) was implemented. The findings were significant at the 0.05 level of confidence.

SEM and model fit

The main advantage of SEM “is its capacity to estimate and test the relationships among constructs” (Weston and Gore, 2006, p.723). As Gross and Brown (2008) suggest, the multivariate statistical analysis of SEM is capable of measuring the concepts generated by Exploratory Factor Analysis (EFA) and the paths of hypothesised relationships between concepts. The study initially used EFA in an effort to (a) decide the number of factors, and (b) select a rotation method. The author wanted to examine the maximum possible variance, with successive factoring continuing until no further meaningful variance remained. Thus, Principal Component Analysis (PCA), considered to be the most widely used method, was selected for the primary phase of EFA, and led to model rotation for further analysis (Polit and Beck, 2012). Varimax rotation was selected in order to maximise the variances’ squared loadings of factors on all the examined variables in the factor matrix. Following EFA, Confirmatory Factor Analysis (CFA) was implemented to examine the constructs’ validity and reliability. According to Wang and Wang (2012), when using MPlus it is best to measure the grouping variables as continuous, and also to measure those assessed through a five-point (or more) Likert Scale in this way, although they are in fact ordered categorical measures. Thus, the study measured the variables as continuous.

For model fit, the research followed the studies of Tabahnick and Fidell (2001), and Gross and Brown (2008). First it examined the relationships between the variables and then it evaluated the standardised coefficients for the regression paths. The critical ratio (cr) was used for the examination between path and constructs, falling outside ± 1.96, but the examination of standardised residuals did not identify any possible item for respecification or deletion. The most common measure of SEM fit is the probability of the χ2 statistic (Materns, 2005), whilst the Comparative Fit Index (CFI), which specifies no relationships among variables, indicates a better fit when it is closer to 1.0 (Weston and Gore, 2006). The hypothesised model was tested and reasonable support was found, χ2=2720 (Ν=914, df=847, p<.01, CFI=.958).
Results

The study collected a nationwide usable sample of 914 responses from Greek hotel owners/managers. In order to be representative, this sample had to be proportional with the actual number of hotels in terms of the examined grouping variables (accommodation category; geographical type). Table 1 presents an overview of Greek hotels (AGTE, 2011) and the examined establishments.

Please Input Table 1
The descriptive statistics (Table 2) indicate that, in the group of statements that examine the practices against crisis, hospitality firms do not perceive that marketing needs to be increased or crisis plans created. On the contrary, the most versatile strategies seem to consider the evaluation of a firm’s costs and credits and policies focusing on cost reduction, even if that means the postponement of new investments and reduction of personnel. 

Please Input Table 2
In marketing strategies, hospitality companies tend to focus on the attraction of new customers, where the higher the category of the firm the more likely it is to invest in new products, pricing and advertising. Still, hospitality firms mainly focus on marketing innovation in order to survive during a crisis. They primarily aim to implement innovative marketing ideas (Strong Agreements=44.9 percent), followed by readily accepted improvements in product pricing (Strong Agreements=50.2 percent), and readily accepted improvements in product promotional activities (Strong Agreements=43.2 percent).

The study also indicates that hospitality companies try to achieve competitive advantage mainly through continuous and generalised cost reduction, and through investment in large projects in order to realize economies of scale. Cost reduction in distribution systems was also connected with the use of IT for marketing purposes. The firms seemed to be trying to exploit all the examined aspects of IT marketing, whilst focusing mainly of online customer support, multiple value added features and accommodation bookings.

One more aspect worthy of note is the statistical significance of all statements concerned with the hospitality category, where the higher an establishment’s star rating the more likely it was to invest in innovative IT and to implement marketing strategies. On the other hand, the statistical significances in relation to geographical type revealed that city hotels were more inclined towards marketing innovation and were slightly less focused on restrictive policies in terms of credit, and cost evaluation and reduction. These findings might be directly connected with the lower dependence of city hotels on package holidays and tour operators, and also their higher reliance on repeat visits.

Concerning factor analysis, there was an effort to focus on the important components of the research (Table 3). Thus, for higher coefficients, absolute values of less than .4 were suppressed. The correlation matrix revealed numbers larger than .4 over numerous statements. The KMO of Sampling Adequacy was 0.918 (higher than the minimum requested 0.6 for further analysis), whilst statistical significance also existed (.000). In order to examine whether several items that propose to measure the same general construct produce similar scores (internal consistency), the research also made an analysis using Cronbach’s Alpha, where the overall reliability was .826 and all variables scored over 8 (minimum value 7; Nunnally, 1978). The author also performed exploratory factor analysis with varimax rotation to establish validity in the examined variables. Almost all variables scored over .4, which is the minimum acceptable value (Norman and Streiner, 2008).

Please Input Table 3

Through factor analysis the following constructs emerged: (a) practices against crisis; (b) production costs; (c) marketing innovation; (d) marketing strategies; (e) information technology (IT) marketing.

The examination of the above constructs revealed that the overall R2=.448. The relatively high score indicates the importance of the research. Regression analysis was statistically significant according to ANOVA. All four variables also produced statistically significant results: production costs (Sig.=.000), marketing innovation (Sig.=.000), marketing strategies (Sig.=.035), and IT (Sig.=.048). This reveals their importance with regard to crisis costs in hospitality. The standardised coefficients confirmed that the primary factor affected by recession in hospitality was production cost (β=.579), followed by marketing innovation (β=.146), marketing strategies (β=.054), and IT (β=.036).

Please Input Figure 2

The independent variables of accommodation category and geographical type of hotels also influence the factors of analysis. More specifically accommodation category mainly influences IT marketing (β=.457; p<.01), followed by marketing strategies (β=.442; p<.01), cost of production (β=.416; p<.01), and marketing innovation (β=.309; p<.01). On the other hand, the geographical type of hotels only influences IT marketing (β=.162; p<.01) and costs of production (β=.160; p<.05), whilst marketing strategies (β=.037; p>.05) and marketing innovation (β=.031; p>.05) did not produce any statistical significance.

The research model partially explains the endogenous variables of the study: production costs (R2=.423), marketing innovation (R2=.138), marketing strategies (R2=.048), and IT (R2=.018). The results suggest that this model adequately evaluates the importance of the examined factors. In addition, production cost is a useful predictor for hospitality marketing. 

Discussion

From the findings, the most important strategy in the Greek hospitality industry appears to be reduction in production costs. These strategies were also mentioned by studies such as Ukakturk et al., (2011), and Grosse (2012). The influential business impact of external financial and political liquidity leads firms to drastically reduce their costs in order to achieve high cash flow efficiency, and also ready themselves to confront unexpected costs and economic losses. This strategy seems to be common to most, if not all, of the examined organisations. As Furceri and Zdzienick (2010) indicate, this appears to be a general reaction of companies during crises, and reveals the extended fear of uncertainty that Greek hospitality companies face in an era of rapid economic and political change. It also indicates the extended negative psychological influence of crises in tourism and hospitality products.

The existence of a small but still considerable effort to implement marketing innovation provides opportunities for hospitality companies to develop their product design improvements, support pioneering ideas and increase their promotional activities to market segments. The importance of marketing innovation during crises is also stressed by previous research (Naidoo, 2010; Hamdani and Wirawan, 2012) and underlined as the pathway to survival (Falk, 2013). The findings suggest that innovation is widespread in all managerial decisions, those directly connected with marketing and also those with product improvements (design and placement). This demonstrates the desire for survival and an effort to perceive the recession not only as a threat but also as a source of forthcoming opportunities.

The companies’ tendency to underestimate the power of marketing during crises and avoid investing in advertising and promotional activities has been pointed out, over time, in several studies (see Ostheimer (1980), and Alonso-Almeida and Bremser (2013)). Evidence shows that in several countries, France, Italy (Picard, 2001) Turkey (Okumus and Karamustafa, 2005) and Spain (Alonso-Almeida and Bremser, 2013; Picard, 2001), marketing expenditures are typically reduced during periods of economic crisis.
The effort to lower costs through the use of pricing policies is often at the expense of marketing strategies such as advertising and the introduction of brand new products, and this influences investment in IT marketing. Still, in several studies (see Walle (1996), Litvin et al. (2008), and Jia et al. (2012)) the profound importance of tourism and hospitality IT marketing is pointed out, having received significant consideration by the companies under investigation. Thus, it is important that Greek hospitality companies understand that increased marketing efforts are a tool to help them survive during recession.

In summary, the research has confirmed all the examined hypotheses. Cost of production appears to be a fundamental criterion for the implemented actions against crisis. The recession negatively affects marketing strategies, whilst it positively influences marketing innovation incentives. Finally, IT marketing has been directly affected by the recent economic crisis. 

Concerning the independent categorical variables, the accommodation category appears to be more important than geographical types of hotel, since it also influences the implemented marketing strategies and innovation. Moreover, the influential impact of accommodation category is considerably higher than that of geographical type. In agreement with previous studies by Fernandez and Bedia (2004), and Tso and Law (2005), the findings indicate that the accommodation category (star rating) is important when examining enterprising activities. Usually, the higher a hotel’s category the larger its investment, which means that it has the financial means, and is more likely, to easily implement a marketing campaign. However, even if large companies have sufficient resources for investing in innovation, they are less flexible than smaller firms and suffer from a variety of issues that may make them less innovative, such as bureaucracy which stifles creativity (Laforet, 2008). Thus, smaller companies can be more imaginative and more easily adaptable to new environments.  

The research findings also gave rise to some recommendations. In times of recession, marketing cannot be seen as an additional and relatively unnecessary expense. Thus, the efforts by most of the firms to control cost and reduce marketing expenses (Lilien and Srinivasan, 2010) are inappropriate. Marketing is the means for positioning the firm in multiple markets and geographies, formulating the appropriate competitive advantage, and enterprising expansion in the market. Greek hospitality companies should maintain and if possible increase their marketing initiative, especially when introducing new products and services, strengthening customer loyalty through innovative promotional campaigns and seeking new market segments that can give a financial boost through the recession. As Candemir and Zalluhoglu (2011) suggest, core business marketing activities are clearly the major determinant of profitability. That is why marketing needs to be aggressive, whilst the crisis itself has to be seen as an opportunity and not only as a condition that jeopardises the organisation’s survival.

During recessions all companies consider cost and debt reduction as important factors. Nevertheless, if organisations only focus on such policies they minimise their potential for further development and economic enlargement. New investments in innovative products and services can create the necessary competitiveness for accommodation establishments and give them the proactive nature they desire. In addition, since tourism is a vulnerable sector in crises, hotels need to prepare risk and crisis plans through the strengthening of their enterprising power and expansion of cooperative practices with other hospitality and tourism entities. Moreover, innovation can also come through the more extended use of IT, the creation of sufficient distribution channels for products and services, and a considerable increase in marketing efforts.

These recommendations could help the Greek hospitality industry to strengthen its potential during the financial crisis and increase the possibilities for exploiting opportunities produced by recession. Then, through innovative procedures the industry could readjust its strategies and adapt effectively to the transitional business environment, creating strong potential for further development. Since the tourism and hospitality sector is by far the most important for the Greek national economy, it could finally become the locomotive by which Greece exits its fiscal crisis and recession.

Conclusions

This paper looks at the impact of the economic recession on Greek hospitality marketing strategies. The results indicated the significant effort put into production cost minimisation, the direct effect of this on marketing strategies, and the impact of IT for marketing purposes. The study also revealed that Greek hospitality firms are still hopeful and they focus on innovative policies in an effort to perceive crisis as an opportunity for the formulation of an improved business environment.

Research implications

From the perspective of practical implications, the conceptualisation adopted provides recommendations for hospitality owners/managers along with a better understanding of the aspects contributing to hospitality marketing in a period of economic recession and high political and financial instability. The paper presents a marketing overview where hospitality enterprises tend to implement specific actions in crises, whilst it suggests strategies and policies for strengthening their market positioning, increasing their innovative perspective and surviving during recession.

Limitations
Despite the research contribution, a series of limitations are here acknowledged. First, the generalisability of the research must be approached with care since some issues, such as destination image, national economic and business environment, and operational aspects of the hospitality sector, can produce different outcomes. Second, the research did not examine the evolutionary extent and adaptation rate of the Greek hospitality firms to the new environment. Thus, interpretation of the research findings must be made with caution. 

Recommendations

The effects of global economic recession are expected to be significant at least in the near future. Thus, the suggestions for further research include the following:

· It would be useful if this research could be repeated periodically in order to examine the capability of the hospitality industry to adapt in times when it has the necessary financial means and is more likely to easily implement a marketing campaign. 
· The evaluation of implemented marketing strategies and innovation as ways to strengthen competitive advantage would also be important. This could give to hospitality firms the opportunity to examine the success of, and to optimise, the implemented marketing strategies. 

· It would also be interesting to evaluate the differences between marketing strategies for different destinations. Such analysis could provide a more complete basis for the formulation and implementation of marketing in the tourism and hospitality industry. 
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