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Impact of Image and Satisfaction on Marketing Innovation
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Abstract: Colombia is a country that has achieved significant tourism growth in recent years. However, both research and empirical evidence 
about its tourism development is very limited. Marketing innovation in tourism enterprises is one of the keys to this country maintaining positi-
ve tourism development. This empirical study analyzed marketing innovation in 364 of Colombia´s tourism companies. The findings show that 
“satisfaction” in terms of application of innovative marketing strategies that improve customer satisfaction and “image” in terms of application 
of innovative marketing strategies that help to improve image of company´s products and services have a significant relationship with marketing 
innovation of Colombia´s tourist enterprises.
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Introduction

In the last two decades there has been growing interest in the topic 
of innovation in tourism, focusing on different types of innovation 
in products, processes, marketing, and organizational management. 
Researchers have also explored potential determinants of innovation 
in the tourism industry (Hjalager, 2010; Medina-Muñoz et al., 2013). 
In particular, marketing innovation on tourism industry is a topic 
of interest to scientific community (Lee et al., 2015; Alizadeh & Isa, 
2015; Gössling & Lane, 2015; Zuñiga-Collazos et al., 2015; Carvalho 
& Sarkar, 2014).
 
In the case of Colombia, this country has experienced a significant 
growth on tourism industry over the past decade, According to Mi-
nistry of Commerce, Industry, and Tourism of this country the num-
ber of visitors has quadrupled in the recent decade (200-2010), with 
557.280 visitors to 2.15 million respectively. However, despite the 
positive development of tourism, Colombian tourism enterprises are 
facing challenges of competitive tourism and his research and em-
pirical evidence on innovation in tourism enterprises remains very 
limited (Zuñiga-Collazos, 2015). Consequently, there is a gap in or-
der to understand growth in Colombia’s tourism industry and the en-
terprises that provide the industry’s foundation. The purpose of this 
study is to analyze the relationship between marketing innovation of 
Colombia´s tourist enterprises (MICTE) in a sample of small and me-
dium tourism enterprises using conceptual variables: marketing in-
novation as the dependent variable and satisfaction and image as two 
factors that measure marketing innovation as independent variables.

Marketing Innovation. 

According with Organization for Economic Co-operation and De-
velopment OECD & Eurostat (2005) there exist four types of inno-
vation: (1) product innovations, referring to significant change in 
the characteristics of goods and services, meaning new products and 
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improved existing products; (2) process innovations, referring to 
significant changes in the methods of product and distribution; (3) 
organizational innovations, referring to the implementation of new 
methods of organizations; and (4) marketing innovations, referring to 
all practices of developing new marketing processes, marketing, and 
selling products or services. Marketing innovation is “the implemen-
tation of a new marketing method involving significant changes in 
product design or packaging, product placement, product promotion 
or pricing. Marketing innovations are aimed at better addressing cus-
tomer needs, opening up new markets, or newly positioning a firm’s 
product on the market, with the objective of increasing the firm’s sa-
les” (OECD & Eurostat, 2005)

On other hand, organizational strategy and innovation interact for 
two reasons. The market-driving reason focuses on developing new 
market needs; in order to obtain a high satisfaction, customers have 
to be persuaded about new types of products and services. This is 
where marketing innovation leads to strategy (Menon et al., 1999; 
Verhoef & Leeflang, 2009). Besides marketing innovation activities 
can help firms to enter and satisfy new markets (OECD & Eurostat, 
2005; Schubert, 2010; Varis & Littunen, 2010). The rationale here is 
that a firm that have innovation in marketing may better understan-
ding of both customer needs to satisfy, and the ability to have a very 
good image of products and services offered.

In the literature exists empirical evidence about enterprises of both 
industrial and  services sector as tourism that are based on unders-
tanding of innovation in marketing and its relationship with other 
variables such as performance or other (Huhtala et al., 2014; Ceylan, 
2013; Arnett & Wittmann, 2014; Atalay et al., 2013). Nicolau and San-
ta-María (2013) suggest than the marketing innovation have a higher 
positive effect on performance hotel, which is explained by potential 
cost differences among innovations. Finally according by Hjalager 
(2010), marketing innovation is so important that it has led tourism 
literature to consider as a separate category to study.
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Satisfaction and Marketing Innovation. 

Kotler (2000) considered customer satisfaction as a mental state 
which results from customer’s comparison of expectations prior to 
a purchase with performance perceptions after a purchase. In addi-
tion, customer satisfaction is the customer’s assessment of a service 
in terms of whether that service has met the customer’s needs and 
expectations (Zeithaml et al., 2006). Therefore, it can consider consu-
mer satisfaction as response based on evaluations and expressed some 
time during the purchase-consumption process (Lee et al., 2015), 
where is possible that a good marketing innovation can influence 
positively. In this sense, Lee et al., (2015) investigated the effects of 
attitude toward using mobile app services on customer satisfaction. 
These authors were based on a questionnaire survey of 538 respon-
dents in Taiwan and the path analysis result demonstrated that usage 
attitude of this marketing innovation is the most significant factor for 
customer satisfaction.

On the other hand, according by the Innovation Diffusion Theory 
(IDT), proposed by Rogers (1983). IDT includes five significant inno-
vation characteristics: relative advantage, compatibility, complexity, 
trialability, and observables. More specifically, compatibility measu-
res a technology’s consistency with users’ values, past experience, and 
needs (Rogers, 1995). Agarwal and Prasad (1999) describe a positive 
relationship between an individual’s prior compatible experiences 
and acceptance of new innovation, and satisfaction. In this sense, Lee 
et al., (2015) describe as use apps as a marketing innovation improve 
customer satisfaction.

Finally, from a strategic marketing perspective, innovation and 
competitive advantage are closely related concepts (Porter, 1991); 
and all kinds of marketing innovation, if effectively managed, can 
contribute toward generating advantage (Naidoo, 2010; Desouza et 
al., 2009).

Image and innovation Marketing

Overall image of an enterprise might have an impact on consumer 
buying behaviors (Homburg & Giering, 2001; Han & Back, 2008; Hi-
llery et al., 2001). Some authors use the concepts of reputation and 
image interchangeably (Barnett et al., 2006; Stern et al., 2001). But, in 
literature about image concept related with innovation marketing are 
limited. However, Frank et al. (2015) introduces the concept of innate 
willingness to pay for innovations (IWTPI). Based on a questionnaire, 
authors collected consumer data from Germany, Indonesia, Bolivia, 
USA, and Japan; it tests hypotheses about the antecedents to IWTPI, 
the moderating effects of IWTPI on the formation of customer satisfac-
tion, and their differences between products and services. Results show 
that IWTPI tends to be positively influenced by importance of status 
symbols as image. Moreover, these effects are moderated by cultural 
and economic factors and the effects of IWTPI are positively moderates 
by public brand image of company. In others words, the innovations 
realized on companies´s image would have positive impact on possibi-
lity to pay for this type of innovations in marketing.   

Finally, innovation marketing based on image may impact more 
stronger in terms of IWTPI when increase the importance of social 
recognition, which is the a posteriori perception that using certain 
products and services has led to positive social feedback and thus re-
presents experienced social benefits (Choi et al., 2014; Frank, 2012; 
Frank et al., 2014). This effect may be even stronger than reported 
in the literature on consumer innovativeness because willingness to 
pay for innovations presupposes a greater return on investment, in 
terms of social recognition, than mere interest in innovations (Frank 
et al., 2015).

Methodology

According to Cohen and Cohen (1983) and Hair et al. (1995) re-
gression analysis is useful because it can (1) explain the relationship 
between one variable with others and (2) estimate the behavior of a 
variable based on what is known of other variables that influence that 
variable’s behavior. 

In this study, this technique can explain the relationship bet-
ween the independent variables and the Marketing Innovation of 
Colombia´s Tourist Enterprises (MICTE) or for predicative pur-
poses, estimate the behavior of MICTE and determine the influen-
ce of independent variables satisfaction and image. The suggested 
model has the following structure determined by the dependent 
variable:

MICTE = β0 + β1 • Inn-Mark1 + β2 • Inn-Mark2 

Where: MICTE = Marketing Innovation of Colombia´s Tourist En-
terprises; β0 = Constant; Inn-Mark1= Satisfaction: application of 
innovative marketing strategies that improve customer satisfaction 
(actions taken to improve satisfaction); Inn-Mark2= Image: applica-
tion of innovative marketing strategies that help to improve image 
of company´s products and services (actions taken to improve the 
image).

Sampling

A survey was designed and applied to a representative sample of 364 
managers with tourism enterprises in the cities of Medellin, Calar-
ca, Popayan and Santander de Quilichao. Data collected for the stu-
dy contain a sample of different tourism businesses, including 74 
(20.33%) hotels, 203 (54.77%) restaurants, 14 (3.58%) travel agencies, 
24 (6.59%) companies providing hosting services, and 49 (13.46%) 
other types of tourism businesses. The companies surveyed are small 
and medium enterprises (SMEs). According to the Ministry of Com-
merce, Industry, and Tourism of Colombia the sample included, by 
firm size: 0–10 workers, called micro-enterprise (82.7% of the sam-
ple), 11–50 workers (15.39%), called small-enterprise, and 51–200 
workers (1.61%), called medium enterprise; 15.43% of the companies 
have been established in the market between 2.1 and 4 years, but it is 
also important to note that 27% of the companies are start-ups with 
less than 2 years in the marketplace.
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Analysis 

According to the results presented in the correlation matrix (see Table 
1), it can be determined that the variables Inn-Mark1 and Inn-Mark2 
have a significant relationship with respect to the variable MICTE and 
have also shown that these relationships are positive, as seen by their 
coefficients. Table 1 shows a positive linear relationship with the de-
pendent variable MICTE with each of the independent variables, so 
that Mark1 is the variable that contributes the most to the model, due 
to the fact that this one has the highest correlation coefficient. Regar-
ding the evaluation of the correlation of the residues is highlighted 
the problem to evaluate the Durbin–Watson indicator, which is close 

to 0: 1.966. It is also important to note the high significance of the 
model (F=3985. 304 and p=0.000).

On the other hand, as observed in the coefficient matrix (see Table 
1), there are no problems of multi-collinearity; therefore, for each 
of the variables, their tolerance indicator is not less than 0.10, as 
suggested by the theory of Menard (1995) (cited by Aldás, 2008). 
Finally, the detection of outliers is calculated by the Mahalanobis 
distance and its significance, using the method suggested by Aldás 
(2008). According to the analysis, none of the analyzed data shows a 
statistically significant Mahalanobis distance (p < 0.001) to infer the 
existence of an outlier.

Table 1. Correlation Matrix (N=364) 

MICTE InnMark_1 InnMark_2

MICTE
Person Correlation 1
Inn-Mark1

Person Correlation 0.910 1
Sig. (Unilaterally) 0.000 0.000
Inn-Mark2

Person Correlation 0.877 0.673 1
Sig. (Unilaterally) 0.000 0.000 0.000

*Correlation is significant at the 0.000 level (unilateral)

Outputs for ANOVA analysis shows that the significance level for the 
F test of the regression is 0.000, that is lower than 0.05 as the mi-
nimum level of significance expected; therefore, the hypothesis H0 
is rejected, and must be at least β ≠ 0, and thus at least some of the 
independent variables explain the behavior of the dependent variable 
MICTE. Subsequently, the significance of the parameters is evaluated 
individually. For this the t test is evaluated in the coefficient matrix, 
taking into account the hypotheses H0: βj = 0 and H1: βj ≠ 0.

According to Table 2 (matrix of coefficients), Inn-Mark1 and Inn-
Mark2 have a significant individual significance within the model, 
and therefore could be argued that the variables contribute to it. Whit 
respect to the model, it appears to be a good fit, and we can say that 
with a corrected R2 of 0.956, the model is explaining 95.6% of the in-
formation with the variables used, namely Inn-Mark1 and Inn-Mark2. 
The remaining 4.4% of the information can be explained by other 
variables that have not been taken into account in the model.

Table 2. Matrix of Coefficients

Model
Unstandardized Coefficients

Typified

Coefficients t Sig.
Statistical Collinearity

B Typ. Error Beta Tolerance FIV

(Constant) 0.113 0.037 3.034 0.003

Inn-Mark1 0.525 0.013 0.585 39.503 0.000 0.547 1.827

Inn-Mark2 0.439 0.013 0.484 32.654 0.000 0.547 1.827

Dependent Variable: MICTE. F = 3985.304; ρ = 0.000

Once the validity of the model results is confirmed, the regression 
line obtained from the coefficient matrix (see Table 2) is:

MICTE = 0.113 + 0.585 • Inn-Mark1 + 0.484 • Inn-Mark2 

With this equation, we can predict the level of marketing innova-
tions that a particular company will have, if we understand their 

perceptions. However, to also predict the degree of Colombia´s tou-
rist enterprises marketing innovations, the regression coefficients 
aditionally allow identifying the relative importance of individual 
variables to predict. In this case it is clear that the variable Inn-
Mark1 is the most important (0.585), followed by Inn-Mark2 (0.484). 

The study results are summarized in Table 3.
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Table 3. Regression Results

Model B SE B

(Constant) 0.113 0.037

Inn-Mark1 0.525 0.013 0.585*

Inn-Mark2 0.439 0.013 0.484*

R2 = 0.956; *ρ < 0.001

Results

The implementation of marketing innovation activities in Colombian 
tourist companies is an emerging practice, and according to the re-
sults of this study, they spend relatively little effort in achieving this 
type of innovation. This finding is true for each aspect of innovation. 
Inn-Mark1, which is satisfaction understood as application of inno-
vative marketing strategies that improve customer satisfaction, had 
an average rating of 2.72 out of 5.0 by entrepreneurs, thus indicating 
that the level of changes or improvements in its practices as the way 
to do actions to improve satisfaction based on innovation marketing 
as a priority for all companies surveyed.  Likewise, when reviewing 
the data obtained about this innovation type, it appears that there are 
companies that have made little effort in this direction, and others 
who have done their best to contribute to this task so that not all have 
the same level of intent to innovate from the satisfaction. Inn-Mark2 
which is image understood as the way to application of innovative 
marketing strategies that help to improve image of company´s pro-
ducts and services, had an average rating of 2.93 out of 5.0 on the part 
of employers, indicating that the level of actions in order to improve 
imagen based on marketing innovation is not being carried out as a 
priority in all companies surveyed, and compared to the generation of 
improvements in this type of innovations is not a task given priority. 
Likewise, reviewing the minimum and maximum rating obtained, it 
appears that there are companies that have made little effort in this 
direction, and others have made some effort to do so, so that not all 
have the same level of intent to improve or obtain new forms of mar-
keting innovation for company. In general this study shows that re-
search and development is given a low priority by Colombian tourism 
companies. 

Conclusions

The results allow a better understanding of the relationship between 
marketing innovations in the tourism sector. They also provide im-
portant empirical evidence supporting the theoretical conceptualiza-
tion described by Lee et al., 2015; Agarwal and Prasad, 1999; Lee et 
al., 2015; Homburg and Giering, 2001; Han and Back, 2008; Hillery 
et al., 2001; Frank et al., 2015, and these results increase this type of 
evidence for companies located in less developed destinations, whe-
re the dynamic and context is different from more established desti-
nations. This could justify the difference in the correlation between 
Inn-Mark1, Inn-Mark2 with MICTE. These correlations are described 
below. For less developed countries, marketing innovation should be 
addressed as a major determining factor in sustained tourism. In con-
nection with how well the model fits, we can say that with a correlated 
R2 of 0.956, the model is explaining 95.6% of the information with the 

variables used, namely Inn-Mark1 and Inn-mark2, while the remai-
ning 4.4% of the data can be explained by other variables that have 
not been taken into account in the model. 

The main conclusion of this study is the observation of a significant 
relationship regarding the MICTE with the variables Inn-Mark1 
(0.585) Inn-Mark2 (0.484), and that these relationships are positive, 
as shown by their coefficients. In sum, there exists a positive linear 
relationship between the dependent variable MICTE with the inde-
pendent variables Inn-Mark1 and Inn-Mark2, and Inn-Mark1 is the 
variable that contributes the most to the model. In order to predict 
the degree of Colombia´s tourist enterprises marketing innovations, 
the regression coefficients allow identifying the relative importance 
of individual variables to predict the important level of this type of 
innovation. In this case, it is clear that the variable Inn-Mark1 is the 
most important (0.585), followed by Inn-Mark2 (0.484). 

Finally, this study presents some limitations. In order to expand the 
sample to a larger number of cities in the country, it is recommended 
that in future studies the sample can be extended to cities with rela-
tively good tourist development. On the other hand, future research 
should identify correlations of other innovation variables as process 
innovation.
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